
Situation 
Development pressure in 

Placer County, the fastest 
growing in the state, is threat-
ening agriculture. Subdivi-
sions and strip malls are cov-
ering once-fertile farmland. 
The result: a dwindling propor-
tion of Placer County resi-
dents are connected to the 
land and local food systems 

or understand their signifi-
cance. 

Helping local producers 
find new marketing channels 
could strengthen their eco-
nomic viability to resist devel-
opment pressures and pre-
serve the county’s quality of 
life.  
Objectives 

• Help producers identify, 
address, and cultivate 
new markets 

• Teach producers how to 
market themselves as 
sources of agricultural 
products of superior fla-
vor and freshness in 
Placer County’s subur-
ban centers and beyond 

• Increase the resiliency of 
the agricultural commu-
nity to development pres-
sures 

Actions 
The project team took a 

multidimensional approach to 
help producers promote and 
market locally grown prod-
ucts: 

• Conducted a producer 
survey to identify market-
ing channels of greatest 
producer interest and a 
consumer survey to as-

sess attitudes and pref-
erences regarding local 
produce and producers. 

• Guided by a producer-led 
steering committee, con-
ducted an opening re-
treat in 2005, and subse-
quent meetings in 2006 
and 2007, to develop 
and implement plans to 
cultivate new marketing 
channels and to craft 
strategies for providing 
farmers with resources to 
cultivate those channels. 

• Conducted farmer-to-
farmer networking meet-
ings to promote relation-
ship building and de-
velop project collabora-
tion. 

• Planned and held annual 
PlacerGROWN Food and 
Farm conferences that 
showcased innovative 
and successful market-
ing ideas and models. 
These included market-
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to Yours: Direct Marketing 
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Project Number: SW04-058 
 

Principal Investigator 
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Christina Abuelo, (former) 
Market Manager 
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This ‘Guide to Placer County 
Agriculture’ was one of several 
promotional pieces produced 
during the project. 



GROWN material. 
Direct Marketing to Restau-
rants 

In 2005, PlacerGROWN 
worked with project partici-
pants to launch a promotion, 
“Placer County Wines and 
Dines,” to introduce products 
to restaurants. PlacerGROWN 
facilitated and organized two 
meetings between farmers 
and restaurateurs, including a 
tasting at a local vineyard, to 
assess opportunities and 
barriers for buying local pro-
duce, meat, and wine. Five 
restaurants became members 
of PlacerGROWN, and a res-
taurant listing was added to 
the Local Food Guide and 
website. 
Wine and Tourism Brochure 

Placer County’s 10 winer-
ies received assistance to 
develop a brochure and mar-
keting plan. Fifty thousand 
brochures were distributed at 
local events and outlets, and 
the wineries distributed the 
brochure to their mailing lists. 
Through an ad in Sunset 
magazine, 300 brochures 
were mailed in response to 
reader requests. 
Institutional Buyers 

The Foothills Farmers Mar-
ket Association and Placer-
GROWN developed a relation-

ing workshops to edu-
cate producers on meet-
ing needs and require-
ments of consumers and 
produce buyers. 

• Worked with local pro-
ducers to pilot, develop, 
and operate a collabora-
tive CSA, from which 
evolved a manual, 
“Collaborative Commu-
nity Supported Agricul-
ture: A New Direct Mar-
keting Opportunity for 
Placer County Produc-
ers.” 

Results 
Community Supported Agricul-
ture 

After a successful CSA pilot 
in 2006, PlacerGROWN 
helped producers offer the 
PlacerGROWN Harvest Box, a 
weekly delivery of fruits and 
vegetables. The customer 
base doubled to 50 and the 
length of season doubled to 
16 weeks, resulting in delivery 
of 739 boxes. The CSA tar-
geted workplaces, including 
Placer County, Kaiser Hospi-
tal, Sierra College, and the 
City of Roseville. 

A survey of subscribers 
showed that: 

• 65% loved the harvest 
box 

• 63% would subscribe 
again 

• 95% liked the conven-
ience 

Mountain Mandarin Growers’ 
Association 

PlacerGROWN helped de-
velop the association, working 
with mandarin growers to 
develop a logo, website 
(www.mountainmandarins.co
m), marketing brochure, and 
the Mountain Mandarin Tour. 
PlacerGROWN helped the 
association obtain a grant to 
place an ad in Sunset maga-
zine that included a reader 
response card that generated 
700 requests. PlacerGROWN 
responded by sending the 
PlacerGROWN Local Food 
Guide and other Placer-

ship with Kaiser Permanente 
to host a farmers market at a 
large Kaiser facility and offer 
harvest boxes to employees. 

Branding, Marketing, Farm 
Stories, and Outreach 

Workshops and meetings 
focused on branding and 
marketing family farms. The 
PlacerGROWN website 
(www.placergrown.org) and 
newsletter were redesigned. 
The newsletter, published 
quarterly with distribution of 
2,500, features farmers and 
their stories, lists of locally 
available products, recipes, 
events calendar, and more. 
Potential Benefits/Impacts 

The most important impact 
has been increasing producer 
knowledge, awareness, atti-
tudes, and skills. 

• Small-scale producers 
better understand oppor-
tunities and challenges 
of direct marketing 

• They have more tools 
with which to work, in-
cluding community sup-
ported agriculture, mar-
keting to restaurants and 
retailers, and on-farm 
events and promotions 

• They have experience 
with networking, team-
work, and problem-
solving 
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SARE’s mission is to 
advance—to the whole 
of American agricul-

ture—innovations that 
improve profitability, 

stewardship, and quality 
of life by investing in 

groundbreaking research 
and education. 
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CSA Harvest Boxes are filled. — Photo by Roger Ingram  


