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Executive Summary

The Capay Valey Grown (CVG) patnership was bom out of acommunity visioning process and
action plan that aimed to address two major forces driving changein the Capay Valley: therapid
development of theregion, and the market pressures tha make it difficult for local agriculture to
remain viable. CVG isinitsthird year of offering marketing assistance and materialsto farmers
and ranchersin the Capay Valley Region. As CVG continuesiits efforts to raise consumer
awareness of thevalley® agricultural produds, and increase the profitability of theregion®
agriculture, it isimportant to take stock of how well the partnership is meeting its gods and
objectives. In spring of 2006,both a producer and a consumer survey were carried out as pat of
an evaluaion of CVGQ@® strategies. Some of the key findingsindudethefollowing:

Producer Partner Marketing Venues

The CVG patnership ismade up of adiverse mix of farmers and rancherstha vary widdy in
terms of thar produds and scales of opeaation. Partners also utilize alarge nunmber of marketing
methods butwholesale isthemod important; 704 percent of respondents generate some potrtion
of thar revenues throughwholesale, and 40.7 percent rely onwholesale for the mgjority of thar
income. Only 37 percent of respondents make over hdf thar salesto buyasin Yolo County, but
almog 90 percent of respondents would like to inaease sales in Y olo; themos common barriers
to doing so are competition and alack of regiond processing/istribution infrastructure.

CVG Partnership Benefits

Over 50 percent of respondents bdieve tha the CVG patnership hasraised thevigbility of ther
farm or busness, butfew partne's agree tha the CV G patnership has hdped raise thar sales,
prices, access to markets, or how secure they feel aboutthar farm income. On the other hand,
ove 80 percent bdieve tha the CV G partnership has raised community awareness of locally
grown food and respondents were very postive aboutthar experience in thepartnership. The
mog common successes and benefits indudeunifying the valley, strengthening relationships
among producrs, inaeasing information shaing among patners, working togeher towardsa
common god, and building community.

It isnotsurprising tha the soda benefits of CVG are mos important to therespondents at this
stage of the partnership@ development. Accordingto the directors and members of other regiond
labding and marketing programs, at least five years are required for members to start feelingthe
econonic bendits of abranding initiative. In addition, the CVG marketing materialstha are
currently available are undeused, both in terms of type and frequency, preventingthe
patnership to reach its full marketing potential.

Consumer Awareness

A baseline conumer survey shows highe CV G labd recognition amongfarmers market
cusomersin Esparto (824 percent) than in Davis (36.2 percent). Thelabd isfrequently
assodated with regiond, local, or homegrown agricultural produds, but many consumers al'so
connect the CVG labd with organic foodand farming. T-shirts'hats/bags farmers market signs
and farm signsare themog visible CVG marketing materials.




Futureideasfor CVG
Thefollowing recommendaionssummarize the suggestionsmade by respondents abouthow
CVG could have more econonic and community development impacts.

Immediate actions:

* Pursueinexpendgve and creative approaches to advertise and attract foodwriters/media.

* Organize oppotunities for partnesto vist other farms and to talk with other growers.

* Strengthen connection and communication between CVG and the Esparto Farmers Market.

* Before committing alot of time and money to alarge storefront project, consder other ideas
such as amobile market, open-air market, or an Esparto storefront

* Organize more oppotunities for producers to spend time togeher, perhgosarounda meal.

Long-Term actions:

Tieinto established events more, such as the Almond Festival and Hoes Down.
Discussideas for additiond regiond events, workshops and tours.

Piggybak off of Casino marketing efforts and target Casino visitors with advertising.
Work on projects in sub-groupsarranged by crop.

Incorporate more agricultural education and CV G produds into thelocal schools.
Build more awareness and suppot amongretail stores.

Develop more collaborationsto enhance CV GG eductiond outreach.

Start adialoguewithin the partnership and thewider community aboutland use issues.
Congde patnering with Yolo Ag Land Trug to help farmers write conservation easements.
Design a system to share farm equipment.

Start a compoding facility to address local waste issues and providealoca source of
compodg.

* Start abio-diesel opeaationto hdp farmersreduce fud cods.

* Start aschoolfor small farm management and/or agricultural education.

Conclusions

At this pointin CVG@ development, the sodal benefits of the partnership are mogt important to
its partners. Still, oneof CVG@ godsisto increase the profitability of farming, and mog
patners expect to receive econonic benefits from the marketing efforts.

Towardsthis end, the producer survey hdped illuminae several ideas and areas of improvement
to focuson. For example, while there was a postive respons to expanding CV GG advertising
and outreach activities, it may bemore cog-effective to maximize theuse of what is already
offered, both in terms of thetype and consstency of use. This may require simple stepssuch as
verifying tha everyoneknows what tods are available to them, and howto use them. Overal, it
seems important to re-emphasize the need for everyoneto get thebrand and message out,
regardless of whether it seems to be making an immediate or direct impact onther busness.

It may beworthwhile for the groupto take thetime to review its gods, and define some conaete
and measurable objectives for theimmediate and long-term future. It will also beimportant to
continuemonitoring partnership outcomes. Appendix A offersatool to use for the collection
and storage of indcators tha can help measure progress towardsthe group®gods.



Introduction

Background
Regiond agricultural branding and marketing programs are becoming more common strategies

to increase the economic viability of farmers and their communities. At least 14 branding
initiatives are active in the state of California. Ther mog basic god isto increase conumer
awareness and consumption of locally grown produds.

Capay Valey Grown (CVG) began as apartnership among 23 farm and ranch chater patne's
who wanted to increase the marketability of ther high qudity produds and maintain thar way of
life. It is onecomponent of a broader community action plan that aims to preserve thevalley®
rural character, agriculture, history and natural environment, while suppotingavital loca
econony. TheCVG labd was officially launched in 2004,and is now entering its third year. At
thetime this report was written, membership had grown to 30 producr partne's, and 10 busness
patnes.

Thegods of the partnership indude

* Incaeasing consumer awareness and access to supaior and consstent freshness, flavor,
qudity and diversity of theregion®seasond and year-roundagricultural produds.

* Inaeasing profitability of farming and ranching in the Capay Valley to preserve and
enhance theregion@resources, rural character, and way of life.

Purpose of Study

An evaluaion of CVG was carried outto hdp partners reflect onthe organization®@gods,
determinewhd tools and strategies are working best, and identify ways to improvethe
patnership. Thefindingswill beable to serve as abaseline by which to compare future
evauaion results. Furtheamore, theresults will provide evidence for future potential partner's and
fundesthat theprogram isworth ther investment.

M ethods

Evaluation activities were carried outduring March and April of 2006.A producer partner
survey was administered by phone and a face-to-face consumer survey targeted cusomers of
two regiond farmers markets (see Appendix B: Evaluaion Methodg.

Thepartner survey (see Appendix C) aimed to gather information about
1) thepartneasandthe marketing methodsthey currently use;
2) theCVG services and marketing materials tha are offered and utilized,;
3) theoutcomes and ben€fits of the partnership; and
4) how CVG can beimproved to meet the needs of the partners.

Theconumer survey (see Appendix D) measured labd recognition and the meaningstha
consumers associate with thelabd, or the Capay Valley in general.

Theresults of both surveys are presented in this report, followed by a discussion of thethemes
tha emerged, and some recommendaionsfor action tha indudethe continuaion of monitoring
efforts. Anindcators matrix was developed for this purpose, andis provided in Appendix A.



Evaluation Results

Partner Survey

Twenty-eight of the 29 Capay Valey Grown (CVG) patners paticipaed in theevaluaion
survey, equding a 96.6 percent respon rate. However, oneof these 28 respondantsis no longe
utilizing ther land for agricultural produdion, and now leasesit to alocal cattle producer. For
this reason, many of the survey questionsdid notapply to tha partner, and mod results were
andyzed based on a sample size of 27 (n=27). For many questionsthe respon categories are

not mutudly exclusve, and the sum of respons percentages is greater than 100

Participant Products and Sales

Respondents were asked to describe what they produce and the methodsthey use to sell thear
produds. They were aso asked aboutthe amourt of marketingthey doin Yolo County, and wha

bariers exist to selling more produd locally.

Products

Diagram 1: Items Produced by CVG Partners (n=27)
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The Capay Valley Grown labd represents a diverse array of produds. Fruit and nuts are the most
commonly produced by respondents, followed by value-added produds (olive oil, lotionsand
sprays, candies) and vegetables (see Diagram 1). Several CVG partne's produce up to six

categories of produds, aswell asalargevariety of items within a category.




Sales and Marketing Methods

Diagram 2: Sales and Marketing Methods:
All used (n=27)
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Wholesale isthemod frequently used method of sales (see Diagram 2). Nineteen respondents
(704 percent) generate some partion of their income throughwholesale channds. Farmers
markets and retail are the next mog utilized categories. @DtherOindudes selling produd directly
to individuds throughword of mouth and established relationships and alocal ddivery service.

Diagram 3: Sales and Marketing Methods:
Percentage of partners that use category as
primary method of sales (n=27)
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farm 3.7%
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In terms of revenue wholesale is also mos frequently used as the primary method of sales.
Eleven respondents (40.7 percent) rely onwholesale for the mgjority of thar sales, while six
(22 2 percent) rely on farmers markets (see Diagram 3).
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Gross Sales

Diagram 4: Estimated Gross Farm Sales of
Respondents for 2005 (n=26)
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Information abouteach partne® gross farm salesin 2005was gathered as an indication of the
scale of opaationsrepresented by CVG patners. One partne declined to respond;of the
remaining 26 respondents, 11 (423 pecent) generated between $0 and $50000in gross sales,
the same propottion fell between $51,000 and $500,000;four (154 percent) generated $5010r
above(see Diagram 4).

Thesize and scale of CVGQ@ patners varieswiddy. At least two partners could be described as
hobbyfarmers, and sell thar produdsin small volumes. Other partna's manage large acreage
opeaationsand sell in highvolumes.

Table 1: Partner @ 2005sales compared to 2004(n=26)

Response Number of Respondents (%)
Higher 15 (57.7%)
L ower 5 (19.2%)
IAbout the same 6 (23.1%)

Respondants were asked how their 2005gross farm sales compared to 2004.Because onepatner
had been on a sabbaical fromfarmingin 2004 n=26. Almog 58 percent of respondents said tha
thar sales had inareased, thoughseveral people madeit clear tha this trend was independent
from CV G efforts; thar sales have been ontherise for several years. Almog 20 percent of
respondents saw a decrease from 2004to 2005(see Table 1).



Local Sales

Diagram 5: Percent of Sales Made to Buyers in Yolo
County (n=27)
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Respondants were asked to estimate the percentage of thar sales madeto buyesin Yolo County.
Themagjority of patners are concentrated at thelow and high endsof the scale; eight partners
(29 6 percent) make 0-5 percent of thar total salesin the county, and eight patnersfall into the
rangeof 76-100 percent (see Diagram 5). Overall, ten respondents (37 percent) make over hdf of
thar salesin Yolo County.

Table 2: Number of partnersthat would liketoincrease salesin Yolo County (n=27)

Response Number of Respondents (%)
Yes 24 (88.9%)
No 3(11.1%)

Partners were also asked if they wantto increase salesin Yolo County. Thequestion was | eft
open enoughfor therespondents to answer in terms of overall sales, or percentage of sales.
Almog 90 percent of respondents said yes (see Table 2). Of thethree patnerstha said no, one
explained that busness success dependsuponsales to buye's outside of the state, making local
saleslessimportant. The second partner aready sdlls alarge propottion of produd in the county,
and would have to increase produdion to increase sales. Thethird person explained tha farm
produd sales are not a significant source of ther income, and they have no difficulty in selling
theitemsthey produc.



Local Sales and Marketing Obgades

Table 3: Obstades partnersface in selling more product in Yolo County (n=27)

Number of
Response Category Respondents (%)
No obstacles, | can sell everything | produce 6 (22.2%)
Competitionin Y olo County 6 (22.2%)
Infrastructural barriers, lack of processing options, lack of distribution network 5 (18.5%)
Low prices 3 (11.1%)
Regulations of farmers markets, value added production 3(11.1%)
Finding more customers, finding more CSA members 3(11.1%)
Fixed relationships between retail stores and distributors, wholesalers; retail ishard to crack 3 (11.1%)

When asked wha they consder to bethe obgaclesto selling more produd in Yolo County, six
of therespondents (222 percent) said that there are none they can sell everything tha they
produce (see Table 3). To increase thar county saes, these partners would first have to increase
produdion in order to have more produd to sell.

Theremaining respondents cited awiderangeof chdlenges. Six (222 pecent) said that
competition was an obdacle. Connected to compdition are low prices; 3 respondents (11.1
percent) explained tha thereislittle economic incentive to sell thar produd locally.

Five respondents (185 percent) mentionad infrastructural barriers such as alack of processing
facilities or adistributon network for thar produds. Restrictive regulations finding new
cugomers, and thedifficulty of breaking into theretail sector were each mentioned by 11.1
percent of respondents.

Some less frequent responss induded the shortage of time, labar, and persond chdlengesin the
areas of organization and marketing.

Findly, onepatner said tha increasing access to local markets would require lowering
produdion volume.



The CVG Partnership 3

Respondents were asked which of the CV G@ marketing tools and services they use, and how
congstently.

Utilization of Service and Tods Provided

Table 4: Frequency of use of CVG marketing materials (n=27)

Number of Respondents (%)
Material Never Sometimes Always
CVG sign: farm 10 (37.0%) 2 (7.4%) 15 (55.6%)
CV G brochure 13 (48.1%) 11 (40.7%) 3(11.1%)
Digital logo 19 (70.4%) 2 (7.4%) 6 (22.2%)
1" stickers 19 (70.4%) 4 (14.8%) 4 (14.8%)
CV G sign: farmers market 19 (70.4%) 5 (18.5%) 3(11.1%)
CV G sign: store 24 (88.9%) 1(3.7%) 2 (7.4%)
CVH newsletter 24 (88.9%) 2 (7.4%) 1 (3.7%)
CVG Web site 26 (96.3%) 0 1 (3.7%)

It became appaent tha CV G patners are not utilizing many of the partnership®@ marketing and
outreach materials. Except for the CV G farm signand the CV G brochure, thetools offered
throughthe patnership are utilized by less than 30 percent of therespondents (see Table 4).
Severa patnesare unaure aboutwhat is actudly available to them, especially in terms of the
farmers market sign and digital logo.

Thefarm signisthemos commonly used material, and four of the partners tha have not put it
up onther propaty yet said tha they will be ordering and/or hanging thesign soon. Three of the
respondents tha do not use thefarm sign explained that ther locationis off-road, and tha
nobodywould see it.

Many patners use the CVG brochure onan inconsstent basis. Some of thewaysiit is distributed
iIswhen pursuing new busness patners, in mail-outs or in CSA boxes, at farmers markets, at
farm stands onfarm, and at events.

Theeightrespondents (29.6 pacent) tha are uangthedigital logohaveincorporated it into ther
CSA newdletters, packing materias, printed materials distributed at theamondfestival, trucks
and equipment logos and on pasond store displays. Theeighttha are usng the stickers are
mog commonly incorparating them into the packaging and presentation of value-added produds.



Thefarmers market signis also used sometimes or always by eight respondents (29 6 percent),
representing over hdf of the 13 respondents tha sell produd at farmers markets. Three people
broughtup tha they have noway to hang thesign effectively, and/or tha the addition of another
signto thar stall could makeit look overcrowded.

Only onerespondent has linked their persond busness Web site to the CVG Web site, even
thoughmany patne's have ther own sites. Several respondents commented tha they intend to
make a link, but have not had thetime to do so.

Table5: Characeristics partnerslike mos about materialsthey use (n=23)

Response Category Number of Respondents (%)

Beautiful design, colorful, eye catching, conversation starter 16 (69.6%)

Convenience, all responses 9 (39.1%)
Convenience: stickers 5(21.7%)
Convenience: brochure 3 (13.0%)

Good symbol of CV G, representation of regional identity 4 (17.4%)

Quality, well made 2 (8.7%)

Educational value 1 (4.3%)

Themajority of respondents that use oneor more materials said tha the characteristics of the
logodesign are what they like best (see Table 5). Thelogo, especidly intheformat of asign, is
beautiful, eye-catching, and works well to attract cusomer interest. Convenience, mogly in
terms of the stickers and the brochure, was aso important to many respondents.

Cog was only mentionead to be prohibitive in the case of the stickers; three people said tha they
are too expensve.



Types of services/tools likely to beused if offered
Respondents were asked aboutthear potential interest in alist of marketing tools and strategies
tha CVG could offer in thefuture.

Table 6: Other marketing materialslikely to beused if offered by CVG (n=27)

Type Number of Respondents (%)
Newspaper ads 16 (59.3%)

CV G partner map 16 (59.3%)

Packing materials w/ logo 12 (44.4%)

Radio ads 9 (33.3%)
IAdditional signs 9 (33.3%)

TV ads 5 (18.5%)

Other: Internet 4 (14.8%)

Other: TV shows- CA gold, Heartland 2 (7.4%)

Newspapea advertising and a CV G patner map are mog likely to be used by respondents (See
Table 6). Many partnea's nated that current advertising throughthe Capay Valey Harvest
Newdetter, Edible Sacramento, and other local pgoers are having a postive impact. Severdl
patnersindicated tha they would use the newdetter in thefuture, while others suggested tha the
patnership should take advantage of alarger numbe of regiond newspgpers and publications

Over hdf therespondents said they would beinterested in a CV G patner map. However, thereis
disagreement over how the map should be used. Two patners would like to develop more agri-
tourism in thearea, but six respondents madeit clear tha they are notinterested in afarm-trails
approach tha encourages farm visits or tours. They would only suppot amap tha indicates
places where partner produds could be purchased.

Still, there isageneara agreement tha the Capay Valley would benefit from more promotion. A
publication tha shows where thevalley is stuated indudes more reference points, and highlights
places of interest (wineries, hikingtrails, etc.) could be bendicial.

Of the 12 partners (44.4 percent) that respondel positively to the development of packing
materials with the CVG loga two are specifically interested in packing boxes, two in pgper bags
and onein orangebags One pasonthinksit might be effective to have as much uniform
packaging among patners as possible.

Some ideas regarding CV G signsindudeofferingabanne or canvas sign tha would beeasier to
hang and trangport, especialy for use at farmers markets. Two patners aso broughtup theissue



of crowding; they are already required to hang anumber of signsat ther farmers market stals,
making it ungppedling to add the CVG signto themix. They would benefit fromaway to
combine multiple logosand signsinto one

Overdl, partneas expressed more interest in radio than television advertising, butboth the target
audience and the message would beimportant factors in deciding whether to use these strategies.

Internet advertising came up many times as an important marketing channd tha partners would
beinterested in pursuing throughCVG. Severa patnersrely onthelnterne for salesand
purchasing, and would like this areato be developed by the patnership.

Two respondents mentioned the possibility of attracting the attention of television programs such
as QCalifornia GoldOthat focus on agriculture.

Respondants cautioned tha any additiond marketing and advertising strategies would depend on
thecod to the patner.

Potential for a CVG storefront

Theidea of opening aCV G storefront was starting to be discussed at thetime of the survey. For
this reason, respondents were asked to indicate ther interest and willingness to plan, invest in,
and sdll items througha store dedicated to CVG patner produds.

Table 7: Partner interest in a CVG storefront (n=27)

Number of Respondents (%)
Question Yes Not sure
Interested in selling product through the store 21 (77.8%) 2 (7.4%)
\Willing/able to help plan a storefront 16 (59.3%) 3(11.1%)
\Willing/able to help organize 15 (55.6%) 3(11.1%)
\Willing/able to help with initial funding 14 (51.9%) 7 (25.9%)

Theoveadl respone to a CV G storefront was postive, with over three quaters of the
respondents saying they would beinterested in selling produd throughthelocation (see Table 7).
Over hdf said they would hdp with the planning, organizing, and initial investment required.
Two of therespondents that did not commit to contributing an initial investment said they would
hdp throughin-kind services, such as electrical work and refrigeration. However, many of the
responges were given with qudifying statements, such as.

* TherespondetsOnterest in selling produd throuch a CV G storefrontwill depend on
whether the store would be set up for ther produds, for example meat, hay, or vegetables.

* There are mixed opinionsregarding whether the store should indude perishables and/or
non-perishable items.
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* Theeisahestance to commit withou knowing more details aboutwha a store mightlook
like, and thefinanda and time commitment required.

* Oneothe concern tha was expressed is the potential compditiontha alocal storefront may
create with the Esparto Farmers Market and farm standsin the area.

Thesurvey question made noreference to where astorefront mightbe situaed, but at least five
respondents specifically expressed interest in alocal store, specifically in the Esparto region. It
would provide CVG patners with an additiond marketing venug and local residents (induding
CVG patners) with asource of fresh produc.

Some patneas suggest that CVG pursue something smaller tha requires less investment. One

ideaisto develop amobile market in theform of an endosed trailer tha can be broughtto
events. Another ideaisto establish an open-air market that takes advantage of Casino traffic.
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Outcomes and | mpacts

Respondents were asked to rate Six statements about the partnership@ econorric and community
impacts on a scale of onethroughfive (strongly disagree throughstrongly agree). Some
respondents bdieved tha oneor more of the statements did not apply to thar farm or busness,
and declined to answer. Therefore, the number of respondents (n) varies by question.

Percent of Respondents
= [N w N a o) ~
o o o o o o o

o

Diagram 6: The CVG partnership has helped
raise the visibility of my farm/business (n=27)

T T T T
1: Strongly 2: Disagree 3: Neutral 4: Agree 5: Strongly
Disagree Agree

Over hdf therespondents (51.8 percent) agree or strongly agree tha the partnership has hdped
raise thevisbility of thar farm or busness (see Diagram 6). Interestingly, thesingle patner tha
strongly disagrees uses farmers markets as a primary sales venue oneof thetwo tha strongly

Respons average= 3.4, Mode= 4

agrees sells unde contract.
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Diagram 7: The CVG partnership has helped
increase the sales of my products (n=26)
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Respons average= 2.9, Mode= 3
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Sixteen respondents (615 percent) are neutral aboutwhether the partnership has hdped inarease
thar sales (see Diagram 7). Five (19.2 percent) disagree or strongly disagree tha it has hdped,
andfive agree.

Diagram 8: The CVG partnership has helped
raise the prices | receive (n=25)
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Response average= 2.2, Mode= 3

Only oneperson agrees tha CV G has hdped raise the prices tha they receive (see Diagram 8).
Ninerespondants (36.0 percent) strongly disagree, and two (8.0 percent) disagree.

Diagram 9: The CVG partnership has helped me
access new markets (n=26)
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Respons average= 2.5, Mode=3

A total of eleven respondents (42.3%) strongly disagree or disagree tha the partnership has
hdped them access new markets (see Diagram 9). Twelve are neutral (46.2 percent).
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Diagram 10: The CVG partnership has made me
feel more secure about my farm/business
income (N=26)
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Agan, few survey paticipants agree tha the partnership has made them feel more secure about
ther farm or busnessincome. Twelve (46.1 percent) disagree or strongly disagree, and 10 (38,5

Respons average= 2.3, Mode=3

percent) are neutral (see Diagram 10).
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Diagram 11: The CVG partnership has created
greater community awareness of locally grown
food (n=27)
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Respons average= 4.3, Mode=5

A much larger percentage of patners bdieve tha CV G has created greater community

awareness of locally grown food 23 (825%) said they agree or strondy agree (see Diagram 11).
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Qualitative Questions

Respondeats were asked six open-ended questionsaboutthar experiencein CVG, the

patnership® benefits and successes, and how the partnership can improve

Table 8: Successes of Capay Valley Grown (n=28)

Number of
Response Respondents (%)
Increase in visibility, recognition of valley 12 (42.9%)
Organizational aspects- staff, fundraising, level of organization, accessibility, commitment 7 (25.0%)
Thelogo 6 (21.4%)
Unifying the valley, bringing people together, building community, community pride 6 (21.4%)
CVG's existence, perseverance 6 (21.4%)
I ncrease in awareness among consumers 5 (17.9%)
Everything 4 (14.3%)
Outreach and advertising: Valley Voice, CVH newsletter, Web site, ads 4 (14.3%)
The Esparto Farmers Market 3 (10.7%)
Increase in dialogue among partners, information sharing, access to information 3 (10.7%)
[The relationships, camaraderie, socia aspects 3 (10.7%)
Opening markets 2 (7.1%)
Increase in membership 2 (7.1%)
Other 2 (7.1%)

Respondents offered many examples of CV G success. Themog frequent respons, given by 12
respondents (429 percent), was that CV G hasincreased thevisibility and name recognition of
thevalley (see Table 8). Thelogo, specific outreach and advertising strategies, an increase in
consumer awareness, and opening markets were other respongs relating to themarketing gods

of CVG.

Respondants also placed much emphasis onthesoda impacts of CVG, induding the success of
CVG inunifyingthevalley and generating community pride increasing communication and
information sharing among patne's, and therelationshipsand camaraderie tha have developeal

throughthe patnership.
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9: Thereis beter consumer awareness, you can see thedifference. CVG ishdping to open up
markets for growers. Mog important, CVG hasbeen pivotal in getting people togeher, to work
togeher on problems.

Onequater of therespondents consgde the strengthsand commitment of CVG leaders and staff
asuccess. Six respondents (214 percent) said tha thefact of CVG@ existence, or the
patnership® perseverance, is asuccessin itsalf, while four (14.3 percent) said that everything
tha CVG has doneis a success.

Table 9: Suggestionsto improve CVG marketing/outreach effortsin 2006(n=28)

Number of
Response Respondents (%)
Increase advertising: total responses 8 (28.6%)
TV, media 3 (14.3%)
Internet 2 (7.1%)
General 2 (7.1%)
Newspaper, magazine 1(3.6%)
More events, workshops, tours 7 (25.0%)
Not sure, no suggestions, keep up the good work 7 (25.0%)
Improve Farmers Market 5 (17.9%)
Pursue alocal store, storefront 4 (14.3%)
Creative outreach and promotion- banner on Main Street, outreach through CSA newsdletters,
outreach to food writers 3 (14.3%)
Co-marketing, collaborative marketing and distribution, working together by crop category 2 (7.1%)
Increase retail participation, get more stores involved 2 (7.1%)
Partner and collaborate with other organizations, government 2 (7.1%)
Get partners together to talk, brainstorm, eat together 1 (3.6%)

Themost common suggestion for improving CVG@ marketing and outreach effortsis to increase
it@ advertising. Of theeight respondents (286 percent) that bdieve advertising could be
expanded, six were specific aboutdaing so through TV/media, Internet, or newspapers and
magazines (see Table 9).

Onequater of therespondents think tha CV G should organize more events, workshops and
tours. An equd numbe have no suggestions and are hagppy with wha the partnership is doing.

3: Speial events are much more effective, like Tage of Capay, the County Fair, or Hoes Down.

They identify thevalley asa location for quality produe andag produds. Major events are a
postive goal, 3-4 pe year.
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Five respondents (17.9 percent) think the Esparto Farmers Market is an important area of focus
to improvethevisbility and impacts of CVG. Several people said the market needsaboog in
energy and more grower participaion. One person bdieves the communication and collaboration
between CVG and the market can beimproved. Four people (14.3 percent) suppot theideato
start a CV G storefront

Other suggestionsfor improvement indudesimple ways to raise the visibility of thearea,
increase collaboration amongother local groupsorganizations foser more collaboration among
growers, andfacilitate more oppotunities for patnersto get togeher. A few patneassee
oppotunity in learning from the successes and failures of other similar groups Many of these
approaches would beless codly than the expanson of advertisng and events.

18: Don't put more money into adwertisements. Thetypical route is notvery handson. Think
aboutgeting CVG farmerstogeher, get themto sit at thetable togehe atleas once a year,
braingorm, meet each other. TheField Dayisgoad, butit is not specifically to meet each other.
Meet eye-to-eye, talk aboutwhat hashappeaed, what other thingshawe come up. If you sit down
all thegrowers, thingswould come out.

20: Fadlitate like growers working together, by category, for example nut growers. Figure out
howto better distribute, draw on each other@ produds, andfill contracts togeher. Work
togeher by category, andlook for oppottunities to co-market, cross-market.

Table 10: Steps necessary to improve partner @ overall experiencein CVG (n=28)

Number of
Response Respondents (%)
None, don't know, it is going fine 14 (50.0%)
| need to increase my participation, involvement, put in more time 6 (21.4%)
More promotion, get more out there, more action, get more people excited 4 (14.3%)
Reduce the e-mail/information load 1 (3.6%)
More opportunity to meet 1 (3.6%)
More partners, break down fear barriers, tendencies toward independence 1 (3.6%)
More participation by current partners 1 (3.6%)
\Work more as a cooperative, develop working networks 1 (3.6%)
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Half of therespondaents can think of nowaysto improvethar overal expeaienceasaCvVG
patner (see Table 10). Many patners recognize that the qudity of ther expeiencein CVG
dependsmore on thar contribution to the partnership, rathe than characteristics of the
patnership itself. Six respondents (214 percent) said they need to paticipate more, and putin
more time. However, severa pointed outthat they have little time to devote to theefforts.

These sentiments were echoed by oneof the actively involved patne's, saying tha it would be
hdpful if CVG had a bigge representation of growers (more partners), but also more
paticipaion by current partners.

Four respondents (14.3 percent) see aneed for more action and to keep moving forward. One
respondent has a problem with the ag task force meeting date, and said tha changing it to any
day but Thursday would allow him to participae more.

Table11: Mog beneficial thing about being a CVG partner (n=28)

Number of
Response Respondents (%)
\Working together, collaborating, supporting each other, collective action 12 (42.9%)
Sense of community, being part of a group of like minded people 8 (28.6%)
M eeting other farmers, knowing people, friendships 6 (21.4%)
IAccess to information, |earning opportunity 6 (21.4%)
The marketing, benefits to my business 5 (17.9%)

Knowing the marketing efforts are helping the other partners, though not necessary helping me 4 (14.3%)

Creating, building, and supporting the community, pride 3 (10.7%)
[The diversity of partners, crops 3 (10.7%)
Itisaforum for the discussion of ag issues 2 (7.1%)
Promoting the region, increasing awareness of local area, local food 2 (7.1%)
Other 1 (3.6%)

Similar to what respondents bdieve are the successes of CV G, themod bendficial aspects of
being apartne are spread amongmarketing and sodal bendfits. There is even greater emphasis
placed on soda aspects, however, especialy in terms of fogering collaboration and mutud
suppot among patners, building a sense of community and facilitating access to like-minded
people, and providing oppatunities to meet other farmers and build friendships (see Table 11).
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CVG isaso important to patners as alearning opportunity and space for information sharing, as
well asaforumfor thediscussion of issues facinglocal agriculture. In general, CVG isallowing
for more interaction, discussion, and networking oppottunities than wha existed in the past.

Marketing and persond busness benefits are mos important to five respondents (17.9 percent).
By contrast, four people (14.3 percent) said they don®expect CVG marketing efforts to hdp
thar busness, and themog beneficial aspect of being a partner isthat CVG is hdping other
producers and the Capay Valley overal.

Table 12: Waysfor CVG to achieveitsgoalto preserve local farmsand agland (n=28)

Number of
Response Respondents (%)
Raise awareness, educate public about land issues, make ag visible, build community support 10 (35.7%)
Be palitically active, talk to and lobby the board of supervisors about ag issues, development 8 (28.6%)
Help improve the bottom line for ag, increase farmer income, help make farming viable 5 (17.9%)
Partner with YALT, work with land trusts, educate farmers and help them with easements 5 (17.9%)
Be awatchdog, monitor development, be an advocate for farmland 4 (14.3%)
Be aforum for discussion, build better understanding about the i ssues, possible solutions 3 (10.7%)
Change consumer buying habits, get them more interested in locally grown food 3 (10.7%)
If you don't own the land, you can't dictate what others do with it 3 (10.7%)
No comment 3 (10.7%)

Capay Valley Grown® webdte states that the partnership is @ommitted to preserving theland of
the Capay Valley asapart of rura America and maintaining its renewable resources into the
future,Oand that Ghedestiny of the Capay Valley liesin thelandsof thefarmers and residents
who have worked so diligently to preserve its rich heritage and fertile soil.OTo better undestand
how CVG partners view therole of the partnership in shaping thefuture of the region®
agriculture, respondents were asked in wha ways CVG can achieve its god to preserve local
farms and ag land.

Mog of therespondents consder education and/or political participaionto bethe mog effective
strategies (see Table 12). Theimportance of lobbying local govanment, especially the boad of
supeavisors, was mentioned many times. Severa partners think tha CVG should partner with
more organizationsworking with land trugs and easements, and increase thelevel of
undestanding abouthow easements can work.

Many respondents bdieve the partnership@roleislargdy econonic; to hdp make agriculture
more viable, and providethe economnic (and political) incentives to keep landin farming.
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16: If we can improve the economc viability of agwith a brandthat hdpssell our produds, with
thequality that people are interested in getting- then we will have something vibrantand
colorful going on here that city folk can lookat and see that something goodis going on,
something thats valuable. We can say hey, we're doing this, it hasthese values for local area,
andfor the county asa whole. Supevisors talk aboutpreserving ag in the county, but they have
noidea whatthatmeans howto doit, or onwhatbass. Yolo ag hassurvived in spite of all the
lip service of city folks. If we canthrive, maybewe can convince city people thatit isimportant.

A few patners say tha it is out of the CVG@ hands They bdieve tha propaty owners are the
only people that can dictate wha is doneto ther land, and these decisionsare affected mosly by
economnics.

Partner Recommendations

A summary of the recommendaionstha patners gave for theimprovement of CVG@® econorric
and community development efforts is provided bdow. They do not correspondto a specific
interview question, but are puled from comments and responss tha patners made throughout
theentire length of theinterviews. They are divided into actionstha can betaken in the
immediate future, and those tha will take more time and planning.

Immediate

* Take sometimeto review thepartnership@ gods. Discuss whether the groupis happy with
the current mission statement, bylaws, criteriafor partnership etc. Set 3-4 conaete and
realistic objectives for theyear.

* Pursueinexpendve and creative approaches to attract foodwriters and media attention.

* Ask patnerswith CSA opeaationsto talk aboutCV G in thar CSA newdetters. Ask all
patners which publicationsthar cusomers may read and tha CV G could tap into.

* Follow upontheinterest expressed in expanding the advertising efforts of CVG. Newspgpe
adswere mog likely to beused if offered. Internet advertising seemslike an important area
of oppotunity.

* Organize more oppotunities for producers to spend time togdher, perhgpsaroundameal. A
harvest party was one possibility mentioned.

* Before committing alarge amountof time and money to alarge storefront project, discuss
other ideas (in addition or aternatively to the Nut Tree) such as a mohile market, open-air
market, or an Espato storefront.

* Strengthen the connection and communication between CV G and the farmers market.
Encourage more partner paticipaion; check in again with partnerstha did not express
interest in the beginning.

* Help raise awareness of the market; make sure theday and time are congstent. Removable
bannes for market day are away to make it more visible to people passing throughEsparto.

Long-term

* Organize farm visits and oppotunities to talk with other growers. These types of exchanges
provide an educationd experience and build community.

* Condgde putting up abanneg onMain Street that highlights CVG, the Farmers Market, and
has the Web site address onit.
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Tieinto established events more, such as the Almond Festival and Hoes Down.
Discussideas for additiond regiond events, workshops and tours tha would attract people
to thearea. Severa patners suggested having small, hdf-day events tha could be
advertised throughlocal newspgoe's and farmers markets. Taber Ranch provides a great
oppotunity to develop these activities.

Tailor some CVG events to coinddewith the Farmers Market to increase the market@
visibility and cusomer base.

Lookinto ways to piggybak off of Casino marketing efforts.

Targe Casino visitors with outreach and advertising.

Look for ways to cross-market and co-market produds.

Work in sub-groupsarranged by crop. Thismay bea practical way to approach collaborative
marketing and distribution.

Incorporate more agricultural education and CV G produds into thelocal schools.

Build more awareness and suppot amongretail stores.

Develop more partnerships and collaborationsto enhance CV GG outreach and educationd
power. Yolo Ag Land Trug (YALT), theDavis Farmers Market, UC Davis, and county or
state programs focused on sugtainable agriculture were some suggestions

Not al patnesbdieve CVG should have adirect rolein land preservation, but many said
tha the partnership could try to increase public awareness of farmland loss, aswell as
patner undestanding of land trugs and easements.

Open up adialoguewithin the partnership and thewider community aboutimminent
domain, conservation easements, and land use issues.

Partner with the Yolo Agricultural Land Trug to help farmers write conservation easements.
Suppot and publicize the efforts of Good Humus

Design a system to share farm equipment.

Organize aregiond conference tha encompasses the agricultural activities of thevalley.
Start a compoging project/facility to address local waste issues and providefarmers with a
local source of compod.

Start a bio-diesel opaationto hdp farmersreduce fud cods. Therestaurantsin thecasino
are goodpotential sources of used vegetable oil.

Start a schoolfor small farm management and/or agricultural eduction smilar to the
Occidental Arts and Ecology Center.
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Consumer_Survey

Survey background information

Two consumer surveys were conduded as roughmeasures of CVG labd recognition. Thefirst
survey took place at the Davis Farmers Market onthe morning of Saturday, March 25. The
weekend coinaded with the UC Davis Spring Break, redudng the propation of respondents that
would nomally be students. The second survey took place at the season@first Esparto Farmers
Market on Saturday, April 1.

Participants were first asked where they live. Ther responses were categorized as outside of
Yolo County, in Yolo County but outside of the Capay Valley, orin theCapay Valey. They
were then asked if they recognized the CV G labd. If yes, they were asked where they have seen
it and what it meansto them. If participants did notrecognize thelabd, they were asked if they
had heard of the Capay Valey, andif yes, what it meansto them. Where respons categories are
not mutudly exclusve, thetotal percentage of responssis greater than 100.

L abel recognition

Diagram 12: Label Recognition:
Davis (n=69) and Esparto (n=34) Farmers
Markets
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Dawvis Farmers Market:

Seventy people agreed to participae in thesurvey; 59livein Yolo County (85.5 pecent), but
noneof the paticipants livein the Capay Valley. It was sugpected tha oneperson was confusng
thelabd with Capay Valley Organic Fruits and Vegetables, so theresponss of the survey
paticipant were discarded.
e 25of thepaticipants (36.2 percent) said they recognize the CVG labd (see Diagram 12). Of
these 25, 24 (96 percent) livein Yolo County.
* 42 of thepaticipants (60.9 pecent) said they do not recognize thelabd. Of these 42,33
(786 percent) livein Yolo County.
* Two of the paticipants (2.9 percent) said they are unaure if they recognize thelabd or nat.
Both livein Yolo County.
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Esparto Farmers Market:

Althougha similar amountof time was devoted to administering each survey, only 34 responss
were collected at the Esparto Market since the number of overall cugomers was much lower.

Twenty-four of the participants (70.6 percent) livein the Capay Valley Region.

e 28of thepaticipants (824 percent) said they recognize thelabd (see Diagram 12). Of
these, 23 of (82.1 percent) live in the Capay Valey region,andfive (17.9 percent) livein

another pat of Yolo County.

* Six respordents said they do nat recognize thelabel. Two of thesix livein the Capay Valley
region, onelivesin another part of Yolo county, and three (50.0 percent) live outsde Yolo

Couny.

Label visibility

If survey paticipants recognized the CV G labd, they were asked where they had seenit.

Table 13: Places where consumersreport seeing the CVG label

Number of Respondents (%)

Place Davis (n=25) Esparto (n=28) Total (n=53)
Shirt, hat, bag 5 (20.0%) 8 (28.6%) 13 (24.5%)
Highway 16 1 (4.0%) 12 (42.9%) 13 (24.5%)
Davis Farmers Market 10 (40.0%) 0 10 (18.9%)
Stores, Co-Ops 8 (32.0%) 2 (7.1%) 10 (18.9%)
\Written materials, ads, brochures 4 (16.0%) 4 (14.3%) 8 (15.1%)
Everywhere 0 4 (14.3%) 4 (7.5%)
CVV office 0 3(10.7%) 3 (5.7%)
Sustainable ag event, ag conference 2 (8.0%) 0 2 (3.8%)
County task force, CVV 2 (8.0%) 0 2 (3.8%)
Almond Festival 0 2 (7.1%) 2 (3.8%)
County Fair 1 (4.0%) 0 1 (1.9%)
CSA box 1 (4.0%) 0 1 (1.9%)
\Web site 0 1 (3.6%) 1(1.9%)
Davis Farmers Market:

Participants mog frequently recalled seeing the CV G labd at thefarmers market itself, andin
local stores and Co-Ops (see Table 13). Shirtg/bags/has and written materials also seem to be

effective.
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Esparto Farmers Market:

It isclear that thefarm signspoged dongHighway 16 and othe roadsare the mos visible
materials to the Esparto survey paticipants. Thisis not surprising, since the mgority of them
live in theregion. Shirthas/bagsare the next mos common places, followed by written
materials. Four people (14.3 pacent) said tha they see thelabd everywhere, an indication of the
visbility that it hasin theregion.

L abel meaning
People who recognized thelabd were asked wha it meansto them.

Table 14: Meaningsand assodations that consumers connect to the CVG label

Number of Respondents (%)
Response Category Davis (n=25) Esparto (n=28) Total (n=53)
Regional, locally grown, homegrown 11 (44.0%) 10 (35.7%) 21 (39.6%)
Organic 7 (28.0%) 5 (17.9%) 12 (22.6%)
Quality food, fresh produce 3 (12.0%) 6 (21.4%) 9 (17.0%)
Marketing efforts, the partnership, the strategy 4 (16.0%) 4 (14.3%) 8 (15.1%)
A beautiful place 3 (12.0%) 4 (14.3%) 7 (13.2%)
Local and characteristics of quality 2 (8.0%) 3 (10.7%) 5 (9.4%)
Thevalley 0 4 (14.3%) 4 (7.5%)
Capay Valley farmers 3 (12.0%) 1 (3.6%) 4 (7.5%)
Farming, keeping the valley in farming, supporting a
lifestyle 1 (4.0%) 3(10.7%) 4 (7.5%)
Local and organic 1 (4.0%) 3 (10.7%) 4 (7.5%)
Community pride, respect for valley 0 3 (10.7%) 3 (5.7%)
\Wine, vineyard 0 2 (7.1%) 2 (3.8%)
Davis Farmers Market:

The Davis survey participants mog frequently assodate the CV G labd with regiond, local, or
homegrown produee (see Table 14). Seven (28.0 percent) connect thelabd to organic foodor
farming. Only three (120 percent) assodate the labd with qudities such as flavor and freshness.

Esparto Farmers Market:

Local or homegrown is also the mos common meaning for Esparto survey paticipants. Five
people (179 percent) connect thelabd to organic food or farming, while six (21.4 percent)
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assodate it with high qudity or fresh food Two people thoughtthelabd was from awinery,
modg likely because of thesign poged outsidethegate of Capay Valey Vineyards

Capay Valley recognition
If respondents did not recognize the CV G labd, they were asked if they have heard of the Capay
Valley.

Diagram 13: Awareness of Capay Valley
Among Respondents that did not Recognize
Label, Davis (n=42) and Esparto (n=6)
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Dawvis Farmers Market:

Of the42 participants tha did notrecognize the CVG labd, 32 (76.2%) had heard of the Capay
Valley (see Diagram 13). Of these 32 paticipants, 28 (875 percent) livein Yolo County. Of the
ten that had not heard of the Capay Valley, five (50.0 percent) livein Yolo County, andfive
(500 percent) outside of Yolo County.

Esparto Farmers Market:

Of thesix paticipants tha did notrecognize thelabd, four had heard of the Capay Valley. Both
people tha had notheard of the Capay Valey live outside of the Capay Valley Region.
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Meaning of the Capay Valley

Therespondents tha did recognize thelabd, buthad heard of the Capay Valley, were also asked

what thevalley meansto them.

Table 15: Meaningsand assodations consumer s connect to the Capay Valley

Number of Respondents (%)

Response Category Davis (n=32) Esparto (n=4) Total (n=36)
Agriculture: all respondents that mentioned agriculture, 15 (46.9%) 2 (50.0%) 17 (47.2%)
farming, farms, farmers, crops

Ag: Organic farms, farmers, food 6 (18.8%)

Ag: Almonds, almond festival 3 (9.4%)

Ag: Fruit, vegetables 3 (9.4%)

Ag: Wine, wineries 3 (9.4%)

Ag: Farmers 2 (6.3%)

Beautiful, nature, greenery, blossoms, hiking, Cache Creek 8 (25.0%) 3 (75.0%) 11 (30.6%)
Casino: all respondents that mentioned casino 10 (31.3%)

Casino: change, negative impacts 6 (18.8%) 0 10 (27.8%)
Proximity, it is nearby 3 (9.4%) 0 3 (8.3%)
It'savalley 2 (6.3%) 0 2 (5.6%)
Distance, far away 1(3.1%) 0 1(2.8%)

Davis Farmers Market:

Despite not recognizing the CVG labd, the 32 Davis survey paticipants tha had heard of the
Capay Valley largdy assodate theregion with some aspect of agriculture. Six (18.8 percent)
connect it specifically to organic foodor farming. Ten participants (313 percent) assodate the
valley with the Cache Creek Casinoin generd; six of theten (18.8 percent) think of negaive
changes and impacts such as traffic and development. Eight paticipants (250 percent) relate the

valley to naura beauty, outdoor activities, and the Cache Creek.

Esparto Farmers Market:

Thefourrespondents tha did notrecognize thelabel, but had heard of the Capay Valley,
assodate theregion with agriculture and natural beauty.
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Discussion and Conclusions

Discussion

Consdering tha CVG is till ayoungorganization, it is notsurprising tha mod respondents
have yet to observe many direct econonic benefits fromthe partnership. At this point, themog
important direct outcome of CVG@ marketing efforts is an inarease in visibility of the partners
and of thevalley in general. It should aso benoted that aregiond brand does not seem to bethe
optimal marketing strategy for everybody. The current marketing practices of many patnes
reduce the brand®@ potential to connet a produd with the qudities and values tha the Capay
Valley represents. For example, some patners have very little contact with the end user of their
produds, and the mgority of respondents generate less than hdf thar salesin Yolo County.
Furthermore, wholesale is the mos common marketing and sales method utilized overal, and
severa patners sell unde contract arranganents. Both of these venues tend to remove any
name assodation between a farm and its produd once it |eaves the farmer@ hands

It isalso interesting that many CV G patners already have high name recognition within Yolo
County andthe Bay Area because of therelationsipsthey have made with cusomers through
direct marketing activities. It isdoubful tha the CVG brand will raise the marketability of these
well-known partners, at least notin theshort term. On theothe hand, patnerstha are nat as
well established may ben€fit greatly from sharing the Capay Valley brand and being assodated
with themore recognized farms. This seems to beacknowledged by the CVG patnes; at least
fourrespondents said tha they benefit fromthe patnership by knowingtha CVG is hdping the
othe people involved, and nat necessarily themselves.

Neverthdess, given tha oneof the partnership@ godsiis to make farming more profitable, mos
respondents expect to receive economic benefits from CVG. The patners made many
suggestionsaboutadditiond activities and areas of improvement. There are also anunber of
ways CV G could take better advantage of wha they are already daing.

For example, while there was a postive respong to expanding CV G@ advertising and outreach
activities, it may be more cog-effective to maximize theuse of wha is already offered, both in
terms of thetypes of services offered, and the consstency of use. In some cases this may require
smple stepssuch as verifying tha everyoneknows what tools are available to them, and howto
use them. Onepotentialy effective activity could beto hold a workshopto show patners howto
incorporate the digital logointo ther own material and Web sites, and link themselves to the
CVG Web site. It may beimportant to re-emphasize the need for everyoneto get thebrand and
message out, regardless of whether it seems to be making an immediate or direct impact onther
busness.

Thesoda outcomes of the partnership cannotbe overstated. Some of the beneficia aspects of
being a patne mos commonly reported indudeworking togeher, collaborating, being part of a
groupof like-mindeal people, and meeting other farmers. At the same time, patnersfrequently
said tha ther experience could only beimproved by participaing more. For these reasons it
seems tha the partnership could benefit from still more interaction among patners, in both work
and sodal contexts. Two partners even made adirect suggestion to provide more oppatunities
for thegroupto get togehe outside of thenomal meetingsand activities.
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Partners also placed alargeemphasis on the sense of community beng created throughthe
patnership. A broad mix of old-timers and newcomers, organic and conventiond, small-scale
and large, farmers and ranche's, are working together to direct thefuture of agriculture in the
Capay Valley region. CVG is consdered a unifying force that provides apostive focusaround
which people can organize themselves.

Findly, therole of CVG in leading to other, more synergistic outcomes should not be
undeestimated. Althoughthere is some ambiguity where the outcomes of the Agriculture Task
Force end and those of CVG beagin, thereis no question that the partnership isinfluendng the
development of projects tha have great potential to impact theregion®@agricultural econory.
For example, groupinteractionshave aready facilitated busness deals and cross-marketing
arrangaments among patners. In addition, CV G partne's are heading up the planning and
implementation of a cut and wrap facility for thedirect marketing of meat, and a CVG storefront
for themarketing of CVG produds. Partners are also involved with the establishment of a
certified community kitchen, and the development of local olive oil produdion and marketing.

Conclusions

Capay Valey Grown is an excellent case study of how a diverse group of farmers and ranche's
can join togeher to develop solutionsfor the chdlenges they face in agriculture. The evaluaion
process revealed tha soda impacts are mog bendicia to CVG partnes at this point, and tha
the partnership is aunifying force hd ping to build a strong sense of community among Capay
Valley producrs. Inthisway, the patnership is certainly succeeding as pat of alarger
community development initiative.

Theprocess also revea ed theimpartance of usng a systematic approach to gather feedback
aboutthe partnership. Althoughit required alargeamountof time, the survey broughtout many
interesting points regarding partner experiences and perceptionstha would have been difficult to
reveal othewise. CVG can now address and act upon the numerousideas and suggestionsto
strengthen its efforts.

Neverthdess, this evaluaion should only be congdered a source of baselinedaa aboutCvVG
patners, services, and outcomes. In order to maximize the usefulness of theinformationin this
report, it will beimportant to carry outsimilar monitoring and evaluation activitiesin thefuture,
so that compaisonscan be made ove time. Depending on resource condraints, the patnership
will need to choo% which areas to continuemonitoring, and how often to collect daa. Appendix
A offersatool tha can be used in a systematic approach to future monitoring, and indudes many
suggestionsregarding thetypes of outcomes and indicators tha can betracked over time.
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Appendix A: Indicators

A series of tables are provided in thefollowing pages to demondrate oneway tha CVG can
approach future daa collection and organization. Each table lists a number of outcomes and
indicators that can betracked to document progress towards reaching the partnership@ gods. For
each indicator, there are spacesin thetable to doaument the baselinelevel, target value source of
data, and ease of collection. Some of theindicators are pulled directly fromthe patner and
consumer survey results presented in thisreport, and thar baselinelevels are doaumented.
Others need be compiled from partnership records or would require additiond research. An
exampleis bdow.

Goal: Toincrease producer and community paticipaion, collaboration

Outcome I ndicator Basline | Targe | Sourceof | Easeof
data collection,
comments
Increased producer Number of CVG | 2004:23 Partnership | Easy, aready
participdion, producer patneas | 2005:27 records beng
strength of CVG 2006: collected

Althoughmany potential indicators are listed, CVG could undoubédly identify many more.
However, to make theidea of future monitoring less overwhdming, it would be hdpful to
prioritize the outcomes and indicators, and choo® a smaller subset to work with. Some of the
criteriato consde when making those choices indudethe ease of collection, and howwell the
indicator reflects progress toward the patnership@ gods.
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