
H
aw

aii Coffee Checkoff
Program



A
com

m
odity

checkoff
program

collects
funds

through
a

checkoff
m

echanism
,

som
etim

es
called

checkoff
dollars,

from
producers

of
a

particular
agricultural

com
m

odity
and

uses
these

funds
to

prom
ote

and
do

research
on

that
particular

com
m

odity.
The

organizations
m

ust
prom

ote
their

com
m

odity
in

a
generic

w
ay,

w
ithout

reference
to

a
particular

producer.
Checkoff

program
s

attem
pt

to
im

prove
the

m
arket

position
of

the
covered

com
m

odity
by

expanding
m

arkets,
increasing

dem
and,

and
developing

new
uses

and
m

arkets.
Because

individual
producers

of
nearly

hom
ogeneous

agricultural
com

m
odities

cannot
easily

convince
consum

ers
to

choose
one

egg
or

orange
or

a
single

cut
of

beef
over

another,
they

often
have

joined
together

in
com

m
odity

prom
otion

program
s

to
use

generic
advertising

in
an

effort
to

expand
total

dem
and

for
the

com
m

odity,
w

ith
the

objective
of

helping
their

ow
n

sales
as

w
ell.

Activities
are

intended
to

expand
both

dom
estic

and
export

dem
and;

exam
ples

include
advertising,

nutrition
education,

research
to

im
prove

product
quality

and
appeal,

m
arket

research
studies,

and
technical

assistance.
These

activities
are

often
self-funded

through
assessm

ents
on

m
arketings

–
hence,

the
nam

e
check-off

program
s.

Source: W
ikipedia

W
hat is a Checkoff Program

?



•
A

lm
ond Board of California

•
A

m
erican Egg Board

•
A

m
erican Lam

b Board
•

Cattlem
en's Beef Prom

otion 
and Research Board

•
Cattlem

en’s Beef Board
•

Christm
as Tree Prom

otion 
Board

•
Cotton Board

•
D

airy M
anagem

ent Inc.
•

M
ushroom

 Council

•
N

ational H
oney Board

•
N

ational W
aterm

elon 
Prom

otion Board
•

N
ational Peanut Board

•
N

ational Pork Board
•

N
ational Processed Raspberry 

Council
•

Popcorn Board
•

U
.S. H

ighbush Blueberry 
Council

•
U

nited Soybean Board
•

U
nited States Potato Board

M
ajor Checkoff O

rganizations (U
SA

)





Exam
ples of M

arketable Attributes of H
aw

aii-G
row

n Coffee

•
Im

plem
entation of Integrated Pest M

anagem
ent (IPM

) practices
•

Leverage Recognizable H
aw

aii-origin Im
agery &

 Perceptions
•

Food Safety Certification
•

Resource Conservation
•

Traceability
•

M
inim

um
 w

age
•

Sustainable practices (environm
ental, social, and/or econom

ic)
•

Fair trade
•

W
ildlife habitat preservation and/or enhancem

ent



•
Avocado

•
Floriculture

•
Fresh vegetables

•
H

oney
•

M
acadam

ia nuts
•

N
ursery crops

•
Papaya

•
Pineapple

•
Tropical Fruits

•
Value-added products that H

aw
aii’s 

specialty crops as a prim
ary ingredient

Exam
ples of Potential H

aw
aii-G

row
n Partner Industries



Industry Self-
Assessm

ent

Co-Pay &
 

G
rant 

Applications &
 

Aw
ards

Branding &
 

M
arketing 

Activities

Industry 
Benefits:
RO

I from
 

M
ajor 

M
arketing 

Cam
paign



O
bjective

A
ction

Responsible
Party(ies)

O
bjective 1: Establish the checkoff organization, by 

law
s and governance

D
raft by-law

s &
 

D
irectors, establish 

entity

Staff, legal 
contractor, 
stakeholders

O
bjective 2: D

evelop the logo &
 brand identity

Engage contractor
Project Staff 
and Contractor, 
w

ith Board 
Approval

O
bjective 3: Secure state and federal tradem

ark 
protection

Register w
ith D

CCA 
and engage w

ith 
m

ainland legal

Project Staff, 
legal

O
bjective 4: O

utreach to producer groups and 
processors; develop crop-specific &

 m
arketable 

participation criteria 

Conduct outreach via 
m

eetings and other 
com

m
unication to 

engage project 
participants.

Project staff, 
Industry leaders

O
bjective 6: Leverage private industry funds

U
tilize funds raised 

for additional 
m

arketing resources

Project staff

O
bjective 7: D

esign and begin executing m
arketing 

cam
paign

Project staff



Q
uestions?

M
ahalo!


