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Situation:
On Guam and nearby Pacific islands, farmer surveys have identified improved 
marketing as the top priority for remaining sustainable. Farmers say they would like to 
better penetrate the tourism industry, the islands’ largest economic sector.

The Guam Hotel and Restaurant Association’s Food and Beverage Committee says its 
No. 1 objective is “to support the local economy by working with the local farmers to 
grow products in sufficient numbers that can be used by all hotels and restaurants.” Yet, 
the industry currently uses few local food products.

Information gathered from a previous Western SARE Professional + Producer Grant 
(Kona to Guam: Weaving the Farmer Chef Network, FW08-313) helped lay the 
groundwork for this grant. Among things learned through that grant – carried out by a 
coalition of farmers and chefs visiting Kona, Hawaii, in September 2008 – was that 
when chefs in Hawaii use local produce in their menus, they become the most vocal 
advocates of buying local produce. 

What’s more, local produce suits chefs’ needs in many ways: it’s fresher, higher in 
quality and conveys an ambience that tourist seek. 

The key is education and communications between chefs and farmers, persuading chefs 
to use produce that’s available each month rather than seeking a product’s availability 
year round.

Objectives:

1.Survey the tourism industry’s total monthly demand for each fruit and vegetable 
grown on the islands

2.Conduct market surveys and farmer interviews on product seasonality by month

3.Develop food processing methods to extend the availability of a few key seasonal 
products

4.Sponsor regular community-building events between farmers and chefs

5.Develop educational products like the “What’s Fresh Now” monthly guide

6.Conduct farmer/chef meetings on product standards, market logistics, seasonality 
and other issues

Accomplishments/Milestones:

Objective 1

The project team conducted a survey of members of the Guam Hotel and Restaurant 
Association (GHRA) Food and Beverage Group and the Micronesian Chef’s 
Association (MCA). Responses identified seven locally produced vegetables that can 
compete with wholesale imports on price alone. 

Focus groups sought to identify new marketing channels and chef demand for tropical 
fruits. Meetings with Palau chefs identified which tropical fruits are underutilized and 
what fruits and vegetables the chefs would like to see grown locally.  

Objective 2
In Guam, the project team developed both fruit and vegetable seasonality charts. 
Meetings with chefs elicited buy-in to make a calendar on a monthly basket of local 
fruits. In Palau, farmers and chefs identified the most popular fruit, vegetables and root 
crops in season each month for a seasonality calendar.  On Pohnpei farmers provided 
contact information and produce seasonality information, and farmers developed 
recipes for local products.
Objective 3 
In Palau, four products were identified for value-added efforts: calamansi, jackfruit, 
Panama berry soursop and pickle fruit. In Guam, soursop and calamansi were targeted 
for value-added research and demonstration, and workshops have been held on 
processing frozen soursop puree, making calamansi marmalade, and frozen soursop
yogurt with probiotics added. 
Objective 4 
Through regular meetings with the GHRA and chefs associations (MCA), three of the 
islands’ biggest culinary events – Pastries in Paradise, Taste Guam and Pacific Hotel 
and Restaurant Exposition – have been focused on local produce.  The co-op maintained 
a seasonality display at most of these events.
Objective 5 
Seasonality charts for Guam are done, those for Palau are in the works and a cookbook 
is being produced for Pohnpei.
Objective 6 
A three-day farmer-chef conference held on Guam July 23-25, 2012, drew 90 
participants and covered topics like farmer-chef linkages, the role of the Master Food 
Preservers programs in developing value-added products and how Master Gardener 
program can increase the availability of tropical fruits and vegetables.  A similar 
conference was held in Pohnpei in the Federated States of Micronesia July 16-18, 2012, 
and a two-day conference was held in the Republic of Palau on July 26 & 27, each 
attended by more than 35 people.  Additional funds were provided by the Micronesian 
Chef’s Association and the South Pacific Commission to bring Guam chefs to these 
events.  On Guam, through regular meetings with farmer and chef groups, a market 
channel was opened for a target vegetable – cherry tomatoes. Sales of cherry tomatoes 
in one year doubled to 1,200 pounds a week from 600, with demand growing.

Impacts and Contributions/Outcomes:
With increased chef demand for new and underutilized local crops, this project is on 
track to: 

 Promote sustainable practices, farmer name recognition as a marketing tool for 
chefs and insure Guam produce is included in all buy local efforts. 

 Increase farm income, competitiveness and markets for local produce through 
import substitution in the island tourism industry 

 Improve nutrition by substituting fresher local products for imports
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Demand for cherry tomatoes doubled when chef’s 
learned of their availability.

Yams on display at the Micronesian 
Chef’s Association meeting.

Bob Barber, right, University of 
Guam ag economist and 

principal investigator, inspects 
vegetables with Bill McDonald 

at the meeting of the 
Micronesian Chef’s Association.

Pastries in 
Paradise.

Fruit availability posters were 
created to help chefs plan menus.

A display at the Taste of Guam.

A produce display at the 
Micronesian Chef’s 

Association gathering.


