Ag Summit 2008
Thank you for that introduction. And let me add my thanks to Darla Moore and the Palmetto Institute for the energy and resources devoted to making South Carolina a better place to call home. And specifically for the role you have played to promote new opportunities for agribusiness in our state. Your enthusiasm is infectious and is serving to bring an increased cohesiveness to our industry.
We’ve heard a good deal of information this morning about the size and status of our agribusiness industry in South Carolina.  I’d like to share some of my thoughts as to how we can capitalize on this strength of our industry all the while putting a face on agribusiness that has appeal to our neighboring consumers in the Palmetto state.
Agribusiness in South Carolina has many components from the field, orchard, or forest to the finished product. The base level of it all is production. With regards to production of farm crops, in my opinion, we have two categories of operations that I’d like to talk about. One category is what many of us think of as main-stream farming. The other I have come to call main-street agriculture. I hope we already have an appreciation for both of these types of operations.
Main-stream farming operations account for the bulk of the farm gate values in South Carolina. For the most part, they supply commodities into the food and fiber chain, far from the end use and the end value of the crops produced. Statistics tell us the average distance from the farm to final use is 1,500 miles. The vast majority of farm-gate values are generated from main-stream farming. For the United States, these producers are the reasons we will have record exports in 2008, in excess of $100 billion.

To bring it closer to home, in South Carolina, let’s take forestry and poultry—two very significant components of the agribusiness supply chain. These two categories of agribusiness production have a combined farm gate value of approximately one and a half billion dollars. This is about half of the total crop value total for South Carolina.
But, farm gate values and final values are far apart to main stream farmers. On average, for every dollar spent on food, about 20 cents makes it back to the farm. The processing and distribution chain adds four times the value of the crop to produce its retail value. 

The sheer size of the segment of our agribusiness industry that we call main stream farming is impressive. But its limited share in the final product value indicates that there should be opportunities in the future to add to the farmers’ share of product values.

The other category of operators I have come to call main street agriculture. The reason for this name is that they deliver their agriculture goods to main street, or elm street, or whatever street provides an outlet to do so. Their agriculture is delivered by way of a more direct route to the consumer in any number of ways. It may be one of the 80 or so community based farmers markets in SC, or it might be a roadside market. Or it might be a part of their agritourism enterprise.
With the continued success of our Certified South Carolina campaign, the outlets to deliver main street agriculture are increasing. It may be by way of a grocery store shelf of a retailer who has partnered with that farmer. With the Fresh on the Menu restaurant program, the outlet may be one of our 130-and-growing restaurant partners who agree to use as much SC products as possible.

Regardless of the selling venue, the route from production to consumption is shorter. Two things are inversely related to the lesser distance that the product has traveled. One is the farmers’ share of the final product value is greater. The other is that the consumers’ opportunity to purchase a healthier product is greater.  
From our initial consumer research for Certified South Carolina, we knew that consumers were looking for healthier alternatives for their food choices. We also learned that there was overwhelming support for local products from local farmers. 
For someone like myself coming from the main stream farming side of things, I have come to realize that consumers may be able to relate better to agribusiness by way of main street agriculture. 

That point was made clear to me a couple of weeks ago in a conversation with a friend of mine from Columbia as we watched the election returns come in. He said to me, “Listen I’m certainly not a tree hugger, but I really would consider buying land out in the country somewhere to grow some of my own food. Just so I’d know that I was getting something, you know, fresher.” His comment was that our marketing program combined with the tomato scare last summer made him realize he wanted a more local supply of food. 
My response was he could have that without having to change his zip code to Barnwell or Saluda. I told him to let agribusiness deliver it to him. I went on to tell him a little of what I want to visit with you about for a few minutes this morning.
Earlier this morning, you heard some information about our industry that has played a role in a new initiative at the Department of Agriculture. You’ve heard the report of the size of agribusiness in South Carolina. That we’re the largest component of our state’s economy. 
But you also heard research that reported what many of us have realized for years—that agribusiness operates just under the radar of consumers, of state leaders and decision makers, of most folks not associated with our industry.

The story I told you about my friend from Columbia reflects an opportunity that we need to capitalize on. Buying local food is a priority for a greater and greater number of consumers around the country and around South Carolina. The movement has become so widespread that a name has been coined to give it notoriety and consistency around the country. It’s called locavore. A locavore is someone who eats food grown locally, usually a radius of 100 miles.
Now comes the part I feel a little queasy telling you about. The phrase was first made public at the World Environment Day in San Francisco in 2005. Yeah that certainly puts the SC Department of Agriculture with some ‘different’ company. But that’s ok. By 2007, the world locavore was chosen as the word of the year by the New Oxford American Dictionary. Promise, though, that you won’t leave here and report back that the Commissioner of Agriculture went out to San Francisco and came back talking a new language. 
Another slogan associated with the locavore movement is “think globally, act locally”. As many of you know, in South Carolina, we’ve never been one to follow along with an idea just because someone else is. So we’re taking the initiative to for main-stream farming to “think globally and main-street agriculture to deliver locally” We think the locavore movement has a world of potential to influence consumers opinions about agribusiness. But our focus is South Carolina agribusiness. For that reason, and maybe a little because of the California origin for locavore, we are going to put a name on eating local right here in South Carolina. We want to launch the Palmettovore campaign in South Carolina in the spring of 2009. A Pamettovore will be defined as someone who eats food grown in the Palmetto state. I’ll bet you had that figured out already. 
Now I should point out that this is the first time we have publicly talked about what is in effect the next phase of our Certified South Carolina marketing program. The ink is certainly not dry on this campaign. The idea is still somewhat written on the back of an envelope. We’ll run it by some focus groups as we did before to make certain we are investing public resources in the most effective way we can.  I’ll be honest about it. When I have mentioned the term Palmettovore: some folks thought I was talking about something akin to a roach, while others thought about an evil toy their child once played with. 
But, think for a minute, how many campaigns or brands have become a part of our everyday vocabulary and influence our behavior. Ten years ago, if you told someone to Google something, they might slap you. Four of five years ago when you said Just Do it! people knew you meant to do whatever you were doing in a pair of Nike shoes.

Regardless of what the final terminology might be, I want to share some thoughts about what the campaign is designed to do. We want it to continue to have influence on the shopping habits of consumers in South Carolina. We want folks to want to be a part of something new, or more precisely, something new again, and that is eating local. But we want them to think of themselves as being a part of something really special for themselves and their state by doing it. Certainly, our Certified South Carolina campaign has started us down this path. But we know that in order to reach the thirty-year olds and under, we need to give them something easy and fun to relate to.
We know we cannot afford the conventional media cost to really saturate South Carolina with this idea. So we anticipate that this Palmettovore campaign will catch on in the viral media world. You might see an ad show up on You Tube. We want to develop some chatter in the Face Book or My Space world. If you’re looking at me like what is he talking about now, just ask your children or grandchildren.
But how does this campaign impact agribusiness. We think the Palmettovore campaign can help put a consumer-friendly face on South Carolina agribusiness. It can capitalize on the positive image that the public has about farmers while ‘delivering’ local products to a consuming public who want what we have. What main street agriculture has that consumers want is the opportunity to feel better about their food buying decisions—knowing that they can positively impact their health and the health of their loved ones.

All the while that the Palmettovore lifestyle is delivering a benefit to the consumer, look at what it can do for our industry. In simple terms, it can enhance it. Now let me say that, with the magnitude of a $34 billion impact that agribusiness has on our state’s economy, we aren’t likely to meet at next year’s ag summit driving new pickup trucks due to the success of the Palmettovore campaign. Probably couldn’t find one next year anyway! 
But, at the same time, it can make a difference to the financial success of some members of our industry—that is, the main street agriculture component. It already has made a difference for some. You saw Michael and Becky Worrel earlier in the video talking about what Certified South Carolina has meant to their operation. There are two operators from right here in the lowcountry who, in 2009, will sell over 1,000 ‘shares’ of their produce operation to local consumers. 
But what can it do for the producers who make up the main stream farming group I spoke about earlier. In the examples I just gave, I hope it is obvious that these farmers are not only delivering what the consumer wants, they are ‘delivering’ an image for our industry.
A positive image that the consumer who doesn’t really concern himself or herself about the role of agribusiness in the future prosperity of our state, but a consumer who is concerned about where their food comes from. And is concerned about who’s growing it? 

Does it have to be organic? It can be, but I don’t think it has to be. It has to be from someone they can trust. When possible, from someone they can see and gain confidence from. That’s one thing our Palmettovore campaign will focus on.
We should all recognize that it’s a big group under the tent we call agribusiness. Trees and tomatoes. Soybeans and squash. Corn, corn, and corn—grain, silage, or sweet. Milk –from cows or goats. Unless I miss my guess, no one segment under the tent has a monopoly on success. If they did, you know what would happen. Next thing you know, we’d all be doing the same thing and be doing it too well for the market to handle. And all of a sudden no more market. So our diversity is one of our strengths of our agribusiness industry. No doubt it’s also a challenge.
One challenge I offer is that we take away from this ag summit that we are a tremendously diversified industry, and that we embrace all components of it. 

At the Department of Agriculture, we think the next phase of Certified South Carolina can build on the strength of our diversity. We are proud of the impact that Certified South Carolina is having, but we do not rest on any success too long. We have challenged ourselves, and some of you challenge us as well, to always be moving forward for South Carolina agribusiness. Moving forward and by getting a little bit of what might be called ‘out there’ with the Palmettovore campaign, we can deliver what the consumer wants and what our industry needs. 
Who knows, in a couple of years, it might be Palmettovore as the word of the year in the New Oxford Dictionary. But, nevertheless, we, like so many organizations and individuals in the room here today, do want it to make a difference for South Carolina and for South Carolina agribusiness.

Thank you for your attention and for your support of the South Carolina Department of Agriculture.
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