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HAS ASINGULAR GOAL: 
to help consumers recognize California's role in food production and to 

connect them with the farmers, ranchers and farmworkers that grow over 

400 specialty crops in the Golden State. And since California produces 

over 50% of the nation's produce, we have lots of stories to tell. 

We reach consumers in a number of ways: digital and social media, paid 

digital + print advertising, retail partnerships that include in-store + 
digital activations, events, and more. Our partners include individual 

commodity marketing boards, grower/packer licensees, agricultural 

groups and statewide partners, like Visit California. 

Ifyou 're selling food, wine or flowers from California, we're already on your 

team. Let us know how we can help you share your story. 

CALIFORNIAGROWN.ORG 
G) 0 0 @CAGROWNOFFICIAL 

https://CALIFORNIAGROWN.ORG


We at e Calif otnia! 

That is ,,11 Califotnia Gr o vn ,va ct catcd: 
~ 

to en1pl1a. izc ottr str·o11g ties to the la11d 
a11d to out neighlloi\ ·; to take pride i11 lttr 
l10111egro v11 prllduct. · attli ottr ,vork, a11d 
to support ottt· eco110111~ a11d out· 
California11 ,,,a,T of life. 

• 

California Gt ll\Vn 1 e111inds all o · 11s ho · 
i111po11a11t it is to seek ottt a11d pttrcl1asc 
ag1·ict1ltu1 al p ·od tcts gro,,,11 a11d prollttced 
i11 Califot nia. 

Califor11ia Gro,\'n is s11p1lo11cd b) tl1c state 
and federal go,·ei-111 1e11ts, ll) ht1nd1·cd of 
gro,vers, a11d b)T Califot nia11s. 



FO R EWARD 

A Note from 
Secretary Ross 

tis a pleasure to present California 

Grown's Annual Report to the Legislature. 

This report outlines the organization 's 

activities, results, and expenditures for 

Calendar Year 2021. 

California Grown, also known as the Buy 

California Marketing Agreement (BCMA), is a 

joint effort of agricultural industry groups 

representing the products of California 's farms, 

nurseries, ranches, forests, and fisheries. 

Working as an advisory board to the California 

Department of Food and Agriculture (CDFA), 

California Grown brings together industry and 

government resources to increase the 

awareness, consumption, and value of 

California agricu ltura l products, helping t he 

state's consumers enjoy the best of the 

California lifestyle. 

California Grown reached a milestone in 2021 

celebrating its 20th anniversary. For two 

decades, California Grown's iconic blue license 

plate logo has been an effective reminder of 

the importance of looking for and purchasing 

California Grown agricultural products. The 

campaign is a symbol of pride for the Golden 

State's agricultural industry and the California 

way of life. 

Please join me in congratulating Californ ia 

Grown on its 20th anniversary and thank you 

for your support of the Californians who grow, 

harvest, process, and produce the state 's 

agricultural bounty. 

KAREN ROSS, SECRETARY 

California Department of Food and Agriculture 
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INTRODUCTION : CALIFORNIA GROWN STORY 

The 
California Grown Story 

C alifornia Grown, also known 

as the Buy California Marketing 

Agreement (BCMA), was created 

in 2001 to promote a ll California 

grown agricu ltura l products. California Grown 

remains the only statewide agricultural 

marketing organization promoting a ll California 

Grown agricultural products on a year-round 

basis. California Grown is funded through 

public and private contributions (U.S. 

Department of Agriculture [USDA], Californ ia 

Department of Food and Agricu lture [CDFA], & 

California agricultural organizations). 

Through creative marketing, effective 

storytelling and leveraging of the 

"California Grown" brand, this organization is 

reaching hundreds of millions of consumers. 

California Grown's message ensures consumers 

understand the value of buyi ng California 

Grown agricultural products and its direct 

benefit to the state's economy, communit ies, 

farmers, ranchers, and consumers. 

The "California Grown" brand is a successfu l 

marketing tool leveraged by California 

commod ity orga nizations and licensed food 

companies for years. The blue and gold logo is 

a classic representation of California. The 

brand is more than a logo. It is a recognizable 

label identifying high quality products from 

California. The brand is a consumer call to 

action encouraging them to make a conscious 

choice to purchase California Grown and 

embrace t he Ca li fornia lifestyle. Be 

Californian-Buy Ca li fornia Grown! 

Ca lifornia Grown celebrated its 20th 

anniversary in 2021. 
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IN T RODUCTION : CA L IFORNIA GROW N STORY 
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CA L I FOR N IA GROW N COMM UNI TY 

CA Grown Members 
AMERICAN PI STACHIO GROWERS 
americanpistachios.org 

CALIFORNIA APPLE COMMISSION 
calapple.org 

CALIFORNIA AVOCADO COMMI SS ION 
cal iforn iaavocado.com 

CALIFORN IA BLUEBERRY COMMISSION 
calblueberry.org 

CALIFORN IA CAN TALOUPE ADVISORY BOARD 
cal iforn iacantaloupes.com 

CALIFORNIA CERTIFIED ORGANIC FARMERS 
ccof.org 

CALIFORNIA FARM BUREAU FEDERATION 
cfbf.com 

CAL IFORN IA FIG ADVISORY BOAR D 
cal iforn iafigs.com 

CALIFORN IA MILK ADVI SORY BOARD 
rea lca liforniam ilk.com 

CAG1--own 
Officers 
KARLA STOCKLI 
California Fig Advisory Board 
Board Chair 

TODD SANDERS 
California Blueberry Commission 
Board Vice Chair 

DONN ZEA 
California Prune Board 
Board Treasurer/Secretary 

CALIFORNIA OLIVE COMM ITTEE 
calolive.org 

CALIFORNIA POULTRY FEDERATION 
cpif.org 

CALIFORNIA PRUNE BOARD 
cal iforniapru nes.org 

CALIFORNIA STATE BEEKEEP ERS ASSOC IAT I ON 
californiastatebeekeepers.com 

CALIFORNIA SWEE T POTATO COUNCIL 
casweetpotatoes.com 

CALIFORNIA TABLE GRAPE COMMISSION 
grapesfromcalifornia.com 

CALIFORNIA WILD RICE ADVISORY BOARD 
calwildrice.org 

WINE INSTI T UTE 
di scovercal ifo rn iawines.com 

CA Grown 
Team 
CHERIE WATTE ANGU LO 
Executive Director 

K.C. LOQUACI CORNWELL 
Digita l + Social Market ing Director 

CONNIE STUKENBERG 
Retai l Programs Manager 

STEVE BURNS + 
REBECCA JOHNSON, 
O 'DONNELL LANE 
Events/Specia l Projects 

1 he ( aliforniu Gnnvn 1110,'etncnt "'otdd not be ,vhere it i 
support fro1n our conunodit) 1ncntbcr8. To ou1· 1ncn1bcr we say thank you! 

https://discovercaliforniawines.com
https://calwildrice.org
https://grapesfromcalifornio.com
https://casweetpotatoes.com
https://californiastotebeekeepers.com
https://cpif.org
https://calolive.org
https://reolcoliforniomilk.com
https://californiafigs.com
https://cfbf.com
https://ccof.org
https://californiacontaloupes.com
https://calblueberry.org
https://californiaovocodo.com
https://calopple.org
https://americanpistachios.org
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2021 PROGRAM OVERVIEW 

2021 
Program
Overview 
2021 was another challenging year for California's 

agricultural community as supply chains continued 

to be affected by COVID-19. In 2021, California 

Grown shifted from COVID response "We Love 

California" messaging to recovery "Grown to be 

Great" engaging in more traditional in-store retail 

promotions and in-person marketing events. 

( alilornia (,1·0 ,,n's progran1 )car \'as defined by a robu~·t 

.·ocial 111edia ca1npaign and inno •ati -e 1·ctail acti ·it·c . . 

Our well -rounded, continual, organic 

digital/social media program focused on 

promoting Ca li fornia Grown commodities with 

farm production stories, tantalizing recipes, and 

accompanying photography, as well as 

interesting commodity information. California 

Grown is active on a number of social media 

platforms including Pinterest, lnstagram, 

Facebook, and YouTube. In addition to 

deploying materials on social platforms, the 

Cal ifornia Grown website is a tremendous source 

for industry stories, commodity information, and 

recipes. California Grown updated the website 

and implemented SEO (Search Engine 

Optimization) strategy in 2021 to maximize the 

reach and usefulness of the website. 



2021 PROGRAM O VERVIEW 

...ca111paign using 
hun1or and afresh 
bold look to chan1pion 
California Gro ,·n 
con11nodities... 

Cali fornia Grown also generates considerable 

orig inal content on t he Ca li fornia Grown 

website. BCMA welcomed a new blog 

manager Meg va n der Kruik in Spring, 2021. 

Visit the California Grown website, 

to see recent contributions including a recipe 

for blueberry ja lapeno barbecue sauce and 

how to plant a cockta il -themed container 

ga rden. 

To compliment the Californ ia Grown website, 

The Buy Ca lifornia Marketing Agreement 

created a landing page, 

offering consumer resources including a 

Ca li forn ia Grown seasona lity chart and an 

infographic focusing on how to look for and 

buy Californ ia Grown products-in store and 

on line. 

In July, 2021 , Ca lifornia Grown launched its 

Grown to be Great paid advertis ing campaign 

using humor and a fresh, bold look t o 

champion Californ ia Grown commod ities and 

playfully encourage consumers to purchase 

Ca li forn ia grown products. The "Grown to be 

Great" campaign ran in regional markets 

throug hout California, Arizona, Nevada, 

Washington, and Oregon through November, 

2021 . 

Ca li fornia Grown infl uencers are integrated 

into the "Grown to be Great" campaign 

generating great synergy between Californ ia 

Grown's paid and organic d ig ita l promotions. 
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2021 PROGRAM O VERVIEW 

EAT the SEASON 

I I I I II 

• CALIFORN IA • 

CA GROWN 

CA Grown's goals to execute more retail 

promotions and generate more 

direct-to-consumer awareness and sales were 

met through planned activities with many 

target retailers. Even as retailers reported 

challenges in doing business amid COVID-19, 

CA Grown retail partnerships are stronger than 

ever, executing fourteen retail promotions with 

ten California retailers resulting in over $160 

million in California specialty crop sales. 



Organic*
Digital/Social ·~~r~~ 



ORGANIC DIGITAL/SOCIAL 

Organic*
Digital/Social 

California Grown continued to reach 

consumers via owned social media 

channels and influencer platforms. 

Recipes, farmer and farmworker stories, 

facts, and inspirational photos and 

videos were shared about California 

agriculture through daily social media 

posts on Facebook, lnstagram, Twitter, 

and Pinterest. Additional video 

content was shared on YouTube and 

a new TikTok account, added towards 

the end of 2021 . The content focused on 

the bounty and seasonality of 

California 's fruits, vegetables, and flora l 

crops, and encouraged consumers to 

look for and purchase produce, wine, 

and other agricultural commodities 

produced in the state. 

• CALIFORNIA • 

CA GROWN- -

h1rh or n 101 nd 



ORGANIC DIGITAL/SOCIAL 

Add itionally, content 

included recognizing and 

expressing gratitude 

toward farmers and 

farmworkers who have 

continued to work on the 

frontl ines to ensure 

consumers have access to a safe 

and abundant food supply. While this content 

ran throughout the yea r, it was especially 

highlighted during October, which was the 

second celebration of California Farmer and 

Farmworker Month. 

California Grown blog manager Meg van der 

Kruik, joined the team in early March, and 

created weekly original recipe content 

featuring Golden State commodities and over 

40 previously published posts were updated 

on the Ca li fornia Grown "Eat the Season" blog. 

The blog delivered weekly recipes featuring 

what was fresh and in season at local stores, 

farm sta nds, and farmers' markets and t he 

content was shared via social media and 

through a weekly consumer E-newsletter, 

"Californ ian," which reaches 20,000 

subscribers. 

Our farm content was also expanded to add 

in-depth artic les about the people who grow 

and process Ca li fornia crops; this content was 

in addition to the short "Meet t he Farmer" 

features that were being published. A "How it's 

Grown" content section was also added to 

answer consumer questions and to provide 

education about Ca lifornia's farm practices 

and methods. 

In addition to recipes, articles, and social 

media posts made by our influencer team, 

known as the "CA GROWN Creators," over 20 

articles and recipes produced by influencers 

were added to the Ca lifornia Grown website 

and social chan nels. The dig ita l team also 

published 10 commod ity highlight articles that 

served as landing pages for t he paid digital 

campaign. 
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ORG A NIC DIGITAL/SOCIAL 

rforma ~ Metrics: 
@cagrownofficial 

FACEBOOK IN STAG RAM TWITTER YOU TUBE 

' In1pressions E t s 
175,495 • .,. 367K 44K

33.5M 

- CALIFORNIA -

CA GROWN 
PINTER EST 

I 
In · 1s En 1t External 

8.3M 18.5M 523K 
21.4M 

( FROM CA GROWN CREATORS ) 



OR GANIC SOCIA L/ DIG ITA L 

Activations 

A page featuring many of the CA 

GROWN Creators in our influencer program 

was added to the California Grown website, 

and features biographies of the creators and 

links to content on creator sites, which feature 

California crops. In addition to content created 

for their own websites, t he creators developed 

20 articles for cal iforniogrown.org, and that 

content was shared on California Grown's 

owned social channels as well on each of the 

influencers ' channels. 

C 0 

Our monthly digital cooking 

classes, which were co-hosted by Aida 

Mollenkamp (Food Network/CookingChannel 

personality, fou nder of Sa lt & Wind) and Chef 

Kate Ramos (author of Hola Jalapeno blog), 

continued from 2020 through May 2021. 

Over 500 guests attended these classes, each 

of which featured 4 -6 recipes composed of in 

season California Grown ing redients and were 

paired w ith California wines. The series also 

provided digital content for all Ca lifornia 

Grown and partner channels, and countless 

digital mentions by Mollenkamp, Ramos, class 

attendees, and California Grown members. 

https://californiagrown.org


OR GANIC SOCIA L/ DIG ITA L 

r.1::1~-"H'il~-..·~·•···~~

II 

An ebook 

featuring over 40 California commodities and 

13 new recipes was developed and 

photographed for the Happy Hour at Home 

campaign. This content ran on the California 

Grown social cha nnels and was provided to 

the commodity board partners for deployment 

on their owned socia l and digita l channels, as 

well as to Roley's, a retai l partner for the 

campaign. 

.. 
The digita l team executed an agritour and 

livestream content partnersh ip with Ca lifornia 

Wines (Wine Institute) where one CA GROWN 

Creator, Alison Needham of A Girl Defloured, 

joined a group visiting Paso Robles/San Luis 

Obispo County to sha re content in support of 

the wineries, agritourism, and crops produced 

in the region. The content was publ ished on 

californiagrown .org and the influencer's 

channels. The digital team a lso produced new 

video content in support of California Wine 

Month and Farmer and Farmworker Month as 

well as an overview video of agriculture in the 

region. This was in addition to reta il 

partnerships executed for Ca lifornia 

Wine Month. 

https://californiagrown.org


OR GANIC SOCIA L / DIG ITA L 

California Grown produced an in -person and 

digital event in conjunction wit h the California 

Grocers Association Conference featuring 

BCMA Influencers Aida Mollenkamp of Salt+ 

Wind and Kate Ramos of Hola Jalapeno. The 

influencers demonstrated several recipes 

featuring Ca li fornia specia lty crops including 

figs, watermelon, pistachios, honey, and 

peaches each paired with Ca li fornia wines. 

The event was attended by more than 400 key 

reta il contacts from throughout Cali fornia . 

Social deployment of the activity included 

social posts by the influencers and on 

California Grown channels. The event 

generated interest in Ca lifornia Grown 

sponsored reta il activations, li ke Happy Hour 

at Home, with coordinated in-store and d ig ita l 

execution. 



OR GANIC SOCIA L / DIG ITA L 
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Throughout 

October 2021, California Grown partnered with 

Teri Turner of nocrurnbsleft and Rebecca Firth 

of Displaced Housewife to create and share 

videos and posts celebrating Farmer and 

Farmworker Month. Our CA GROWN Creators 

also joined us to help us spread the word 

and the California Grown team visited 

Sacramento, Napa, and the San Joaquin 

Valley to work with farmers and farmworkers, 

community leaders, and businesses that rely 

on California 's diverse agriculture in creating 

content in support of Farmer and Farmworker 

Month. 
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ORGANIC SOCIA L/ DIG ITA L 

Plant Po, 1cred 
,,·ith 

o: 
To extend our reach to those consumers 

interested in plant-based cooking and 

authentic Mexican recipes, we partnered with 

Kate Ramos of Hola Jalapefio for the launch of 

her new cookbook, Plant Powered Mexican. 

Kate provided a recipe post for the Ca lifornia 

Grown website from the book, and we 

partnered on an ebook fi lled with drink and 

dessert recipes featuring California Grown 

crops that went to everyone who preordered 

the book or attended a launch event. 

California Grown commodities were also 

highlighted at the two launch events in San 

Francisco and Los Angeles. Kate also 

co-hosted livestream cooking demonstrations 

on both the California Grown 

Facebook and lnstagram PLANT POWERED 

accounts. Kate also published MEXICAN 
two recipes on her website, 

calling out Ca lifornia crops and 

ingredients with links to 

californiagrown.org, and shared 

social posts featuring California 

Grown including the content, 

with impressions from this 

promotion totaling over 300K. 

https://californiagrown.org


OR GANIC SOCIA L/ DIG ITA L 

PaidGTBG 
Advertising Campaign 
In 2021, California Grown's paid advertising 

campaign debuted Grown to be Great, a new 

creative platform that boldly positions 

California agricultural commodities 

alongside smart and witty messaging that 

cuts through the culinary clutter. The primary 

objective of the program is to foster affinity 
and awareness for California Grown 

specialty crops through branded assets, 

content series, and digita l influencer 

partnerships. 

Grown to be Great was launched in the 

Western Region (California, Arizona, 

Nevada, Washington, and Oregon) 

beginning July 12, 2021. 

The campaign wrapped November 28, 2021, 

yielding 65,941,815 impressions. 

The 2021 Grown to be Great campaign 

showcased 12 commodity features on a variety 

of digita l partner platforms including Google 

Display Network, YouTube, Facebook, and 

lnstagram. 
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RET AIL 

Retail 

T hroughout 2021, retailers reported 

continued disrupt ions and challenges 

doing business amid t he Covid-19 

pandemic; however, that did not stop 

t he momentum of the participation in the 

CA Grown retail promotions. Retai lers from the 

northern and southern reg ions of the state, from 

boutique to major grocery store chains including 

Cl !,01 S, 

'ons, Pa ·ilion. , Ralphs, Bristol 
farn1s, La~ ~crcs, Rate. '8 Fainil) 
of Fine Sto &es. ~ u et ~'la · ~. 

executed successful reta il 

promotions that resulted in phenomenal sa les 

of Ca liforn ia agricu ltura l p roducts. Building 

upon last year's success of eight reta il partners 

and ten promotions, 2021 engaged ten retailers 

and fourteen retail programs, setting yet 

another record. 



RETAIL 

CA Grown's retail program encourages retail 

partners to buy and promote California 

Specialty Crops and agricultural products over 

other origins. "Albertsons-Vons-Pavilions is 

loyal to local, and we pride ourselves on the 

relationships we've forged with California 

growers. It has been these partnerships w ith 

growers across the state that ensure we are 

able to offer the highest levels of freshness and 

quality for our customers and what sets us 

apart in the market," said Mark Salahi, 

Assistant Produce Sales Manager. Retail 

promotions included in-store and digital 

activations along with traditional advertising 

to achieve robust sales. This year brought an 

improved data tracking system that enhanced 

the accuracy of retai l sales reporting . CA Grown 

i\lbertsons-\'ons-Pavilion8 is lo. al o local, and ,ve p•·ide oun~el 'es 
on the r·clatiooships ,,c've foricd ,,,i h (alifor 1ia gro,vcrs. It bas 

been these pa11nerships ,,ith gro\\crs across the state that 
cnsu•·es, ·c at·e able to offc•· the highcs le ,els of fl'eshnc.~s and 
qualit) for our custo1ner" and ,,1hat set. us apar in the inarkct." 

MARK SALAHI, 

Retail Promotions generated over $160 million 

in California Specialty Crop sales alone. 

Promotions expanded over 264 days on 

promotion with over 60 Specialty Crops 

promoted. There are exciting plans to look 

forward to in 2022; they include the launch of a 

Retail Dietitian Program, expanded third party 

in-store merchandising and auditing, new 

designs for display bins and signage, as well as 

continued outreach for new California reta iler 

partnerships. 



RETAIL 

A highlight of the Fall 2021 retai l 

program was a custom themed 

"Happy Hour at Home" digita l/retail 

co-promotion with Ro ley's, which ran 

August th rough October, 2021 and featured 

more than two dozen Ca li fornia Grown 

agricultural commodit ies including dairy, 

wine, melons, sweet potatoes, and figs. 
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ORGANIC SOCIA L /DIG ITA L 

Tl1e 
Califoi·nia Grocers 
Association 

C 
alifornia Grown also participated in 

the California Grocer's Association 

(CGA) conference in September 2021 . 

CA Grown had 

meetings with ten Californ ia retailers 

at last year's conference. The CA Grown Team 

at CGA included: Karla Stockli, BCMA Board 

Chair and CEO of the California Fig Advisory 

Board, California Fig Institute and Ca lifornia 

Fresh Fig Growers Association; Cher Watte 

Angulo, BCMA Executive Director; K.C. Loquaci 

Cornwell , CA Grown Social+ Digita l Marketi ng 

Director; and Connie St ukenberg, CA Grown 

Retai l Marketing Manager. We had in-person 

meetings with Costco Bay Area, Costco San 

Diego, Ralphs Grocery Company, Gelson's 

Markets, The Save Mart Companies, Foods 

Inc., Susanville Supermarkets, North State 

Grocery, and Roley's. Additiona ll y, meetings 

with Albertsons-Vons and Vallarta were held 

virtually. Retailer meetings provided an 

opportunity for CA Grown to discuss promotion 

expansion for existing retail partners and how 

to begin a retail promotional partnership 

for those retailers new to CA Grown. 



CALIFORN I A GROWN OPERAT I ONAL B U DGET 

Prior-Year Carryover 

Income 

Member Opt-In/Other Marketing Project 

Membership Dues 

Interest Income 

Membership Licensing Fee 

Other Income 

SCB Grant Income 

Non-SCB Grant Income 

rfotal Income 

FY 20-21 
$68,610 

$150,500 

$166,750 

$63 

$27,425 

$6,000 

$1,904,408 

$9,374 

$2,264,520 

Expense 

Operating Expenses 

Other Marketing Programs Expenses 

Member Opt-In Expenses 

Other Grant (non-SCB) 

SCB Grant Expenses 

rl otal Expe11se 

$145,367 

$53,238 

$52,350 

$9,374 

$1,910,208 

$2,170,537 

Account Balance $162,593 
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