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The “Chestnut Market” Road Map

• Promising Trends

– Diet, Health and Nutrition

– $ Buy local $

– Growth in the organic market

• Chestnut Marketing 101 basics

• Fast facts about the chestnut market

• The status of our knowledge about prices, 

sales, markets, consumers, trends

• Where and how to market chestnuts

• Value added ideas



Diet, Health and Nutrition
- Booming Market Demand -

• The time is right to promote tree-nut 
consumption

• Nuts contain potent, health-protecting 

compounds.

• U.S. consumption of all tree nuts 

combined is less than three pounds per 

person/year.



Eat, drink, be merry AND exercise

Chestnuts are 

more similar to  

grains than they 

are to nuts!!!



New from FDA in 2003

Chestnuts are low in 

fats, gluten free, the 

UnNut!

UMCA Nutrition Guide 

Sheets  developed 

with healthy recipes 



Trend toward “buy local” supports 

growth of niche crop markets.



Growth in Farmers Markets

1994 - 2009
Farmers Markets Supplied by Family Farms

1,755 5,274



Buy Local Trend?  You Bet!

• Consumers are 20 times more likely to 

choose Missouri chestnuts, and 5 times more 

likely to select U.S. chestnuts compared to 

imported nuts (Aguilar et al. 2010)
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The Organic Marketplace

Organic food market retail sales growth has 

equaled 20 percent or more annually since 

1990, from $1 billion in 1990 to $20+ billion in 

2008  

Contrast this to growth rate of less than 5% 

for the overall US retail food market



Organic Chestnut Price Premium
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Chestnut Marketing 101                           
Why Look at Markets?

Risk-averse producers reluctant to  

undertake new enterprises (e.g., 

chestnut production) in the absence of 

readily available market information

Market knowledge is a key ingredient in 

the success of profitable enterprises 

that produce commercially valuable 

products



• Identify buyers and their needs

Who are my customers?  

• Research the competition 

Who are my competitors? 

• How do I explore the industry?

• Is there a way to add value to my product?

• What are my costs and potential returns? 

• What price should I charge?

• How do I get into the market?

• How do I get products to the buyer?  

Exploring the market potential



Marketing Research - Where to begin

Ask questions about:

Customers - the group(s) most likely to buy 

your product

Competition - current or potential entrants in 

your potential market

Industry - specifics about industry 

standards, influences and trends



Marketing Strategy

Identify buyers and their needs (consumers, 

brokers, wholesalers, retailers)

Research the competition (how do they market, 

is the market flooded, are their untapped niches)

Explore the industry (know the industry 

standards, influences within the industry, 

industry trends)

Add value if possible and appropriate to your 

situation



Market Opportunities

Chestnut



Revisit UMCA Chestnut Program        

Focused in 4 areas
1. develop and test best chestnut cultivars 

and orchard production and management 

techniques 

2. ongoing market research

3. increase consumer awareness and 

demand

4. create “grower clusters” 

 Develop value-added industry (still to do)

• Long-term goal:  develop a thriving 

U.S. domestic chestnut industry



Approach to Chestnut Market Development

Market “Pull” Strategy

Develop US consumer market to stimulate 

demand for chestnuts and chestnut products.

Introduce chestnut to US consumers as a 

“new” crop

Increased demand will provide growers with the 

motivation to increase productive acreage to 

meet the demands of the marketplace 

Requires strict adherence to quality standards



Europe/Asia - An Ancient Crop



Chestnut: New U.S. Nut Crop

1,000-2,000#/acre @  $1.60 -$3.50 pound – wholesale;  

@ $4.50 - $7.00 pound retail



Fast Facts About the Chestnut Market

•American consumers like the taste of 

chestnuts, BUT, 2/3rds have never eaten *
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Fast Facts About the Chestnut Market

•Freshness effects quality, appearance, taste



Fast Facts About the Chestnut Market

•Growers, grocers 

and public must be 

educated about 

post-harvest and 

storage 

(refrigeration). 

•Unrefrigerated 

nuts mold within     

7 days!



The status of our knowledge
What we do know

•Successful growers exist, cannot meet 

demand

Fresh Chestnuts 

SOLD OUT

for 2009 Season !



The status of our knowledge
What we do know

•Exposure makes a huge difference!
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The status of our knowledge
What we do know

•Consumers receptive when exposed to 

chestnuts

2009 consumer 

survey (N=45)
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The status of our knowledge
What we do know

•Consumers receptive when exposed to 

chestnuts

2009 consumer 

survey (N=45)
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The status of our knowledge
What we do know

•Consumers who buy chestnut have some knowledge 

about chestnuts, but there is still more to learn

2009 consumer 

survey (N=45)

0

20

40

60

80

100

Right answer Wrong answer I don't know

90

2
8.0

52

7

41.040

0

60.0

Knowledge about chestnuts

Chestnuts need refrigeration

Chestnuts' fat content compared to walnuts

Chestnut flour is glutten free



The status of our knowledge
What we do know

•Consumers know how to cook with chestnuts, 

but primarily how to roast

2009 consumer 

survey (N=45)
0 20 40 60 80 100

Boiled/microwaved

Roasted

Using recipes provided by seller

Using other recipes

43

65.5

24

33

Proportion of respondents (%)

In what way have you cooked your chestnuts?



The status of our knowledge
What we do know, “local” rules

2007

Attributes Odds ratio

Medium size 1.892

Large size 1.849 2008

Small size Baseline Attributes Odds ratio

Price 0.829 Price 0.736

Produced in Missouri 10.353 Produced in Missouri 20.731

Produced in the US 5.334 Produced in the US 4.257

Imported Baseline Imported Baseline

Organic production 1.307 Organic production 4.28

Conventional production 

methods
Baseline Pesticide-free production 3.888

Conventional production 

methods
Baseline
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Most sales are fresh chestnuts

National Survey 2006:  Chestnut buyers



National Survey Results 2006           
Chestnut Prices

• Highest prices paid by restaurants, on-

line customers, health and natural food 

stores, farmers markets, and on-farm

• Lowest prices are offered by discount 

grocery stores, distributors, and 

wholesalers 

• Large range of prices received 

– Farmers markets:  $0.75 to $6 

– On-farm:  $1.50 to $6 

– Restaurants: $2.00 to $7 



Chestnut Prices

• Full-time farming operations received 

better prices.

• Producers obtained higher prices if they:

grow chestnuts from cultivars

grow organic chestnuts 

sell under a brand name 



Chestnut Prices

Chestnut Charlie sells direct to consumer at  

Missouri Chestnut Roast for $4.00 to $6.50 per 

pound depending on size

Clovers in Columbia, Missouri retailing locally 

grown chestnuts for $5.29 per pound, 2008&2009

Center for Agroforestry sells at Columbia 

Farmers Market for $5.00 per pound.

• CAUTION:  DO NOT UNDERMINE THE 
DEVELOPING CHESTNUT RETAIL  (niche) 
MARKET BY UNDERCUTTING THE GOING 
PRICE (higher is better – quality is key).



The status of our knowledge - 2009
What we do know

Direct-to-market retail /wholesale prices are high
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Crude Chestnut Financials

• Under a well managed orchard, yields should 

reach up to 2,000 lbs per acre by age 10 (from 

graft).

• Wholesale prices range from $1.00 – 3.50 per 

pound.

• Retail prices are $2.15 – 6.50 per pound.

• Gross profit per acre ranges from $2,000-$7,000 

per acre wholesale.

• Gross profit per acre ranges upward of $10,000 

per acre if crop is sold retail. 



Chestnut Decision Support Tool$
Not yet ready for prime time 



Chestnut Decision Support Tool$
You make the decision 



Chestnut Decision Support Tool$



Chestnut Decision Support Tool$



Chestnut Decision Support Tool$



Demand Trends – Next 5 Years (2006)

I don't know

21%

Increasing

62%

Decreasing

1%

Remaining 

stable

16%

Producers are optimistic about future sales demand



Competitive Advantages

Producers feel that quality is critical
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Other competitive advantages:

-Organic production

-Knowledge about the product

-Location



Reach New Consumers

Missouri Chestnut Roast



Value Added Products

Chestnut Bisque

Dried Chestnuts

Cornbread Mix



Let’s Review:  
What Can 

You Do With 
Chestnuts?  

Everything! 

Stuffing, Salad

Chestnuts in 
Italy



Soup

Dumplings

Bread



Cooked with:

Turkey, ham, 
rabbit,   

roast beef, 
wild boar,  
cod pie(?), 
corn meal



Everything Chestnut - Italy



Everything Chestnut - Italy



Everything Chestnut - Italy



Everything Chestnut - Italy



Flour, 
biscuits, 
lasagna,

chocolates,

honey



All prepared by Elvio Bellini



Where to Market Your Chestnuts
 Internet sales

On-farm sales

Farmers market

Restaurants (local high end or ethnic)

Micro-breweries 

High end specialty hog farms (market for culls)

• Create value added products

• *Grocery chains (Schnucks, HyVee, etc.), *brokers

• *Restaurants (national chains featuring Italian cuisine 

like Macaroni Grill, Olive Garden) 

• *If you have “tonnage” to meet potential demand



Educational Information to Use with 
Fresh Chestnuts



Work with Chefs - in store recipes



Work with Chefs – Public Cooking 

Demonstration – Chestnut Roast





How to Market Your Chestnuts
Publicity is free!

• Develop a great website

• Get on local radio programs to promote 

your product at a charity event

Roast (and sell) chestnuts at fairs, 

events, festivals, charity fundraisers, …

• Contact the food editor in the local 

paper to run a story on your business 

with some great recipes

• Mentor an FFA Chapter !!!



Roasting at Columbia Farmers Market

Folks love it!



“Living Windows” Downtown Columbia 

Holiday Spirit

type in 

enough



Future Market Growth
• Create value added products

Chestnut flour and associated product 

mixes

Baked goods

Chestnut puree

Chestnut honey

Peeled frozen, dried

Chestnut (acorn) reared pork products

From Spain



Another niche 

market value added 

opportunity

Chestnut flour -

gluten free 



With our “ready to eat” culture - frozen, peeled 

chestnuts may dominate future sales volume

(personal  opinion)

Australia - Cheznuts

Michigan - CGI



Chestnut Beer!  



Herb and Kathy Eckhouse of La Quercia, Des Moines, Iowa
NY Times Magazine        January 29, 2009        Field Report

Aging Gracefully 

By 

Christine Muhlke

Value Added:  Acorn (Chestnut) Reared Pork



Chestnut honey?



Join the Chestnut Growers of America

www.chestnutgrowers.com



• Lack of information for producers, retailers and 

consumers

• 5 to 10 year time lag to get a return on investment

• Shortage of available chestnut cultivars for 

commercial production. 

• Potential problems related to pest and disease 

control

• Affordable commercial harvester needed

• Markets and market structure are undeveloped

Summary – Barriers to Success



Final Thoughts

• Establishment of viable chestnut industries for 
the family farm will depend on:

consumer market development = inc. demand

increased production

active collaboration among producers

a quality product that can be sold for a good 
price

value added product development



Questions?


