
better than the product normally offered, 
sales increased; in a fourth product, where 
quality was lower, sales fell. These results 
suggest that when locally grown quality is 
good, signing can increase sales, but lo- 
cally grown designations will not compen- 
sate for lower quality. 

Implications 
Although California consumers at the two 
study sites believe that purchasing locally 
grown products supports local agriculture 
and provides a fresher product, they do 
not actively seek them. When locally 
grown products, identified by sign, are of 
high quality, sales can increase. 

Large supermarkets are less able to 
market produce from small local farmers 
because the quantity produced may not be 
adequate, and quality, packaging, and 
supply may be inconsistent. Smaller su- 
permarket chains and independents, how- 
ever, can benefit from the positive aura of 
"locally grown." Consumers view locally 
grown produce as fresher, and recognize 
the positive impact on the local economy. 
Thus, supermarkets advertising locally 
grown produce can be viewed as both 
supporting the community and providing 
high-quality produce for customers. It is 
imperative, however, that the local pro- 
duce be of good quality. Consumers are 
attracted to locally grown items, but not at 
the expense of quality and price. Super- 
markets should not plan to charge more 
for locally grown items. Consumers expect 
them to be cheaper or the same price. 

Some consumers can correctly name lo- 
cally grown produce, but others cannot 
idenbfy which crops are grown locally. 
Therefore, organizers of promotion cam- 
paigns should not assume consumers are 
knowledgeable about local produce and 
should include explicit identification. 

Because relatively few customers ap- 
pear to be aware that their supermarket 
features locally grown items, more aggres- 
sive advertising programs would be ap- 
propriate. Development and promotion of 
a locally grown logo could increase aware- 
ness. If items identified as locally grown 
are always of good quality, the perception 
of consumers that locally grown is fresher 
will grow, thereby enhancing demand for 
locally grown produce. 

More research is needed to fully de- 
scribe consumer response to locally grown 
items when price and quality difference 
are controlled. 

C. M .  Brukn is Extension Specialist, Food Sci- 
ence and Technology, UC Davis; P. M .  Vossen 
is Cooperative Extension Farm Advisor, 
Sonoma County; E.  Chapman was formerly 
with the UC Small Farm Center; and S .  
Vaupel is an independent consultant. 

Fuji apple, radicchio, basi I, 
walnut top specialty crop 
research needs 
Stephen H. Brown o Louie H. Valenzuela 

Growers and distributors list 130 
specialty crops they think need re- 
search. Heading the list: Fuji apple, 
radicchio, basil, and walnut. 

Over the last two decades, many Califor- 
nia-grown crops that were once consid- 
ered exotic or "specialty" have become 
commonplace in supermarkets. Many of 
these crops have received little or no re- 
search attention. A statewide survey of 
growers and handlers was conducted in 
1989 with these objectives: to determine 
specific research needs and to plan future 
University studies of specialty crops. 

The survey 
A questionnaire was sent to 500 growers 
and distributors (handlers) throughout 
California. We received 69 responses, a re- 
sponse rate of 14%. Specialty crops were 
identified for the respondents as unusual 
varieties of common crops as well as eth- 
nic and exotic crops. 

list one or more specialty fruit, vegetable, 
herb, and nut crops needing research at- 
tention. They were asked to identlfy up to 
five commodities in each category. For 
each commodity listed, growers were 
asked to choose from a list of possible ar- 

Growers and distributors were asked to 
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Fig. 1. Growers of specialty fruits, vegetables, herbs, and nuts indicated 
research in varietal development as their greatest need. Other catego- 
ries covered in survey: fertilization, insect control, disease control, irri- 
gation, and harvesting. 

Fig. 2. Marketing of vegetables and nuts was the strongest research 
interest among specialty crop distributors surveyed. 

eas of research varietal development, irri- 
gation, fertilization, insect control, disease 
control, or harvesting. Distributors were 
asked to choose from among storage, 
packaging, and marketing as areas of de- 
sired research. Growers were also asked to 
identify their production methods as or- 
ganic or conventional. 

Crop diversity 
Of the respondents, 33 grew vegetables, 38 
grew fruits, 13 grew herbs, and 9 grew 
nuts. Many growers grew two or more 
categories of crops. Some growers also 
marketed their crops - 25 grower/mar- 
keters were identified. 

Respondents identified 130 commodi- 
ties as needing research attention. Table 1 
lists them under four categories: fruits, 
vegetables, herbs, and nuts. Speaalty veg- 
etables (48 commodities) head the list as 
having the most needs for research; 38 
fruits and 27 herbs also require research 
attention. Nuts (17 crops) are less fre- 
quently mentioned as needing study. 
Identification of the 130 specialty com- 
modities attests to their growing appeal 
among farmers, marketers, and consum- 
ers. 

A little more than 10% of the respon- 
dents indicated no desire for research on 
any crop. Of the growers and handlers re- 
sponding, 18.9% identified only one com- 
modity as needing research attention, 
17.4% desired research on as many as 6 
out of 10 commodities, and 5.8% listed 
from 16 to 20 crops requiring research. 

Crops most identified 
Fuji apple was listed by all respondents as 
the number-one specialty fruit requiring 
research study. Radicchio was the veg- 
etable most frequently cited as needing re- 
search attention. Among herbs and nuts, 
basil and walnut were listed as the leading 
crops requiring study. All four specialty 
crops are commonly found today in Cali- 
fornia supermarkets. The survey indicates 
that university research may be lagging 
behind the production and marketing of 
these specialties. Table 2 lists the five crops 
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Organic c] Conventional 

Var. Dev. Insect Fertilizer Harvest Irrigation Disease 

Types of research desired 
Fig. 3. Varietal development was the most pressing research need expressed by both organic 
and conventional growers of specialty crops. 

most frequently selected by respondents 
as needing study, arranged by crop cat- 
egory. 
Growers’ research needs 
Growers of fruits, vegetables, herbs, and 
nuts were asked to choose from among six 
possible areas of research for each com- 
modity listed: varietal development, irri- 
gation, fertilization, insect control, disease 
control, and harvesting. A respondent 
could choose multiple areas of research for 
a single commodity. Growers from all 
crop categories showed strong preference 
for research on varietal development. Va- 
rietal development was requested by 60% 
of the vegetable producers and by 84% of 
the herb growers (fig. 1). No other area of 
research request ranked so high. 
All grower groups strongly desired 

studies on fertilizer application. Over half 
of all herb grouters (52%) wanted such 
studies. Fertilization was least frequently 
noted by nut growers, although even there 
more than one-third were interested in 
such work (35%). 

supported insect management studies. 
Specialty fruit and vegetable growers most 
frequently requested university attention 
in that area (47% for each category). 
Among nut and herb growers, 40 and 32% 
made similar requests. 

Overall, herb growers came out the 
most strongly for research on harvesting 
(48%); only 18% of vegetable growers re- 
quested attention in that area. Grower con- 
cerns for irrigation or water management 
practices were not swongly reflected in 
this survey. Among the four grower 
groups, between 25 and 35% expressed the 
need for university research in water ap- 
plication. These figures are well below 
those for other areas of research interest. 
In light of California’s drought, one might 
have expected to see more requests for ir- 
rigation studies had the survey been con- 
ducted in 1992. 

Overall areas of research requests var- 
ied greatly among the four crop categories. 
For example, nut growers considered dis- 

Growers in all crop categories strongly 

ease control to be the area of least concern 
(15%), whereas 40% of fruit growers 
wanted study in that area. In three of six 
research areas, herb growers were the 
most concerned about production (varietal 
development, fertilization, and harvest- 
ing), a possible reflection of the relative 
novelty of this crop category in the U.S. 
market. 

Distributors’ research needs 
Distributors were asked about possible re- 
search assistance in marketing, storage, 
and packaging. Marketing of specialty 
crops was the primary concern (fig. 2). 
Vegetable and nut distributors expressed 
the strongest desire for help in marketing 
their products (68 and 67%, respectively). 
Of the respondents desiring help in mar- 
keting specialty commodities, many were 
both growers and distributors. This may 
indicate increased opportunities for Farm 
Advisors to become involved in both the 
production and marketing of certain com- 
modities. 

Equal proportions of herb and veg- 
etable distributors requested UC assis- 
tance for research on storage (62%). Spe- 
cialty fruit and nut growers also asked for 
studies on storage from UC researchers (43 
and 40%, respectively). The greater rate of 
requests for storage assistance among spe- 
cialty herb and vegetable distributors is 
not surprising, as both commodities are 
subject to rapid decline in quality immedi- 
ately after harvest. 

Finally, of the three research areas que- 
ried, distributors showed the least interest 
in packaging (fig. 2). As with storage, 
however, concern for packaging of spe- 
cialty herbs and vegetables ranked higher 
than for specialty fruits and nuts (38,41, 
24, and 20%, respectively) (fig. 2). Herbs 
and vegetables usually are more perish- 
able, so their distributors are more con- 
cerned with extending shelf lives. 

Organic versus conventional 
Growers were asked to identdy them- 
selves as organic or conventional produc- 
ers. Thirty-three of the respondents (48%) 

identified themselves as organic growers. 
Organic growers requested greater re- 
search priority for insect control, fertiliza- 
tion, irrigation, and varietal development 
(fig. 3). For conventional and organic 
growers alike, varietal development was 
the first priority for research. 

Almost twice as any organic growers as 
conventional growers requested improve- 
ments in farm irrigation. Only 16% of the 
conventional growers listed irrigation as a 
priority for research. When compared to 
conventional growers, organic growers ex- 
pressed a greater need for research atten- 
tion in all production areas queried except 
disease control. 

Conclusions 
Growers and distributors listed a total of 
130 California specialty crops as deserving 
research. In general, across all crop catego- 
ries, growers indicated a consistent need 
for varietal development of their com- 
modities. Growers also expressed their 
need for fertilizer trials and insect manage- 
ment techniques. 

Distributors of all crop types expressed 
interest in marketing assistance. Vegetable 
and herb distributors were most con- 
cerned with shelf lives of their perishable 
commodities, and expressed their desire 
for UC assistance in improving storage 
and packaging methods. 

Organic growers requested help in all 
areas of production, except disease man- 
agement, more frequently than did con- 
ventional growers. Compared with con- 
ventional growers, organic growers were 
more likely to request assistance in varietal 
development, insect control, fertilization, 
irrigation, and harvesting. 

Farm Advisors and Extension Special- 
ists doing field work may want to orga- 
nize their research in accordance with our 
findings, and concentrate their work in 
this order of importance: varietal develop- 
ment and testing, insect management, fer- 
tilizer trials, harvesting, and disease con- 
trol. 

University and private industry per- 
sonnel working with specialty growers 
and distributors need to be acutely aware 
of their marketing needs. Recommenda- 
tions on growing specialty commodities 
should be based on ease of production as 
well as on market demand for the particu- 
lar crop. 

S .  H.  Brown is U C  Cooperative Extension 
Consumer Marketing Advisor, Los Angeles 
County, and L. H.  Valenzuela is Cooperative 
Extension Farm Advisor, Santa Barbara and 
San Luis Obispo counties. 
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