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Project Summary  
California has more than 25 agricultural marketing programs (Marketing Orders/Commissions) engaged in the 
promotion of specialty crop products. The marketing and promotional efforts of these entities independently 
compete in a highly diversified media environment for consumer visibility. There was a need for a 
promotional “umbrella” to help crosslink independent messaging of these entities to better impact consumer 
visibility, awareness, and increase the competitiveness of California’s specialty crop industry. 
 
This project modeled itself after Visit California’s successful marketing campaign, which provided a generic 
statewide banner of media promotions that was leveraged by the local tourism bureaus and entities to promote 
their specific location/region. In the case of Buy California Marketing Agreement (BCMA), the project 
allowed California’s agricultural marketing programs to leverage the visibility of a national media campaign 
to further cross promote their individual products in a competitive media market. This national media 
campaign focused solely on California’s specialty crop industry. 
 
This project was important and timely for California’s specialty crop industry as it fulfilled a needed void in 
the generic marketing of specialty crop products and corresponded directly with the planning and 
implementation of Visit California’s 2014 programming. Visit California was recently renewed as a marketing 
program, by assessed business in April 2013, ensuring the continued marketing of California as a tourist 
destination for the next six years. 
 
Visit California has promoted the purchase and consumption of California culinary experiences as a pillar in 
their overall marketing campaign on California. Food and wine travel was an important and fast growing 
tourism segment nationally and resulted in direct sales within the food and beverage sector. BCMA promoted 
the purchase and consumption of California agricultural products to consumers domestically and 
internationally. The gained opportunity for BCMA and California’s specialty crop growers was the leveraging 
of Visit California’s global marketing budget of $42.6 million to further promote awareness and consumption 
of California’s specialty crops. 
 
This project created a promotional media marketing umbrella – “California, Always in Season” which 
highlighted the year-round growing season in California, its diversity of specialty crops/growing regions, as 
well as the food experiences that were uniquely Californian. The objective of this media campaign was to 
position California as the premiere destination for culinary travel as well as to increase the exposure, affinity, 
and sales of California grown specialty crops. This was achieved through capitalizing on the momentum of 
the Visit California overall media campaign ($42.6 million budget); heightened consumer interest in the food 
supply – where it grows, how it grows and who grows it; and provided the opportunity for California 
agricultural marketing orders/commissions to independently leverage the media messaging/campaign. 
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This project did not build on a previously funded Specialty Crop Block Grant Program project. 
 
Project Approach  
Activities that were completed in order to achieve the performance goals and measurable outcomes identified 
in the approved project proposal were as follows: 

 
Campaign finalization: All promotion campaign details were completed by BCMA and the California 
Tourism Commission by November 2013. 
 
Media Campaign Engagement with Stakeholders: Meeting campaign engagement with stakeholders was 
conducted from November 2013 to March 2014 on an ongoing basis.  There were 30 meetings with 
approximately 60 attendees. These meetings were successful in identifying specialty crop organizations to 
involve in the project by means of identifying specialty crops and specialty crop farmers that would be 
featured in the print and digital media developed by the project.  This includes farmers and their specialty 
crops to feature in the custom videos and advertorial spreads as well as specialty crops to feature on the 
project’s custom microsite hosted on Food & Wine website, http://www.californiasweeps.com  -  now hosted 
on the Visit California website, http://www.visitcalifornia.com/dream365tv and the BCMA website, 
www.californiagrown.org. 
 
Media Purchase – Food and Wine: The media purchase was completed by Food & Wine by December 2013. 
 
Content Development – Food and Wine, Earned and Owned Media: Six custom videos were completed by 
Food &Wine. For each video, chefs were featured along with specialty crop farmers. The first three videos 
represent spring and summer specialty crops and the final three videos represent fall and winter specialty 
crops.  
 
Custom Rich Media Unit: Food &Wine created a custom ad unit with four tabs to feature a different chef 
and/or farmer within each tab. This effort is complimented by a sweepstakes experience (non-grant funded) to 
encourage interest and engagement with the program. Targeted Digital Media: Targeted web-based 
advertisement on the Food &Wine website – which included a Brandblock (1x) and custom co-branding: 
microsite, ROS banners and E-newsletter text links. 
 
Distribution – Food & Wine, Earned and Owned Media: Six (two-page) advertorial spreads were distributed 
with unique and custom content appearing in the April, May, June, September, October, November 2014 
issues of Food & Wine Magazine (see Attached Final Report). Additionally, the six short format videos (3-4 
minutes) which coincided with the print advertorial spreads in each issue of Food & Wine Magazine were 
launched on a Food & Wine microsite and linked to a sweepstakes experience (non-grant funded), 
http://www.californiasweeps.com/. The videos were filmed in Santa Barbara, Guinda, Madera, San Diego, 
Chico, and Monterey, California.  The videos are now hosted on the Visit California and BCMA websites (see 
links above). 
 
During California Restaurant Month (January 2014), Visit California incorporated the CA Grown brand into 
an integrated campaign and connected California’s bounty of specialty crops with the famous chefs and 
restaurants that use these crops to make unique California dishes. 
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The overall scope of the project did not benefit commodities other than specialty crops. 

 
The media program also leveraged the owned media (in-kind) of Visit California’s global marketing 
campaign: 
 
California Restaurant Month: Visit California incorporated the CA Grown brand into an integrated campaign 
and connected California’s bounty of specialty crops with the famous chefs and restaurants that use these 
crops to make unique California dishes. 
 
Video Content developed by Food and Wine Magazine: The video content included specialty crop agritourism 
and the CA Grown brand in video creation and curation strategy to generate global assets. 
 
VisitCalifornia.com: Included integration of the CA Grown brand and agritourism features in editorial content 
in the Wine & Dine section, including inside scoops, must-sees and trip ideas. Content was translated and 
localized with Visit California international domains. 
 
Social Media Posts developed by Visit California to promote agritourism in California: Facebook and Twitter 
(VisitCA and DineinCA) with 435,000 followers – CA Grown messaging, including farm stands, farmers, 
chefs and restaurants were promoted.  VisitCA and DineinCA contributed in extending the project’s 
messaging to their 435,000 followers.  
 
California Visitors Guide produced by Visit California: The CA Grown brand was used to identify unique 
specialty crop agritourism opportunities across the state in the printed guide (released January 2014) with 
additional linking to CA Grown web content from digital extensions of the guide.   
 
California Road Trips Guide produced by Visit California: Specialty crop agritourism trips were incorporated 
into different routes features in the publication (released May 2014) and online. 
 
The media program also leveraged the earned media (in-kind) of Visit California’s global marketing 
campaign: 
 
Global Press Trip: Visit California assisted in seeding 2014 culinary media campaign through their global 
press trip which brings 6-8 top tier foreign journalists to California in fall 2013. The itinerary focused on 
agritourism, California chefs, and interactive food and wine experiences. 
 
Press Familiarization Trips: Visit California organized several media trips to California. BCMA worked with 
Visit California to develop customized itineraries to focus on the best food and agriculture California has to 
offer. 
 
Global Broadcast PR Emphasis: Collectively, Visit California’s PR representatives across 14 global markets 
focused broadcast pitching efforts on culinary themes in the 2013/2014 fiscal year. All markets proactively 
pitched culinary TV shows and food/drink storylines for targeted broadcast exposure. 
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Media Center: Agritourism, farm stands, farmers’ markets, farm to fork, food festivals and other “CA Grown” 
ideas were featured on Visit California’s media center – a digital resource accessed by tourism operators, 
foreign media and other entities to support external marketing efforts. 
 
What’s New in California: Agritourism “firsts” were featured in the Visit California’s quarterly release 
highlighting new travel and tourism related attractions, hotels, events, and more in all the regions of the 
Golden State. The print publication has more than 3,000 subscribers (mostly media). Content was also 
available within Visit California’s online media center. 
 
Media Video Newsletter: Showcased specialty crop agritourism story angles to global media through a 1-
minute “California Harvest” segment in Fall 2013 media video newsletter; content highlights included farm 
stays, ag tours, farmers’ markets, food festivals, and more. October 2013 e-distribution reached more than 
2,500 media contacts around the world. This newsletter was developed by Visit California to integrate their 
marketing and promotions efforts to promote agritourism, in line with their culinary promotional pillar, with 
the content created for the “Always in Season” campaign. 
 
Media Events: BCMA also had the opportunity to feature CA Grown specialty crop products at Visit 
California’s signature media events. These events bring a taste of California and included displays of 
California produce to top tier media in key markets.  The events were hosted by Visit California to 
promote/support agritourism and incorporated the CA Grown brand and specialty crop products as a highlight 
of what California had to offer by way of culinary unique agritourism experiences. 

 
Goals and Outcomes Achieved 
Over a nine month period the BCMA campaign delivered 59,511,082 impressions sourced from Food and 
Wine's print, display and social media. Print media's total readership reached 46,200,000 over six print 
insertions. Display targeting recorded 13,055,594 impressions and social media reached 255,488. 
 
Food and Wine's banner, rich media, and e-newsletter display placements drew 29,422 total clicks to the 
www.foodandwine.com/california microsite. A 0.23% campaign click-through rate was achieved - nearly 
three times the industry standard display benchmark 0.08%. High impact brand block placements on the Food 
and Wine homepage lent to a strong 0.40% click-through rate indicating strong contextual affinity to the 
BCMA content. Food and Wine's social audience yielded 12,205 social engagements including likes, 
comments, shares, favorites and mentions. 
 
Six custom CA Grown videos accumulated 759,612 video plays from only 421,657 visits. Upon visiting the 
site, the auto-play video feature immediately captures user attention - leading to an efficient 180.15% visit to 
video engagement rate. Individual video views ranged from 80,000 to 150,000 where popular San Diego and 
Fresno videos each recorded approximately 150,000 video plays. 
 
The chance to win the ultimate California foodie vacation sweepstake garnered 308,368 total applicants. 
Efficient behavioral targeting across Food and Wine's run of site and homepage placements converted 73% of 
all site traffic into a sweepstake entry. Explicit banner call-to-actions to "Enter to Win" combined with high 
post-click share of voice on the landing page ultimately enticed visitors to enter to win immediately upon 
visiting the site. Please note that no grant funding was expended to host the sweepstakes, as this was a 
component of the Visit California in-kind support for the project. 
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 Media Performance: 

o Impression Delivery (Target: 58,310,400 - impressions) (Total Impressions Delivered: 
59,511,082)  

o Engagement with Custom Content (Target: 10% rate of engagement, 50,000 visits to food and 
wine content on VisitCalifornia.com) (Rate of Engagement achieved: 180.15% visit to video 
engagement rate, 421,657 visits to the Always in Season microsite. *Please note: The target was 
visits to VisitCalifornia.com but it was decided that the Always in Season microsite would be a 
better place to house the custom content. 

 Earned Media Coverage: 
o # of media placements (Target: 30 - media placements) (Total media placements: 72) 
o Impressions (Target: 1.5 million impressions) (Total Impressions: 27 million impressions) 

 Advertising Effectiveness: 
o Increased awareness of CA Grown Brand among target audience (Target – 25% increase from 

baseline) (Total increased awareness: 21%) 
  

All goals for the reporting period were exceeded with the exception of the target set for increased awareness. 
Regarding brand lift specifically, people’s association of California with seven culinary related topics were 
measured, comparing ratings among BCMA aware and unaware respondents.  Those results are summarized 
below.  Please note: 
  

 Ratings were on a scale of 1-5,  (1= Not at all, 5= Very much) 
 Several categories- wineries, fine dining, California grown crops- had very high association among 

those with no recall of the campaign, making it more difficult to generate lift 
 Following up on the point above, there is an inverse relationship between association scores and % 

increase- wineries have the highest levels of association with CA but the lowest % increase lift. 
 Summing the scores for all seven categories shows a combined difference of 5.1 points, or a 21% 

brand lift.  Though it doesn’t quite reach the goal of 25%, the results are impressive - especially when 
compared to brand lift measurements in comparable 5 point rating scales for other components of the 
larger Visit California campaign. 

 

Image of California 
No recall 
of BCMA 

Recall 
of BCMA 

Difference % Increase 

Wineries 4.4 4.7 .3 7% 
Fine dining 4.0 4.6 .6 15% 
California-grown crops (e.g., almonds, 
grapes) 

3.9 4.4 .5 13% 

Local cuisine 3.7 4.5 .8 22% 
Farmers markets 3.3 4.1 .8 31% 
Breweries 2.9 3.8 .9 31% 
Farm tours 2.7 3.9 1.2 44% 
Total 24.9 30.0 5.1 21% 
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As a brand new project the baseline data was not provided. All targets set were achieved or exceeded with the 
exception of the increased awareness, which was reached a total of 21% rather than the targeted 25%.  
However, as noted above, achieving a 21% increased awareness is impressive when compared to comparable 
measurements of larger programs. 
 
Beneficiaries  
The following BCMA members benefited from the completion of the project: Kiwifruit Administrative 
Committee; California Association of Nurseries and Garden Centers; California Pear Advisory Board; 
California Asparagus Commission; California Avocado Commission; California Cut Flower Commission; 
California Farm Bureau Federation; Agricultural Council of California; Wine Institute, California Dried Plum 
Board; California Fig Advisory Board & California Fresh Fig Growers Association; American Pistachio 
Growers; Certified Farmers Markets of Sacramento; Pacific Coast Famers Market Association; California 
Certified Organic Farmers; California Olive Committee; California Cherry Board and many Company 
members. 
 
Including the above mentioned BCMA member organizations and company members approximately 52 CA 
Grown members benefited from the accomplishments of the project.  Please note that the benefit extends to all 
members of the BCMA member organizations and company members growers, whether they were featured 
directly in the content developed by the project or gained attention from social media efforts made by BCMA 
staff to capitalize on the social media following of Visit California and gain followers through collaborative 
social media posts. 
 
The return on investment of the project was over 200%, as the total cost for the media spend was $688,500 for 
a total value of $1,513,667.  The project resulted in 72 media placements that generated over 27 million 
impressions for a total of more than $3.4 million in earned media value. 

 
Lessons Learned  
Potential improvements to the project include: 
 

 Stronger and more diverse farmer – culinary/agritourism stories.  The greatest diversity possible in 
specialty crops and types of culinary/agritourism experiences that can be featured would be ideal. 

 More crops and farmers featured in print and video content.  More diversity of crops and farmers 
featured would also be ideal in order to tell an enhanced story about the diversity of specialty crops 
grown in California and their various uses and ways to experience them.  

 Added print media that targets the California consumer i.e. Sunset Magazine to compliment the Food 
and Wine print distribution which is to a more national audience.  This would round out the reach of 
content to in-state and out-of-state audiences. 

 Integration of digital content into both the BCMA and Visit California websites would be ideal for 
closer association of the audience to both organizations.  The Food and Wine microsite, though 
effective, took the audience away from other opportunities for site visitors to explore other 
culinary/specialty crop focused content.  
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All targets set were achieved or exceeded with the exception of the increased awareness, which was reached a 
total of 21% rather than the targeted 25%.  However, as noted above, achieving a 21% increased awareness is 
impressive when compared to comparable measurements of larger programs. 
 
Additional Information  
Attached is the BCMA digital report which includes campaign highlights, stats, and print features. 
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+ CAMPAIGN HIGHLIGHTS

60MM
impressions

29K
clicks

760K
video plays

308K
entries

The chance to win the ultimate California foodie vacation sweepstake garnered 308,368 total 
applicants. Efficient behavioral targeting across Food and Wine's run of site and homepage 
placements converted 73% of all site traffic into a sweepstake entry. Explicit banner call-to-actions 
to "Enter To Win" combined with high post-click share of voice on the landing page ultimately 
enticed visitors to enter to win immediately upon visiting the site.  

Over a nine month flight the BuyCA campaign delivered 59,511,082  impressions sourced 
from Food and Wine's print, display and social media. Print media's total readership 
reached 46,200,000 over six print insertions. Display targeting recorded 13,055,594 
impressions and social – 255,488.  

Food and Wine's banner, rich media, and e-newsletter display placements drew 29,422 total clicks 
to the foodandwine.com/california microsite. A 0.23% campaign click-through rate was achieved - 
nearly three times the industry standard display benchmark 0.08%. High impact brand block 
placements on the Food and Wine homepage lent to a strong 0.40% click-through rate indicating 
strong contextual affinity to the BuyCA content. Food and Wine's social audience yielded 12,205 
social engagements including likes, comments, shares, favorites and mentions. 

Six custom California Grown videos accumulated 759,612 video plays from only 421,657 visits.  
Upon visiting the site, the auto-play video feature immediately captures user attention - leading to a 
efficient 180.15% visit to video engagement rate.  Individual video views ranged from 80,000 - 
150,000 where popular San Diego and Fresno videos each recorded approximately 150,000 video 
plays. 
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+ F&W DELIVERY - CAMPAIGN

 PUBLISHER IMPRESSIONS CLICKS CTR

Food and Wine 13,055,594 29,422 0.23%

totals 13,055,594 29,422 0.23%

*Does not include social impressions
*Industry benchmark CTR: 0.08%
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+ CREATIVE - CAMPAIGN

 CREATIVE IMPRESSIONS CLICKS CTR EMAILS SENT
Brand Block - 300x250 410,607 1,679 0.41% N/A

Brand Block 728x90 357,361 1,616 0.45% N/A

Newsletter 1 - 300x250

Newsletter 1 - 728x90

Newsletter 2 - 300x250

Newsletter 2 - 728x90

Newsletter 3 - 300x250

Newsletter 3 - 728x90

Newsletter 4 - 300x250

Newsletter 4 - 728x90

57,935 0.81%471 268,318

49,242

45,943

51,975

457 0.93% 266,597

338 0.74% 265,476

472 0.91% 265,476
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Newsletter 5 - 300x250

Newsletter 5 - 728x90

Newsletter 6 - 300x250

Newsletter 6 - 728x90

Travel Tips Newsletter 1- 300x250

Travel Tips Newsletter 1 - 728x90

Travel Tips Newsletter 2 - 300x250

Travel Tips Newsletter 2 - 728x90

Quatro Unit - 300x600 2,948,983 8,605 0.29% N/A

Run of Site - 300x250 3,218,906 5,061 0.16% N/A

Run of Site- 728x90 2,995,835 7,390 0.25% N/A

Sweepstakes - 300x250 1,108,974 1,181 0.11% N/A

Sweepstakes - 728x90 878,133 337 0.04% N/A

TTotals 13,055,594 29,422 0.23% 2,171,807

Note: run of site creatives include additional layer of contextual and behavioral targeting

188,248 0.20% 189,771

369,044 0.15% 369,215

337,605 0.12% 343,543

552

405

371

36,803 487 1.32% 203,411
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+ F&W MICROSITE - CAMPAIGN

 PUBLISHER VISITS ENTRIES VIDEO PLAYS VIDEO PLAY RATE

Food and Wine 421,657 308,368 759,612 180.15%

Total 421,657 308,368 759,612 180.15%

Note: Onsite Data provided by Food and Wine
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+ VIDEO ASSETS

VIDEO VIDEO PLAYS % VIDEO PLAYS
San Diego Video Plays 181,047 24%

Fresno Video Plays 149,215 20%

Santa Barbara Video Plays 133,351 18%

San Fran Video Plays 114,052 15%

Chico Video Plays 98,181 13%

Monterey Video Plays 83,766 11%

TTotals 759,612 100%

Note: run of site creatives include additional layer of contextual and behavioral targeting
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+ FACEBOOK

POSTS IMPRESSIONS LIKES SHARES COMMENTS ENG. RATE
Facebook Post 1 (4.22) 129,933 556 99 10 0.51%

Facebook Post 2 (6.12) 74,053 671 104 6 1.05%

Facebook Post 3 (6.27) 51,502 284 34 0 0.62%

TTotals 255,488 1,511 237 16 0.69%
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+ INSTAGRAM

POSTS LIKES COMMENTS

Instagram Post 1 (9.20) 6,335 20

Instagram Post 2 (10.7) 3,972 64

Instagram Post 3 (11.25) 3,918 45

ttotals 14,225 129
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+ TWITTER

POSTS LIKES COMMENTS FAVORITES
Sponsored Twitter Post (11.07) 27 0 23

ttotals 27 0 23

*Two Twitter Posts Remain
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+ F&W FACEBOOK POST 6.12
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+ F&W FACEBOOK POST 6.27
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+ F&W INSTAGRAM 9.20
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+ F&W INSTAGRAM 10.7
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+ F&W INSTAGRAM 11.25
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+ TWITTER 11.07 
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+ BRAND BLOCK TAKEOVER
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+ ROS
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+ QUATRO
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+ SWEEPSTAKES BANNERS
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+ APRIL PRINT CIRCULATION
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+ MAY PRINT CIRCULATION
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+ JUNE PRINT CIRCULATION
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Project Summary  
Direct marketing through Farmers' Markets (FMs) is a critical survival strategy for thousands of California 
Specialty Crop (CSC) farmers. Simultaneously, California’s low-income residents suffer disproportionately 
from diet-related diseases from lack of CSC consumption while currently receiving $7.6B in CalFresh 
Benefits. The Market Match Consortium (MMC) is a statewide coalition of FM operators and organizations 
working to enhance the competitiveness of CSCs by driving California’s 7-to-17 billion dollars in 
Supplemental Nutrition Assistance Program (SNAP) benefits [aka CalFresh or Electronic Benefits Transfer 
(EBT)] and other benefits directly to CSC growers. 
 
The impacts of the global recession have been long lasting and have been followed by deep cuts to federal 
and state safety-net programs. This is now coupled with the ongoing drought in California, which 
significantly increases the cost of water – and thus the cost of growing and the cost of living. Farming 
communities and low-income communities have been particularly hard hit. These economic stressors have 
changed people’s shopping habits and the burgeoning awareness of healthy food, and the movement towards 
purchasing direct from farmers, both faltered. Much of the momentum that had led to increased sales by CSC 
growers in California was lost during the recession. For low-income shoppers the situation was equally 
precarious.  
 
The California Obesity Prevention Plan states that meals containing more fruits and vegetables cost 41% 
more than meals of lower nutritional quality. The higher prices are associated with lower purchasing and 
intake. Market Match (MM) helps low-income families bridge this food gap by increasing affordability, food 
access, and overall food security while simultaneously building a healthy habit of farm-direct shopping with 
their local CSC grower. The 2013 California MM Cluster Evaluation showed: 78.5% of CalFresh shoppers 
surveyed reported MM was their reason for shopping at market; 80.5% of the CSC growers reported selling 
more CSCs as a direct result of MM, 69% had more new customers, 72% had more repeat customers, and 
nearly 20% of the CSC growers were increasing their acreage to meet demand caused by MM. 
 
The MMCs goal is to drive 1% of Cal Fresh sales, $76 million, directly to CSC growers by 2020.  

 
From 2009-2012, the MMC was run by Roots of Change. Ecology Center (EC) assumed coordination in 
2012 under 2012 Project 26: California Farmers Market Consortium. During the first phase of MM, each 
implementing subcontractor (Partner) was encouraged to find the shopper recruitment and MM delivery 
system that worked best for their budget and location. Great innovations were tested. Project 26 (2012) was 
utilized to: 1) study best-practices from the proof of concept phase; 2) expand MM to new markets and CSC 
growers; and 3) support the MM programs with the existing 11 Partners. The intended enhancements for this 
project were to: 1) grow the MMC from 11 to 17 partners at 150 FMs (up from 138) serving 1,140 CSC 
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growers (up from 840) to facilitate $1.2 million (from $1 million) in farm-direct CSC sales via MM; 2) 
develop best infrastructure/practices for a consistent program that is cost effective for all California FMs. 

 
Project Approach  
The following activities and tasks were performed during the course of the project: 
 
Establish and implement CalFresh Matching programs in at least 150 partner FMs throughout the state 
in order to boost sales for CSC farmers:  
The Ecology Center added 7 new partners through a competitive application process bringing the 
MMC up to 18 funded and 5 unfunded partners that served 153 FMs in 2014-15. There were at least 
840 CSC growers being served through the pre-existing MMC partners; when the 7 new partners were 
added, this number grew to a total of 1,033 CSC growers that were served.  
 
Pre-screen 3,500 CalFresh eligible shoppers at FMs: The  MMC partners screened 927 CalFresh 
eligible shoppers. Please see Lesson’s Learned section of this report. 
 
Recruit and provide technical assistance to new FM partners adding MM programs: Ecology Center 
staff and other Consortium members reached out to new FM operators to encourage them to join the 
MMC and provide MM at their markets. Nineteen FM operators applied to join the MM program. 
Recruitment and technical assistance were conducted through email, phone calls, webinar, and in-
person meetings. As a result, 7 new funded market operators and 4 unfunded market operators joined 
the MMC. 
 
Establish and implement CalFresh Access in at least 20 new FMs throughout California: the Ecology 
Center was in communication with market operators representing 90 FMs. Of those, 28 established 
CalFresh access; the Ecology Center assisted 16 others in further implementation and promotion of 
existing CalFresh Programs. Together, these two outcomes benefitted approximately 557 CSC growers.  

 
Track MM sales data and MM market locations throughout the State: all MM partners reported 
monthly to the Ecology Center with their complete sales and customer tracking data. The Ecology 
Center collated the individual reports into a master that shows all MM activity for California. In 
addition (under separate funding and not using any Specialty Crop Block Grant Program funding), the 
Ecology Center fully launched Farmers’ Market Finder (www.fmfinder.org), which allows users to find 
their local markets and to see if those markets offer MM.  
 
Convene the full MMC- twice in person and 10 times via phone: Eleven monthly conference calls 
were conducted. A two-day, in-person meeting was also held in Oakland in March 2014 with all 
partners in attendance. In November 2014, a second two-day, in-person meeting was held in Fresno. In 
addition to the existing MMC listserv, the Ecology Center also established an internal MMC website 
that was updated for communications and sharing of meeting agendas, best practices, and reporting 
forms. 
 
Partner with 15 partner organizations throughout California in order to reach out to CalFresh eligible 
populations and promote using benefits at FM for the purchase of CSC: the MMC had 18 formal 
funded partners. In addition, the Stanford Law Clinic created a Memorandum of Understanding 
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(MOU) that allowed additional, unfunded partners to participate in the Consortium’s learning 
community in order to expand the MM outreach and implementation. Utilizing this MOU, the Ecology 
Center on boarded an additional five unfunded partners, representing seven FMs. 
 
Partner with local media, social service agencies and community based organizations to distribute 
posters, flyers and other outreach materials to promote the purchase of CSCs at the local FMs: the 
MMC partners worked with agencies across California to get out posters, fliers, emails and other 
outreach materials viewed by approximately 227,962 MM eligible shoppers for the purpose of 
recruiting them to shop with their local CSC grower at the FM. In addition to the 227,962 printed 
materials distributed, in May of 2014, MM experienced significant attention in the news media. 
Through funding from First5 Los Angeles, the MM program received press in 14 online and print 
media outlets, including the Los Angeles Times, which together receive over 4 million daily views. 
Ecology Center staff and MMC partners also worked to develop the statewide MM website and online 
presence in order to promote CSCs; promote and educate farmers, market managers and the public 
about the MM program; onboard new partners; and support program legitimacy. The MM site went 
public in February of 2014. Visit it at www.marketmatch.org .  
 
Administer market manager, customer, and CSC farmer surveys at target MM locations in order to 
evaluate the program efficacy: MM customer and farmer surveys were administers by MMC partners 
July through October 2014. A total of 503 customer and 187 farmer surveys were collected during this 
time. (See Attachments 1 and 2) Market Operator program feedback was solicited through the 11 
MMC calls and two, in-person meetings.  
 
Foster a learning community in the MMC through executing face-to-face meetings, trainings, monthly 
calls, and online toolkit:  the calls and meetings took place as scheduled, and the resulting MMC 
learning community was very active. The new MarketMatch.org website includes an internal partner 
area where MMC partners can securely login, submit monthly reporting, market information, and 
utilize a toolkit in order to better implement and promote their MM programs. The MMC Project led to 
tremendous collaborative efforts on behalf of CSC growers, including the (funded separately) 
California Alliance of Farmers’ Markets that is working to make the selling atmosphere for the 
specialty crop growers more consistent and profitable. Long-term MMC partners have actively 
recruited and mentored new members, assisting them in offering MM, and have been extremely 
generous with their time. The MMC has created a very strong community that is turning out to be of 
tremendous benefit to CSC growers. 
  
Report monthly on outreach conducted and redemption at FM of CalFresh (67% of total and tracked 
by vendor where possible) and MM: all MM partners reported monthly to the Ecology Center with 
their complete sales and customer tracking data. The Ecology Center collated the individual reports into 
a master that showed all MM activity for California. The MMC generated a total of $2,120,607 for CSC 
farmers. This includes 67% of CalFresh redeemed at participating FMs and 100% of the Women Infant 
and Children, Farmer’s Market Nutrition Program (WIC FMNP) and 100% of MM dollars redeemed. 
All $2,120,607 was spent, 100%, with CSC farmers. 
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Build program scale and sustainability though national and state partnerships: the MMC has created very 
active partnerships with national partners such as Fair Food Network and Wholesome Wave in order to ensure 
that California is always utilizing best practices and is helping to shape the sustainability and scale of MM.  
  
Create a MM program report and evaluation: All reports were executed as planned and the evaluation 
surveys were conducted in late July to October 2014. The final survey analysis is included as an 
attachment to this report. (Attachment 1 and 2)  
 
Expand and enhance MM Program by improving At Market Customer and Farmer experience: three 
hundred large format MM banners were printed to increase visibility and ease of customer use, clearly 
directing them to the site for EBT Point of Sale (POS) use and token distribution. Additionally 3,600 
farmer booth signs were printed to help direct MM customers to eligible CSC growers’ booths, and 
3,000 market booth signs were printed to help inform customers on how the program works. 

 
Ensuring that funds are used solely for CSCs is core to the Ecology Center’s workplan. MM 
incentives are only redeemable with CSC growers. This is achieved through restricting the growers 
who are allowed to redeem MM scrip to those who grow and sell CSCs, restrictions printed on the 
MM scrip, shopper and farmer education, clear policies and careful training and oversight.  
 
MM is designed to drive CalFresh shoppers and revenue directly to CSC growers who retain 100% of 
the revenue. As part of this process, it is necessary to increase the number of markets that accept 
EBT and the number of EBT shoppers that come to FMs so the CalFresh shoppers are able to shop 
directly from CSC growers at the market, and know their benefits are redeemable at that market. To 
avoid using project funds for unallowable products, all aspects of the needed CalFresh outreach are 
capped at 67% of their total cost. While CalFresh can be spent on unallowable products, the 
ineligible crops/foods available at certified FMs are a small fraction of their offerings and therefore 
eliminating 33% of all CalFresh purchases allows for an ample “cushion” of potentially unallowable 
purchases, ensuring that all CalFresh expenses billed to the project are 100% for CSCs. Recent review 
of EBT expenditures at over 60 northern California markets show that more than 80% of all EBT 
redeemed at FMs is spent on CSCs. This further demonstrates that the 67% number is indeed 
conservative. To ensure no project funds support ineligible crops/foods, Ecology Center is presenting 
no more than 67% of the EBT/CalFresh outreach program expenses for project funding; the other 
33% of expenses, covered by matching funds, will cover any unintended contact with ineligible 
crops or producers. Example: project funding will only support 67% of the cost of the EBT specialist. 

 
In order to increase safeguards and more accurately measure the true percentage of CalFresh funds that go 
to CSC growers, the Ecology Center worked with seasoned MMC partner, Pacific Coast Farmer Market 
Association (PCFMA), and others, to pilot several methods to ensure that the benefit matched by 
incentives also went to SC farmers.  
 
All marketing messages and materials created with project funding focused solely on the purchase of 
CSCs. The outreach either promotes the MM program (which solely benefits CSC farmers), a 
specific specialty crop (i.e., “Buy local strawberries today at the XYZ Market with your EBT card”), 
or is focused on the purchase of state grown fruits and vegetables (i.e. “You can use your CalFresh 
EBT card and MM to purchase fresh, California-grown specialty crops at the XYZ Market from 10-2 
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each Tuesday!”). This ensures that project funds solely support the sales of CSCs, while enhancing 
the shopper base for the CSC growers. The Ecology Center ensured that messaging was in alignment 
with the Specialty Crop Block Grant Program requirements. 

 
Ecology Center undertakes partner contracting, site visits, reviews all materials, leads monthly calls, 
and conducts two face-to-face meetings in which adherence to rules are discussed with all MMC 
partners in order to maintain vigilant enforcement of the intended goals. 

 
The MMC Partners worked in 23 counties at 153 farmers’ markets: Agricultural Institute of Marin – 
operates farmers’ markets in Marin, Alameda and San Francisco counties; Alchemist Community 
Development Corporation – partners with farmers’ markets in Sacramento and Yolo County; North 
Coast Growers Association – operates farmers’ markets in Humboldt County; Coastside Farmers’ 
Markets – operates farmers’ markets in San Mateo County; Visalia Farmers Market – operates 
farmers’ markets in Tulare County; Agricultural & Land-Based Training Association – working in 
Monterey, San Benito and Santa Cruz Counties; Fresno County Economic Opportunities Commission 
– partners with farmers’ markets in Fresno and Madera Counties; Hunger Action Los Angeles – 
partners with farmers’ markets in Los Angeles County; Pacific Coast Farmers Market Association – 
operating farmers’ markets in Alameda, Contra Costa, San Francisco, San Mateo, Santa Clara and 
Solano counties; Sustainable Economic Enterprises of Los Angeles – operating farmers’ markets in 
Los Angeles County; Phat Beets – operating farmers’ markets in Alameda County; Mission 
Community Market - San Francisco county; Laytonville Farmers’ Market - in Mendocino County, 
North Coast Opportunities - partners with the Ukiah farmers’ market in Mendocino County; Valley 
Farmers’ Market Association operates farmers’ markets in Kern County; Point Reyes Farmers’ Market 
- Marin County; Contra Costa Certified Farmers’ Markets operating farmers’ markets in Contra Costa 
County; Agricultural Community Events Farmers’ Markets –in Marin and Sonoma County; Child 
Parenting Institute –in Sonoma County; Sebastopol Farmers’ Market – in Sonoma County; Quincy 
Farmers’ Market – in Plumas County; and Crescent City Farmers’ market – in Del Norte County.  

 
Goals and Outcomes Achieved  
The activities completed in achieving the goals and outcomes of the project are as follows: 
 
Grow the MMC from 11 partners at 130 FMs serving 840 CSC growers, to 15 MMC partners serving 
150 FMs and 1,140 CSC growers:  This project resulted in 23 partners offering MM at 153 FMs 
serving 1,033 CSC growers. 
 
Partner with local media, social service agencies, and community-based organizations to distribute posters, 
flyers and other recruitment materials to 500,000 CalFresh consumers:  MMC partners reported 227,962 
pieces of outreach materials distributed. In addition, since its launch in February of 2014, the new MM 
website received 1,838 page views. Through funding from First5 Los Angeles, the MM program received 
press in 14 online and print media outlets, including the Los Angeles Times, which together receive over 4 
million daily views. 
 
Establish and implement CalFresh access in at least 20 new FMs throughout California in order to 
boost sales for CSC farmers and make them MM ready: the Ecology Center established CalFresh 
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access at 28 FMs and further implemented and promoted CalFresh access at 16 others, benefitting 
approximately 557 CSC growers.  
 
Pre-screen 3,500 CalFresh eligible shoppers at FMs across the state: nine hundred seventy-five eligible 
shoppers were pre-screened. The pre-screening process is conducted by project partners at FM, ideally 
in conjunction with CalFresh agency staff. Individuals are asked a series of questions to determine 
whether they may be eligible and then as appropriate are assisted with the application process. In some 
cases, CalFresh agency staff support these efforts by attending market to facilitate the application 
process. 
  
Foster a learning community in the MMC through executing 2 face-to-face meetings, trainings, 
monthly calls, and an online toolkit: this project resulted in 11 monthly MMC calls, one MM 
workshop, and two, two-day, in-person MMC training. One webinar training for new partners was 
executed April 7, 2014. The new MarketMatch.org website includes an internal partner area where 
MMC partners can securely login, submit monthly reporting, market information, and utilize a toolkit 
in order to establish and promote their MM program.  
 
Leverage over $260,000 in matching funds to build program scale and sustainability though public and 
private, national, state, and local partnerships: the Ecology Center and the MMC members successfully 
leveraged the MM program into two large-scale expansions. (1) First5 Los Angeles engaged the 
Ecology Center’s MM program under a 5-year, $2.5 million contract to expand MM to children and 
families throughout Los Angeles County; (2) the statewide partner expansion, infrastructure, learning 
community, local funding, and training was all leveraged to garner a 2-year, $3.7 million grant from the 
United States Department of Agriculture’s new Food Insecurity Nutrition Incentive program, which 
will result in significant expansion of the project. No project funding was used in order to raise these 
additional funds in support of the MM program. 
 
Based on best practices, research and test the minimum MM incentive amount required to recruit the 
maximum number of CalFresh shoppers: the Ecology Center’s Executive Director, Program Director, 
and Program Manager have conducted extensive review of previous data to analyze this issue. Several 
MMC partners (Alchemist Community Development Corporation in Sacramento and Fresno 
Economic Opportunities Commission) have conducted preliminary incentive level change pilots. The 
data from these pilot sites are currently being analyzed.   

  
As technology develops, explore token-less, electronic delivery systems to replace market scrip: the Ecology 
Center has identified possible token-less systems that improve efficiency, reduce administrative overhead, 
reduce the potential for fraud and can be scaled to an electronic delivery system that would eliminate the 
need for market scrip. Explorations allowed the project team to develop a concept and plan to pilot and test 
bar code scrip and then electronic scrip to analyze outcomes and determine best practices that will be utilized 
in future years.  
 
Determining the long-term health benefits, benefits to the CSC growers, and the optimal incentive 
amount are all long-term goals. This project has allowed Ecology Center to make progress on these 
long-term goals. The project team developed forms, templates and systems, as well as knowledge and 
familiarity to track data and expenses, and ensure compliance with federal regulations. Much of the 
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infrastructure was created because of the unique nature of this grant program and the number of 
partners involved.  
 
The majority of the Ecology Center’s goals were met or exceeded! Three areas where totals fell short of the 
goals were: the goal of pre-screening 3,500 CalFresh eligible shoppers (975 were pre-screened), reaching the 
anticipated 1,140 CSC growers (reached 1,033), and distributing recruitment materials to 500,000 CalFresh 
consumers (269,598 consumers received recruitment materials).  
 
In the case of reaching CalFresh shoppers with materials, the MM program opted to use fewer printed 
materials and focus more heavily on electronic views on the website and through earned media. When 
“views” from MM earned media are counted into the total, this goal was exceeded by several million views.  
 
The MMC partners that were engaged in pre-screening found that this aspect of the program has significant 
structural challenges and it has been eliminated from the program design going forward. While MM incentives 
have proven again and again to be extremely effective, prescreening for SNAP eligibility at FM has proven 
impractical. This is discussed further in “lessons learned”.  
 
The CSC grower goal of 1,140 was set without knowing which new markets/partners would be added to MM. 
As it happened, the MMC added 12 partners and 23 new markets, but the markets were not as large as 
anticipated.   
 
The Ecology Center grew the MMC from 11 partners at 130 FMs serving 840 CSC growers, to 23 MMC 
partners serving 153 FMs and 1,033 CSC growers; helped 28 new FMs come online with EBT access, which 
all resulted in 1,033 CSC growers making $2,120,607 in federal nutrition benefits and MM sales during this 
project term, which is $654,168 more than 2013. 
 
The major successful outcomes of the project are as follows: 

 
 Nearly 20% of farmers reported sales increase of 25% - 49% due to CalFresh and MM at the FM. 
 Eighty eight percent of MM customers reported that MM was important in their decision to 

spend their benefits at the FM instead of elsewhere. 
 Seventy nine percent of customers reported the amount of CSCs purchased increased as a result 

of MM. 
 Eighty percent of customers reported that their trips to the FM had increased and they buy CSC 

as a result of MM. 
 

Beneficiaries  
The primary group that benefited from the completion of this project’s accomplishments was CSC growers 
selling through FMs. Other groups that benefited from this project were low-income shoppers who benefitted 
from an increased number of FMs accepting EBT and the added buying power needed for SNAP shoppers to 
purchase sufficient quantities of fresh SCs. 
 
One thousand thirty three CSC growers and 70,542 low-income shoppers benefited from this program during 
this project term. 
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Lessons Learned  
As a result of completing this project, the project staff has learned the following: 
 
There is strong demand for the MM program from FM operators. During the course of the project many more 
FM operators expressed interest in offering the program than the Ecology Center could accommodate as part 
of this project. 
 
MM is an effective tool to leverage CalFresh usage at FMs. The addition of a MM program significantly 
increase the use of CalFresh, and other nutrition benefits, at FMs. This is an important lesson as it shows that 
investing in an incentive program can result in an increase in revenue for specialty crop growers in 
California.  
 
FMs are challenging settings for pre-screening of CalFresh eligible shoppers. Two of the more significant 
challenges include finding qualified personnel available to work during the market hours (markets are often 
on weekends), and convincing customers to take time out from their shopping trip. Many customers are 
unwilling to take time from their shopping to participate in the pre-screening process. Anyone attempting to 
conduct pre-screening of market customers should be aware of these challenges and plan strategies to 
overcome them. These challenges are particularly difficult to overcome, as they require the cooperation of 
individuals outside the scope of this project. 
 
Local conditions heavily impact the implementation of the MM program. The degree to which there is 
effective outreach, transportation to and from the market, support of relevant local agencies, and how easy it 
is to access specialty crops from other sources all can have a significant impact on use and redemption of the 
MM program.  
 
The capacity and size of the organization implementing MM affects the cost of incentive delivery. 
Economies of scale exist that allow larger organizations and organizations with greater resources to distribute 
incentive at a lower per unit cost.  
 
The goal of researching and testing best practices for the minimum MM incentive amount required to recruit 
the maximum number of CalFresh shoppers was not achieved through this project. Those tests and 
evaluations, in order to be robust, require the guidance and oversight of a trained evaluator and more time 
was needed than was available during this project period.  

 
In the case of reaching CalFresh shoppers with materials, the MM program opted to use fewer printed 
materials and focus more heavily on electronic views on the website and through earned media. When 
“views” from MM earned media are counted into the total, this goal was exceeded by several million views. 
This focus on electronic materials represents both a change in how people receive information away from 
printed materials and towards websites, apps and other electronic forms. The effectiveness of the incentive 
distribution indicates that this strategy for distribution of information was very effective.  

 
Additional Information  
Please see: Attachment 1 California Market Match Consortium Customer Survey 
                   Attachment 2 California Market Match Consortium Farmer Survey 
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2014 CMMC Customer Survey
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About the Same

Slightly Higher

Much Higher

Not Sure
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60.90% 299

9.16% 45

27.29% 134

3.05% 15

Q9 How important is the Market Match
program in your decision to spend your
CalFresh/EBT benefits at this farmers

market instead of elsewhere?
Answered: 491 Skipped: 12

Total Respondents: 491

Very
important-I...

Slightly
important

Moderately
important

Not at all
important-I...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Very important-I wouldn’t have come without them

Slightly important

Moderately important

Not at all important-I would have come without them
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Q10 How important are following when
deciding what food to buy for yourself and

your family?
Answered: 486 Skipped: 17

57.18%
215

42.82%
161 376 1.43

56.02%
200

43.98%
157 357 1.44

42.57%
126

57.43%
170 296 1.57

36.42%
59

63.58%
103 162 1.64

45.34%
107

54.66%
129 236 1.55

47.34%
169

52.66%
188 357 1.53

Locally-grown
food

Organically-gro
wn food

The cost of
the food

Food that is
easy to prepare

Food that my
family likes

Food that is
healthy

0 1 2 3 4 5

Enter ONE that is most important Any others that are also important Total Weighted Average

Locally-grown food

Organically-grown food

The cost of the food

Food that is easy to prepare

Food that my family likes

Food that is healthy
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77.87% 359

8.68% 40

0.87% 4

4.77% 22

13.23% 61

1.95% 9

0.43% 2

Q11 How did you learn about Market
Match? (Mark all that apply.)

Answered: 461 Skipped: 42

Total Respondents: 461

At a Farmers’
Market

From the
County Socia...

Facebook/Social
Media

Poster or flyer

From a friend
of family...

Print
Advertisement

Direct Mail

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

At a Farmers’ Market

From the County Social Services Dept/other agency

Facebook/Social Media

Poster or flyer

From a friend of family member

Print Advertisement

Direct Mail

2014 CMMC Customer Survey

56



Q12 What is the zip code where you live?
Answered: 495 Skipped: 8

2014 CMMC Customer Survey

57



94.89% 446

85.11% 400

Q13 How many children age 5 or younger
live with you? How many children age 6-18?

Answered: 470 Skipped: 33

Answer Choices Responses

0-5 years old

6-18 years old
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19.55% 95

80.45% 391

Q14 Are you?
Answered: 486 Skipped: 17

Total 486

Male

Female

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Male

Female
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99.60% 500

94.02% 472

72.51% 364

Q15 For CMMC Partner: Please fill the
following info (this will help if we need to

follow-up on data inconsistencies.)
Answered: 502 Skipped: 1

Answer Choices Responses

Market

Date

Last 4 of Card
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Q1 Because I accept Market Match this year
at my farmers' market or association...

Answered: 185 Skipped: 2

New customers
shop at my...

I have more
repeat...

I sell more
fresh fruits...
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26.63%
49

39.67%
73

18.48%
34

8.15%
15

3.26%
6

3.80%
7 184

30.43%
56

38.04%
70

20.11%
37

7.07%
13

3.26%
6

1.09%
2 184

34.07%
62

24.73%
45

26.37%
48

6.59%
12

3.30%
6

4.95%
9 182

23.50%
43

30.05%
55

31.15%
57

6.01%
11

6.56%
12

2.73%
5 183

Strongly agree (5) Somewhat agree (4) Neither agree nor disagree (3)

Somewhat disagree (2) Strongly disagree (1) Don't know/Not sure (DK)

I make more
money at thi...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Strongly
agree (5)

Somewhat
agree (4)

Neither agree nor
disagree (3)

Somewhat
disagree (2)

Strongly
disagree (1)

Don't know/Not
sure (DK)

Total

New customers shop at my
stand or stall more often

I have more repeat customers

I sell more fresh fruits and/or
vegetables

I make more money at this
market
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48.91% 90

17.93% 33

1.09% 2

1.09% 2

0.54% 1

30.43% 56

Q2 Because of Market Match and CalFresh
EBT my overall sales at this farmers’

market/association have
Answered: 184 Skipped: 3

Total 184

Increased by
less than 25%

Increased by
25% to 49%

Increased by
50% to 75%

Increased by
75% to 99%

Increased by
100% (double...

No increase
because of...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Increased by less than 25%

Increased by 25% to 49%

Increased by 50% to 75%

Increased by 75% to 99%

Increased by 100% (doubled) or more

No increase because of Market Match and CalFresh EBT
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Q3 Have you made any of the following
kinds of changes as a result of accepting

Market Match?
Answered: 184 Skipped: 3

10.44%
19

89.56%
163 182

19.57%
36

80.43%
148 184

9.84%
18

90.16%
165 183

4.42%
8

95.58%
173 181

0.00%
0

0.00%
0 0

Yes No

Increase in
production...

Developing or
offering new...

Starting a
green or hoo...

Buying new
equipment or...

Other (please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Yes No Total

Increase in production acreage

Developing or offering new or different products

Starting a green or hoop house to extend your growing season

Buying new equipment or vehicles

Other (please specify)
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7.07% 13

57.07% 105

35.87% 66

Q4 In thinking about next year, do you plan
to grow or sell new or different products

because of Market Match?
Answered: 184 Skipped: 3

Total 184

Yes

No

Do not know

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Yes

No

Do not know
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8.60% 16

79.03% 147

12.37% 23

Q5 Because of Market Match have you had
to pay more workers to help at the market?

Answered: 186 Skipped: 1

Total 186

Yes

No

Do not know

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Yes

No

Do not know
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9.24% 17

76.63% 141

14.13% 26

Q6 Because of Market Match have you had
to pay more workers to help on the farm?

Answered: 184 Skipped: 3

Total 184

Yes

No

Do not know

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Yes

No

Do not know
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22.04% 41

58.60% 109

19.35% 36

Q7 Has your base of customers changed
(the people who buy from you) because you

accept Market Match?
Answered: 186 Skipped: 1

Total 186

Yes

No

Do not know

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Yes

No

Do not know
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60.66% 111

96.72% 177

Q8 For CMMC Partner: Please fill the
following info (this will help if we need to

follow-up on data inconsistencies.)
Answered: 183 Skipped: 4

Answer Choices Responses

Market

Date

2014 CMMC Vendor Survey
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Project Summary  
Faced with rising production and increased competition from foreign suppliers, it was essential that American 
Pistachio Growers (APG) and California Dried Plum Board (CDPB) develop ties with food manufacturers in 
key export markets around the world. The purpose of this project was to conduct a series of baking seminars 
in Japan and South Korea as a way to educate food professionals on the technical benefits and added value of 
baking with pistachios and prunes. APG and CDPB partnered with the world-renowned Culinary Institute of 
America (CIA) to introduce participants to the health benefits, sustainable production practices and stellar 
food safety records of both industries. These markets were specifically chosen because of their high value and 
strong growth potential. Combined, the baking sector in both countries was valued at $36.7 billion dollars in 
2012 according to statistics from Euromonitor, making it one of the most lucrative regions in the world for 
baked goods. These seminars highlighted differences in product quality and food safety to strengthen existing 
relationships and forge new ones, helping guarantee the continued purchase of U.S. products. Together, APG 
and CDPB sought to enhance demand for these specialty crops and help ensure the continued prosperity of the 
pistachio and dried plum industries in California. 

 Through market development projects such as this, APG and CDPB are able to create new economic 
opportunities for specialty crop producers. By cooperating, the organizations were able to leverage their 
combined assets in an effort to build demand for pistachios and prunes globally. The result helped offset 
production increases and stave off international competition, ensuring that California remains the key supplier 
of pistachios and prunes to both countries. The project targeted Japanese and South Korean bakers and food 
professionals, who play an integral role in purchasing both products as ingredients in markets that stand as 
global leaders in the production and consumption of baked goods. 

A number of challenges threatening the viability of international markets for California pistachio and prune 
producers made this project important and timely. Increased yields and acreages will result in a doubling of 
pistachio supply between now and 2020, making it essential that APG find new uses for this important 
California specialty crop around the world. Increased usage as an ingredient in Japan and South Korea will 
help stimulate demand and offset the impending rise in pistachio production. At the same time, the seminars 
allowed CDPB to raise awareness of the benefits of using California-grown prunes in baked goods. Japan is 
the largest overseas market for prunes in the world and exports to South Korea have grown as a result of the 
United States-Korea Free Trade Agreement. However, stiff competition from lower priced foreign product is 
threatening the competitiveness of California prunes in each high-value market.  

Increased demand will also allow the prune industry to secure and maintain higher market prices, which are a 
vital response to both the global short supply and to build a competitive long-term position as compared to 
higher-value crops produced by California growers. Value-added promotions such as this baking sector 
project help facilitate expanded utilization of prunes and create better price opportunities. By building demand 
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among high volume users in the baking industries in both markets, APG and CDPG will be able to ensure the 
sustainability of both specialty crop industries for generations to come. 

This project did not build on any previously funded Specialty Crop Block Grant Program project. 

Project Approach  
APG and the CDPB secured the services of Marketing Focus International (MFI) to start planning the baking 
seminars. Representatives from the CIA were contacted and an agreement was signed to begin work 
developing the recipes and curriculum that would be used at each event. At the same time, MFI began 
researching potential in-country consultants in Korea and Japan to help carry out the grant activities. After 
receiving proposals and evaluating them against the approved grant budget, APG/CDPB hired Sohn’s Market 
Makers in Korea and Motix Co. and Office K2M in Japan to organize the seminars and recruit participants. 
These in-country consultants immediately began work to find and secure venues, hire local support staff 
(including chefs and translators) and develop recruitment lists. The CIA finished developing recipes for the 
seminars and produced high-resolution photography suitable for recipe books and other collateral materials. 
APG/CDPB used a graphic designer to design the recipe books and other collateral material for the seminars. 
Once finalized, these were sent to the in-country contractors for translation and printing. Finally, MFI began 
finalizing travel arrangements and recruitment for the seminars in South Korea and Japan. Invitations were 
sent out to key baking industry representatives in both countries and ads were placed in major industry 
publications to promote these events. 

In April 2014, representatives from MFI and CIA traveled to South Korea and Japan to execute the series of 
baking seminars. They were joined by the Project Director (PD) from APG in South Korea and the PD from 
CDPB in Japan. Following their arrival in South Korea, the group traveled directly to Busan, site of the first 
seminar. After a preparation/training day with the in-country staff, the seminar was held on April 15th at the 
Yeonsan International Bakery Academy. In total, 58 bakers, hotel/resort chefs, and baking institute members 
attended the seminar. The following day, the group traveled to Seoul to begin preparations for the second 
Korean baking seminar. On April 18th, the second baking seminar was held at the Richemont Bakery 
Academy, where 88 attendees enjoyed presentations and technical baking demonstrations designed to 
encourage them to use California pistachios and prunes as an ingredient.  

Next, the group traveled to Japan for three planned seminars. After a day of orientation and training with the 
in-country support staff, the first Tokyo seminar was held on April 22nd. Ninety-six bakers, chefs, industrial 
users, and media representatives attended the event, where they learned about how to incorporate California 
grown pistachios and prunes as an ingredient in their products. On April 23rd, 72 people participated in the 
second baking seminar, also held in Tokyo. Both events took place at the brand new Shoei Foods test kitchen 
facility in downtown Tokyo. These seminars were the first outside events hosted at this state of the art facility. 
Finally, the group traveled to Osaka for the third and final Japanese baking seminar. On April 25th, 70 
attendees took part in the seminar held at the Iwase Este test kitchen.  

Following the seminars, surveys were collected, responses were analyzed, and final results were shared with 
APG/CDPB. Overall, these seminars represented a significant accomplishment for APG/CDPB. They not only 
provided information about innovative ways to bake with pistachios and dried plums, but highlighted 
differences in product quality, food safety, health benefits, and production practices of the two industries. The 
seminars helped strengthen existing relationships with bakers who already use pistachios and dried plums, 
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establish new relationships, and provided a valuable way of reaching key purchasers of ingredients in both 
South Korea and Japan.  
 
As a result of the original baking seminar expenses coming in under budget, approval was given to use the 
unspent balance of funds for recipe contests in Japan and South Korea. Press releases were prepared and 
distributed to the major food publications which provided further exposure of California grown pistachios and 
prunes. Application materials were developed and the contests were promoted to members of the baking trade 
in both countries. In Korea, a total of 102 recipes (54 for pistachios, and 48 for prunes) were received, while 
in Japan, 65 pistachio recipes were submitted. (The CDPB did not participate in the recipe contest in Japan 
due to a conflicting contest held in late 2014.) The recipes were judged by leading instructors and authors in 
the bakery trade and ultimately, 6 prize winning recipes were selected in Korea, along with 5 in Japan. (Prizes 
were financed by APG and CDPB.) The results of the contests, along with winning recipes, were publicized in 
major trade publications in both markets. Furthermore, one winning recipe from South Korea was produced 
and sold commercially in a chain of bakeries. 

 
This project did not benefit commodities other than specialty crops.  All project activities focused on 
pistachios and plums. 
 
The Vice President of Global Marketing for APG traveled to Korea and the Executive Director for the CDPB 
traveled to Japan to attend the seminars. A representative from MFI traveled to all five seminars in Japan and 
South Korea. They provided presentations to the attendees on the benefits of using California pistachios and 
prunes in baked goods, as well as the health and safety advantages of the products over foreign competition. 
Furthermore, the President of Shoei Foods, a leading importer and manufacturer in Japan, spoke at the Tokyo 
seminars, supporting the products and the project. The featured chef from the CIA prepared the final products 
for the attendees that were very well received. Ninety-seven percent of attendees rated the recipes produced 
for the seminars, in the good to excellent category. The in country partners, Sohn’s Market Makers in Korea, 
Motix and Office K2M in Japan, made an excellent contribution in organizing the seminars and recruiting 
quality participants, with 98% of them rating their experience at the seminar in the good to excellent category. 
 
Following completion of the seminars, MFI continued to work with Sohn’s Market Makers, Motix, the APG 
and CDPB to plan, organize and execute a recipe contest. These principals promoted the contest, recruited 
participants, collected entries, selected judges and organized venues. Finalists were chosen, recipes prepared 
and the winners selected. Winning recipes were photographed and promoted via social media, press releases 
and magazine articles. Contestants recipes became the property of APG/CDPB and were included in the 
binders prepared for the bakery seminars. 

 
Goals and Outcomes Achieved  
A total of five baking seminars were held in Japan and South Korea including two in Tokyo, one in Osaka, 
one in Busan, and one in Seoul. They were held in four outstanding facilities which only enhanced the quality 
of the seminars. The seminars themselves specifically targeted two areas. One was to educate bakers, chefs 
and purchasing decision makers on the benefits of California pistachios and dried plums over foreign 
competition. Power Point presentations were made by APG and CDPB employees, as well as their 3rd party 
consultants, featuring these benefits, which included farming practices, health and food safety issues. 
Secondly, the recipes and curriculum developed for the project was clearly directed to the use of California 
pistachios and prunes as an added value ingredient in baked goods.  
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Two recipe contests were held as a follow-up activity to the baking seminars. Contestants were made up of 
participants of the bakery seminars and other members of the baking industry from both countries. The 
contests resulted in 167 total entries, including 102 in South Korea and 65 in Japan, which far exceeded 
expectations. The winning recipes were promoted in both countries, resulting in positive media attention for 
California pistachios and prunes. Furthermore, one winning recipe from South Korea reached 
commercialization and is being sold at a major department store.  
 
No outcome measures for this project were long term. However, export statistics will continue to be 
monitored as a way of gauging increased use of pistachios and prunes among bakers in Japan and South 
Korea. 
 
For the baking seminars, target recruitment was set at 75 attendees per seminar, or 375 total participants. 
Actual attendance exceeded expectations with 384 participants. Total attendance would have been higher, but 
attendance in Korea was limited by the size of each facility. In total, 355 completed surveys were received, 
reaching 95% of the original targeted attendance. 
 
The goal of the survey was to have 95% positive responses, and this was achieved and exceeded, with 98% of 
participants rating their experience at the seminar in the good to excellent category. Secondly, participants 
were asked if they would use, or recommend, using California pistachios or prunes in their business and 93% 
responded positively. This result far exceeded the established goal of 80% positive responses.  
 
For the recipe contest, a total of 167 recipes were received, with 102 being collected in South Korea and 65 in 
Japan. This participation rate exceeded expectations and is a testament to the strong interest for using 
pistachios and prunes among bakers. Eleven winning recipes were selected and one has reached commercial 
production.  
 
For export increases, a baseline cumulative target was set at 10-20% in the year following the baking seminars 
as compared to a baseline.  Actual shipment data showed that in 2014, exports of pistachio and prunes to 
South Korea and Japan totaled 17,358.3 metric tons, a 1.8% increase as compared to the five year historic 
average.  While the export goal failed to reach the target, other factors outside of APG/CDPB control, such as 
a smaller than expected 2013 plum crop, may be partly to blame. When examined individually, pistachios 
showed a 21% increase, while prunes had a 4% decrease. However, prune market prices in South Korea 
showed significant improvements throughout 2015, increasing by 10% to reach $2,942 per ton. Furthermore, 
exports of pistachio kernels, which are preferred as ingredients by bakers, increased 46%, far exceeding the 
project goal.  Overall, both APG and CDPB feel strongly that this project will have a continued impact on 
demand for pistachios and prunes in Japan and South Korea. Going forward, both organizations are planning 
to maintain and expand activities targeting the baking industry in both countries. 

 
Beneficiaries  
The primary beneficiaries of this project are the 900 pistachio growers and 900 prune plum growers in 
California. Pistachio producers spend nearly $409.1 million annually for products and services, which equates 
to more than $1.1 million in industry expenditures each day of the year. Their total economic impact was 
calculated at $672.3 million in 2011 and combined, growers and processors provide 5,280 jobs in the farming 
and non-farming sectors. In total, the industry generates more than $221.1 million in labor incomes for 
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residents of the state. Furthermore, business taxes paid by the pistachio industry as a result of increased 
economic activity totaled $24 million in 2011.  
 
The California prune industry is one of the oldest specialty crops in the state, tracing its roots back to the 
1850s Gold Rush. It employs more than 4,000 full-time and seasonal workers and total acreage devoted to 
plum prune production now stands at 52,000. California leads the world in production producing 272 million 
pounds of prunes in 2012, roughly 48% of the world's supply.  

 
Increased shipments to Japan and South Korea will indirectly benefit the 9,280 full-time and seasonal workers 
that both pistachio and prune plum industries employ. According to U.S. Census Bureau statistics, the 
economic value of the 21% growth in pistachio shipments as compared to the 5 year average equaled $7.8 
million and while prune shipments decreased by 4%, higher prices translated to only a $19,391 decrease in 
value.  Cumulatively, this increase fell just short of the projected $8 million sales increase outlined in the 
grant proposal. 

 
Lessons Learned  
The planned baking seminars provided a very aggressive timetable. Originally, seminars were planned in 
three different cities in Japan, but preparation and travel time did not allow these to be executed as planned. 
However, the change to having two seminars in Tokyo and one in Osaka proved to be very positive. 
APG/CDPB were able to secure the new teaching/test kitchen of Shoei Foods, a major food manufacturer and 
distributor in Japan. This modern, brand-new facility accommodated 168 participants in central Tokyo for the 
two seminars. APG and CDPB were the first outside organizations to use the facility. A tribute to the respect 
Shoei has for APG and CDPB. 
 
At the Richemont Bakery facility in Seoul, Korea, 88 participants attended the seminars. This was a little 
more than the facility could handle, due to companies sending several employees that were not registered for 
the seminar. However, it again represented the excitement generated for California prunes and pistachios as an 
ingredient. 
 
Overall, the aggressive attendance and survey targets were exceeded, thanks to the hard work of all concerned 
with the organization and execution of the seminars. 
 
The recipe contest was an excellent follow-up to the baking seminars, and provided increased interest from 
bakers and others in the food business. Furthermore, APG/CDPB were able to secure additional media 
coverage through press releases and hard work from the very effective in-country partners. 
 
No unexpected outcomes or results came about as a result of the implementation of this project.  
 
While largely successful, this project did fail to achieve a few of the stated project goals or outcome measures. 
While overall seminar attendance exceeded goals, the number of surveys received fell just short of 
expectations. In total, 355 completed surveys were received, reaching 95% of the original targeted attendance. 
Looking back, it was unrealistic to expect a 100% survey response rate and in the future, this target will be 
lowered to match the actual results of this grant. In addition, the cumulative export increase goal of 10-20% 
was also not achieved. While this was in part due to factors outside of APG/CDPB control, more specific 
export targets (individual vs. cumulative) may have led to a different result. For future grants, export goals 
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will be provided for each individual product and target increases will be lowered to match real world results 
from this project. When examined individually, pistachio exports to Japan and South Korea showed a 21% 
increase, far exceeding the project goal. Prune market prices in South Korea showed significant improvement 
in the year following this project, increasing by 10% to reach $2,942 per ton. Furthermore, exports of 
pistachio kernels, which are preferred as ingredients by bakers, increased an impressive 46%. 
 
Additional Information  
Additional information has been attached to this report: 
1. Japan Baking Seminars Activity Report 
2. Korean Baking Seminars Activity Report 
3. Compiled Survey Results 
4. Korean Baking Recipe Contest Summary Report 
5. Japanese Recipe Contest Photos 
6. Korean Winning Recipe Commercialization (Pista-Prune Macaroons) 
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2014 Korean/Japan Baking Seminar 

Survey Result 
 

American Pistachio Growers & California Dried Plum Board 

Busan Seminar on April 15, 2014 
Seoul Seminar on April 18, 2014 

Tokyo 1 Seminar on April 22, 2014 
Tokyo 2 Seminar on April 23, 2014 
Osaka Seminar on April 25, 2014 
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Attendees  

 
 
 
 

 
 
 

Seminar  Attendees Surveys  

Busan 58 58 

Seoul 88 78 

Tokyo 1 96 92 

Tokyo 2 72 65 

Osaka 70 62 

Total  384 355 
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Q2. Event Facility  
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Q3. Recipes and Products 

60% 

22% 

12% 

5% 

0% 0% 

36% 

43% 

17% 

3% 1% 1% 

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

5 4 3 2 1 no

answer

%
 o

f 
re

sp
o
n
se

 

Busan Seoul

58% 

33% 

9% 

1% 0% 0% 

52% 

38% 

8% 

2% 0% 0% 

40% 

45% 

8% 

2% 
0% 

5% 

5 4 3 2 1 No Answer

Tokyo 1 Tokyo 2 Osaka

112



Q3. Recipes and Products 
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Q4. Quality and Expertise of Chef 

and Assistants  
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Q4. Quality and Expertise of Chef 

and Assistants  
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Q5. Recipe Binder and Handouts 
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Q5. Recipe Binder and Handouts 
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Q6. Recipe Innovativeness  
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Q6. Recipe Innovativeness  
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Q7. Are you already using CA prunes or 

pistachios in your business?  
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Q7. Are you already using CA prunes or 

pistachios in your business?  
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Q8. As a result of this seminar, will you use or 

recommend using CA prunes or pistachios in 

your business?  
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Q8. As a result of this seminar, will you use or 

recommend using CA prunes or pistachios in 

your business?  
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Q9. Busan Seminar  
Suggestions:  
• Koreans prefer to eat soft bread. Please show such recipes as well. 
• The products were very good but some of them are not practically suitable in Busan bakery 

industry. 
• I want to know more details about price and information about the demonstrated products. 

Also samples of the products would be helpful so that I could test them. 
• The recipe of Prune Pithiviers was the most interesting. Pistachio and Prune Newton Bar 

was good too but prune was not sufficient to taste. Instead, orange was too strong. 
• It was a grateful time! 
• I would like to know more about details of the demonstrated products: the method of 

storage & chef’s suggestions of beverages going well with the products & appropriate time 
to eat (as a meal or dessert). 
 

Positive Comments: 
• It was a grateful time! 
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Q9. Seoul Seminar  
Suggestions:  
• It would be great if you can show us well-being recipe with good ingredients. 
• The place was somewhat limited but I hope there is a demonstration seminar that show cooking 

and baking together. 
• The products taste nice over all, but they hardly taste of pistachios. If I could taste pistachio more, 

it would be better. 
• Here is my opinion on tasting the demonstrated products. 
 - Pistachio, Camembert and Mushroom Empanada: mealy 
 - Pistachio Macaroons with Brandied Cherry Ganache Filling: a little bit hard and over-
   baked 
 - Laminated Pistachio and Ham Brioche: a bit salty but good 
 - Prune and Pistachio Frangipane Tart with Pistachio Crust: too sweet for Koreans 
• Please show us more various applications of pistachios and prunes. 
• I would also like to attend seminar demonstrated by French or Japanese chefs. 
• I wanted to see the recipe of cake or sponge cake, and mousse or western-style cookies. Also, 

ideas of unique design of food should have been included because the bakery industry is 
competitive in Korea that we need to keep displaying the exclusive design of food. Please inspire 
us with a bit more unique design next time. 
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Q9. Seoul Seminar  
Suggestions (cont.):  
• The venue was limited. 
• The demonstration of meal substitution bread using the pistachio or prune would be exciting. 
• I could not observe the demonstration very well because of the distance between my seat and the 

front. 
• If pistachios and prunes get cheaper than now I would like to use more. It is likely to be needed 

more promotions to spread out the usage of prunes and pistachios. 
• I would like to see more this kind of seminars. 
• I wish I could see the demonstration more closely. If mirror was suspended from the ceiling, I 

could see well. 
• I could not observe well from various angles. 
• The ganache in macaroons was too sticky.  
• I want more details about the recipe in the binder. Some of them are out of order. 
• Although it took a time to set a computer.  
• Fried Prune Custard Pouch is unique. Application is exotic but complicated to make. 
• It took so long to get prepared at the beginning. The recipes should be more detailed and 

organized so that people can see the recipe clearly. 
• However, if I could see the recipe and the picture together at the same time (for example, the 

picture on the left side and the recipe on the right side) instead of checking front and back sides, I 
would have enjoyed the seminar more easily. 
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Q9. Seoul Seminar  
Positive Comments:  
• It was very helpful. 
• the products and the demonstration were great. I hope you have more seminars. 
• Great seminar! 
• The seminar was very well-prepared. Thank you. 
• I appreciate for the great seminar. 
• I was very satisfied with the overall quality of seminar. Thank you.  
• I personally think the Laminated Pistachio and Ham Brioche and Pistachio Macaroons with 

Brandied Cherry Ganache Filling were the best 
• The overall seminar was excellent. 
• I want to give 120 out of 100 points to Pistachio and Ham Brioche. It was beyond perfect. 

Pistachios also go well with cheese and ham! Prune, Rosemary and Balsamic Scone is easy 
to make. I loved the rosemary scent. 

• I did not like pistachios and prunes before but the products were very good. It was much 
better than I expected. 

• I like the recipe binder very much. The baked products taste so good! It was interesting to 
see the recipes using unfamiliar ingredients. Thank you. 
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Q9. Tokyo 1 Seminar  
Suggestions:  
• As an overall experience, it was very long and I wanted to know the time table. I like to  get m

ore details about pistachios and prunes on paper. It was difficult to watch the        screen from 
the back seat. Demonstrations could be much shorter, especially for people who attended de
spite their busy schedule. I needed to have more thorough explanations and less demonstrati
on items. 

• They (pistachios) need to be popularized in Japan and  priced more reasonably (Nuts in   Jap
an is too expensive) 

• It did not exceed my expectations, even though I was very interested in American culture. 
• I felt that there were too few bread recipes were too little. It would have been good if      there 

were recipes for baguette, pain de Campagne or sweetened buns using pistachio   and prune
. 

• Shorter seminar would be much better. 
 
 Neutral Comments/Questions:  

• How would you keep the price and quantity after passing the trace positive list? 
• I was just wondering if I also could use the fantastic facilities. 
• Do you support schools and families?“ 
• How would you keep the price and quantity after passing the trace positive list? 
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Q9. Tokyo 1 Seminar  
Positive Comments:  
• Having a break with the Nespresso coffee tasting was great. I would like to create a menu  usin

g prune puree with greater functionality. 
• I would like to use the recipe for Macrobiotic specification. Thank you. 
• The combination of the ingredients was very interesting. I would like to use the idea in my produ

ct development in the near future. Thank you 
• The seminar was very interesting. Thank you very much. 
• The Seminar was wonderful. I learned much from it. 
• It was a wonderful seminar. 
• It was good that I attended and I learned much from the seminar. Thank you very much. 
• "I personally eat pistachio every day and really like it. I would like to promote pistachios     and p

runes to schools and families like this seminar.    
• I learned very much from the seminar.  
• "Pistachio has high nutritional value even amongst the nut category and is good for diabetes an

d heart disease.   I understood the quality and safety attributed toward Californian     pistachios. 
Thank you very much." 

• Chef`s demonstration was very easy to understand. I learned much from his recipes which  we 
hardly to find it in Japan. Thank you very much. 

• I would like to participate in Prune contest next time. It would be great to send me a         sampl
e of pistachio and prune. 
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Q9. Tokyo 1 Seminar  
Positive Comments (cont.):  
• I would like to use the pistachio powder which I have never used before and I also would like to pa

rticipate in the prune contest. 
• All items were delicious. My own store has not been built up yet but I would like to use this    recip

e at our own store. 
• I learned much from the seminar. I would like to do my best for new product development on this o

ccasion. 
• "It is a new idea for me to use prunes and pistachios which are not familiar in Japan. I hope   the b

oth pistachios and prunes become more familiar products in the near future. They are still consider
ed as very expensive products in Japan." 

• I learned much from the interesting demonstration that I have never experienced before. And the B
read was tasty. 

• I learned much from the seminar that is pretty much focused on pistachios and prunes. 
• The combination of ingredients which I never thought of was very interesting and tasty. 
• It was great that I learned the recipes to best use with pistachios and prunes in such a short   time 

in the seminar. I am willing to attend next time too. 
• Interpreter was intelligible. 
• Thank you very much for such a valuable experience. 
• It was tastier than I expected. I would like to use it in my menu. 
• Bread was tasty and I learned much from the chef`s culinary skill. 
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Q9. Tokyo 2 Seminar  
Suggestions:  
• I would like to learn more simple recipes with more variety. 
• It would have been good if there were recipes which is simple but sensational. 
• It was a shame that smell of perfume from the service staff was too strong. Sorry.  
• It would be great if the seminar was held often and regularly. 
• It would have been much more interesting if there was a talk about the pastry trend in         Americ

a. 
• I wanted to know more about the combination of other ingredients.  
• I wanted to know more about the combination of other ingredients. The seminar should be    held 

on a regular basis and be doing awareness building the understanding of pistachio and prune for f
ood industry. 

• It would be great if we could get more information about purchasing the pistachio and prune.  

Neutral Comments/Questions: 
• Would bad weather cause sharp fluctuations in material price? Is it possible to get stable harv

esting? 
• I thought it would be fun to bake.  
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Q9. Tokyo 2 Seminar  
Positive Comments: 
• I learned much from the seminar. 
• I learned much from the seminar. Exhibition was great too. I look forward to attending the semi

nar and others next time. Thank you very much. 
• I did not know how to use pistachio and prune but I learned new things from the seminar and I 

would like to develop new recipe using new ideas. If I have a chance next time, I    would like t
o attended again. Thank you very much. I attended the exhibition holding at  Shoei before and 
I’m impressed with Shoei`s facility every time. 

• Wonderful. 
• Thank you very much. 
• The seminar was very interesting. 
• I did not use pistachio so often because I thought pistachio is too expensive and           premiu

m ingredients to use. It became more familiar products after the seminar. I would   like to use 
pistachio powder in the near future.  

• Thank you very much. I learned much from the seminar.  
• I really enjoyed the seminar and variety of recipes 
• The seminar was very substantial and was very useful. I look forward to the next seminar.  
• Thank you so very much. I learned much from the seminar.  
• I learned so much from the seminar and thank you very much for suggesting us new idea of u

sing pistachio and prune.  
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Q9. Tokyo 2 Seminar  
Positive Comments (cont.): 
• It was good that I learned the ingredients which I was interested in. Thank you very much. 
• I learned much about pistachio from the seminar. Thank you very much.  
• I would like to make the best use of the information and culinary skill for product           develo

pment from now on. Thank you very much.  
• Demonstration that are fusion of Europe and American skills is very influential. I hope to  get p

istachio and prune for the food industry much easier. Thank you.  
• Fantastic! 
• I just started working at the Bakery and learned so much from the seminar. I was very     surpri

sed that there are lots of variety of recipes using pistachios and prune.  
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Q9. Osaka Seminar  
Suggestions: 
• I thought it would be easy to understand to standardize the writing method either pound or   kg? a

nd also emphasis the number. 
• There were some pastry recipe in the seminar but I would like to take a standard bakery       semin

ar next time 
• Event entry fee was free, it took too much time (60 minutes) before the demonstration. It should b

e 20-30 min for the greetings and others. 
• I wanted to see chef was baking more bread.  

Neutral Comments/Questions: 
• It was very important to know the ingredients we used for pastry are made particularly and     safely

. How do people use the pistachio and prune at home in California? It was good to get  new recipes 
today but are there any classic recipes that people love from long time ago in     America? I am ver
y interested in food culture. How does the taste differ depending on            production areas? 

• It was my first time to attend the pistachio seminar. (I have heard the benefit of Almond and  Nuts at 
the other seminar.) I would like to eat 10 pieces of pistachio but not more than 10     pieces (it’d be t
oo much).  
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Q9. Osaka Seminar  
Positive Comments: 
• I enjoyed the seminar very much.  
• Demonstration was great and easy to understand. Thank you very much and looking          forwa

rd to the next seminar.  
• I tasted the pistachio powder for the first time. It tastes like Kinako and very good. I would    like t

o try bread recipes. Newton bar was outstanding.  
• Thank you!!!! 
• I learned so much from the seminar.  
• I would love to attend the seminar next time if it focuses on the bakery.  
• Thank you very much for the recipe book. I will make the best use of this experience for the futur

e.  
• The seminar, ingredients and method were very useful. And Presentation of pistachio was    very 

easy to understand and good reference information.  
• New recipe were very interesting and useful. 
• The seminar was very useful.  
• Very interesting and easy to understand. Thank you very much. 
• The seminar was very useful. Thank you very much.  
• Keep holding these kind of seminar for professional baker for future too.  
• Thank you very much.  
• I will make the best use of this experience bakery and pastry. 
• I will participate in the contest and do my best to be able to go to CIA! I was very glad to   see K

anako san after 14 years.  
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-The End- 
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2014 Baking Recipe Contest 

Summary Report 
 

American Pistachio Growers & California Prune Board 

Sohn’s Market Makers 
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Time-line 

 

 
Activity Date 

Recruitment November 20th – December 17th, 2014 

Judging & Screening  December 18th – 20th, 2014 

Translating & Revising the winning 
recipes December 22th, 2014 – January 6th, 2015 

Photo Shooting & Retouching January 7th – 9th, 2015 

Production of New Recipe Sheets January 12th – 23rd, 2015 

Preparing & Sending the Printed New 
Recipes / Prize January 26th – 30th, 2015 
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Recruitment 
November 20th – December 17th, 2014 

• Recruited through facebook, email, telephone and CPB Korean website 
• Total 102 entries were collected, including 48 prune and 54 pistachio 

recipes 
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Judging & Screening 

• Judged by 
 Eun-shil Jang 

Chief editor of food magazine “La main” 
 Min-cheol Lee 

Bakery instructor for SPC which is a 
leading food company operating bakery 
affiliates such as Paris Croissant, Paris 
Baguette, Dunkin Donuts and Shany 
 Hye-jun Kim 

Author of a famous book on small 
bakeries and organizer of window bakery 
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Final List 
6 winners, 3 each for pistachios and prunes were chosen under a set of strict criteria 
including accuracy, marketability and creativity. 

 
Winning Recipes Winners 

Pistachios 

Pistachio Cranberry Bread Il-gyun Jeong 
(Owner and chef of “Ciel de France”) 

Pistachio Cake with Raspberry Ganache Sang-jun Lee 
(Staff of “Dessertree”) 

Pista-prune Macaroons Hye-won Park 
(Owner and chef of “Maison de ZOE”) 

Prunes 

Prune Pound Cake topped with Prune 
Ganache 

Ah-hyeon Shin 
(Pastry department of Conrad Seoul Hotel) 

Finger White Brownie with Prunes Yoo-seung Ok 
(Catering cooking student at Woosong University) 

Prune Bread with Buckwheat and Whole-
wheat 

Hoon Jeong 
(R&D department head of Shilla Bakery) 141



Winning Recipes (1) 
Pistachios Cranberry Bread Pistachios Cake with Raspberry Ganache 
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Winning Recipes (2) 
Pista-prune Macaroons Prune Pound Cake topped  

with Prune Ganache 
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Winning Recipes (3) 
Finger Prune White Brownie Prune Bread with Buckwheat 

and Whole-wheat 
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Announcement of winning recipes 
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Prize 
• Prize for winners 
Pistachio & Prune samples, plaque, recipe binder updated with winning recipes, 
iPad & portable keyboard 
 
 

Winners with iPad & portable keyboard 

iPad & portable keyboard 

Plaque 
3kg of pistachio in-shell & 
5kg of pitted prunes   Congratulation letter 
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Updated Recipe Binder 

• For seminar participants 
 

The printed new recipes for the recipe binder 
distributed at 2014 baking seminars were sent 
out with information letter to the 146 seminar 
participants by mail after checking the most 
updated address by phone call. 
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Media Coverage 

As a result of press release about the event distributed by SMM, 
an article was generated in February issue of “La main”. 
Circulation 5,000 / Impression 15,000 / PR Value USD 6,000 

148



149



150



151



152



153



154



155



156



157



158



159



160



161



162



163



164



165



166



167



CALIFORNIA DEPARTMENT OF FOOD & AGRICULTURE 
 SPECIALTY CROP BLOCK GRANT PROGRAM 

FINAL PERFORMANCE REPORT 
 

 

USDA Project No.: 
10 

Project Title: 
Bay Area Urban Agriculture Marketing Association 

Grant Recipient:  Alameda County Deputy 
Sheriffs’ Activities League 

Grant Agreement No.:  
SCB13010 

Date Submitted: 
December 2015 

Recipient Contact:  
Hilary Bass 

Telephone: 
(510) 225-5954 

Email: 
hbass@acgov.org 

 
Project Summary  
This project addressed critical elements and needs of local food systems and economies in underserved and 
low-income communities located in the San Francisco Bay Area. Dig Deep Farms (DDF) is an urban farm 
and community-supported agriculture operation serving Ashland, Cherryland and other underserved areas of 
Alameda County. Ashland and Cherryland specifically are communities that are part of unincorporated 
Alameda County, situated between the city of San Leandro and the city of Hayward. In 2010, the population 
was 36,653, the majority Latino, African American and Asian. The median family income in Ashland in 2010 
was $54,358 and in Cherryland $50,233, compared to $85,014 in Alameda County. The percent of persons 
below the poverty level (2006-2010) was 15.8% in Ashland and 21.0% in Cherryland, rates far higher than 
surrounding communities and Alameda County. Only Oakland has a higher poverty rate. For persons over the 
age of 16, about 33% are no longer in the labor force; unemployment is over 10% in four of eight census 
tracts in Ashland and Cherryland. 
 
The food environment of Ashland and Cherryland is very poor. Most census tracts in Ashland and Cherryland 
have only small corner stores or liquor stores with few or no fresh fruits and vegetables. Six out of eight 
census tracts in Ashland and Cherryland appear to meet the U.S. Department of Agriculture (USDA) criteria 
as food deserts. 
 
The significance of the project was to move urban farm production and distribution of fresh, healthy fruits and 
vegetables to the next level. The intent of the project was for the Alameda County Deputy Sheriffs’ Activity 
League (DSAL) to organize the Bay Area Urban Agriculture Marketing Association (BAUAMA) to work in 
cooperation with peers in the East Bay and South Bay to better serve the communities with healthy specialty 
crops, job opportunities, and ultimately hope. The project increased demand for and access to California 
specialty crops through education, added retail channels, and innovative marketing. 
 
This project set out to enhance the marketability and competitiveness of specialty crops through local market 
development, California grown participation, economic opportunities through local market development, and 
farmer to consumer connections through direct marketing opportunities. 
 
DSAL set out to link urban farms in the BAUAMA to increase access to specialty crops in local underserved 
communities. The BAUAMA aggregated, expanded product supply and diversity, improved packing and 
distribution, and built long-term sales and competitiveness with training and technical assistance in specific 
market channels.  
 
This project also intended to achieve a nutrition objective that complements market enhancement with 
cooking and nutrition education through cooking demonstrations at DDF farm stands by staff. 
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CALIFORNIA DEPARTMENT OF FOOD & AGRICULTURE 
 SPECIALTY CROP BLOCK GRANT PROGRAM 

FINAL PERFORMANCE REPORT 
 

 
This project did not build on a previously funded Specialty Crop Block Grant Program project. 
 
Project Approach  
The following activities were performed: 
 Hired and oriented the BAUAMA Coordinator, and when she left, DSAL staff brought on another person 

to take her place.   
 Both coordinators built relationships with partner farms that DSAL has been able to sustain throughout the 

duration of the grant and will continue to work with. 
 Staff collected information about the eating and shopping behaviors of people in the community 

(Attachment 1), which showed that people wanted to purchase fresh produce, but in a convenient and 
affordable manner. This supported DSAL’s plan for opening farm stands and doing cooking 
demonstrations at the stands, as well as working on increasing the Community Supported Agriculture 
(CSA) programs. Staff did not collect additional surveys because there was so much anecdotal information 
from the CSA and farm stand customers via daily phone calls, delivery conversations and farm stand 
interactions. All of DSAL’s customers continuously drive the modifications, changes and improvements 
to the planting plan and aggregation of other produce plan. 

 DSAL staff hosted Cooking Matters at the farm stand sites for 6 cooking demonstrations where they 
prepared different dishes to show the people how to use specific specialty crops that were in season. DDF 
staff continued these demonstrations on a monthly basis to introduce new recipes and strategies for 
cooking with specialty crops that many people seemed unsure about. Some examples of produce 
highlighted are: Brussel sprouts, collards, mustard greens, okra, spinach, squash, swiss chard and 
tomatoes. 

 Staff met with the farm partners to determine what the farms produce and how much could be purchased 
from them on a regular basis for distribution at the farm stands and CSAs. This has also resulted in 
contract growing agreements where staff pre-purchased strawberries from a partner knowing they would 
be needed for raw product sales as well as conversion into consumer packaged product (jam). 

 Staff tracked sales monthly throughout the grant period and have seen an overall increase, as well as a 
reduction in cost of goods to consumers. 

 Supplemental Nutrition Assistance Program (SNAP) enrollments were taken care of by the Social 
Services partner. Staff sold the produce directly in front of Social Services buildings because the majority 
of the people coming out were SNAP clients. 

 The BAUAMA Coordinator met/communicated with partners weekly about orders and needs 
 Based on the increase in sales within the CSA program and the farm stands, staff conclude an increase in 

consumption of specialty crops. 
 

The specialty crops that are grown and aggregated are all intended to be sold through current distribution 
channels. Only specialty crops were grown for this project and all activities focused on specialty crops. 
Project staff tracked all project expenditures in relation to products promoted by the project, traded by 
BAUAMA partners, and used in nutrition activities. In order to enhance the competitiveness of the specialty 
crops grown, staff created weekly newsletters to go into the CSA bags that highlight a different specialty crop 
each week and included a recipe. Staff did the same at the farm stands, but would also conduct demonstrations 
when possible to show people how to prepare that item. 
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Project partners include: 
 Alameda County General Services Agency: provided the land and lease agreements for the large farm 

parcel and the food hub. 
 Alameda County Environmental Health Department: provided necessary permits for the farm stands and 

reviewed plans along the way for the food hub development to ensure it was up to code.   
 Alameda County Civic and Economic Development Department: worked with DDF to find new selling 

opportunities for DDF. 
 Alameda County Social Services Agency: engaged on the DDF Advisory Committee as well as a major 

partner in the farm stand operation. They have stepped into a major partnership role as a funder and 
supporter of developing farm stands within the community, specifically in front of SSA offices. The goal 
for them is similar to DSAL’s in that they want to increase access to locally-grown specialty crops for 
SNAP clients as well as support job creation in the green economy. DSAL’s partnership with them has 
resulted in hiring 2 new staff members to run the farm stands and the development of 5 total stands 
throughout Alameda County in neighborhoods that are lacking in immediate access to locally-grown 
specialty crops. 

 Alameda County Sheriff’s Office: Provides staff oversight for all of DDF under the non-profit DSAL.  
Additionally, they are supportive of partnership development for the purpose of adding new land space for 
DDF to grow more produce. Their support is often one of the more encouraging factors for new partners 
since they carry such a great reputation.   

 Oakland Builders Alliance: contributing all of the labor to build out the food hub 
 Tri-Valley Regional Occupational Program:  training people in culinary and food related skills while 

incarcerated so they are able to intern/work with DDF upon their release. 
 Soulciety:  providing paid youth interns to DDF to learn skills for their future while helping get work done 

on the farm 
 La Clinica de la Raza: referring youth patients to purchase food from DDF stands as part of their 

preventative health plan. 
 Tiburcio Vasquez Health Center: referring adult patients to purchase food from DDF stands as part of 

their preventative health plan 
 Highland Hospital: purchasing CSA bags from DDF as part of their preventative health plan for high risk 

patients 
 Alameda County Small Business Development Center: serving as a member on the DDF Advisory 

Committee. 
 Inner City Advisors (ICA): serving on the DDF Advisory Committee 
 Fire Department: Continues to provide land space to DDF for farming next to one of their stations in the 

heart of the Ashland community. They value the purpose of the program and provide water and space for 
free. 

 Pacific Apparel: Donates a part of their property and water to DDF. There is a greenhouse and 11 raised 
beds on this site and will soon have a community events area where people can share food and eat healthy 
specialty crops directly from the garden. 

 Capay Valley Farm Shop: This was the first food hub visited and the developers gave great feedback on 
what worked for them when building out their aggregation process. They included detailed information on 
software systems used for billing and selling product including offering free software tutorials. 
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Goals and Outcomes Achieved  
Outcome 1: 
Goal: The BAUAMA farms will increase sales volume. 
Performance Measure: Annual revenue from sales. 
Benchmark: Previous year annual sales 
Target: Increase in sales revenue by at least 10%. 
Progress:  Staff delivered steady groupings of bags to high-risk pregnant women being served at Tiburcio 
Vasquez Health Clinic and additional patients at Highland Hospital. These Food Rx projects are great wins for 
both DDF and the patients being served through the health centers. The baseline of produce revenue for 
October of 2013 to March of 2014 was a total of $208,303.96, with $121,751.91 of that being from grant 
(non-SCBGP) reimbursement (58%). Jumping forward to October of 2014 to March of 2015, the total was 
$321,281.26, with $98,905.32 of that being from grant (non-SCBGP) reimbursement (30%). This 
demonstrates an increase of 154% in total sales and an increase of 257% in actual revenue coming from direct 
sales of produce rather than grants/contracts.   
 
Outcome 2: 
Goal: BAUAMA will increase the volume of product received and the volume of product distributed to 
BAUAMA partners 
Performance Measure: Pounds of produce received/distributed  
Benchmark: Previous year pounds of product received/distributed 
Target: Increase pounds of product received/distributed by 5% over the one-year project period. 
Progress: DSAL didn’t use pounds as a measurement tool due to the difficulty of tracking (many items come 
by the bunch rather than pound). What made for a consistent tool was the cost of raw goods. Staff used this as 
the baseline to see how much DSAL was spending on partner farms to aggregate for redistribution through the 
CSA bags and produce stands. Staff estimates that DSAL received/distributed over 45,000 pounds for 2013 
and over 58,000 pounds for 2014. DSAL’s baseline of cost of goods (purchasing specialty crops from 
BAUAMA partners) for October of 2013 to March of 2014 was a total of $137,240.11, with $38,455.52 of 
that for produce purchases directly. October of 2014 to March of 2015, the total was $106,399.26, with 
$25,747.17 of that for produce purchases directly. This demonstrates a 33% decrease in raw goods purchased, 
however it does show more specialty crops produced through DSAL. Although DSAL still purchases from 
BAUAMA partners, staff were able to increase productivity at DDF and decrease spending, in turn providing 
more specialty crops to consumers at better prices (see Attachment 2 for harvest list). 
 
Outcome 3: 
Goal: Urban residents will report increased access to and consumption of local produce as a direct and indirect 
result of sales and marketing activities of BAUAMA farms and the Cooking Matters classes/DDF cooking 
demonstrations. 
Performance Measure: Survey of urban residents 
Benchmark: Number of urban residents who report access to and consumption of local produce in first month 
of project 
Target: 2,500 urban residents will report increased access to and consumption of local produce as a result of 
project sales and marketing activities and Cooking Matters classes/DDF cooking demonstrations, as estimated 
by population survey methods 
Progress: Staff did not conduct a formal survey of people but based on the number of visits and sales at the 
produce stands (approximately 200 people per day, 5 days per week since October 2014) combined with the 
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frequent interactions with customers in the CSA program, DSAL has dramatically increased access to and 
consumption of local produce. By observation and verbal remarks to project staff, it is more than apparent that 
people are appreciative of having locally-grown produce in such close proximity to them and where they can 
use their EBT benefits to purchase it. The cooking demonstrations drive great conversations about recipes, 
cooking tips and ideas for spinning family traditions into new healthy options. Staff may still conduct the 
survey in the future, but based on what was understood from the customers and the past survey, DSAL was 
able to grow, purchase and sell specialty crops that they enjoyed. 
 
Outcome 4: 
Goal: Low-income residents will be enrolled for SNAP benefits. 
Performance Measure: SNAP enrollment. Project partners will be trained to conduct SNAP outreach by local 
food banks, and will conduct pre-screening and screening activities at farm events, including regular produce 
stands and special events. 
Benchmark: Number of low-income residents in Ashland and Cherryland enrolled in SNAP in the first month 
of the project 
Target: 1,500 low-income residents will be enrolled in SNAP as a result of the project. (this target was 
selected by the original writer of the proposal) 
Progress:  Staff did not participate in a push to sign more people up for SNAP benefits, but did conduct major 
outreach within and around the SSA buildings to ensure that those enrolled in SNAP were aware of the farm 
stands and to inform them that they could use their benefits to purchase the produce. Staff experienced an 
increase in SNAP customers at the stands. Participating BAUMA partners would pass along the information 
of where to sign up for benefits and some would carry EBT machines at their farmers market.    

 
Five farm stands were created to service at-risk areas, three of which being in front of SSA offices where 
people receive SNAP benefits. DSAL increased sales at the farm stands each month since they were started. 
Staff handed out flyers informing the community when and where the markets were located, and which days 
would have cooking demos. Staff localized issues and problems concerning volume of produce needed to 
create a sustainable program and tools needed to fulfill the project objectives. DSAL learned that education is 
very important when serving at-risk communities that need guidance when understanding health, nutrition, 
and turning produce into healthy meals. After collecting information, DSAL staff realized the initial goals 
were set too high for servicing the community. The logistics of picking up the produce was a huge cost burden 
for staff and the farmer. Creating drop sites and picking up from farmers markets, where the farmers are 
already going, is the new system of aggregating product from farms.   
 
During this time DSAL only sold specialty crops. No subsidized crops are currently being sold at the farm 
stands or in the weekly produce bags. The cooking demonstrations exposed people to dishes and recipes that 
they would not normally make themselves. Staff chose creative culturally appropriate dishes to share with the 
community to encourage people to buy specialty crops. Due to the partnership with SSA, DSAL was able to 
sell product at a lower rate to increase affordability of product. 

 
Staff have continued to have cooking demonstrations at the farm stand locations when possible. The 
community enjoys the recipes that the DSAL team put together and are more interested in purchasing those 
specific ingredients after sampling the item. Even on days when staff are unable to do the demonstration, there 
are always new specialty crop recipes available for customers to take home. 
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In addition to the accomplishments listed above, DSAL staff participated in the Sheriff’s Office re-entry 
model which is referred to as Operation My Home Town (OMHT). This model consists of the Youth & 
Family Services Bureau (YFSB) therapists meeting inmates inside Santa Rita Jail, case managing them inside 
as they complete programs and services pre-release, picking them up upon release and continuing to case 
manage them until they are stable back in the community. Some of the OMHT clients are good fits to intern 
within the DDF operation. The interns work on the farm or at the farm stand for four weeks and get paid a 
stipend from a non-SCBGP funding source. Once their four weeks are up, they are either hired on with DDF 
or connected to other employment opportunities by their case manager. One of the OMHT interns did an 
outstanding job on the farm stand and the team decided to hire her on as their assistant.  

 
As for long term project goals, the only thing that still remains is the actual building of the food hub, which 
has taken longer than anticipated, though staff are fairly certain that it will actually be completed and open in 
January or February 2016.   
 
DSAL believes that all goals have been achieved except for doing an official survey of local residents. Staff 
were able to acquire narrative feedback in so many different ways, that they ultimately opted against doing 
one. 

 
Beneficiaries  
The main beneficiaries of this project are the 2,500 plus resident of Ashland and Cherryland who now have 
access to and consume specialty crops through this program. The secondary beneficiaries are the specialty 
crop farmers who sold produce through this project. DSAL staff have found that there are a wide range of 
county departments, local non-profits and residents that all benefit in some way from DDF. The SSA for 
example, was eager to alter the way in which they offered people social benefits, like general assistance and 
food stamps/SNAP. SSA contracted with DDF to create 3 new positions for CalWorks clients to manage the 
farm stands that are placed in front of the SSA offices, where people coming out can use their benefits to 
purchase fresh, locally-grown specialty crops. This creates several wins for SSA as well as increasing the 
scope of what DDF can do. 
 
Similarly for Tiburcio Vasquez, Highland Hospital and La Clinica, doctors and clinicians are looking for real 
ways to impact the health outcomes of their patients knowing that access to, and consumption of, specialty 
crops would play a significant role in preventing serious issues. DDF’s CSA program that delivers to people’s 
doorsteps offers a way to reduce barriers to accessing the food, and the clinician’s prescription to eat the food 
increases the odds of people actually consuming it. The food Rx model works well for those partners as well 
as increasing DDF’s customer base. 
 
One of the local farmer partners, Avalos Farms, was contracted by DSAL to grow a large quantity of 
strawberries for DDF. DDF staff then distributed the strawberries through farm stands and CSA bags. This 
benefited the DDF customers, as well as Avalos Farms. 
 
For County Supervisors who grapple with the many challenges of the unincorporated area, particularly related 
to employment, the re-entry population, crime and blight, DDF offers tangible solutions for them to support.  
DSAL not only created jobs and internships for the re-entry population through the OMHT re-entry system, 
but also is beautifying previously blighted properties with farms  
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It is hard to specifically quantify the exact number of beneficiaries of the project as the ripple effect is 
impossible to really know. However, here are some ideas of how the impact could be occurring: 
 60+ CSA customers weekly, which have families/friends/co-workers with whom they share food and 

recipes with. 
 About 150-200 farm stand customers a day, 5 days a week, totaling over 750 customers a week, which 

staff also assume have families/friends/co-workers with whom they share food and recipes with. 
 There are 8 DDF employees who are employed because of this program. These employees all have 

dependents of one kind or another whose lives depend on this income.   
 The local farmers that DSAL purchases produce from to aggregate with DDF produce are all small 

farmers. Regular purchases of their produce help to sustain them and their families. This represents an 
additional 6-12 people who get to have jobs in the farming and logistics arena, plus the families they 
represent. 

 There are somewhere between 20-40 youth interns that come to DDF to learn work skills throughout each 
year. These youth not only gain tremendously from their personal experiences working hard on DDF, but 
they leave there and discuss that experience with their peers, who may not have otherwise been on that 
positive track. Additionally, it is more likely that these youth will find permanent employment in the 
future as a result of having experience working on DDF, which will result in greater economic and social 
benefits and quite possibly the next round of specialty crop farmers. 

 The same general story is true for the OMHT interns coming straight out of Santa Rita Jail. There are 
approximately 15 interns per year and their rate of re-offending is less than 13%, which is greatly 
improved from the more normal rate of 60-80%. 

 When the food hub opens, that will represent additional cohorts of youth and adults learning skills, getting 
certificates, working as interns, getting hired in DDF and elsewhere as well as starting their own specialty 
crop businesses. 

 
Lessons Learned 
One lesson to learn from this experience is that even when there is money in place, people ready to work, 
plans laid out and expected timelines, it doesn’t always go according to plan. Staff have had to be nimble, 
adjust, redirect efforts, work around barriers, and everything in between. Staff had to realize that they can’t do 
everything themselves. Letting the SSA partner agency take responsibility for increasing SNAP sign-ups was 
essential to getting other goals achieved. 

 
As a result of ongoing efforts to build a food economy as a public safety initiative, DSAL was able to receive 
a Byrne Criminal Justice Innovation Award from the Department of Justice. They understood the value of 
blending economic development with public safety and wanted to further support that work. As a result, 
DSAL has additional partners working to plan and execute a strategy for getting to know local residents and 
supporting them in increasing specialty crop awareness as well as having some use their skills to start new 
specialty crop businesses in the area. 
 
What was also realized as the project developed was that in an effort to become more sustainable, DSAL 
needed to grow more produce and purchase less from partners as a way to reduce costs to customers. Though 
DSAL still purchases from BAUAMA partners, staff were ultimately able to increase productivity and 
decrease spending, providing quality specialty crops to area residents at a price within their budget. 
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Additional Information  
Attachment 1 Community Survey  
Attachment 2 Master Harvest List 
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Date Number Units Crop
6/17/2014 7 # arugula
6/17/2014 20 bu cilantro
6/17/2014 20 # fava
7/1/2014 10 bu cilantro
7/1/2014 9 # arugula

7/15/2014 23 head lettuce
7/15/2014 30 # squash
7/29/2014 8.5 # beans
7/29/2014 32 # squash
7/29/2014 24 head lettuce
8/5/2014 23 # beans
8/5/2014 160 # squash
8/5/2014 5-Jul # cherry toms
8/5/2014 22 bu cilantro
8/5/2014 9 bu basil

8/12/2014 24 # beans
8/12/2014 11 # cucumber
8/12/2014 11 bu parsley
8/12/2014 11 bu basil
8/12/2014 24 # squash
8/26/2014 22 unit melon
8/26/2014 22 unit lettuce
8/26/2014 22 # tomato
8/26/2014 22 # cucumber
8/26/2014 9 # squash
8/26/2014 9 # beans
8/26/2014 11 # beans
8/26/2014 25 # cucmber
8/26/2014 11 # suqash
8/26/2014 25 # tomatoes
8/26/2014 27 unit melons
8/26/2014 25 unit lettuce

10/21/2014 29 head pac choi
10/21/2014 5 bu collard
10/21/2014 3 lb peppers
10/21/2014 6 bu kale
10/21/2014 10 bu broccoli raab
10/21/2014 16 bu basil
10/21/2014 24 unit lemon
10/21/2014 10 bu carrot
10/21/2014 5 bu red beets
10/21/2014 5 bu chiogga beets
10/21/2014 10 bu purple top turnip
10/21/2014 15 bu white (hakurei) turnip
10/21/2014 5 lb arugula
10/21/2014 6 bu parsley
10/21/2014 20 head lettuce
10/28/2014 23 bu cilantro
10/28/2014 7 lb arugula
10/28/2014 10 bu purple top turnip
10/28/2014 22 bu hakurei turnip
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10/28/2014 23 head lettuce
10/28/2014 10 head green choi
10/28/2014 7 bu kale
10/28/2014 10 bu collards
10/28/2014 23 head tat soi
11/4/2014 17 head tatsoi
11/4/2014 10 bu collard
11/4/2014 10 bu kale
11/4/2014 5 head pac choi
11/4/2014 26 head lettuce
11/4/2014 6 lb beets, loose
11/4/2014 6 bu beets
11/4/2014 6 lb arugula
11/4/2014 15 bu turnip
11/4/2014 6 bu carrot
11/6/2014 10 # salad mix
11/6/2014 5 # spincach
11/6/2014 3 # arugula
11/11/2014 10 bu Broccoli Raab
11/11/2014 18 bu Kale, bunches
11/11/2014 28 Tat Soi
11/11/2014 7 lb Spicy Salad Mix
11/11/2014 15 bu Carrots, bunches
11/11/2014 5 bu Hakeuri Turnips
11/11/2014 15 lb Purpe Turnips
11/11/2014 15 lb Loose Beets
11/11/2014 4 head Lettuce, each
11/11/2014 1 lb Peppers, lbs
11/11/2014 5 bu parsley, bunches
11/11/2014 5 lb Arugula
11/18/2014 9 bu kale, dino
11/18/2014 12 bu kale, curley
11/18/2014 15 bu collard
11/18/2014 15 unit tat soi
11/18/2014 3 unit pac choi
11/18/2014 12 head lettuce
11/18/2014 5 bu mustard
11/18/2014 5 bu broccoli raab
11/18/2014 3 bu chard
11/18/2014 3 bu kale, red russian
11/18/2014 15 bu Carrots, bunches
11/18/2014 8 lb/bu Hakeuri Turnips
11/18/2014 20 unit lemons
11/18/2014 1 lb peppers
11/18/2014 18 bu cilantro
11/18/2014 9 bu parsley
11/18/2014 3 bags salad mix

11/18/2014 2 spinach spinach
11/18/2014 ? bags arugula
12/2/2014 10 bu Mustards
12/2/2014 10 bu Parsley
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12/2/2014 1 # Spinach
12/2/2014 17 bu Carrots
12/2/2014 6 # Hakurei
12/2/2014 3 # Arugula
12/2/2014 23 bu Kale
12/2/2014 7 head Lettuce
12/2/2014 0.5 # Peppers
12/2/2014 14 bu Collards
12/9/2014 14 # Arugula
12/9/2014 22 unit Lemon
12/9/2014 20 bu Carrot
12/9/2014 14 bu Collards
12/9/2014 20 bu Kale
12/9/2014 6 bu Parsley
12/9/2014 6 bu Chard
12/9/2014 6 bu Mustard
12/9/2014 6 bu Radish
12/9/2014 21 head Lettuce 
12/9/2014 5.7 # Spinach
12/9/2014 3 # salad mix

12/16/2014 26 bu kale
12/16/2014 1.5 # arugula
12/16/2014 5 unit fennel
12/16/2014 6 bu mustard
12/16/2014 12 bu collards
12/16/2014 2.9 # spinach
12/16/2014 3 # salad mix
12/16/2014 16 bu carrot
12/16/2014 7 head lettuce
12/16/2014 6 bu radish
12/16/2014 0.25 # peppers
12/16/2014 3 # Broccoli 
12/19/2014 30 bu kale
12/19/2014 30 bu carrots
12/23/2014 14 bu collards
12/23/2014 6 bu mustard
12/23/2014 22 bu kale
12/23/2014 24 bu chard
12/23/2014 24 bu radish
12/23/2014 24 bu carrot
12/23/2014 10 unit lemon
12/23/2014 9 bu parsley
12/23/2014 13 unit fennel
12/29/2014 18 unit fennel
12/29/2014 18 bu carrots
12/29/2014 20 bu kale
12/29/2014 20 bu chard
12/29/2014 5 bu mustard
12/29/2014 20 bu radish
12/29/2014 12 unit lemon
12/29/2014 6 bu parsley
12/29/2014 14 bu collard
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1/1/2015 10 bu kale
1/1/2015 10 bu carrots
1/1/2015 7 bu collards
1/1/2015 10 bu Radish
1/1/2015 10 unit fennel
1/6/2015 26 bu chard
1/6/2015 31 bu carrots
1/6/2015 21 bu collards
1/6/2015 26 unit fennel
1/6/2015 26 bu kale
1/6/2015 6 bu mustard
1/6/2015 6 bu parsley
1/6/2015 16 bu Radish
1/6/2015 21 bu cilantro

1/13/2015 31 bu kale
1/13/2015 20 bu radish
1/13/2015 10 bu collard
1/13/2015 31 bu carrot
1/13/2015 7 unit cabbage
1/13/2015 25 unit lettuce
1/13/2015 10 bu leek
1/13/2015 12 unit lemon
1/13/2015 15 unit fennel
1/13/2015 6 bu cilantro
1/13/2015 5 bu turnip

1/20/2015 30 bu kale
1/20/2015 30 unit lettuce
1/20/2015 12 bu radish
1/20/2015 7 bu collards
1/20/2015 30 bu carrots
1/20/2015 10 bu mustard
1/20/2015 5 bu cilantro
1/20/2015 5 bu parsley
1/20/2015 25 unit lemons
1/20/2015 3 unit fennel
1/20/2015 5 bu turnip
1/27/2015 30 bu carrots
1/27/2015 30 bu kale
1/27/2015 30 unit lettuce
1/27/2015 38 unit lemons
1/27/2015 4 bu mustard
1/27/2015 6 bu collard
1/27/2015 4 bu radish
1/27/2015 3 # broccoli
1/27/2015 4 bu parsley
1/27/2015 6 bu leeks
2/2/2015 23 bu carrots
2/2/2015 27 bu kale
2/2/2015 25 unit lettuce
2/2/2015 25 unit lemons
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2/2/2015 3 bu mustard
2/2/2015 5 bu collard
2/2/2015 5 bu leek
2/5/2015 12 bu carrot

2/10/2015 26 bu carrot
2/10/2015 25 bu kale
2/10/2015 27 unit lettuce
2/10/2015 34 unit lemon
2/10/2015 3 bu mustard
2/10/2015 7 bu collard
2/10/2015 7 bu leeks
2/10/2015 1 unit cabbage
2/10/2015 36 # beets
2/10/2015 8 bu cilantro
2/23/2015 19 bu carrots
2/23/2015 19 bu kale
2/23/2015 19 unit lettuce
2/23/2015 8 bu collards
2/23/2015 8 bu chard
3/2/2015 30 bu carrots
3/2/2015 30 bu kale
3/2/2015 30 head lettuce
3/2/2015 10 bu collard
3/2/2015 3 bu chard
3/2/2015 20 unit lemon
3/9/2015 33 bu carrot
3/9/2015 33 bu kale
3/9/2015 27 head lettuce
3/9/2015 14 bu collard
3/9/2015 4 bu chard
3/9/2015 30 unit lemon
3/9/2015 4 unit cabbage
3/9/2015 4 bu cilantro
3/9/2015 8 bu leek

3/10/2015 8 pint strawberry
3/3/2015 8 pint strawberry

3/16/2015 30 bu carrot
3/16/2015 36 bu kale
3/16/2015 4 bu collard
3/16/2015 3 bu chard
3/16/2015 30 unit lemon
3/16/2015 6 bu leek
3/16/2015 5 pint strawberry
3/23/2015 35 bu carrots
3/23/2015 30 bu kale
3/23/2015 3 bu tree collards
3/23/2015 32 or 46 unit lemon
3/23/2015 20 bu radish
3/25/2015 7 pint strawberry
3/30/2015 20 bu carrots
3/30/2015 4 bu tree collards
3/30/2015 42 unit lemon
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3/30/2015 20 bu radish
3/30/2015 1 # spinach
3/30/2015 2 bu chard

4/1/2015 6 pint strawberry
4/6/2015 10 bu carrots
4/6/2015 20 unit lemon
4/6/2015 19 bu radish
4/6/2015 30 bags salad mix
4/6/2015 4 bu chard
4/6/2015 19 bu herbs
4/6/2015 10 bu cilantro
4/6/2015 27 bags kale rosette
4/6/2015 23 bu kale
4/6/2015 2 bags apples,dried
4/6/2015 4 pint strawberry

4/20/2015 28 unit lemon
4/20/2015 30 bu radish
4/20/2015 20 bu herb bunch
4/20/2015 19 bu cilantro
4/20/2015 16 bu kale
4/27/2015 30 unit lemon
4/27/2015 21 bu radish
4/27/2015 20 bu herb bunches
4/27/2015 20 bu cilantro
4/27/2015 7 bu turnip
4/27/2015 3 # salad mix
4/27/2015 4 # lettuce mix
4/27/2015 15 bu carrots
4/27/2015 2 bu tree collards
5/4/2015 28 unit lemons
5/4/2015 30 bu radish
5/4/2015 20 bu herb bunch
5/4/2015 48 bu salad turnip
5/4/2015 15 bu carrots
5/4/2015 2 bu tree collards
5/4/2015 20 bu beets
5/4/2015 20 bu mint
5/4/2015 10 bu kale

5/11/2015 20 unit lemon
5/11/2015 31 bu watermelon radish
5/11/2015 31 bu herb bunch
5/11/2015 38 bu salad turnip
5/11/2015 3 bu carrot
5/11/2015 5 bu mustard greens
5/11/2015 35 bu beets
5/11/2015 20 bu mint
5/11/2015 45 bu kale
5/18/2015 25 unit lemon
5/18/2015 6 bu watermelon radish
5/18/2015 19 bu herb bunches
5/18/2015 23 bu salad turnip
5/18/2015 3 bu carrots
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5/18/2015 19 bu mustard greens
5/18/2015 10 bu beets
5/18/2015 19 bu mint
5/18/2015 29 bu kale
5/18/2015 7 bu collards
5/18/2015 2 bu chard
5/26/2015 36 unit lemon
5/26/2015 10 bu water radish
5/26/2015 20 bu herb bunch
5/26/2015 37 bu salad turniip
5/26/2015 10 bu carrot
5/26/2015 20 bu mustard greens
5/26/2015 20 bu mint
5/26/2015 40 bu kale
5/26/2015 4 bu collards
5/26/2015 5 bu chard
5/26/2015 20 bu cilantro
5/26/2015 27 head lettuce
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Project Summary  
More than 1 billion meals are served annually in California public schools, making local school districts a 
significant and largely under-tapped market for specialty crop growers. The Center for Ecoliteracy (CEL) 
created a targeted implementation and marketing program to increase the use of specialty crops in school 
meals by providing nutrition service directors and district personnel with the recipes and technical expertise 
they need to procure, prepare, and serve more California fruits and vegetables. This project also designed and 
launched a communications strategy to build enthusiasm for locally grown specialty crops in school meals 
with students, parents, staff, and school communities. 
 
With new U.S. Department of Agriculture (USDA) regulations requiring the use of more fresh fruits and 
vegetables in school meals, this grant provided a timely opportunity to support the efforts of the USDA 
mandate, encouraging more California-grown specialty crops to be purchased, prepared, and served in meals 
for students. 
 
The economic impact to specialty crop producers has the potential to be significant: a one percent reallocation 
of the California school meal budget to California specialty crop producers equals $5.6–7.8 million per year. 
According to the California Department of Education, California schools produced 1,078,870,492 meals 
during the 2013-2014 academic school year. 
 
By providing nutrition service directors across the state with the resources, motivation, and professional 
development to serve more California-grown food in school meals, the project also benefited school districts, 
and ultimately the students themselves. The California Thursdays program could also positively impact 
student health and achievement by increasing the amount of fresh, local specialty crops in school meals and 
their enthusiasm for eating it. 
 
This project did not build on a previously funded Specialty Crop Block Grant Program project. 
 
Project Approach  
CEL achieved its project objectives through a two-track process. Track 1 addressed the supply side of the 
school food market for specialty crops by targeting decision-makers in the school food system and providing 
the necessary tools and assistance for success. Track 2 addressed the demand side of the school food market 
by targeting parents and students statewide with new promotional materials and platforms advocating for 
more California-grown specialty crops in school meals and showcasing specialty crops. 
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TRACK 1 
 
Created and Disseminated a Food Service Providers’ Toolkit: 
CEL created and disseminated a Food Service Providers’ Toolkit comprised of practical resources for 
nutrition services professionals, including (a) recipes featuring at least 51% California specialty crops; 
(b) flavor profile resources and displays; and (c) Rice Bowl Strategy posters which 54% contained and 
highlighted California specialty crops. CEL worked diligently to ensure that recipe analysis was 
performed and tracking tools were employed to manage funds dedicated to California specialty crops. 
The toolkit provided practical and realistic examples that enabled food service directors to plan, 
procure, and serve a California-sourced reimbursable meal at least one day per month beginning in 
October 2014, and to commit to a goal of implementing weekly California-sourced offerings within one 
year.  
 
The toolkit was disseminated on a flash drive to all participants who attended CEL’s statewide conferences. In 
addition, CEL established a Listserve as part of its web-based extension activities so that participating districts 
could share ideas, techniques, tools, recipes, and strategies for successful programs. 
 
Recruited and Developed a Network of Committed Food Service Providers: 
CEL recruited school districts that demonstrated the highest readiness factors and motivation to serve 
California-sourced specialty crops while representing the widest range of district sizes and geographic 
diversity. Each district representative committed to: 

 Attend and participate fully in a statewide conference in August 2014; 
 Serve a California-sourced reimbursable meal featuring specialty crops at least one Thursday 

per month beginning in October 2014; and 
 Establish a goal of implementing weekly California Thursdays offerings within one year. 

 
The network involved 15 school districts (surpassing the stated goal of 10 school districts) that collectively 
serve over 190 million meals per year and represent both large and small districts as well as a range of urban, 
rural, and suburban districts. The purchasing power of these districts increased the likelihood of news 
coverage by showing the potential economic impact of increasing the procurement of California produce. The 
range of districts provided a wide assortment of model solutions and recommendations for future school 
districts to emulate while demonstrating the ability to build awareness among a variety of school 
communities. 
 
Conducted Two State-wide Conferences to promote California Specialty Crops for Professionals: 
CEL hosted a daylong workshop and two-day exhibit at the California Nutrition Services Association (CSNA) 
annual conference on November 14 -16, 2013, attracting 149 workshop participants attending from 49 school 
districts in 20 counties. CEL was encouraged by the interest and dedicated additional resources to increase the 
capacity of the workshop. Among the 1,200 people who attended the conference, 80% of those attendees are 
estimated to have visited the exhibit where they learned more about CEL’s activities to promote California 
specialty crops. The main objective of these conferences was to enhance California specialty crops and to 
create awareness to food professionals that there is a need for more specialty crops in California school meals. 
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On August 7, 2014, CEL conducted a second statewide conference dedicated to launching the implementation 
of “California Thursdays,” an implementation and marketing program, with a pre-qualified statewide network 
of nutrition service directors from among the pool of 2013 attendees (see “Network of Committed Food 
Service Providers” above). By identifying experienced innovators and early adopters, CEL was able to 
provide a focused conference that included professional development, technical assistance, training, and 
practical resources, which enabled the program to achieve significant results in districts throughout the state. 
 
Disseminated Best Practice Stories & Best Practice Press Releases: 
CEL worked with school districts to develop and disseminate four best practice stories featuring innovative 
nutrition services directors from across the state, including Fort Bragg, Oakland, Riverside, and Ventura 
Unified School Districts, (a) at the first statewide conference; (b) through tailored press releases to local 
media markets; (c) via CEL’s social media and website; and (d) amplified by allied organizations. 
 
Conducted Surveys and Implemented Program Evaluation: 
CEL worked with Resource Development Associates to design an improved survey instrument. The baseline 
survey was conducted on August 7, 2014, at the launch of the California Thursdays campaign. The follow-up 
survey and evaluation were implemented after each district served a freshly prepared school meal featuring 
fresh California-grown fruits and vegetables in October of 2014. Results of the evaluation are included in the 
evaluation section below.  
 
TRACK 2 

 
Market Research: 
CEL identified and engaged a nationally recognized advertising agency, barrettSF, as well as an award-
winning communications firm, Brown Miller Communications (BMC), to develop the creative strategy, 
produce key assets, conduct market research, and provide technical expertise for the statewide launch 
of the marketing campaign. BMC conducted focus group research in three California regions: (1) 
Greater San Francisco Bay Area; (2) Riverside County; and (3) San Diego County. In addition to 
conducting the focus groups, BMC presented the results of the study at the statewide conference in 
August 2014.  The participants in the focus group were parents of children in public schools, in one 
session one parent had a child in a private school. There was a mix of professional and stay-at-home 
parents, as well as a mix of income levels. The purpose of the focus groups was to understand parents’ 
perceptions and attitudes about their children’s school meals program and the impact of serving more 
California fruits and vegetables. The study revealed the following attitudes: 

1. Parents care about the food their children receive at school; 
2. The parents prefer California-grown specialty crops and products, and connect health and achievement 

with school meals;  
3. Parents believe that freshly prepared food is healthier than processed food; and  
4. The parents are anxious for change. 

 
The focus group participants were unanimous in wanting their schools to create meals using California-grown 
specialty crops and products. Among the reasons cited were:  

 California grows a wide variety of fruits and vegetables. 
 It would be good for children to have more choices of fresh produce in season. 
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 One mother confided that she tries to teach her children what is healthy, but the school should provide 

that through example. The mother said that if schools served healthier meals with more fresh fruits and 
vegetables, it would make a mother’s job easier.  

 Mothers in Riverside liked supporting their farmers and local economy, reducing the carbon footprint, 
and improving the meals’ nutritional value.  

 Bay Area mothers agreed that fresher ingredients provide more nutrition and better appearance; one 
commented “origin is only part of the equation.” Another said, “A lot can happen between the farm 
and the kitchen.”  

 
CEL’s Rethinking School Lunch Program Manager, arranged and conducted market research with students 
and teachers by conducting peer-to-peer taste tests and surveys to elementary and high school students. The 
taste test results consistently show favorable responses to freshly prepared food made with California-grown 
fruits and vegetables. These findings support the belief that freshly prepared foods with California-grown 
ingredients are desirable, and challenges general assumptions proffered in the media that students do not eat 
fruits and vegetables. 
 
Website and Social Media: 
Following the August 2014 statewide conference with 15 members of the network, results began to exceed the 
projected plan. Several school districts immediately began implementing meals featuring fresh California 
specialty crops under the “California Thursdays” banner. In September 2014, CEL launched a California 
Thursdays webpage (www.ecoliteracy.org/california-thursdays) to reflect early news and earned media 
coverage, and to begin promoting the program ahead of the public launch. CEL increased activity in its social 
media campaigns on Facebook and Twitter. The website, CEL tracked the activity to ensure that funds were 
spent on core website design and html coding with the project funds, including the introduction, video, 
recipes, infographic, and success stories for the California Thursday specialty crop program only. Any 
additional aspects of the website were paid by other non-grant funds. 
 
CEL identified and engaged Plumbline Studios to design and implement the standalone California Thursdays 
website. The website launched in October 2014 and provided resources in Track 1 and Track 2 to promote 
California specialty crops and to assist new school districts in joining the expanding network. 
 
California Thursdays Campaign: 
The California Thursdays campaign was launched on August 7, 2014. The 15 participating school districts in 
the statewide network committed to serving a school lunch meal featuring California-specialty crops on 
Thursday, October 23, 2014, and to promote the event in the media. 
 
BMC provided hands-on training to address media inquiries with the goal of helping districts to direct the 
press to achieve successful interviews and news stories that promote increasing California specialty crops in 
school meals. Participating school districts were provided with key objectives, facts, and a rationale for the 
initiative. 
 
Within two weeks of the conference, on August 21, 2014, Oceanside Unified School District utilized skills 
and talking points from the conference, resulting in a feature news story in the San Diego Union-Tribune 
about Oceanside’s California Thursdays program. In addition, Oakland Unified School District Youth Radio 
began filming a video that was aired on the “PBS News Hour” on September 15, 2014.  
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On October 23, 2014, the 15 California Thursdays school districts participated in a simultaneous statewide 
event by serving a California-sourced reimbursable meal featuring specialty crops. This was an unprecedented 
event and drew significant media attention, including: two national features (PBS News Hour television and 
Public Radio International (PRI)’s Marketplace radio); 37 local television, radio, and print features; and 65 
web-based outlet features with a total of more than 240 million impressions. 
Video Spot: 
CEL engaged Monstro Design to create an animated video to describe and promote the California Thursdays 
program. The resulting video can be found on the California Thursdays website and has received favorable 
responses from food service professionals and the general public alike for its ability to present the value of 
bringing fresh California specialty crops to school meals in a visually appealing and succinct manner. 
 
CEL implemented detailed specialty crop tracking mechanisms for each of its two program tracks based on 
(1) analyzed ratios of California specialty crops to total crops featured in recipes; and (2) clear guidelines 
which emphasized and made specialty crops the main ingredient in regards to marketing and promotional 
materials. CEL implemented detailed tracking mechanisms for each of its two program tracks based on (1) 
analyzed ratios of California specialty crops to total crops featured in recipes to ensure more than 51% 
specialty crops were in the recipe; and (2) clear guidelines regarding marketing and promotional materials, 
along with costs were charged for specialty crops only. 
 
Network of California Thursdays School Districts – The network of California Thursdays school districts 
included Alvord, Coachella Valley, Conejo Valley, Elk Grove, Hemet, La Honda–Pescadero, Lodi, Los 
Angeles, Monterey Peninsula, Oakland, Oceanside, Riverside, San Diego, San Francisco, and Turlock Unified 
School Districts. Each of these districts committed to attending the statewide conference, serving a California-
sourced reimbursable meal at least one Thursday per month beginning in October 2014, and serving one 
California-sourced reimbursable meal once per week within one year. In addition, food service directors 
agreed to participate in our surveys, identify the challenges and solutions of the program, and communicate 
with and support other members of the network. To increase awareness in the public for the program, each 
food service director was trained to work with the media and provided with marketing materials.  

 
Marketing Campaign Partners – Brown Miller Communications (BMC) provided expertise in developing and 
executing a focus group study in three regions of California. They subsequently reported these findings to the 
network of participating school districts. BMC developed training materials for handling media inquiries and 
presented this training in August 2014 at the statewide conference and implementation launch. BMC created 
and disseminated press releases and media alerts both statewide and locally, created an on-line media room 
with information about California Thursdays and each district’s meal program featuring specialty crops, and 
prepared the groundwork for earned media coverage for each of the participating districts scheduled to launch 
the event on Thursday, October 23, 2014.  Additionally, BMC followed up with media contacts on that day. 
As a result of BMC’s expertise and the unprecedented nature of this effort, exceeded the expectations for 
spreading the word about California Thursdays. 
 
Communications Production Partners – Monstro Design developed the concept production on the 
California Thursdays video. Plumbline studios provided strategic, creative, engineering, tracking, and 
Google Adwords services for the California Thursdays website. 
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Assessment Partners – Resource Development Associates provided expertise in making adjustments to 
the survey instrument that was used to measure outcomes. The survey instrument was adapted to 
capture (1) preparedness to incorporate California specialty crops into the school lunch program; and 
(2) increased desire to include more fresh California specialty crops in school meals.  

 
Goals and Outcomes Achieved  
CEL surveyed nutrition service directors at 15 school districts implementing California Thursdays 
immediately following the training and rollout of the California Thursdays communications campaign, then 
again four months post implementation. Accomplishments and barriers were captured in the surveys as well 
as reporting on non-school district groups (included PTA or other parents’ groups, specialty crop producers 
and suppliers) engaged in increasing the availability of California specialty crops in school lunches. 
 
Additionally, CEL surveyed nutrition service directors who participated in this project about the overall 
impact on the use of California specialty crops to understand (1) changes in the usage of California specialty 
crops in school lunches; (2) changes in systems-level readiness for increasing the use of California specialty 
crops; (3) additional training and technical assistance needs to increase the use of specialty crops in the school 
lunch program; and (4) sustainability of the California Thursdays program. 
 
CEL’s California Thursdays program has made progress towards its long-term objective of influencing 
demand for California specialty crops in school meals. Through the development of collateral materials 
featuring California fresh specialty crops and associated professional development opportunities, the program 
has increased in the capacity as well as the motivation for districts to make use of California specialty crops in 
school lunches. The campaign has also helped to spread awareness of this work and its importance beyond the 
school district nutrition departments themselves throughout the districts. Increased demand for California 
fresh fruits and vegetables among these other stakeholders bolsters the ability for produce growers to supply 
them as well. These efforts will support increasing demand for these fresh California specialty crops, which 
will in turn stimulate the supply. 
 
By providing training and resources to nutrition service directors, this program has facilitated an increase in 
their abilities, level of motivation, and readiness to procure, prepare, and serve more California specialty crops 
in their districts’ school meals. Specific expected measurable outcomes are demonstrated by results from 
surveys of nutrition service directors about their districts’ school meal programs as mentioned below. 

 
With regards to the stated goal of increasing the use of California specialty crops in school lunches, 13 of 15 
districts (86.7%) participating in the four-month post-implementation follow-up survey responded “Yes” 
when asked whether they have “increased the use of California specialty crops in [their] school lunch 
program[s] this academic year compared to last year.” Among those respondents who offered estimates as to 
how much this use increased, amounts ranged between 10% and 30%. 
 
In addition, a comparison of the responses given to the follow-up survey with those given to the baseline 
survey shows an increase in the level of readiness following the roll-out of this program, as well. When 
respondents to the baseline survey were asked to rate how prepared their districts were to incorporate the use 
of fresh fruits and vegetables into school lunch programs, the average score among all respondents was 4.23 
on a scale of 1-5 (with 1 being “Not at all” and 5 being “Extremely”). Four months later, respondents to the 
follow-up survey reported an average score of 4.63, an increase of 9.4%. 
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The follow-up survey was also used to poll respondents about what strengths and/or challenges were 
encountered while incorporating more California specialty crops into school lunch programs and to seek 
recommendations about new resources that may be helpful in the future. This data will be useful in 
determining how to further sustain the program’s goals and achieve better outcomes. The most frequently 
listed strengths of the program in facilitating the use of California specialty crops in school lunches were:  
support from directors (three respondents), district policy (three respondents), and new vendor relationships 
(three respondents). The most frequently listed challenges faced in facilitating the use of California fresh 
fruits and vegetables in school lunches were: cost (seven respondents); and product availability (four 
respondents). The most frequently requested resources were: assistance sourcing specialty crops (four 
respondents), such as a database of vendors that could be shared among districts; and assistance with staff 
training and equipment for processing specialty crops (two respondents each). 
 
Finally, the follow-up survey sought to measure progress toward the campaign’s goal of “non-school district 
groups (included PTA or other parents’ groups) engaged in increasing the availability of California specialty 
crops in school lunches.” All 15 districts (100%) indicated that they had shared the California Thursdays 
materials with at least one such group, with the average number being 4.5 of the 7 types of groups listed. 
These groups included PTA or other parents’ groups (9 out of 15 districts responding to the survey, or 60%); 
Afterschool Providers (6 out of 15, or 40%); Faculty and Staff (14 out of 15, or 93.3%); School District 
Administration (14 out of 15, or 93.3%); School Board (10 out of 15, or 66.7%); Students or School Club (10 
out of 15, or 66.7%); and “Other” (4 out of 15, or 26.7%). 
 
Baseline data collected in the aforementioned baseline survey of nutrition service directors included self-
reported preparedness and motivation scores (on a scale of 1-5, with 1 being “Not at all” and 5 being 
“Extremely”) of directors and districts in incorporating California specialty crops in school lunch programs 
and in implementing California Thursdays on a monthly basis. Changes in these indicators seen in the four-
month post-implementation follow-up survey are given in the following table: 
 
  Nutrition Directors School Districts 
  Preparedness Motivation Preparedness Motivation

Incorporating California 
specialty crops into school 
lunch programs 

Baseline Survey 
Average 

4.32 4.86 4.23 4.29 

Follow-up Survey 
Average 

4.50 4.49 4.63 4.94 

Percent Change +4.2% +1.5% +9.4% +15.2% 

Implement/continue 
California Thursdays on a 
monthly basis 

Baseline Survey 
Average 

3.52 4.77 3.48 4.02 

Follow-up Survey 
Average 

4.44 4.94 4.56 4.88 

Percent Change +26.0% +3.5% 31.2% +21.1% 
 
Between the baseline and follow-up surveys, the average score for district preparedness to implement or 
continue California Thursdays increased 31.2%, from 3.48 to 4.56 (out of 5). Nutrition Directors also 
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increased their preparedness to implement or continue the program by 26%. Both of these scores represent 
significant positive outcomes for the project objectives. 

 
Beneficiaries  
The school districts participating in the California Thursdays network served 1,327,604 California Thursdays 
meals between October 23, 2014 and December 31, 2014, which further benefited the students who consumed 
freshly prepared meals made with California fresh fruits and vegetables as well as the producers from whom 
the districts procured the additional California specialty crops.  
 
The media coverage for the California Thursdays statewide rollout on October 23, 2014 served to increase 
public awareness about California-grown fruits and vegetables and thereby benefit a range of specialty crop 
stakeholders. 
 
Thirteen school districts responding to the follow-up survey reported having “increased the use of California 
specialty crops in your school lunch program this academic school year compared to last year.” California 
Thursdays supported these districts through the dissemination of its materials to the district Nutrition Services 
Departments, who in turn shared them with other district staff. Increased staff capacity for using fresh fruits 
and vegetables increases the likelihood they will be used and creates economic incentives for producers. 
Together these districts accounted for 1,077,789 enrolled students in the 2014-2015 school year, representing 
17.3% of the state total. In a telephone survey of participating districts conducted by CEL, 11 districts 
reported data about the number of California Thursdays meals served between the October rollout and the end 
of the 2014 calendar year, which totaled 1,327,604 meals. 
 
Nutrition service directors responding to the follow-up survey were asked to indicate with whom they had 
shared California Thursdays materials. All 16 respondents indicated that they had shared the materials beyond 
their district meal program personnel. Direct beneficiaries include: PTA or other parents’ groups (9 out of 16 
districts responding to the survey, or 56.3%); Afterschool Providers (6 out of 16, or 37.5%); Faculty and Staff 
(15 out of 16, or 93.8%); School District Administrators (14 out of 16, or 87.5%); School Board (10 out of 16, 
or 62.5%); Students or School Club (10 out of 16, or 62.5%); and “Other” (4 out of 16, or 25%). Responses 
listed in the “Other” category included “posted a blurb on CEL website,” “media,” “city agencies,” “local 
hospitals,” “community members, and community developers.”  
 
Lessons Learned  
One of the biggest lessons learned as a result of completing this project is that the success of the program and 
subsequent growth of interest in participating, is that it also introduces organizational capacity issues. It is 
now a challenge to manage with current resources. CEL was able to recruit more active members within the 
network than planned. Since the conclusion of the first statewide event, more than double the number of 
school districts have asked to join the network of districts serving more California specialty crops. CEL is 
experiencing the challenge of meeting the increased demand in new members. It requires more attention and 
coordination than the current resources can manage effectively. CEL is investigating all options to 
accommodate the high volume interest in demand. CEL expected 10 school districts to commit to 
participating in the pilot network and was surprised by the interest from more nutrition service directors in 
joining the project. For phase 1, the project team accepted a total of 15 districts into the projects active 
network. Shortly after the conclusion of the grant period, interest throughout the state of California increased 
significantly, and the expanded network nearly tripled, currently including 42 districts. 
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Another significant lesson learned is that the individualized systems used by school districts do not lend 
themselves to easily-obtainable metrics and collective assessment. Collecting and analyzing aggregate 
procurement data is a challenge. Each district has its own approach to tracking purchases, and most are not set 
up to track provenance in an ongoing manner. That is in part because distributors and most food purveyors 
themselves have not traditionally provided source information to their customers. In addition, weights and 
measures vary significantly within a particular fruit or vegetable in its various forms. However, a few 
indications at the conclusion of this project lead the project team to believe that distributors are beginning to 
recognize the value of providing more information about the origins of their products as Nutrition Services 
Directors demand that information in order to participate in the program and support California specialty 
crops. 
 
Contrary to what media coverage often suggests, during this grant period, students proved that they were 
enthusiastic about consuming more California specialty crops in their school meals. During the October 2014 
statewide rollout events, nutrition service directors enlisted student-led groups to actively participate in 
activities like peer-to-peer surveys, tasting stations, event promotion, and garden clubs. In addition, they 
reported that students enthusiastically chose the California Thursdays lunch option that day (containing 
increased amounts of specialty crops) over less healthy yet familiar foods. This shows early signs that with an 
effective marketing and student-tested recipes featuring specialty crops, it is possible to spark a shift in 
student attitudes and behaviors toward healthy meals as “cool”, “more delicious”, and “more local”. 

 
The intention to engage in a general market research telephone poll was revealed to be an unnecessary 
effort because of pre-existing studies. Philanthropic professionals, most notably from Pew Charitable 
Trust, affirmed the results CEL discovered around the consistently high polling support among parents 
of all backgrounds and affiliations for the general proposition of improving school meals. Marketing 
professionals made clear that early and generalized market research would be unlikely to provide a 
useful baseline, and recommended a more targeted effort in the form of a scheduled set of focus groups 
with parents.  

 
Recruiting, hiring, and managing an external social media writer proved to require more resources than 
anticipated. CEL determined that it would be more cost effective and easier to manage the social media efforts 
with in-house staff. 
 
One significant challenge involved clarifying the tracking mechanisms in order to ensure grant funds are 
expended to solely enhance the competitiveness of California specialty crops, rather than more broadly to 
fresh California-sourced food. Nutrition service directors are required to meet complex USDA menu pattern 
and meal reimbursement regulations for school meals, which dictate percentages of foods in different 
categories. Analyzing the recipes to ensure that they meet the requirements became an unexpected project 
effort. The key lesson learned in this process was to develop tracking mechanisms and analysis that would 
comply with grant requirements while working within the USDA School Food Service requirements. The 
project team ensured that this projects purpose was to solely enhance specialty crops. CEL implemented 
detailed tracking mechanisms for each of its two program tracks based on (1) analyzed ratios of California 
specialty crops to total crops featured in recipes to ensure more than 51% specialty crops were in the recipe; 
and (2) clear guidelines regarding marketing and promotional materials, along with costs were charged for 
specialty crops only. 
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One of the key lessons learned was to simplify the project message and deliverables by focusing tightly on 
solely enhancing the competitiveness of California specialty crops. The marketing materials featured bright, 
beautiful images of the specialty crops alone. The effect of this constraint actually resulted in more efficient 
use of the project team’s time and simultaneously increased the attractiveness of the message. School districts 
were able and eager to use the striking images in the school nutritional marketing efforts. Responses indicate 
that students and parents liked them, too.   
 
Another significant challenge involved the time required to secure a top-tier advertising agency to 
provide creative direction for the marketing campaign, which shifted from the end of 2013 to the early 
part of 2014. The change was due in part to the calendar cycles of work flow at the end of the year and 
in part to the time required to secure subsidized services from major agencies for a nonprofit campaign. 
A major agency was secured ultimately, but CEL needed to shift some of the campaign effort to a 
smaller agency to meet the schedule and deliverables. 

 
Additional Information  
Please find the three informational pieces mentioned below available at this link 
http://www.hightail.com/download/ZWJYS3doZ1BJMHVVbDhUQw   
 

(1) A sample pre-approved poster within the projects series of specialty-crop posters; 
 
(2) A screen shot of the California Thursdays website when it was launched in fall of 2014; and  
 
(3) An infographic (available in 2014 on the website) showing the original network of 15 participating 

school districts. 
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Project Summary 
Sonoma Valley Vintners Association (SVVA) represents nearly all growers/vintners in the American 
Viticultural Areas (AVAs) of Sonoma Valley (SV) in Sonoma County. The economy hurt returns as 
consumers switched to non-AVA labeled wines; the average winegrape prices for SV dropped 6.19% since 
2009 due to lower wine prices. Research showed consumers pay more if they see value; a 2009 Wine 
Opinions study showed SV wines are well valued in the wine community but a need existed to promote 
Sonoma Valley wines to consumers and the trade. This project helped create economic opportunities for 
specialty crop producers through market development activities that focused on local, regional, or 
international markets. The goal was to grow consumer acceptance of premiums for SV AVA labeled wines, 
helping recover recent wine and grape price declines. The aim was not to increase consumption, or total sales 
at the expense of other growers, but to boost the demand and premium for SV AVA labeled wines and shift 
volume back from bulk and other lower value sales through website redesign, social media and email 
campaigns, and print and online ads.  
 
This project was important and timely for the winegrape growers of Sonoma Valley; if the downward wine 
price trend was not reversed, winegrape growers would continue to see declining grape prices. Sonoma is an 
expensive area to grow grapes and bottle wine compared to many regions of the state and SV growers depend 
on a strong premium to remain financially viable as California specialty crop producers. 
 
This project did not build on a previously funded Specialty Crop Block Grant Program project. 
 
Project Approach  
Website – The website was redesigned to increase consumer/trade engagement and interaction with the 
Sonoma Valley brand to optimize distribution and viral sharing of new and existing assets. The 
integration of the new CMS system, new content and the kick-off of the Extended Family drove more 
Sonoma Valley wine enthusiasts to the SonomaValleyWine.com which ultimately educated the 
consumer on the product and in the long term creates ambassadors and customers for life. While the 
program goal was to reach 45,000 unique visits per month, and an average of 15,000 visits per month 
was reached, this was not a fail. The improved website and engagement programs and content continue 
to increase the amount of time each consumer spends on the website in general and specifically on each 
page which ultimately drives more traffic to the individual grape growers and vintners.  
 
Social Media – The implementation of the social media programs was another success overall. The 
development of content for the social media outlets to continuously tell the story of the premium product 
and provide an outlet for Sonoma Valley grape growers to gain exposure will ultimately elevate their 
prestige in the marketplace and allow them to charge more for their product. The goal for social media 
was to increase measurable engagement throughout all social media channels. The goals for social media 
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were re-assessed and revised mid-project for more realistic goals. At the end of the project, results were 
Facebook increased by 85%, Instagram by nearly 20,000%, Pinterest by 64% and Twitter by 58%.  
 
Email – An email campaign to promote purchases as well as brand advocacy that nurtured relationships 
with wine lovers was successfully developed. The Blackboard, the title of the email that engaged the 
wine enthusiasts, garnered over 42,000 subscribers. A very important, yet time consuming, piece was 
developing the content featured in these newsletters to keep consumers engaged and interested wine 
drinkers to subscribe. This program was hugely successful and continues to be the most successful way 
for the Sonoma Valley brand to tell its story to those that will purchase the end product.  
 
Advertising – A very successful advertising campaign ran in nationally known publications that 
reinforced the brand message, encouraged readers to subscribe to the email blast for current information 
and follow the social media channels for daily updates. This program positioned Sonoma Valley labeled 
wine in front of the target audience on a national level.  

 
This project only benefitted specialty crops. The project directly and exclusively promoted of winegrapes 
produced by the winegrowers in the Sonoma Valley.  

 
Goals and Outcomes Achieved  
Implemented the strategic plan for Facebook, Twitter, Instagram, Pinterest and YouTube integration of digital 
assets and consumer engagement that focused on increasing awareness and fan base and to support seasonal 
campaigns, which highlighted the grape to glass stories, personalities of Sonoma Valley winegrowers, chef 
inspired food and wine pairings, and contests to win trips to Sonoma Valley. For the web specifically, 
Extended Family was built, which is a core element of the social media campaign that allowed users to 
interact with the loyalty program and web application. The function of the program was for users to register, 
post photos of Sonoma Valley wineries and receive points for participation. The user registration was built to 
dovetail with the CRM (customer relationship management) system in place, and the point system was built 
around activity such as registering (subscribing for the database), posting a photo, sharing the photo on 
Facebook, Twitter, Instagram and Pinterest and referring friends (driving the subscription numbers). The web 
application was also built to provide tracking and reporting on users’ activities tying back to the goals 
originally set within the road map of the social media plan. The email campaign was launched with rich 
content tying in and highlighting stories of the vintners, winegrowers and wine region within Sonoma Valley. 
The email campaign, The Blackboard, lives within the blog section of the website: 
www.SonomaValleyWine.com. The content was delivered through several media styles – video (posted via 
YouTube.com), photo slides, as well as stories.  

 
The ultimate outcome was to increase in the average price/ton from $2,300.88 to $2,372.21 for Sonoma 
Valley wine grapes by 2017. As of February 2015, the average price/ton increased slightly to $2,314/ton 
which is the second highest return. The price per ton has increased by just under 1% in less than one year of 
effort.  
 

 Website: Started in April 2014 with google analytics as the primary tracking method; unique visitors 
started at 1,342 with an increase of 10% (15,863) as an average per month by February 2015.  

 Social Media: The following information was collected at the end of the project:   
o Instagram: 20,000% increase in fans 
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o Facebook: 85% increase in fans  
o Pinterest: 64% increase in fans   
o Twitter: 58% increase in fans  

 Email Campaign started with subscriber base starting at 22,000 subscribers in the database; at the end 
of February 2015, the Email Campaign had over 42,000 subscribers.  

 Member wineries were surveyed in October 2013 to develop baseline information for visitors to 
wineries within Sonoma Valley. Member wineries were surveyed again in February 2015 to show an 
overall increase of 25% in tasting room visitation.  
 

Objective  Start Proposed Actual - Feb 2015 
Increase the average price/ton by 3.1% $2,300.88/ton 2,372.21/ton $2,314/ton (increase of 1%)   
Increase unique visitors to 45,000/mon 1,342 45,000 15,863 (increase of 10%) 
Increase Instagram followers to 3,000 26 3,000 5,250 
Increase Facebook followers to 15,000 3,004 15,000 15,000 
Increase Pinterest Followers to 2,500 300 2,500 2,500 
Increase Twitter Followers to 5,000 1,026 5,000 2,500 
Increase email subscriber base to 100,000 22,000 100,000 42,000 
Increase Tasting Room Visitation by 25% 802,500 1,010,000 1,010,000(25% increase in visitation) 

 
Beneficiaries 
Primary beneficiaries are the winegrape growers and vintners (most of which are also growers) in the now 
five Sonoma Valley AVAs – Bennett Valley, Sonoma Mountain, Los Carneros, Moon Mountain District and 
Sonoma Valley.   
 
Primary beneficiaries are 140 winegrape growers and 110 vintners (most of which are also growers) in the 
Sonoma Valley AVAs. The Sonoma Valley is a wine-tourism destination; according to the Valley Profile 
provided by the Sonoma County Economic Development Board, 65% of the jobs in Sonoma Valley are 
related to the wine industry. For every bottle of wine produced in Sonoma there is an economic impact 
generated in the valley, county and state. The wine and grape industry is responsible for more than 28,000 
jobs in Sonoma from manufacturing, agriculture, tourism, transportation, research, restaurants and retail 
(source: Valley Profile by Sonoma County Economic Development Board). The impacts are both direct and 
indirect, from job creation and tourism to tax generation and agricultural growth; the wine industry benefits 
multiple business sectors across the entire Sonoma Valley/Sonoma County economy. According to the 
Sonoma County Tourism Board, wine-related tourism welcomes more than one million visitors to the Sonoma 
Valley each year, generating more than $1.36 billion annually in tourism spending. Sonoma Valley 
winemakers support a broad network of related industries through significant investments, long-term jobs and 
market opportunities in Sonoma Valley communities; accordingly every dollar spent in the Sonoma wine 
economy stimulates more jobs, more revenue and more taxes. The large and growing economic impact of 
Sonoma Valley's wine and grape industry will continue to spread across many sectors of the economy as the 
demand for higher value wine increases. The project objective to recover winegrape prices by 3.1% by 
December 2017 will increase the total winegrape value in the Sonoma Valley by over $10 million per year, a 
direct benefit to growers. 
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Lessons Learned  
Several unexpected outcomes as a result of implementing this project:  
1. The Sonoma Valley AVA organization became a leader amongst other AVA groups in Sonoma County 

and outside of the region. Other AVA groups asked project staff to speak to their membership on the 
method of developing social media and online campaigns.  

2. Relationships with Food & Wine magazine, a leading publication in the country in the food and wine 
world, were created. Those relationships continue to drive the value of the specialty crop as the perception 
with the consumer group continues to grow with the continued support received from the publication and 
key editorial staff. These relationships have also been noticed by other publications such as Sunset 
magazine and the Williams-Sonoma brand team, and continue to open doors for the marketing of the 
specialty crop and will in the future drive up the value of the product.  

 
While increases in social media and website goals were realized, the goals were not completely achieved.  
Lessons learned throughout the process and when identifying metrics for social media and a website are:  
 
1. The biggest lesson learned is that it takes an incredible amount of staff support and time to manage all 

contractors to ensure all programs and efforts are integrated. For example, social media should be aware 
of what web is doing and vice versa to gain as much benefit as possible.  

2. When determining metrics, remember that results of marketing web and social exposure are measured, 
and the method of capturing those results are always increasing and improving. However, that doesn’t 
mean results will be higher.  

3. Any budget that has to do with social media should be increased by double. Social media is now a pay to 
play. In addition to advertising within the different channels, it is expensive in terms of time and talent to 
flip content and reallocate for each outlet. It can be very effective, though expensive.  

4. Project staff found investing in content development will had the biggest return on investment. 
Consideration should be given to the outlets when developing stories and design materials.  

 
Additional Information  
Links to web presence:  
Website – www.SonomaValleyWine.com 
Consumer E-Blast - http://sonomavalleywine.com/the-blackboard/#.VhREVd9Viko  
Facebook - https://www.facebook.com/SonomaValleyWine?ref=hl  
Twitter - https://twitter.com/SVGrapesWine 
Instagram - https://instagram.com/sonomavalleywine/ 
Pinterest - https://www.pinterest.com/sonomavalley/ 
 
Extended Family is available on the Sonoma Valley Wine website: www.SonomaValleyWine.com 
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Project Summary  
Despite the prosperity of Monterey County and the strength of the local agriculture sector, many hard-working 
families employed in agriculture remain near or below the poverty line. Though the poverty rate in Monterey 
County of 13.9% is comparable to California’s rate of 13.7%, there is a significant variance within the county. 
A closer look at communities with higher concentrations of Latino immigrant families is more reflective of 
the dire economic conditions Agriculture and Land-Based Training Association (ALBA) is trying to confront. 
For instance, Salinas’ poverty rate is 18.1% and families residing in Salinas’ East Alisal neighborhood suffer a 
rate of 21.5%, which is more than 50% higher than the California state and county levels. Many of these 
families depend on low-paid, seasonal work in the fields. To reduce poverty and increase economic self-
sufficiency, it is crucial for local families to have opportunities to invest themselves in their communities with 
economic and educational advancement.  
 
The opportunity to establish a family farm showed great promise as the demand for organic, locally grown 
foods was increasing at a rapid pace. Furthermore, California agriculture suffered a huge demographic gap 
with the average farm owner approaching 60 years of age, and no younger generation poised to take their 
place. Many Latino farmers have the work ethic, entrepreneurial drive, and agricultural skills to fill the gap. 
What was lacking in transforming these skills into enterprise creation, job creation, and local investment was 
educational opportunities and access to land and finance. This project provided access to education, technical 
assistance, land and equipment for aspiring family farms, as well as developed ALBA’s food hub, which 
aggregates and markets organic produce from small family farms. Furthermore, this project expanded regional 
market channels which value local, organic produce; and provided long-term education and hands-on skills 
training through land-based farm incubator program.  
 
This project did not build upon a previously funded Specialty Crop Block Grant Program project.  
 
Project Approach 
Project staff educated sixty aspiring farmers through a ten-month, 300 hour, Farmer Education Course 
designed to launch an organic farm growing specialty crops. Two classes of thirty participants were set to run 
from January to October of 2014 and 2015, meeting twice a week. Modules included organic production, 
marketing, business management, compliance and record-keeping. The final module applied organic farming, 
during which students farmed a 1.3 acre piece. They grew several products, such as zucchini, kale, tomatoes, 
peppers, and carrots. Produce was sold through ALBA Organics and other direct market channels. The student 
farmers grew and sold nearly $20,000 in produce, gaining valuable experience in cultivation, packing, 
handling, and marketing. Students also gained exposure to successful practices and organic farms through site 
visits and guest speakers. Also contributing to the course were ALBA staff with Master Degrees in crop 
science, environmental policy, and business.  
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Important changes were made to the curriculum to better serve the students: 
The term started in November in order to take full advantage of the off season when participants are often 
unemployed or underemployed. Project staff would fast track one to three capable students, allowing them to 
lease their land while finishing up the Programa Educativo para Agricultores (PEPA) course. This was an 
attempt to allow individuals to advance toward farm ownership at their own pace. For those needing more 
farming experience prior to entering the incubator, project staff would introduce another ‘cooperative 
farming’ module allowing them to group farm for another crop cycle prior to signing a lease. 
 
In the organic farm incubator, fifty-five farm businesses received access to affordable land, equipment and 
markets. ALBA leased 150 acres of land annually to beginning specialty crop farmers. These farmers received 
an average of fifty hours of individual technical assistance on production, business management, and 
marketing each year of the program. 
 
The Farm Incubator Manager provided daily technical assistance in the field, assisting farmers on soil 
preparation, input procurement, pest management, and irrigation. The Enterprise Development Specialist 
assisted farmers on financial management, facilitating loans, and organic and food safety compliance. The 
Executive Director advised farmers on business strategy and expansion plans, while the Finance Director 
advised them on accounting and financial management.  
 
In addition to technical assistance, ALBA held monthly workshops on a variety of production and business-
related topics. These allowed farmers to continue their education while employing the knowledge to run their 
businesses. Thirty workshops were held at ALBA during the project period, with a cumulative attendance of 
385. 
 
The ALBA organics staff worked with farmers on a daily basis to provide market access for produce, selling 
450,000 cartons of specialty crop produce in two years valued at $8 million. ALBA Organics staff worked 
daily with farmers on forecasting production, advising on quality, harvest, pack and order fulfillment. This 
aggregation and marketing service not only allowed farmers to reach clients that would otherwise be 
unattainable to them, it provided essential lessons on how to meet the demanding requirements of California’s 
competitive produce markets. 
 
ALBA worked solely with helping new farm businesses grow and market organic strawberries and vegetables 
such as kale, cilantro, celery, cucumber, tomatoes, peppers, squash, beets, broccoli, and beans among others. 
The few activities that project staff undertook that did not relate to enhancing the competitiveness of specialty 
crops were funded and managed under specific grants which had adequate designated funds outside of this 
project’s budget. One such unrelated activity was funded entirely by the Packard Foundation which supported 
visits from local elementary schools in order to teach fourth and fifth grade students about organic farming. 
 
Partners were not sub-contracted on this project but several partners still made significant contributions: 
California FarmLink is the most significant ongoing partner for the Farmer Education and Enterprise 
Development Project (FEED) program. FarmLink makes operating loans to ALBA’s participating farmers. 
Over the project period, they provided loans for over twenty-five beginning specialty crop farmers. FarmLink 
also helps in finding land for graduates as they transition to new land. During the project period, they helped 
four farmers find land outside of ALBA and assisted other farmers in networking with prospective land 
owners. 
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El Pajaro Community Development Corporation provided marketing education through workshops and 
technical assistance to farmers on developing financial statements. 
 
Community Alliance for Family Farmers provides workshops on marketing for the Farmer Education Course 
and incubator farmers.  
 
Goals and Outcomes Achieved  
Project staff educated over fifty farmers, and conducted two classes over two years in organic farm production 
and business management in preparation for launching an organic farm. Each annual course lasted for ten 
months with 300 hours of class and field study. Project staff provided intensive, hands-on business 
development services for fifty beginning specialty crop farm businesses. Each farm business received an 
average of fifty hours of technical assistance per year in addition to workshops and access to land and 
equipment at a subsidized rate. Project staff also provided marketing services to fifty-five current and former 
ALBA farm businesses, allowing beginning farm businesses to reach lucrative markets statewide.  
 
Longer term outcomes of FEED work include: Increase in the number of viable specialty crop businesses 
(expecting twenty to graduate and transition to independent farming in the next four years). Increase in the 
acreage grown by ALBA alumni due to newly graduated farmers and those expanding acreage farmed. 
Increase in jobs created and retained by newly launched and expanding farms. Increase in cumulative 
production and sales volume of specialty crop growers launching and/or expanding their business at ALBA. 
 
The FEED program achieved its goal of educating and advancing the business goals of the farmers involved. 
However, the goals stated in the project proposal focused exclusively on sales growth of farmers and the food 
hub – ALBA Organics. The project fell slightly short of meeting these goals but project staff are achieving the 
mission of supporting beginning specialty crop farmers. Participation in the program was strong and is 
growing, as is the pipeline of developing farmers who will transition to independent farming in the coming 
three to four years. In addition, these courses advanced the competitiveness of the specialty crop industry by 
providing a rare opportunity for low-income farmers to develop their skills and obtain better employment 
while strengthening the industry as a whole.  
 
There are two main reasons as to why project goals were impacted: The loss of key personnel (General 
Manager in the first year of the project) caused temporary disruption in marketing operation until late in the 
project period. Project staff anticipated a continued growth path in sales; this growth trend showed $500,000 
in annual sales to over $5 million at their peak in 2013. The project staff expected this growth to continue at a 
slowing but healthy pace, which did not materialize. The project staff assumed that the growth would be 
driven by a pipeline of rapidly growing incubator and alumni farmers, instead, their expansion levelled off and 
many encountered disappointing strawberry production and lower average box prices due to the staff 
transition.  
 
Project staff set a goal of $15 million in sales during the project period, but only achieved $8 million. The 
expected sales of $6 million in 2014 and $7 million in 2015 turned out to be $4.5 and $3.5 million, 
respectively. Instead of a 35% increase projected, it declined by 16% from the base period of $9.5 million 
(2012/2013).  
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Although farmers found alternative market channels, their growth did not meet the expectations. Rather than 
thirty farms increasing sales by at least 40%, only ten of the farms did. Most farmers experienced fairly flat 
sales growth or a minor decline over this period.  
 
Ultimately, falling short of ambitious growth targets does not connote failure. Particularly in view of the 
challenges faced by beginning farmers in establishing viable businesses. Rather, the project staff consider the 
sales pattern experienced over the project period to be an understandable disruption arising from the loss of a 
dynamic individual who held valuable relationships with farmers and clients. The project staff have since 
managed to stabilize the food hub’s financial performance and look to resume a growth path.  
 
The baseline for overall sales of organic produce was $9.5 million in 2012 and 2013 ($4.5m/$5m). Though 
project staff projected a $5 million increase in sales over two years, sales actually declined by $1.5 million.  
 
Individual farmer baseline data is regularly collected through the annual survey. The project staff projected 
that thirty farmers would increase sales by 40% or more. It was expected that this would be achievable 
through their rising capacity and increasing land base while in the program. As it turned out, most of the 
ongoing farmers did not increase their acreage as fast (due to short labor supply), while strawberry production 
declined due to weather. In other words, assumptions were too optimistic and other factors intervened. More 
importantly, most of the farmers are sticking with it and have managed to not only weather the difficult period 
but to establish new client relationships as a result. 
 
Outcomes achieved during the project period include: Production and business skills development of one-
hundred and five aspiring and existing specialty crop farmers; launched twenty-five specialty crop farm 
businesses on small acreage; provided intensive business development and marketing assistance to strengthen 
an additional thirty farm businesses; facilitate access to loans and credit line services to over thirty specialty 
crop farmers; assisted forty farmers annually obtain or renew organic and food safety certification; sold $8 
million in produce on behalf of beginning specialty crop farmers; ten farmers increased sales by at least 40% 
(target thirty farmers); transitioned eight farmers to their own land to continue farming independently; and 
created or retained one-hundred twenty jobs through businesses supported in ALBA’s program. 

 
Beneficiaries  
One-hundred and five aspiring and existing farmers were assisted by the project to start their own farms 
growing specialty crops such as lettuce, strawberries, wine grapes, and spinach.  Participants farmed one-
hundred and fifty acres over two years. Assuming an average of $25,000 of revenue generated per acre, this 
comprised roughly $5.5 million in revenue flowing back to the farmers. In turn, this revenue creates a 
multiplier effect in the local economy as these revenues are passed on to workers and input suppliers, who 
then spend it on other goods and services. The final impact depends on the multiplier assumed.  
 
This project worked primarily with low-income, aspiring farmers. These are people who have extensive 
agricultural experience but don’t have access to the education and resources to be able to establish an 
independent farm. Many of these farmers are immigrants who have the work ethic, agriculture experience and 
entrepreneurial spirit to be farmers. ALBA offered access to resources and assistance to develop the business 
management and production skills to supplement their experience and establish a viable organic farming 
businesses.  
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The small farm businesses that benefitted from ALBA also benefit participants’ families and their employees. 
In addition, these small farms generated revenue for business service providers. Skills developed at ALBA 
benefit employers and the industry as a whole.  
 
Project staff believe the longer term impact by a farm business and/or careers advanced is much greater. 
Businesses launched and expanded at ALBA during the project period will grow and multiply their impact. 
Young professionals trained will gain practical experience, hone their focus and advance their careers which 
stretch well into the future. Investment in ALBA is in investment in people who will contribute to the growth 
and competitiveness of the industry. The investment will produce dividends in the form of new specialty crop 
businesses and professionals. 

 
Lessons Learned  
Project staff learned that farming (and running a food hub) is not a steady upward march of progress. During 
the project period, setbacks have included: Departure of the long-time General Manager, a steep drop in sales 
during the 2014 and first quarter of 2015, and farmers looking for other market channels. 
 
Project staff managed to achieve the goal of advancing the specialty crop industry by strengthening the skills 
and capacity of farm owners and employees in the industry. It didn’t show up in the numbers as expected 
because the project targets set anticipated a continued expansion, when in fact project staff went through a 
period of reorganization. Still, the food hub sold over $8 million in specialty crops grown by beginning 
farmers during this period, an achievement in itself.  
 
The project staff learned how dependent ALBA was on the knowledge and relationships that were acquired 
during the General Manager’s tenure at ALBA. This is not atypical in the produce industry at large, 
particularly at a relatively small operation.  
 
The project staff learned that minimizing fixed costs is essential. One of the strong sales growths leading up to 
this project resulted in moving to a second cooler. Although this added operational complexity as well as extra 
personnel, rent and utilities costs which made breaking even difficult even in periods of high sales; as a result, 
costs were cut by moving out of a second warehouse, moving back to the smaller site. This brought back sales 
and management to the main site which provided for better field oversight and helped in re-establishing 
relationships with farmers.  
 
The project staff made a number of facility upgrades to make the smaller cooler more functional. Investment 
in a new inventory software system enabled better business management. These changes will help more 
effectively market the goods of the emerging specialty crop farmers. 
 
The project staff also realized that outcomes are not encapsulated in financial performance (e.g. growth in 
sales and profitability) over a fixed period of time. Progress in farming is less predictable and often involves a 
fair amount of failure. This drives learning, forges resilience, and sets the stage for future success. Future 
proposals will set more modest financial targets and diversify the array of targets to reflect broader measures 
of success.  
 
A survey was completed in 2015 which reached about one-third of ALBA’s alumni. The survey results 
revealed that 38% of respondents are still farming independently. Over 70% are still working in California 
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agriculture and nearly two-thirds state they are better off financially for having participated in the program. 
ALBA remains an engine of economic growth and a rare opportunity for advancement among low-income 
specialty crop farmers. Through skills building, enterprise creation and job creation, ALBA contributes to 
developing the California’s specialty crop industry. 
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Project Summary  
California’s poverty rate is 23.25% (the highest in the nation), and nearly 10% of Californians have been 
diagnosed with Type 2 diabetes, typically caused by an unhealthy diet. Only 50% of eligible Californians 
receive CalFresh benefits (formerly known as food stamps). 18 Reasons and project partners recognize the 
clear and proven link between low economic status and high rates of diet-related disease, particularly in low-
income diverse communities, and the need to reverse the linked trends of food insecurity and diet-related 
diseases. This project helped over 1,000 low-income families increase their consumption of healthy specialty 
crops. 

 
The cooking-based nutrition education program, Cooking Matters, offers tools that empower residents 
to make healthy changes in their diet. Many participants begin their first class by reporting they “never” 
eat vegetables or “never” cook at home; by the end of the first class, these same participants are 
enthusiastically eating vegetables they have prepared, and vowing to make the same dish at home. 
Demand for this program has grown rapidly over the past two years, from 56 courses in 2011 to 120 in 
2012. The total courses increased to 200 over the past year. 
 
Project Approach  
The project team completed 96 six-week-long Cooking Matters series as part of this project, graduating 1,062 
adults and children from the program. This exceeded the goal of 90 series and 1,000 graduates.  
 
Cooking Matters classes meet once a week for six weeks; each class is two hours long, and focuses 
on a different nutrition topic and cooking technique. Professional chefs and nutritionists volunteer to 
teach the classes, which are hosted by a variety of partner organizations including clinics, low-income 
housing sites, schools, food pantries, and community centers. Community health promoters are also 
trained to deliver Cooking Matters classes in their communities. This program offers community 
member’s valuable training in cooking, nutrition, and facilitation skills, while enabling the program to 
reach communities more effectively. 
 
18 Reasons worked with over 60 partner organizations to deliver Cooking Matters classes. Host site 
partners typically hear about this program through word of mouth, and reach out through an application 
on 18 Reasons website https://18reasons.org/cooking-matters/host. Hosts include any agency or 
nonprofit offering services to low-income clients. Once a day and time is established for the classes, 
host site staff members (who already have existing relationships with their clients) recruit participants 
for the series. Host site partners are required to sign up at least 20 participants, to ensure that each series 
has 8-15 people graduating from the 6-week series. 
An 18 Reasons staff member coordinates each series, bringing all food, equipment, and materials to 
every class. Instructors (either volunteers or health promoters) use facilitated dialogue and hands-on 
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teaching techniques (for example, using open-ended questions to guide discussion) to deliver the 
Cooking Matters classes. The first hour of class is dedicated to a nutrition and food budgeting topic; the 
second hour consists of hands-on cooking instruction and practice that relates to the lesson topics. At 
the end of each lesson, the class enjoys a healthy meal together and participants go home with a bag of 
fresh fruits and vegetables and copies of the recipes to practice making healthy meals at home. As the 
program is designed to build self-sufficiency, graduates can only complete the series once.   
The learner-centered courses aim to identify the challenges each participant faces to eating and 
accessing healthy food, and each series is tailored to the specific needs and questions of the 
participants. For example, a class of parents of young children might focus on recipes that encourage 
children to enjoy trying new vegetables, while a class of teenagers might focus on acquiring basic 
cooking skills they can use to prepare quick snacks and breakfast items. The chef instructor or 18 
Reasons staff member chooses each week’s recipes based on what participants want to learn, as well 
as which fruits and vegetables are in season.  

 
Seven Cooking Matters series were held in partnership with urban farm partners; of the 73 graduates of 
classes held on urban farms, 32 went on to subscribe to weekly farm boxes (a box of fresh fruits and 
vegetables grown on the farm – similar to a more traditional Community Supported Agriculture program). 
One of the urban farm partners also began offering weekly farm stands at social service offices, where project 
staff partnered with them to offer cooking demonstrations promoting California fruits and vegetables.  
 
Fifteen adults and 20 teen community health workers were trained to conduct Cooking Matters classes in their 
community; the teens went on to teach two Cooking Matters series to their parents, and two Cooking Matters 
for Kids classes to younger children in the community. The adults taught a total of 16 Cooking Matters series. 
The project team plans to expand this program to other areas in 2015, training more teenagers as peer 
educators and engaging them as Cooking Matters instructors for both their parents and younger children.  
 
The evaluation shows that graduates eat more fruits and vegetables and enjoy cooking more than they did 
before the class.  

 
When staff members shop for Cooking Matters classes, they are careful to track specialty crop purchases 
separately from other ingredients they may need for that day’s recipes. They enter each receipt into an excel 
spreadsheet with a column for specialty crops and a column for anything else. They are also careful to ensure 
all recipes focus on specialty crops as the main ingredient, and contain more than 50% specialty crops by 
weight.  

 
Partnerships with urban farms have been successful in increasing enrollment in their farm boxes by 7% as 
well as increasing sales at farm stands. 
 
Specialty crop produce for classes were sourced through partner Veritable Vegetable. 
 
Project staff partnered with 30 different host sites who hosted Cooking Matters classes over the past six 
months. Host site partners included schools, clinics, shelters, free dining rooms, and community centers.  
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Goals and Outcomes Achieved  
The project team partnered with 30 community-based organizations and two urban farms to plan and conduct 
96 six-week-long cooking and nutrition classes. Thirty five community health workers were trained and 
deployed as instructors for these classes, as well as 220 volunteer chefs, nutritionists, and assistants. Class 
attendance, produce purchases, and enrollment in urban farm weekly farm box programs were carefully 
tracked. Each graduate completed a pre- and post-test measuring the behavior changes they made as a result 
of the program.   

 
The overall goal was to complete 90 series with 1,000 graduates. 96 series were completed, with 1,062 
graduates. Thirty five peer educators were also trained, which is 20 more than the goal of 15. Project staff 
worked with two urban farms to offer Cooking Matters classes, as planned, and was able to engage with one 
of the farms by offering cooking demonstrations at their farm stands in addition to offering classes in the 
community.  
 
After a course, adults report that 82% are eating more vegetables; 76% are eating more fruits; 91% improved 
their cooking skills. They are eating at least two cups of fruit per day, 45% more often, and eating at least 2.5 
cups of vegetables per day, 46% more often. Eighty one percent made a Cooking Matters recipe at home, and 
98% would share the recipes they learned with others. 
 
After a course, 40% of child graduates are more confident that they can make themselves a snack with fruits 
or vegetables, and 35% are more confident that they can talk to their parents about healthy eating. Eighty 
percent say they improved their cooking skills. 
 
Urban farms experienced a 7% increase in sales directly due to Cooking Matters graduates signing up for farm 
box programs operated by the farms.  

 
The overall goal of helping low-income families eat more fruits and vegetables and feel more confident about 
cooking fresh produce at home was achieved.  

 
Beneficiaries  
Fifty one percent of the graduates attending the Cooking Matter classes participate in some form of federal 
food assistance (CalFresh, WIC, or free school lunch). Sixty one percent of graduates are Latino, and nearly 
all of them attend classes taught in Spanish by peer educators.  
 
Thirty California specialty crop farmers also benefited from the 14,000 pounds of specialty crops purchased 
and distributed through the program. Urban farms experienced a 7% increase in sales of farm boxes as a result 
of Cooking Matters classes and demonstrations conducted at the farms or farm stands operated by the farms. 

 
One thousand sixty two low-income adults and kids graduated from the program; if each participant increased 
spending on fruits and vegetables by an average of $5 per week as a result of the program, the potential 
economic impact would be $276,000 per year in increased spending on specialty crops.  
 
Lessons Learned  
Project staff learned that teaching people to cook with fresh fruits and vegetables in a hands-on class is a 
powerful educational tool that can bring about significant behavior changes. Working with community health 
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workers who come from the low-income communities served helps the classes to be even more effective. 
Partnering with urban farms helps increase community participation in weekly farm box delivery programs, 
while boosting fruit and vegetable consumption among participants.  

 
Project staff did not expect to work with teen community health workers, but they turned out to be excellent 
teachers, engaging both children and adults in their lessons.  
 
Additional Information 
Attachment 1: Cooking Matters Participant Survey 
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Project Summary  
The California Hotel Community Crops Project (CHCCP) is a project designed to bring healthy and fresh, 
fruits, vegetables and herbs to residents of an affordable housing development and the surrounding West 
Oakland community. This is a low income community that is food insecure, meaning residents do not have an 
accessible source of fresh, healthy fruits and vegetables within walking distance or reasonable price range. 
The residents targeted are an especially vulnerable population as they were formerly homeless, are living 
below the poverty level, and many already have mental and physical health challenges related to inadequate 
nutrition. The People’s Grocery program was designed to produce specialty crops from seedlings, to cultivate, 
harvest and distribute the crops to the aforementioned community members, with their participation and 
assistance in educational workshops. These workshops share information on cooking, nutrition, and the 
historical context of how oppression has affected the health and well-being of the primarily African American 
population. The health disparities are well documented. The California Hotel Community Crops Project is 
unique in that it is designed to address the root causes of food insecurity, and to engage the community in the 
production, cultivation, and distribution of healthy foods, thereby enhancing the viability of the idea of 
bringing a fresh food grocer to the neighborhood and enhancing the competitiveness of locally grown 
specialty crops. 
 
The California Hotel Community Crops Project provides an example of a local food system in which the local 
community has access to affordable fruits, vegetables, herbs, and information, and in which residents have 
agency in their health and well-being.  
 
This project built upon 2011 Specialty Crop Block Grant Program (SCBGP) Project 49.  This project 
produced more varieties of specialty crops and reached more residents of the California Hotel as the 
occupancy in the building reached capacity in time for the May 15, 2014 grand reopening ceremony. Building 
on the previous year’s 30 hotel residents served through weekly educational workshops, one hundred and 
fourteen unduplicated Cal Hotel residents and surrounding community members attended Flavas of the 
Garden workshops over the 26 week series in 2014. 
 
Project Approach  
Daily garden activities performed during this project included propagating plants from seed in the 
greenhouse, transplanting, cultivating, pruning, weeding, managing pests and disease, managing compost 
operations, and harvesting. Specialty crops produced included lettuce, three varieties of kale, collard greens, 
arugula, mizuna, mustard greens, turnips, beets, carrots, radishes, green onions, three varieties of chard, 
spinach, artichoke, parsley, thyme, sage, basil, mint, rosemary, chamomile, cilantro, yarrow, borage, hyssop, 
snap peas, scarlet runner beans, tomatoes, cherry tomatoes, sweet peppers, hot peppers, potatoes, cucumbers, 
melons, summer squash, winter squash, chayote, fennel, oregano, plums, figs, raspberries, and honey. Over 50 
varieties of specialty crops were produced on ¼ acre of land at the California Hotel in West Oakland. 
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According to the CHCCP records 72 different residents participated in educational workshops, special events, 
or volunteered in the garden. All of the workshops and special events featured specialty crops in season and 
were used as an opportunity to increase knowledge, consumption of, and exposure to specialty crops. 

 
Plant starts were propagated in the greenhouse for sale to the surrounding community for the purpose of 
encouraging community to grow and consume more specialty crops. In April 2014 approximately 172 plant 
starts were sold to 43 different people yielding $750. A weekly workshop series called Flavas of the Garden 
was held on Thursdays from 3pm- 5pm at the garden of the California Hotel. The series ran weekly from 
April 17, 2014 through October 30, 2014, and culminated with a garden workshop. Topics were centered 
around California-grown specialty crops, nutrition, health, and how to use medicinal and culinary herbs. Most 
workshops included a cooking demostration made from specialty crops in the garden. Participants were 
encouraged to practice preparing foods in healthy ways.  114 unduplicated Cal Hotel residents and 
surrounding community members attended Flavas of the Garden workshops over the 26 week series. 
 
Three major special events were held during the period which benefitted specialty crops. In October 2013, the 
annual Harvest Festival was held with local partner City Slicker Farms. Approximately 150 community 
members were in attendance. 10 educational workshops on specialty crops were offered. In February 2014, 
the Black History Month celebration honored black and brown farmers by planting 12 fruit trees. Fruit trees 
planted included apple, fig, lemon, lime, persimmon, and pear. All are expected to produce specialty crop 
fruits that will feed the community. Participants learned about care of fruit trees, and the nutritional value of 
the fruits produced. Residents from the California Hotel and the surrounding community participated and 
food from the garden was served. Over 75 community members were in attendance. In June 2014, the 
Juneteenth celebration conducted educational workshops including how to make smoothies, how to use 
medicinal herbs, and a children’s activity on recognizing different plants in the garden. 112 community 
members were in attendance. 
 
Additionally, 12 tour groups visited the garden during the project. 314 people were exposed to the garden and 
all of the specialty crops produced there. Tour groups included a sixth grade class, a group of sociology 
professors, alternative spring break college students, and a faith-based group. 

 
 It is certain that SCBGP funds were used solely for specialty crop production when staff salaries were 
dedicated to specialty crop production. Time dedicated to other work was paid for through other funding 
sources. 

 
All program income comes from and gets reinvested in the greenhouse, which is the widest reaching garden 
program. Program income was used to enhance the competitiveness of California specialty crops so hundreds 
of individuals and families will continue to receive access to and information about California specialty crops. 
The specialty crop plant starts were distributed to West Oakland residents with limited income.  

 
The following partners assisted with this project: East Bay Asian Local Development Corporation 
(EBALDC), from whom the land is leased and with whom a memorandum of understanding for the services 
provided in the garden is in place; Lifelong Medical Services, who oversees health care and social services for 
residents in the Cal Hotel; City Slicker Farms, with whom People’s Grocery partnered for the Harvest 
festival; Bay Localize who helped promote People’s Grocery events; Growing Together, who supplied the 
fruit trees and an educational workshop at the tree planting for the Black History month event; and the many 
individual volunteers and supporters who have helped in the garden and facilitated workshops. 
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Goals and Outcomes Achieved  
The activities completed for achieving the performance goals and expected measurable outcomes are 
identified below: 
 
1. Increase consumption of fruits and vegetables for a sample size of 750 participants in the West Oakland 

community by at least 20% measured by survey responses indicating the level of increase. 
 

The activities performed in working toward the above performance goal included the propagation, 
cultivation, and distribution of over 50 varieties of specialty crops on the grounds of an affordable 
housing development. Participants are an especially vulnerable population, primarily people of color 
and some who have mental or physical challenges. Residents of the housing development and 
surrounding neighbors were encouraged to participate in garden activities in order to gain a deeper 
connection to where food comes from. A weekly workshop series called Flavas of the Garden was 
planned and implemented. Several special events were held including a Black History Month 
Celebration, Juneteenth Celebration, Smoothie Day, and Chestnut Street Community Day. Each event 
was an opportunity to build community, promote specialty crops, and get a pulse on the progress 
toward outcomes by asking participants to complete surveys. Events were promoted via flyers and 
community outreach in the building and the surrounding community. In addition to growing specialty 
crops, great emphasis was placed on individuals sharing knowledge and information, and transforming 
attitudes and behaviors pertaining to consumption of specialty crops grown locally. Participants in the 
program received opportunities for practice in growing, harvesting, cooking, consuming, and 
preserving specialty crops. Additionally, several tour groups who visited the garden had an opportunity 
to interact with specialty crops. In partnership with EBALDC and Lifelong Medical Services fresh 
specialty crops were provided for cooking classes and special events as a part of the California Hotel 
Community Crops Project. 
 
The activities completed as outlined in the work plan were:  

 Daily garden activities 
 Specialty crop distribution 
 Plant start sales and marketing 
 Planned and implemented special events 
 Planned and implemented weekly garden workshops 
 Scheduled and facilitated garden tours 
 Performed ongoing outreach to residents 
 Developed, administered, and interpreted healthy food surveys 

 
2. Increase knowledge of specialty crops for a sample size of 750 participants from the greater Oakland area. 

Participants will demonstrate three new points learned about specialty crops measured by survey 
responses indicating types of facts learned. 

 
The activities completed toward this outcome were: 

 Planned and implemented special events 
 Planned and implemented weekly garden workshops 
 Scheduled and facilitated garden tours 
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 Developed, administered, and interpreted healthy food surveys 

 
Twenty six Flavas of the Garden workshops held during this reporting period were the primary means 
of disseminating information and exposing people to specialty crops for the California Hotel 
Community Crops Project. Each provided an opportunity to increase knowledge and practical 
experience preparing and consuming specialty crop vegetables and herbs. Of thirty six people who 
completed a survey by the end of July 2014, thirty five reported learning at least one new thing. Two 
reported learning three or more things. Twenty two additional surveys were completed in September 
2014. In these surveys, people were able to identify new things that they learned. Nineteen of the 
twenty-two reported learning at least three new things.  
 
Special events were held including the Harvest Festival, Black History Month tree planting and 
Juneteenth celebration. People who attended these events had opportunities to participate in educational 
workshops including caring for fruit trees, making smoothies solely from specialty crops, and learning 
about the culinary and medicinal uses of a variety of common herbs found in the garden. 
 

3. Further develop the garden and greenhouse space as a healthy, attractive, and accessible hub for 
promotion of specialty crops through regular planning and maintenance and increased attendance by the 
public through nutrition demonstration and community health outreach and events. Regularly identifying 
resident health challenges and promoting use of specialty crops in the kitchen are essential to this goal. 

 
The activities completed as outlined in the work plan were:  

 Daily garden activities 
 Planned and implemented special events 
 Planned and implemented weekly garden workshops 
 Facilitated garden tours 
 Performed ongoing outreach to residents 

 
People’s Grocery garden staff remains in regular consultation with Lifelong Medical service providers 
regarding resident health issues and behaviors. The garden is intended to be a safe space for residents to 
disclose information regarding health and lifestyles. The California Hotel Garden community is built 
around trust and compassion for shared struggles, and around production, preparation, discussion, and 
consumption of specialty crops. 
 
Due to the vulnerable and transient nature of the population targeted for this project, there were barriers 
encountered in terms of consistency in participation in the programs and in attending events.  
For that reason the 750 residents reached as projected in outcome measure #1 was not documented, nor 
were before and after surveys completed by the same group to determine increased consumption. 
Recognizing that a mindset transformation is required, and that it takes time to foster relationships and 
trust, the work toward this endeavor continues. Through ongoing programming and innovative initiatives 
the California Hotel Community Crops Project will continue to positively impact the lives of hundreds of 
consumers through the promotion, consumption and increased awareness and accessibility of California 
grown specialty crops. 

 
The actual accomplishments and progress toward achieving set targets is outlined below: 
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Goal: (1) Increase consumption of fruits and vegetables for a sample size of 750 participants in the 
West Oakland community by at least 20% measured by survey responses indicating the level of 
increase. 
 
Actual: 40 Health and Wellness surveys were completed: 19 before the end of July 2014, and 21 after. 
          “Before” surveys indicated average servings of fruits and vegetables consumed per day to be 2.7; 

                     “After” surveys indicated average servings of fruits and vegetables consumed per day to be 3.4. 
This is a 26% increase. 

 
Goal: (2) Increase knowledge of specialty crops for a sample size of 750 participants from the greater 
Oakland area. Participants will demonstrate three new points learned about specialty crops measured by 
survey responses indicating types of facts learned. 
 
Actual: 53 Garden workshop surveys were completed: 36 before the end of July 2014, and 17 after. 
            “Before” surveys indicated average new things learned to be 1 (.9); 
 “After” surveys indicated average #of new things learned to be 5 (4.6). 
 
Goal: (3) Further develop the garden and greenhouse space as a healthy, attractive, and accessible hub 
for promotion of specialty crops through regular planning and maintenance and increased attendance by 
the public through nutrition demonstration and community health outreach and events. Regularly 
identifying resident health challenges and promoting use of specialty crops in the kitchen are essential 
to this goal. 
 
Actual: The process of further developing the garden for fruit, herb, and vegetable production, as well 
as increasing outreach efforts in order to reach more members of the community is ongoing. People’s 
Grocery and the California Hotel garden staff continue to assess and re-evaluate the urban agriculture 
programs for efficacy, and to create new and innovative programs to promote California specialty crops 
according to the needs of the community. Ongoing communications with colleagues in the medical 
profession will help enhance the competitiveness of specialty crops by integrating specialty crop 
products into a medical discussion endorsed by doctors and nurses. 
 

The major successful outcomes of the project are identified below: 
 

 114 unduplicated residents attended the Flavas of the Garden events.   
 12 tour groups were hosted at the garden totaling 314 attendees. 
 362 people attended special events. 
 40 Health and Wellness surveys were completed: 19 before the end of July 2014, and 21 after. 

o “Before” surveys indicated average servings of fruits and vegetables consumed per day to be 
2.7. 

o “After” surveys indicated average servings of fruits and vegetables consumed per day to be 
3.4, which is a 26% increase. 

 53 Garden workshop surveys were completed: 36 before the end of July 2014, and 17 after. 
o “Before” surveys indicated average new things learned to be 1 (.9). 
o “After” surveys indicated average # of new things learned to be 5 (4.6). 
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 Over 50 varieties of specialty crops were produced on the ¼ acre of land. 
 Over 250 units of vegetables were distributed. 
 Over 250 specialty crop plant starts were sold to community members. 

 
Beneficiaries  
The specialty crop industry and residents of the California Hotel were all beneficiaries of the California Hotel 
Community Crops Project. The competitiveness of California specialty crops grows as people are exposed to 
specialty crops and begin to understand the health, economic, and environmental implications of integrating 
more specialty crops into their diets. EBALDC and Lifelong Medical groups are the organizational partners 
who benefit from the project. 
 
At least 790 individuals interacted with the specialty crops in the garden and directly benefitted from the 
project. The potential health improvements can potentially be vast as residents have limited access to healthy 
fruits and vegetables and suffer from high rates of diet-related diseases and other health challenges. By 
providing specialty crop information the project will potentially have long term positive economic effects for 
consumers and specialty crop producers. 

 
Lessons Learned  
Project staff learned a great deal as a result of implementing the California Hotel Community Crops Project. 
Positive lessons include learning patience, compassion, and effective communication skills when working 
with vulnerable populations. Adequate nutrition is related to more than just access. Programs which delve 
deeper into understanding and addressing the root causes of food insecurity are more effective and can 
promote positive change. People participate when given incentive and that high frequency outreach is needed 
to maximize participation. 
 
Having concise surveys which measure attitudes and behaviors, and having a process in place for getting 
them completed would have yielded more detailed results.  
 
When establishing goals they should be clear, concise, measurable, and realistic. A tool must be in place 
which accurately measures the goals, and the tools must be utilized in a consistent and controlled way. All of 
this needs to be in place prior to starting the project. Also having the same staff to develop the goals for the 
program should be the ones to implement it, which would allow for optimal success. 
Unexpectedly, a great interest in using herbs for their healing properties was expressed by residents. Future 
CHCC projects will further integrate this concept into programming. 
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Project Summary  
While Santa Cruz County is rich in agricultural production, low-income Latino youth and adults are 
disproportionately suffering from obesity and poor nutrition. "Food, What?!" (FW) uses farming and cooking 
as the vehicle for enhanced nutrition and increased consumption of fresh fruits and vegetables, California 
Specialty Crops (CSCs) for 975 area low-income high school youth and 300 adults annually. FW does this by 
operating seasonal programs and large events on a unique youth-run production farm with outdoor kitchen. At 
FW, teens dive into a culturally relevant meal with CSCs that they have cultivated, harvested and cooked 
(Food for Self). Youth harvest and package Community Supported Agriculture (CSA) shares to take home for 
their family, and FW engages parents in a cooking series using the produce (Food for Family). Youth operated 
a weekly farm stand at a low-income elementary school and organized three major seasonal events on the 
farm (Food for Community). 
 
Low-income, youth culture centers around fast food, sugary drinks and snack foods, which are 
contributing factors to obesity and poor health. The 2011 United Way Community Assessment Project 
(CAP) report shows that in Santa Cruz County: 1 in 3 Latinos’ overall health is fair or poor; 1 in 4 low-
income youth are obese; and 2 of 3 Latino adults are obese. FW programs counteract these health 
trends, and research shows students involved in garden-based nutrition education increased their fruit 
and vegetable consumption by 2.5 servings per day (2011 United Way CAP report). 
 
FW is a youth empowerment and food justice program reaching 1,275 youth and community members 
using food, through sustainable agriculture and health, as the vehicle for growing strong, healthy and 
inspired teens. FW encourages healthy food choices and promotes increased CSC consumption through 
three program focus areas: Food for Self, Food for Family, and Food for Community. This model 
addresses the health and diet problems described above by:  (1) Engaging youth in growing and 
cooking CSCs; (2) Providing specialty crop produce shares to youth and their families as well as a 
parent cooking series; (3) Increasing access to CSCs through a farm stand in one low-income school; 
(4) Implementing 3 seasonal events for youth to engage with CSCs and attend nutrition workshops; and 
(5) Executing peer-to-peer workshops in county high schools and local non-profits to increase 
awareness of the relationship between CSCs and health. 
 
This project did not build on a previously funded Specialty Crop Block Grant Program project. 
 
Project Approach   
The following activities were performed during the grant period: 
 
Administrative set-up and initial coordination for the project:  Life Lab Executive Director established 
administrative processes for monitoring grant progress and fiscal management. 

214



CALIFORNIA DEPARTMENT OF FOOD & AGRICULTURE 
 SPECIALTY CROP BLOCK GRANT PROGRAM 

FINAL PERFORMANCE REPORT 
 

 
 
Management oversight of personnel and budget for the project:  Life Lab Executive Director met with 
FW staff to discuss progress on grant objectives and budget. 
 
Spring, summer and fall program planning and goal setting for 2014:  The FW team reviewed grant 
deliverables and set goals for 2014. 
 
Youth outreach and selections for spring Internship:  FW Director conducted outreach at schools across 
Santa Cruz County in the winter of 2014, which led to over 200 applications to FW. From this pool of 
applicants, the FW Director and Program Manager selected 52 low-income, struggling youth to 
participate in the Spring Internship. 
 
Farm crop planning for upcoming season to achieve all goals of youth programming, family shares, big 
events, and community activities:  FW Farm and Program Manager did extensive crop planning in the 
winter of 2014, selecting a wide variety of CSCs to be planted, tended and harvested for all FW events 
throughout the year. In 2014, more FW specialty crop grown produce was used for large events and 
community activities than used in previous years.   
 
Implement Spring Internship:  Fifty-two youth successfully completed the 2014 12-week spring 
internship, which ran from March 3-May 12, receiving an introduction to CSC production through 
weekly 3-hour visits to the FW farm. Spring youth participants were involved with every aspect of CSC 
production from March-May, including seeding transplants, preparing beds for planting, weeding crops 
and harvesting spring CSCs. In addition to this farm work, youth spent one hour each week cooking 
and eating meals full of CSCs—for many youth this was one of their first chances to cook with fruits 
and vegetables and one of their first effective exposures to hands-on nutrition education that 
emphasized the benefits of CSCs.  
 
Planning and implementation of the Strawberry Blast event:  The 2014 Strawberry Blast, held on May 
20, drew over 200 students to the FW farm. Middle-school and high-school students learned about how 
CSCs are grown while touring a diversified specialty crop farm. Activities focused on nutrition, health, 
farming, and food justice topics. Students had the opportunity to make strawberry tarts and smoothies, 
rainbow veggie quesadillas (with chard, onions, cabbage, and broccoli) and strawberry salsa, as well as 
harvest strawberries from the field. The “Grow Your Own” activity let students plant vegetable seeds in 
a pot to take home to their families. 
 
Interview and select youth for summer program:  Of the 52 spring interns who completed the internship 
in May of 2014, 30 applied for summer job program positions. Each youth who applies is given an 
interview that includes coaching on interview tips. Twenty youth and 4 junior staff were selected to 
participate in the Summer Job Program. 
 
Implement summer program including family CSA and parent workshops on cooking and nutrition:  In 
the main field, the youth took the farm through every stage from winter dormancy into full production 
over the course of the intensive 7-week summer job program, held from June 16- August 8, 2014. By 
the time they harvested in the summer and fall, they talked about “our farm” and “our crops.” FW 
youth in 2014 developed a deep understanding of how CSCs are produced, going way beyond a simple 
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introduction to fruits and vegetables and developing lasting connections to California’s specialty crop 
industry.  
 
The youth in the summer program shared lessons and inspiration with their families through the weekly 
produce and through a family cooking night at FW farm and at a partner farm. Each week, the FW crew 
harvested a CSA share to take home to their families. The crop plan included the “greatest hits” of the 
produce world that integrated parent feedback on items most needed in their meals or budgets. This 
year, great feedback was received that parents used the produce, and this component also ensured that 
youth could take positive diet change into their home life. 
 
Planning and implementation of Youth Day event consisting of educational workshops that teach youth 
how to grow, prepare, eat and advocate for CSCs in their community:  This year FW partnered with a 
nearby farm, Pie Ranch, that also conducts youth programming to organize and host Youth Day. FW 
brought the entire summer crew of 24 youth and junior staff to the all-day event, where youth were 
given tours of the working farm, ate farm fresh food filled with CSCs and engaged in conversations 
about the regional specialty crop production economy. Over 100 youth from all around the region came 
to this year’s Youth Day from a wide variety of organizations that serve youth. 
 
Implement summer school low-income farm stand:  Because the Santa Cruz City Schools summer 
school calendar did not align well with the dates of the summer program, hosting the low-income farm 
stand at Dominican Hospital in Santa Cruz was chosen. For 5 weeks youth sold and promoted CSCs to 
hospital staff, patients and families. Youth brought produce that they had grown to the stand and 
learned valuable marketing skills, increasing their potential readiness for jobs in agriculture.  
 
Interview and select youth for fall program:  Out of 24 summer program youth, 14 youth applied for 22 
positions, some of which were held by multiple youth. The 2014 summer crew was dedicated and 
enthusiastic. FW follows a graduated model, so each successive element deepens youth knowledge of 
and connection with CSCs. 
 
Implement fall program and weekly low-income farm stand and peer-to-peer education:  In the 2014 
Fall Business Management Program, which was conducted from September-November, 14 youth were 
hired to run various farm-related businesses. All of the fall jobs gave youth extensive training on 
marketing and handling CSCs. These jobs were organized into the following small crews: 1) a flower 
crew, which cultivated and sold cut flowers to local restaurants, 2) a harvest crew, which harvested 
CSCs for sale at the low-income farm stand, 3) a farm stand crew, which promoted and marketed CSCs 
for 9 weeks at a low-income, school-based farm stand, 4) a farm crew, which cultivated CSCs for FW’s 
catering and produce sales businesses, 5) a school garden “Blast” crew, which helped 14 area schools 
prepare their gardens to be educational classrooms that highlight CSCs and 6) an event planning crew, 
which planned, coordinated and conducted outreach for the Harvest Festival event. 
 
This year, 3 youth from the fall program became peer-to-peer “Community Educators,” teaching a 3-
week series of lessons conducted with 8 classes and youth programs at area schools. The lessons 
included nutrition education elements as well as tastings of prepared foods made with CSCs. These 
lessons reached an additional 170 teens in Santa Cruz County. 
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Planning and implementation of the Harvest Festival:  FW hosted the Harvest Festival on October 23, 
2014—with over 250 high school and middle school youth attending from across the Santa Cruz 
County. Youth were involved with every aspect of this event, from planning and promoting to 
coordinating logistics and conducting workshops at the event. Students attending the event explored 
California-grown fresh specialty crops on the farm through apple varietal tasting, winter squash varietal 
tasting, apple pie making, and fresh cider making. In addition to these opportunities to taste CSCs, 
youth participated in 2 hands-on specialty crop nutrition workshops, which educated them about good 
diet choices. 
 
Program evaluation, reporting and audit:  FW conducted thorough program evaluations of each aspect 
of the work through evaluation surveys, personal reflections by the youth, and staff observations/notes. 
At the end of the 2014 programs, the results were tabulated and are currently being used for reporting 
and planning purposes. 
 
Throughout the year, FW educated youth about CSC production, harvesting and preparation; core elements to 
the program. Whenever the work focused on other topics, such as job training, youth empowerment or food 
justice, FW was careful to draw on other funds. FW used other funding sources that supported program 
elements not related specifically to CSCs.  
 
The University of California Santa Cruz, Center for Agroecology and Sustainable Food Systems hosts Life 
Lab’s programs on its research and education farm. The Center provided partnership support daily in the form 
of farm land, greenhouse space, agricultural and food systems expertise and volunteers from its student and 
adult training programs. Live Earth Farm's nonprofit Discovery Program operates farm-based education 
programs throughout the year. They partnered with Life Lab to bring FW program activities to their site in the 
spring and summer. Staff including teachers, administrators and directors of the local school systems were 
valuable FW partners. FW also partnered closely with the United Way program, which advocates for fresh 
food access in Watsonville. 
 
Goals and Outcomes Achieved  
Hands-on involvement in every aspect of produce production—growing, harvesting and meal 
preparation—throughout a full season; weekly cooking lessons/shared meals in the spring and daily 
lessons/meals in the summer; produce share for summer youth families; workshops on nutrition and 
diet; Harvest Festival and Strawberry Blast events which inspire consumption of CSCs. 
 
1) At least 90% of parents completing cooking and nutrition programs will describe positive diet 
change from increased consumption of fresh fruits and vegetables in their end-of-program evaluations. 
 
Two parent orientation and cooking nights were held at the beginning of the summer 2014 program. 
 
2) One hundred percent of youth will co-lead meal preparation demonstrating comfort with, and 
understanding of, how to prepare CSCs. 
 
All FW youth co-led meal preparation throughout the spring and summer programs, learning to read 
recipes and modify dishes to include more CSCs.  
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3) One hundred percent of families with youth in FW will increase their CSC usage in weekly meal 
preparation from receiving free youth-grown produce shares weekly. 
 
Twenty four summer program youth took home 1,500 pounds of CSCs to their families in the weekly 
youth-grown produce boxes over seven weeks. Youth reported increased usage of CSCs at home. 
 
4) One hundred percent of youth attendees to seasonal FW events will taste, cook, or prepare food 
using CSCs and will attend at least one nutrition workshop. 
 
Harvest Festivals (2013 and 2104) and Strawberry Blast (2014) featured many activities where 
attendees could taste and prepare food that highlighted CSCs (in particular strawberries, squash, apples 
and corn). Each event had dynamic, engaging nutrition workshops, and attendees visited at least one of 
these.  
 
5) Increased access to CFCs by low-income, Latino population through the FW farmstand. 
 
FW farmstands held at Gault Elementary (fall) and Dominican Hospital (summer). 
 
6) Participation in peer-to-peer workshops result in increased awareness of the relationship between 
CSCs and health. 
 
Three FW youth lead a three-part Community Educator series with 8 classes at 4 sites for 162 students. 
At Watsonville Community School, Pajaro Valley High School, and Jovenes Sanos (all in south Santa 
Cruz County) students were predominantly Latino and eligible for free and reduced meals. At YES 
(Youth Experiencing Success) School in the city of Santa Cruz, the audience was ethnically and 
socioeconomically diverse teenage youth in recovery from substance abuse.  
 
Though FW did not list this as a measurable outcome for the one-year project, it is known that FW has long-
term impacts on FW alumni diets (and their relationship to CSCs). In a 2014 alumni survey, 94% of former 
FW youth reported that their diets changed because of FW and 88% say they continued to eat healthy long 
after the program had ended. Because of this, project staff are confident that the FW model supports youth to 
make real, lasting overhauls of their daily diets. 
 
1) At least 90% of youth completing seasonal programs will describe positive diet change from 
increased consumption of fresh fruits and vegetables in their end-of-program evaluations.  
 
Ninety percent of FW youth who have been through the spring and summer program reported that they 
like healthy food more as a result of the program, while 86% said they eat more fruits and vegetables. 
These numbers suggest major positive diet changes. 
 
2) At least 90% of parents completing cooking and nutrition programs will describe positive diet 
change from increased consumption of fresh fruits and vegetables in their end-of-program evaluations. 
 
Due to staffing, FW was unable to provide the parent cooking series. Project staff added the equivalent 
of a parent cooking night into two orientations to the summer program held in Santa Cruz and 
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Watsonville, California, to ensure parents were well-prepared to incorporate the specialty crops they 
were about to receive into their diets. This event was not evaluated, but parents incorporated FW grown 
specialty crops into the meal, which was well-received.  
 
3) One hundred percent of youth will co-lead meal preparation demonstrating comfort with, and 
understanding of, how to prepare CSCs. 
 
All 52 youth in the spring and summer programs co-led meal preparation several times, which made 
use of many CSCs. Ninety-five percent of FW youth who participated in the spring and summer 
programs report feeling completely comfortable with a recipe and cooking.  
 
4) One hundred percent of families with youth in FW will increase their CSC usage in weekly meal 
preparation from receiving free youth-grown produce shares weekly. 
 
All 24 families of FW summer youth received bountiful produce shares with over 1,500 pounds of 
youth-grown produce throughout the summer. Spring youth would occasionally bring home small 
amounts of produce to share as well.  
 
5) One hundred percent of youth attendees to seasonal FW events will taste, cook, or prepare food 
using CSCs and will attend at least one nutrition workshop. 
 
Over 675 students attended the seasonal events in 2013 and 2014. Students prepared, cooked, and 
tasted a wide range of healthy CSC snacks. Students were given a worksheet for the event that required 
them to visit various kinds of activity stations, including multiple specialty crop nutrition workshops. 
 
6) Increased access to CFCs by low-income, Latino population through the FW farmstand. 
 
FW distributed approximately 2,700 pounds of affordable, fresh specialty crops through the farmstands 
in the summer and fall. The farmstands were strategically located in areas accessible to low-income and 
Latino residents. The summer farmstand was held at Dominican Hospital in Santa Cruz to serve 
patients and their families. This nonprofit hospital serves majority low-income patients- 64% are 
eligible for MediCal or MediCare. In the Fall FW held farmstands at Gault Elementary to serve 
students and their families. The student population is 52% English Language Learners, 66% Latino, and 
70% qualify for free and reduced meals. 
 
7) Participation in peer-to-peer workshops result in increased awareness of the relationship between 
CSCs and health. 
 
The peer-to-peer workshops were successfully delivered to 162 students in December of 2014. This 
engaging workshop series, led by youth, raised awareness about diet and health among students. 
 
For the outcomes listed above, the evaluations of youth diet change rely on youth reporting perceived 
comparative changes in their diets at the end of the programs, rather than gathering pre-program baseline data 
and post-program data and comparing those data ourselves. Nineteen of 21 (90%) of youth who participated 
in the spring and summer programs and completed evaluations reported that they like healthy food more as a 
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result of the program, and 18 of 21 (86%) youth reported that they eat more fruits and vegetables as a result of 
the program. Twenty of 21 (95%) youth stated they feel comfortable using recipes and cooking with CSCs 
after the program. For other outcomes, quantities of CSCs harvested and distributed are based on written 
harvest and market data sheets that are completed by youth and staff and retained throughout the year. 
Numbers of students impacted by peer-to-peer workshops are based on sight count and recorded through the 
year. Numbers of students impacted by farm events are projected through teachers who report how many of 
their students will attend, and confirmed by the number of farm maps distributed as each student receives one.  
 
These youth, who have reported positive diet changes (86 – 90%) and feel at ease using recipes that are full of 
fresh specialty crops (95%) as a result of the project, are often seen as a hard-to-reach population uninterested 
in health/diet. FW youth were also able to provide their families and community members, many of whom do 
not have ready access to fresh specialty crops, with over 4,000 pounds of CSCs. With 24 youth taking home 
specialty crops, an estimated 125 family members were impacted based on the average 5-member family size. 
It is a challenge documenting the unduplicated customer base of FW farmstands given the volume of people 
passing through, so, using sight counts, the project conservatively estimates at least an 100 additional unique 
community members (and their families) accessed fresh specialty crops through the FW farmstands.  
 
Beneficiaries  
The following groups benefitted from FW’s Program in 2013-14: 
 

 Specialty Crop Industry. FW connected a hard-to-reach youth demographic with fresh specialty crops. FW 
youth grew, cooked, ate and distributed CSCs. Though youth culture is notoriously not centered on fresh 
specialty crops, the project deepened their understanding of and connection to CSCs, and resulted in 
significant immediate increased consumption. The project inspired youth who were not previously committed 
CSC consumers to internalize preferences and values that will drive lasting behavioral change around fresh 
specialty crops for themselves and their families. The project will drive greater purchasing of CSCs and 
increase the CSC industry for the long term.  

 FW Youth. 52 low-income, struggling youth from across Santa Cruz County participated in FW’s core spring, 
summer and fall programs. These youth are a diverse group, ages 14-18, with 40% coming from the farming 
community of Watsonville. 

 Youth from local high and middle schools. 845 students from 16 different schools engaged with FW, learning 
about CSC production, nutrition and the food system. These students attended one of FW’s large on-farm 
events and/or were taught by FW youth in Community Educators workshop series. 

 FW Youth Families. 52 families benefitted from their children’s involvement with FW, whether it was 
through fresh CSCs brought home in the summer, the summer program parent orientation dinner, or through 
their child sharing FW cooking lessons at home. 

 Community Members. FW served the broader Santa Cruz County community through the low-income 
farmstands, various community events, catering jobs and through FW youth leadership. 
 
FW Youth: 52 
Youth at Events: 845 
Families: 52  
Community Members: 100 
Increased CSC Consumers: 1,870 
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Lessons Learned  
FW continues to hone the educational and empowerment model each year. The 2013-14 season, the eighth for 
FW, was an especially smooth and successful one—more youth were reached in the community through 
seasonal events at the farm; the spring and summer FW crew were extremely successful in getting jobs (some 
of which were with local food businesses and a farm); the fall flower, produce sales, and catering businesses 
were busier than ever; and, the 2014 crew worked together beautifully and enthusiastically. Staff made 
recruitment choices that invited struggling youth into FW who demonstrated a motivation to succeed and a 
desire to complete the program. This refinement of selection criteria led to this year’s reduction in numbers of 
youth whose program work was disrupted by personal or family struggles.  
 
The farming portions of FW consistently make a strong impression on the youth, 91% of them stated that they 
learned how to farm at FW. Having the right support (in terms of staffing and funding), the small farm can be 
tremendously productive. 
 
The only goal that wasn’t met was conducting and evaluating a parent cooking series. Because of unexpected 
reduced staff capacity this summer, a cooking series was substituted with two parent orientation nights which 
involved cooking specialty crop quesadillas and roasted root vegetables followed by a final summer dinner for 
youth families that was similarly loaded with CSCs. If reduced staff capacity should happen again, hiring 
additional, short-term help would be considered with coordination of non-core program elements like the 
parent cooking series. 
 
Additional Information  
None. 
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Project Summary  
The California Department of Public Health (CDPH) reports that 38% of California children ages 9 to 11 are 
currently overweight or at risk of becoming overweight. A recent CDPH needs assessment also showed rates 
of overweight and obesity were about 20% higher among children from CalFresh homes. A significant cause 
of these alarming trends is low intake of fresh fruits and vegetables among California children. The CDPH 
Network for a Healthy California reported in 2011 that only 24.6% of children from CalFresh-eligible 
households consumed the recommended five servings of fruit and vegetables each day.   
 
The Bring the Farmer to Your School project addressed these negative public health trends by improving 
nutritional awareness of students, and increasing consumption of California specialty crops. Farmers were 
trained by a Registered Dietitian to teach curriculum proven to improve nutritional knowledge and healthy 
behavior patterns among students. The project introduced urban students to the variety of specialty crop career 
opportunities. 

 
Without significant and timely intervention focused on reversing these trends, California children will 
continue to increased risk of serious health problems, including heart disease, type 2 diabetes, and certain 
cancers. Targeted nutrition education focused on school-age children may be the most successful means of 
affecting long-term positive behavior changes leading toward reduced risk of chronic diet-related disease. 
According to the Institute of Medicine’s (IOM) 2007 study, Nutrition Standards for Foods in Schools: 
Leading the Way Toward Healthier Youth, “It may be easier to change children’s health behavior than adults’ 
behavior. Childhood offers the opportunity to provide the solid foundation needed for healthful lifelong eating 
patterns.” Studies also show clear links between good eating habits and improved academic performance and 
a more active lifestyle. A comprehensive educational experience that uses food and farming as an opportunity 
to teach about not only nutrition, but many core curricular areas including mathematics, science, language 
arts, social studies and history can be an effective approach toward enhancing both student health and 
academic performance. 

 
This project did not build on a previously funded Specialty Crop Block Grant Program project. 

 
Project Approach  
Sustainable Economic Enterprises of Los Angeles (SEE-LA) was successful in meeting or exceeding all 
targeted progress toward goals. The project staff worked closely with the Los Angeles Unified School District 
(LAUSD) Program Liaison and administrative staff to provide access to LAUSD campuses for specialty crop 
farmers to conduct presentations. Although the process to provide access was delayed until January 31, 2014, 
project staff worked to achieve other project deliverables in a timely manner. The Project Coordinator and 
LAUSD Program Liaison identified 170 Title I schools (project goal is 175) to target for intervention. Schools 
served 250, 500, or 750 students depending on school size and past participation. At each target school, a 
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Lead Teacher and/or Principal was contacted and recruited to assist with presentation scheduling, 
coordination, and evaluation activities. Lead Teachers were sent welcome orientation letters in November and 
December 2013 to begin the process of scheduling specialty crop farmer presentations. Once Lead Teachers 
expressed interest in participating, the Project Coordinator sent updated scheduling information and 
verification forms to begin the process of scheduling specialty crop farmer visits for each participating school. 
 
Concurrently, in November and December 2013, the Project Manager and Project Coordinator recruited 15 
California specialty crop growers to partner as farmer educators. All specialty crop farmer educators recruited 
were required to attend a two-hour in-person Farmer Educator Orientation meeting. Many of the farmer 
educators were already highly adept at teaching school-age children. Through the life of a specialty crop 
farmer, the program aimed to bring the fields of specialty crop agriculture, nutrition, and health alive for 
students.  Farmer Educator Orientations were led by the Project Manager, Project Coordinator, and LAUSD 
Program Liaison in January and February 2014. Orientations provided farmers with the most recent nutrition 
education guidelines from U.S. Department of Agriculture (USDA) MyPlate, as well as a list of specialty crop 
careers to present to students at each presentation. Farmer educators were also required to offer samples to all 
students of a wide variety of produce, many of which would be new and unknown to students, and to 
encourage increased daily consumption of California-grown specialty crops.  
 
From November 2013 – January 2014, SEE-LA program staff worked with the project evaluation consultant 
to design program evaluation materials measuring success at achieving measurable outcomes. The final 
student survey was finalized in January 2014, and baseline surveys of 400 elementary students were 
conducted in March 2014. Follow-up (end-line) student surveys, as well as farmer educator and Lead Teacher 
evaluations, were conducted in May 2014. 
 
Farmer educator presentations began in late January 2014. A total of 80,355 students at 164 schools received a 
hands-on, interactive 30 minute lesson about good nutrition as it relates to California specialty crops, and 
California specialty crop careers from a farmer educator. A total of 316 presentations teaching about nutrition 
and the importance of increased fruits and vegetables, and basic agricultural concepts were also introduced. 

 
Because all farmer educators are California specialty crop growers, only California-grown specialty crops are 
provided as samples to students. Farmer presentations were reviewed by program staff to ensure that all 
content, particularly as relates to specialty crop careers, includes only information about California specialty 
crops.  Evaluation materials also reflect only those produce items and careers which are 100% related to 
specialty crops. 

 
The LAUSD Teacher Liaison was essential in providing the necessary coordination and communication 
among and between Lead Teachers, Farmers, Project Coordinator, and other SEE-LA staff.  Lead Teachers 
continued to be responsive to project staff and Farmers, though challenges were again encountered in getting 
timely communication from some Lead Teachers. Participating Farmers continued to update and improve 
presentations to include the latest USDA dietary guidelines and information about California specialty crop 
careers. The project evaluation consultants conducted a first-rate evaluation and report outlined above. 

 
Goals and Outcomes Achieved  
As noted above the Project Coordinator worked with the LAUSD Liaison to identify 170 target schools and 
Lead Teachers to assist with scheduling farmer visits at schools.  From January to November 2014, a total of 
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80,355 students at 164 schools received a hands-on, interactive 30 minute lesson about good nutrition, 
California specialty crops, and California specialty crop careers from a farmer presenter. Sentient Research 
worked with Program Coordinator and Program Manager to design evaluation tools (student, teacher, and 
farmer surveys), and administered pre-tests to students in March 2014, with follow-up post-tests in May 2014.  

 
The outcome measures were short-term, focused on changes in students’ knowledge and behavior from pre-
test (March 2014) and post-test (May 2014). 

 
The project served 80,355 students, compared to the project goal of 80,000 students.  Farmer presentations 
were conducted at 164 schools, compared to the project goal of 175 schools.  Some schools received multiple 
farmer visits serving additional students from different grade levels. 
 
The project evaluation did not show a clear improvement in students’ consumption of fresh fruits and 
vegetables.  However, students’ knowledge of specialty crop careers did increase significantly.   

 
Baseline data were collected prior to the Farmer in the Classroom program start from March 4th to 14th, 2014 
and the follow-up data were collected in those same classrooms two months after the Farmer in the 
Classroom visit from May 7th to 20th, 2014. For each class at baseline and follow-up, the evaluator distributed 
the survey instrument and provided the same instructions to each class. The evaluator read the questions and 
response options aloud, as appropriate, as students filled out the survey instrument. Students were asked to 
raise their hand if they had any questions and were asked to complete the assessment silently without sharing 
responses aloud to prevent bias.  The Farmer in the Classroom student survey instrument (see Appendix 1 in 
Exhibit K – “Student Impact Evaluation Report”) was designed to collect a host of measures relevant to 
program outcomes among elementary school students. The measures included the consumption and appeal of 
healthy foods such as fruits and vegetables; access to fruits and vegetables in the home; perceived parental 
consumption of healthy foods based on the reported frequency of parental consumption of fruits and 
vegetables; and knowledge and interest in specialty crop careers. In addition, students were administered the 
Food Preference Questionnaire where they were asked to provide a preference rating for a series of fruits, 
vegetables and herbs. The fruits, vegetables and herbs were those produced by specialty crop farmers 
participating in the program that the students might have had the opportunity to sample during the farmer 
presentations. 
 
Participating teacher perspectives on the program were collected as well. A teacher survey instrument was 
developed and administered during the student follow-up data collection in May 2014. 
 
A summary of the evaluation report’s findings is below: 

 Student responses did not indicate a 10% increase in all performance measures from baseline 
(benchmark) to post-measure.   

 Knowledge of California Specialty Crop Careers: Significant knowledge gains were demonstrated 
by students on questions related to specialty crop career opportunities with an increase in correct 
answers from baseline to follow-up on all questions. Students correctly named 14% more specialty 
crop careers from baseline to post-measure. 

 Food Preference Questionnaire: Significant increases in preference were observed for 
lemons, limes, and onions from baseline to follow-up with more students liking these items a 
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lot rather than a little.  Though not significant, other positive trends were seen in the appeal 
of many fruits and vegetables. 

 Fruit and Vegetable Consumption Preference: Significant declines from baseline to follow-
up were observed for liking to try new vegetables and liking to eat fruits for snacks instead of 
chips or cookies. 

 Access to Fruits and Vegetables at Home: A significant decline was observed in reported 
access to fruits at home at follow-up compared to baseline.  No significant change was seen 
in access to vegetables at home. 

 Parental Consumption of Fruits and Vegetables at Home: A significant decline in the 
frequency of parental consumption of vegetables was reported by students at follow-up 
compared to baseline.   

 Interest in Specialty Crop Careers: Significantly less students said yes to being interested in 
a job involving fruit and vegetables when they grow up at follow-up compared to baseline. 

 
A total of 80,355 LAUSD students at 175 Title I schools received a unique presentation from a local farmer 
teaching about the nutritional benefits of eating more fruits and vegetables and specialty crop farming as a 
career. Students showed a significant increase in knowledge of specialty crop careers, and significant increase 
in preference for three specific specialty crops.    

 
Beneficiaries  
The specialty crop farmer educators presenting at those schools and students at LAUSD Title I schools were 
the project beneficiaries. Through this project, farmer educators offered samples of a wide variety of produce, 
many of which were new and unknown to students, and encourage increased daily consumption of California-
grown specialty crops. Students were also introduced to the idea of specialty crop farming as a career, many 
for the first time. 

 
Fifteen California specialty crop producers offered their teaching services and their produce sampled by 
students. The project was particularly helpful for smaller scale specialty crop farmers who are new to the 
industry and may not yet have well-established marketing and sales operations. During the year-long project, 
80,355 LAUSD students at 175 Title I schools received a unique presentation from these local specialty crop 
farmer educators about the nutritional benefits of eating more fruits and vegetables and farming specialty 
crops as a career. 

 
Lessons Learned  
Farmer to School visits were planned to begin as early as November-December 2013, once participating 
schools had been identified. However, due to delays in the administrative process to allow access to the school 
campuses, the first specialty crop farmer visit did not take place until late January 2014.  For projects 
involving agreements with school districts or other similar organizations, potential delays in navigating a large 
bureaucracy should be anticipated.  
 
The two hour orientation with farmer-educators proved to be very effective in introducing the new specialty 
crop career component. More time with farmers-educators to specify and review their presentation material, 
both before classroom visits begin and throughout the school year, would be beneficial, although may be 
difficult to schedule due to the farmer-educators’ schedules and travel distances. The “follow-up” lesson plan 
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on specialty crop careers provided to farmer-educators for teachers to use with students proved to be effective 
in teaching the specialty crop career component of the curriculum. Additional educational materials to 
teachers to complement the other classroom presentations conducted by farmer-educators would be valuable.  
 
Interestingly, the project evaluation showed the program’s most successful impact on students’ knowledge 
was in the specialty crop career-related topics. Consideration should be given to either increasing the amount 
of time for each presentation to 40 minutes, or eliminating the specialty crop career section to focus on the 
main project objective, the specialty crop nutrition education component. Another significant outcome 
measure not fully achieved was the change in student nutrition knowledge and increase in consumption of 
fruits and vegetables.  Since survey data did show a significant increase in students’ knowledge of specialty 
crop careers, it is possible that the new focus on careers detracted from the effectiveness of the nutrition 
education lessons.  For future projects, SEE-LA would plan to either increase the total amount of time for each 
presentation to 40 minutes, or eliminate the specialty crop career section to focus more on the main project 
objective, the nutrition education component. Other organizations conducting similar projects should consider 
limiting the number of objectives in order to focus on one core objective, (e.g. specialty crop nutrition 
education or specialty crop agricultural education). 
 
Another unexpected outcome was the incorporation of garden education with the farmer-educators’ lessons at 
some school sites. Schools that had school gardens, or were just starting to build one, were significantly more 
invested in the project goal, and students at these schools seemed to have more foundational knowledge of 
specialty crops and nutrition education, and were therefore more involved in the farmer-educator’s lesson. 

 
One outcome measure not achieved was the number of schools served. The project goal was 175 schools and 
the actual number served was 164; however, the project goal of 80,000 students was exceeded and more 
significant than the number of schools targeted for this project. Organizations conducting similar projects 
should consider which target is more significant for their project.  

 
The program gained exposure to other organizations working on nutrition educated-related issues in LA 
County and with LAUSD.  In particular, the LA County Department of Public Health (LACDPH) Nutrition 
Education Obesity Prevention (NEOP) program learned of the Bring the Farmer to Your School program due 
to overlapping programming at a small number of LAUSD schools. NEOP has since approached SEE-LA 
about conducting similar specialty crop farmer-taught classes to parents of LAUSD students in the 2015-16 
school year.   
 
Additional Information  
Additional information about the Bring the Farmer to Your School program can be found at  
http://www.seela.org/bring-the-farmer-to-your-school-program/.  
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Project Summary  
The Oak Park neighborhood and surrounding areas have been identified as “food deserts” with a high volume 
of convenience/liquor stores and relatively low access to affordable, locally grown produce. Oak Park is a 
low-income, ethnically diverse neighborhood of 16,000 residents. According to recent census data, more than 
65% of Oak Park households have an income of less than $35,000 a year.  
 
The purpose of this project was to leverage and increase benefit for specialty crop farmers of the Oak Park 
Farmers Market through increasing specialty crop sales, increasing the number of specialty crop vendors, and 
increasing the market’s customer base, including Cal-Fresh Electronic Benefit Transfer (EBT) customers. The 
project built on past success to continue the expansion of a specialty crop “Word of the Week” promotion, in 
which customers learned the word and nutrition facts about that week's specialty crop.  
 
The project was important and timely because the Oak Park Farmers Market had the opportunity to reach new 
customers, including low-income customers moving towards self-sufficiency, and support increased and long-
term consumption of locally grown specialty crops. The project also provided opportunities for the market’s 
specialty crop vendors to further develop relationships with current and new customers.  
 
Through the 2011 Specialty Crop Block Grant Program Project 41: Oak Park Farmers Market, 
NeighborWorks Sacramento provided the specialty crop promotion approximately 10 times during the 2012 
and 2013 market season. The current project was enhanced by providing the specialty crop promotion weekly 
(May through October) for the 2014 and 2015 market season. Increasing the number of times that the 
specialty crop promotion was provided at the market helped to attract new customers and continue to increase 
Facebook traffic.  

 
Project Approach  
Goal 1: Increase access and sales to locally grown specialty crops in the low-income community of Oak Park 
and the surrounding communities. 
 

 Activity - Implement a targeted marketing plan to reach 100 potential new specialty crop vendors.  
o Through a combination of visiting local farmers markets, making cold calls, and being 

introduced to specialty crop vendors through current relationships with specialty crop vendors, 
project staff made contact with more than 500 potential specialty crop vendors during the grant 
period. The Manager culled down a list of several thousand farmers to a list of 400 potential 
specialty crop vendors, and continues to reach out to and build relationships with many of 
these vendors.  
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o The Farmers Market Manager participated in the California Small Farm Conference in 2014 in 

order to learn more from other Farmers Market Managers about marketing, recruiting vendors, 
and new regulations impacting specialty crop farmers.  

 
 Activity - Follow-up with 50 potential new vendors via phone, e-mail, and face-to-face meetings  

o Project staff followed up with more than 250 potential specialty crop vendors through phone 
calls, e-mails, visits, and provided applications to more than 100 specialty crop vendors during 
the grant period.  

 
 Activity - Participate in 8-12 visits to specialty crop vendors  

o During the grant period, project staff participated in four visits to specialty crop vendors at 
farm sites. The target number of visits was not completed due to staffing issues. Using other 
project staff to complete these visits was not a strong option, as the Farmers Market Manager 
had the knowledge necessary to review farmer operations and to check for farmer and product 
integrity issues (i.e. wholesaling produce). 

 
 Activity - Add and retain 4-6 new specialty crop vendors 

o During the grant period, project staff added four new specialty crop vendors. The Oak Park 
Farmers Market had a total of 11 specialty crop venders during the 2015 market season. During 
the grant period, the Farmers Market Manager increased focus on recruiting new specialty crop 
vendors through follow-up with potential vendors and visiting local farmers markets.  

 
Project staff have learned that an increase in customer sales goes hand in hand with adding more vendors. 
Additionally, increasing the Oak Park Farmers Market customer base would also allow an extended market 
season. In 2014, the Oak Park Farmers Market season was extended from October to November. 
 
Goal 2: Increase pounds of specialty crop produce sold at the market by 150% (from 60,000 lbs./year in 2012 
to 150,000 lbs./year by 2015)  
 

 Activity - Specialty crop “Word of the Week” promotion 
o Through this promotion, customers received $5 in coupons to be spent on the purchase of 

specialty crops only. NeighborWorks Sacramento secured funds from another source to pay for 
the specialty crop coupons. Project staff ensured that specialty crop coupons were only used for 
specialty crop vendors by printing "for fruits and vegetables only" on the weekly coupon, and 
by educating vendors and customers about the promotion. There have not been challenges with 
monitoring coupon usage. During the market hours of operation, signage was used to ensure 
that both customers and vendors understood which vendors (i.e., only specialty crop vendors) 
could accept the specialty crop coupons. Outreach for these specialty crop coupons included 
posting the specialty crop each week of the market on the Oak Park Farmers Market Facebook 
page, and “boosting” the page to reach more people on Facebook. Project staff also promoted 
the specialty crop promotion by distributing flyers monthly in English and Spanish to the 
Sacramento Food Bank, local WIC clinics, social service centers, and by e-mailing 
approximately 150 people each week. In addition, there were advertisements in the spring and 
summer editions of the Sacramento Natural Foods Co-op Reporter, a quarterly newspaper.  
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o Specialty crop farmers self-reported estimated sales of approximately 75,000 lbs. of specialty 
crops during the 2015 season. Project staff have determined that these numbers underreport the 
actual pounds of specialty crops sold and that tracking growth in EBT sales is a more accurate 
representation of growth in specialty crop sales. Total EBT sales grew by approximately 15% 
in 2014, and 5% in 2015.  

 
 Specialty crop farmers self-reported 2015 dollar sales, including EBT sales, were 

approximately $140,000. Using an average of $1 per pound of produce, and estimating 
that 80% of sales were sales of specialty crops, approximately 112,000 lbs. of specialty 
crops were sold in 2015.  

 
 Specialty crop farmers self-reported 2014 dollar sales, including EBT sales, were 

approximately $142,000. Using an average of $1 per pound of produce, and estimating 
that 80% of sales were sales of specialty crops, approximately 114,000 lbs. of specialty 
crops were sold in 2014. 

 
The Oak Park Farmers Market sells non-specialty crops. In order to ensure that SCBGP funds were used to 
solely enhance the competitiveness of specialty crops only, project staff tracked numbers for every market 
week for specialty crop farmers in several areas, including: pounds of produce sold, types of produce sold, 
numbers of specialty crop coupons redeemed, EBT sales and WIC sales.  
 
Project staff are not using specialty crop funds for any activities that are not related to increasing the 
competitiveness of specialty crops. Outreach efforts were tracked for the specialty crop promotion, and 
project staff measured the increase in traffic on the market’s Facebook page in order to measure awareness of 
the promotion of specialty crops; the Oak Park Farmers Market Facebook page has over 3,000 followers. 
Project staff used time sheets and narrative report back-ups to document time spent conducting efforts to 
reach specialty crop farmers and for specialty crop outreach. Project funds continued to be used to directly 
and solely enhance the competitiveness of specialty crops. 

 
Goals and Outcomes Achieved   
Goal: Increase retention rates of specialty crop vendors participating at the Oak Park Farmers Market 
 
Performance Measure: Number of specialty crop vendors participating each week and total number of 
specialty crop vendors participating during the season.  
 
Target: By 2014, the average weekly number of specialty crop vendors will be increased to 19 and by 2015 
the average weekly number of specialty crop vendors will be increased to 24.  
 
Result: 

 The average weekly number of specialty crop vendors in 2014 was nine. 
 The average weekly number of specialty crop vendors in 2015 was seven. 
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This goal was not met due to several factors: 

 There has been an increase in Farmers Markets in the Sacramento area. During the last three years, 
two new Farmers Markets have opened on the same day and time. Both are located within two miles 
of the Oak Park Farmers Market. Another farmers market opened less than one mile away, and 
operates on Thursday evenings. Another new farmers market opened in November 2014 on Sunday 
mornings; this new market is less than three miles away. Each of these Markets draws a portion of the 
Oak Park Farmers Market's customer base. One of the project goals was to increase access to specialty 
crops to low-income families living in a low-income area, which has been successful, as indicated by 
an annual increase in EBT sales; however, competition for new vendors has become greater. 

 The Oak Park Farmers Market typically recruited smaller farmers who may have had capacity issues 
preventing participation in the market consistently. Project staff recognize that capacity building takes 
time, and the desired results may be realized later as a result of this project. 

 The drought conditions in California in 2014 and 2015 severely impacted the ability of the market's 
smaller farmers to grow crops. Several of the farmers who hoped to participate in the market through 
the end of the 2014 and 2015 seasons were not able to do so. 

 Due to staffing, the Farmers Market Manager was not able to complete the level of outreach and 
follow-up with vendors that were planned for the 2014 season. 

 
Goal: Increase access and sales to locally grown specialty crops in the low-income community of Oak Park 
and the surrounding communities.  
 
Performance Measure: Cal-Fresh, EBT, and WIC sales of specialty crops.  
 
Target: By 2014, will increase Cal-Fresh EBT sales to $1,300/week and by 2015, will increase EBT sales to 
$1,500/week.  
 
Result:  

 2014 Cal-Fresh EBT sales: average of $1,350/week 
 2015 Cal-Fresh EBT sales: average of $1,370/week 

 
This goal was met in 2014, but fell slightly short in 2015. The growth that was expected in 2015 did not occur 
due to several factors, including less participation by vendors impacted by the drought, and less than 
anticipated growth in customer base, due to the increased number of farmers markets in the Sacramento area.  
 
Specialty Crop Promotion: Project staff promoted specialty crops by posting information about the “Word of 
the Week” on the Facebook page beginning in May and running weekly through October for both 2014 and 
2015. Project staff provided $5 dollars (5 x $1 coupon) per family, educated coupon recipients about the 
nutritional value of each specialty crop "Word of the Week", provided recipes with that week’s specialty crop, 
and explained why the Oak Park Farmers Market was running the promotion. The coupons were only good 
for that market day. The specialty crop vendors turned in the coupons each week to the Farmers Market 
Manager and were reimbursed the following week. Both customers and specialty crop farmers have indicated 
that the Specialty Crop Promotion has helped with building customer loyalty. Project staff anticipate that 
these customer/vendor relationships will continue to grow.  
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During the grant period, the Oak Park Farmers Market redeemed $7,205 in specialty crop coupons in 2014 
and $5,205 in specialty crop coupons in 2015. This translates to approximately 14,500 pounds of specialty 
crops purchased through the Specialty Crop Promotion.  

 
NeighborWorks Sacramento did not achieve the project goal for the anticipated increase in vendors for 2014 
and 2015. The expected outcome for the average number of weekly vendors by the end of the grant period in 
2015 was 24 specialty crop vendors each week. Actual average number of specialty crop vendors per week 
was 7 in 2015.  
 
Project goals for the anticipated increase in pounds of specialty crops sold in 2014 and 2015 were not met; 
however, as noted below in the “Lessons Learned” section, project staff believe that specialty crop vendors 
did not accurately report the pounds of produce sold. This is true for a variety of reasons, including challenges 
in understanding how to complete the weekly sales sheet, changing poundage numbers for carton/crate size, 
and difficulty accurately tracking that information during the hectic market day. Since the EBT sales numbers 
have continued to rise, project staff believe that actual poundage numbers are higher than what specialty crop 
vendors report back at the end of the market day.  
 
Weekly data was collected during the market season on the following: cash sales, EBT sales, specialty crop 
redemption, pounds of produce sold, number of vendors participating, and WIC sales. This data was gathered 
for each vendor. Project staff gathered data in categories of specialty crop vendors and non-specialty crop 
vendors and used data from each market year as a starting point for measuring increases in pounds of produce 
sold and EBT and cash sales.  

 
EBT sales have continued to grow over the course of the project. The EBT sales at the Oak Park Farmers 
Market increased approximately 15% in 2013 and 2014 and approximately 5% in 2015.  

 
Beneficiaries  
This project benefitted the specialty crop industry by increasing the volume of specialty crops sold at the Oak 
Park Farmers Market. Specialty crop vendors that participated at least once during the 2014 and/or 2015 
market season benefitted from the completion of this project. Many of these vendors are beginning and/or 
socially disadvantaged farmers. The project also benefitted families in the primarily low-income community 
of Oak Park and surrounding neighborhoods in Sacramento by increasing their access to locally grown fresh 
produce. Low-income families that participated in the EBT incentive and specialty crop incentive were able to 
stretch their limited dollars to purchase more healthy food for their families.  
 
NeighborWorks Sacramento made the decision to open the Oak Park Farmers Market in a low-income area to 
increase food access for lower-income families and to support healthy economic development in the area.  

 
The groups that benefitted from this project include the specialty crop industry, with increased knowledge of 
specialty crop nutrition and benefits through the specialty crop “Word of the Week” promotion, a total of 
approximately 25 specialty crop vendors that participated at least once during the 2014 and/or 2015 market 
season of May through October, and the approximately 600 people per week that shopped at the Oak Park 
Farmers Market during the market seasons of 2014 and 2015.  
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Lessons Learned  
The Oak Park Farmers Market completed its sixth year of operations in October 2015, which coincided with 
the end of this project period. Outcome measures were based on projections of continued growth and 
expansion. Project staff did not anticipate the impacts of the drought, and the impact of several new farmers 
markets opening within three miles of the Oak Park Farmers Market. These markets are located in more 
affluent neighborhoods, which helps increase the stability of their market sales. By contrast, approximately 
30% of the Oak Park Farmers Market sales are through EBT sales.  
 
Project staff were also challenged in gathering accurate information from vendors for cash sales and pounds of 
produce sold each week. Project staff worked diligently to improve this process and make it as easy as 
possible for vendors to provide this information (i.e., developing forms, meeting individually with vendors at 
the end of the market to gather information). It was determined that the market’s EBT sales were the most 
accurate gauge of sales and produce sales.  

 
As noted previously, the impacts of the drought and the increase in new farmers markets impacted ability to 
fully meet project goals, namely increasing and retaining specialty crop vendors and increasing produce sales.  
 
Additional Information  
There is no additional information to report. 
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