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Mercadotécnia de Nichos Retos de la Mercadotécnia de Nichos
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Etiquetas Certificadas por 3 Persona
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Crecimiento de Organicos, 1997-08
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Source: Nutrition Business Journal and USDA/ERS
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Sobrerecios Orénicos Nicho a través de la Mercadotécnia Directa

* “Locavorio” (locavore)

+ persona que busca alimentos producidos
localmente

+ mas nutritivos y con mejor sabor
N T T + se cree que tiene un impacto de carbono menor

] 208
Brogooll

= * Vinculo entre el consumidor y el productor

Cabbage, Grosn organic prics listed for 45#; convartional price keted for
ane

. + Conocimiento intimo del consumidor
Camrots
Grapes: Thompson uMa;::ol price Ilmdh-sl: = 12

_ _ + apoyar la comundad local y el medio ambiente
i T + cuestiones de seguridad alimentaria

§49.00

CUSUmMBSE organic price listed for 224
T2CH $2850 1 a] 208

$31.50



Definicion: Mercadotécnia Directa Mercadotécnia Directa: Tendencias

Censo de Ag : Venta Directa para el Consumo Cambio
Humano Operaciones (#) Anual %

¢,Durante 2007, cultivo o produjo Ud. algun Todas (#) 2 215,876 128 982 2 204,792 - %

directamente a consumidores para el Directa (#)

consumo humano? Incluya ventas en cualquier -
lugar dentro o fuera de su operacién. Excluya Ventas ---

productos artesanales o procesados como Todas ($1,000,000) $201,378| $200,646| $297,221 4.0%
jaleas, chorizos o jamones.

-
¢, Cudl fue el valor bruto de estas ventas directas? Directa ($1,000,000)
| wemww| ome] omww| omw| |

Fuente: Censo de Agricultura
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SE Arizona Mercadotécnia Directa

Mhru# [ soin now |

Home  Fiold Trips & Tours  Mail Order  Harvest Calendar  Testimonials  Special Events  Map & Directions FAGQs Contact Us

Become a Fan!

B 200 A NOW WITH 2 GREAT FARMS!
=

Opening for the season
JULY 3, 2008!
e =5 Upcoming Events

Wikces, AZ 85843 5 : 3
530,384 2084 . Apple Annie's echard
Visit our Orchard for:

® Apples, Peaches & Pears
® Bakery

® Burger Bam

® Gin Shop

® Fudge






Productos de Valor Aiadido

Huertas de Briggs y Eggers
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A Family Tradition

It all started when Joe and Jean Briggs began farming in
tha fartila Banita Springs Vallay in 1968. Tha 4,500-foot
elevation, sunny days, cool nights, and plentiful supply of
pure water create the perfect environment for growing
deliciously sweet fruit! Melissa, and her husband, Lance
Eggers, joined the family operation in 1993.

The pride that in our archard is reflected in every detail from
the blossom on the tree to the apple in your hand.

That's why our fruit tastes so great. It's the freshest,
tree-ri d fruit avail anywhere!

Healthy
Our 400-acre orchard lies at the
base of Mount Graham, a critical

W " skyisland” habiatformany 5 " Freshness -
:DE;ESQ.'I\:VT:?‘%\;%";:":A"& 3 minutes after being picked, our 7 >
. ganicaly & et fruit is moved to the coolers. Mostof £ L.

good news for you and your familyas well as for birds and  our fruitis shipped within 48 hours of =
animals thatrely upen the clean air and water inthis being packed. As a result, we offer
valuable migration comdor. the freshest, sweetest treeripened

fruit available.

web: www.brigas-eaaers.com / emall: briaaseanersf@starband.net
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Welcome to New Harvest Organics

i
=<1 § § KU

<0.2% en 1995
Hoy en dia 210%
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Mercadotécnia Directa: Consideraciones

Consumidores locales — mercado confiable

Eficiencias de Costos; Buena Contabilidad
+ Briggs y Eggers: Necesario ser organica
+ Apple Annies: malezasy “U-Pick”

Agrado con el Pablico

Productos y Productores Complementarios
Una experiencia Unica es la Unica fuente de
gananancias que no puede ser quitada por sus
competidores

Recursos

:.!mlerlr_l Prgﬂlll of
III'II}‘_UE Ve Agricirnte 2 I:erlifil:alil:lll
("l and Labeling
for Rgricutural [
or ur N .
Producers

www.valueaddedag.org
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Recursos

http://www.ers.usda.gov/Data/Organic/ g e -

http://www.ams.usda.gov/NOP/ @ National Organic Program

. . o
http://attra.ncat.org/organic.html ”&@ ‘i‘i‘“"”;':‘“ e Y

http://processverified.usda.gov/
http://www.eatwild.com/
http://www.localharvest.org/

http://www.farmdirectory.org/
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