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Economics & Marketing of Peach 
Production in Florida

Florida peach – RISKY business?!
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Florida peach OPPORTUNITY

 FDACS Specialty Crop Block Grant
 Funded in 2010 to conduct research on establishment 

and production costs in Florida stone fruit industry

Begin at the beginning…

Florida peach orchard
 Current available budgets do not accurately 

represent Florida production
 Middle Georgia
 Southeastern Consortium  MS, AL, LA, TX, AR & GA

 Key areas:
 Tree expense
 Revenue
 Florida tree fresh peach ~5x national fresh peach
 40¢/lb. vs. $2.00/lb.

 MARKETING
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Florida 2011 peach grower survey

RESULTS

Reported 2011 Florida peach acreage 
(n=27)

 Estimated 900 acres
 In 2012 – 150+ acres planted
 50-200 acre groves

Acres % of Acres

Average 

acres/farm

Peach Acreage Owned 476 76% 17.6

Peach Acreage Leased 154 24% 5.7

Total Peach Acreage 630 100% 23.3
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Reported 2011 Florida peach 
preferred varieties (n=27)

Preferred Florida Peach Varieties

UFSun

TropicBeauty

UFOne

Flordaprince

Flordaglo

UFBeauty

* 2012 – UFBest available

Reported 2011 Florida peach 
marketing channels (n=13)

Market Channel

Number of 

respondents

% of 

respondents

“Very 

Satisfied”

Cooperative 5 38% 100%

Broker / Wholesaler 2 15% 50%

Direct‐to‐Final Consumer 9 69% 78%
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Reported 2011 Florida peach 
technologies (n=27)

Technology 

Number of 

respondents

% of 

respondents

Soil analysis 24 89%

Plant leaf analysis 12 44%

Freeze protection 10 37%

Irrigation system 12 44%

Florida 2011 peach grower survey

BUDGETS
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Florida peach planning budgets
Year Variable

Costs
(VC) per 

acre

Fixed 
Costs

(FC) per 
acre

Total 
Costs 

(TC)  per 
acre

Total 
Costs 

(TC) per 
pound

Return 
above 
VC per 

acre

Return
above 

TC acre

---$--- ---$--- $/acre $/lb. $/acre $/acre

1 $4,337 $723 $5,060 ----- -$4,337 -$723

2 $2,771 $832 $3,602 $2.07 -$596 -$1,427

3 $3,466 $1,086 $4,552 $0.78 $3,784 $2,698

4 $3,956 $1,267 $5,223 $0.60 $6,919 $5,652

DRAFTDRAFT
 Yields: YR2 12lbs/tree, YR3 40 lbs/tree, YR4 60 lbs/tree

 75% packout

 $1.25 grower price

 FC – 5% gross receipts management charge

Florida peach WHAT-IFS? Analysis YR4

SALES TOTAL COMMERCIAL YIELDS

20 40 60 80

0.50 -$2,332 -$566 -$547 $341

0.75 -$1,633 -$57 $1,519 $3,096

1.00 -$944 $1,321 $3,586 $5,851

1.25 -$255 $3,784 $5,652 $8,606

1.50 $433 $4,076 $7,718 $11,361

1.75 $1,122 $5,453 $9,784 $14,116

2.00 $1,811 $6,831 $11,851 $16,871

 Returns above Total Costs (TC) per acre

DRAFTDRAFT
DRAFT



5/3/2012

7

2011 Florida peach grower survey
 Keep in touch with specialists
 New varieties
 Staggered production
 Planned technological investment
 Freeze protection (33%)
 Overhead irrigation (11%)
 Plant leaf analysis (11%)

 Crop insurance (77%)
 Minimal leverage of land & establishment costs (80%)

Reported research goal priorities?
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Florida peach marketing

MARKETING 

MIX

PRICE

PRODUCT

PLACE

PROMOTION

U.S. total and utilized production, all peach, 
1980-2010, USDA-NASS
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U.S. monthly average grower price received, fresh 
peach, May-July, 1980-2010, USDA-NASS

U.S. average retail price, fresh peach, Oct. 
2007 – Dec. 2011, USDA-NASS
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Southeastern U.S. average retail price, fresh 
peach, Oct. 2007 – Dec. 2011, USDA-NASS

U.S. average weekly retail price, fresh peach, 
April 1 – June 30, 2011, USDA-NASS
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Direct marketing motivation

econ.msstate.edu
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USDA Economic Research Service –

Report #128, November 2011

 “Marketing of local foods via both direct-to-
consumer and intermediated channels grossed 
$4.8 billion in 2008…”

 “Despite increased production and consumer interest, 
locally grown food accounts for a small segment of U.S. 
agriculture. For local foods production to continue to 
grow, marketing channels and supply chain 
infrastructure must deepen.”

Direct marketing motivation

Free web‐based resource

Allows users (producers & 
buyers) to update individual 
data & search all data 

Maps potential markets 

Maps and provides profiles 
of food related businesses
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“We are a small family farm in 
North Central Florida…We offer 

wholesale delivery to 
Gainesville three times a week. 
With advance notice we can 
grow to your specifications.”

DRAFT



5/3/2012

15

“Our certified organic 
produce is marketed both 
through a wholesale broker 
and locally to stores and a 
community‐supported 

agriculture program (CSA)…”

DRAFT



5/3/2012

16

DRAFT




