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1. Department of Agriculture – Expanding Specialty Crop Agritourism in Georgia-  Final 

Performance Report  

PROJECT SUMMARY 

In 2011, the economy in Georgia was still struggling—especially the agricultural economy.  This project was 

created to benefit the marketing and sale of specialty crops grown and sold at hundreds of agritourism 

destinations.  It was also hoped to allow new agritourism businesses to be established easier, without as many 

local and regional problems.  Visitors and Georgia citizens would be able to view, enjoy and learn about 

Georgia Grown agricultural-related activities and products.  In turn, sales of specialty crops would increase and 

stimulate local economies.  This project was added to the Georgia Department of Agriculture’s (GDA) already 

existing agritourism program to meet the goals of the newly elected state agriculture commissioner.  With the 

use of specialty crop block grant funds, GDA could aggressively expand an agritourism program to meet the 

needs of specialty crop tourist attractions and marketing.  After three years of work, this project was more 

than successful in reaching its goals.  

PROJECT APPROACH 

History of Agritourism in Georgia 

Since GDA did not have a specific person handling their existing agritourism program, an Agritourism 

Ombudsman was hired in March of 2012.  The Ombudsman’s overall goal was to travel around Georgia to 

promote specialty crop agritourism.  As described in this report, this goal was overwhelmingly reached. 

Before the USDA/AMS Specialty Crop Block Grant Program awarded this grant to GDA, the main function of 

GDA’s existing agritourism program was to process and handle directional signage for each agritourism 

location (please see photograph below).  Therefore, the first thing the Ombudsman did was to visit the 

already-existing agritourism sites to determine their situations and if they had signage.  It was found that 

there was a backlog of signage requests from several years.  The Ombudsman doubled the agritourism 

locations with signage, and the backlog was completed within the first six months; Georgia went from 30 

locations with signage to 60 locations.  Today there are 98 locations with signage.   



 

5 | P a g e  
 

 

The guidelines regarding agritourism set by the Georgia Legislature left the decision to GDA to determine how 

to define agritourism.  GDA Regulatory Rules were enacted defining agritourism, as well as specific 

requirements for the location and operation of agritourism businesses.  For example, GDA requires there be a 

farm attached to the facility and be more than just a roadside stand; there must be some interaction with the 

public.  Also required are bathroom facilities, a parking area, and website information. 

Agritourism Informational and Promotional Activities 

At the beginning of this project, the Ombudsman heard several estimates of the number of Georgia 

agritourism sites and that a “master list” existed.  After searching, it was determined there were several “lists” 

but no one comprehensive or statewide list.  Therefore, the Ombudsman created a list, which is continuously 

updated.  The Ombudsman has made 500+ site visits; however there at least 80 more farms that have not 

been seen and new sites develop every day.   

A statewide agritourism brochure was published that lists 300 sites.  Some agritourism sites are not included 

with the brochure for a number of reasons.  Some sites are very small farms that simply offer you-pick 

activities.  Others do not wish to advertise or are not comfortable with a lot of people stopping in because 

they do not have the infrastructure--parking, facilities, work force, etc.  Some have just been unwilling to give 

information or respond to calls, emails or written correspondence.   

The Ombudsman created additional informational/promotional materials and attended or coordinated 

meetings, conferences, workshops, tradeshows, etc., in order to educate and solve potential issues.  In the last 

three years; several tradeshows were annual events.  The Georgia National Fair has gone from just giving out 

information and selling t-shirts to a huge building hosting booths with agricultural companies, an exhibit with 

the “Seasons and Faces of Georgia Agriculture,” and cooking demos.  There are also agriculture game shows 

and a Georgia Grown store with all local products.  Many of our agritourism sites had items in the fair store, 

some with brochures about their products.  There were also presentations from several of the farm trails 

promoting their sites.  The Fair sees over 450,000 visitors in the 10-day period.   
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The Sunbelt Ag Expo, held in Georgia, is the largest agriculture show in America.  Several agritourism sites had 

products for sale.  One of the agritourism trails had a booth and reached thousands of people with 

information.  Agritourism has been represented both by GDA and the Georgia Agritourism Association at Ag 

Day at the Capital during the legislative session.  Also during this event, the Flavor of Georgia competition had 

its finals.  Each year several agritourism sites have been included in the winners of this event.  The 

Ombudsman sends out this information to agritourism sites, as there is a lot of publicity surrounding the event 

and it is a great recognition for the farm.   

The Ombudsman also participated in the Vineyard Fest at Château Elan, the largest of the wineries in Georgia 

which invites all wineries to participate.  There were 12 Georgia-based wineries present and the appetizers 

were all from local farms. 

As far as developing relationships, the Ombudsman has met with the following groups during the grant 
duration: 
 
Northwest Georgia Vineyard Association 
Marketing Director of Gibbs Garden  
Georgia Agritourism Association 
Hwy 37 Trail Association 
Tourism Project Managers in all nine regions of Georgia 
Travel Associations in four regions 
Georgia Farm Bureau 
Staff at six of the nine Visitor Information Centers 
UGA College of Agriculture & Environmental Science 
UGA Center for Agribusiness 
Centers for Innovation in Agriculture 
Hwy 41 Farm Trail 
North Georgia Farm Trail 
Georgia Public Television 
Georgia Department of Transportation  
Georgia Department of Economic Development 
Northeast Georgia Regional Commission 
Georgia Christmas Tree Association 
Pulaski-Wilcox Agritourism Alliance 
Firefly Supper Club 
Georgia Young Farmer’s Association 
Cherokee Farm Bureau 
Cherokee Ag Expo 
Local Event Management 
Atlanta Magazine 
Winegrowers Association of Georgia 
Hwy 301 Trail 
American Planning Association 
Tennessee Department of Agriculture 
Tennessee Agritourism Association 
FARMeander 
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Louisiana State University Agritourism Department  
South Carolina Department of Agriculture 
North Carolina Department of Agriculture 
North American Farm Direct Marketing Association 
National Association of Professionals in Agritourism 
Walton Wellness 
Georgia Department of Community Affairs 
UGA Cooperative Extension 
Georgia Department of Public Health 
Visits to 500+ agritourism venues 
Worked with 55 county governments/Chambers of Commerce 
Worked with five Archway Partnerships 
Visited with five Farm to School Programs 
 
Agritourism was represented at a number of conferences and meetings.  For example, the GDA sponsors a 

Georgia Grown Symposium each year which serves to educate farmers and help them in growing their 

businesses; the Ombudsman and other GDA staff participated.  Agritourism was also represented at the 

Georgia Farm Bureau Convention, which is a huge event.  Included was a Georgia Grown reception featuring 

foods from Georgia farms (several agritourism sites) and participation in the exhibits.  All of the finalists in this 

year’s Young Farmer program were agritourism sites.  The Ombudsman participated in the Northwest Georgia 

Vineyard Association Symposium twice and served as a speaker at one of the events.  The Ombudsman spoke 

at the Winter Chautauqua (which is a tourism conference for Northeast and Northwest Georgia).  There was 

attendance at the Governor’s Tourism Conference for the last two years, which proved invaluable in 

developing contacts in the field.  The Ombudsman was on the program and created displays for the Georgia 

Agritourism Association the last two years.  Other conferences included the Georgia FFA Convention and 

Celebrating Rural Georgia.  One other opportunity involved taking the American Planning Association of City 

Planners on a farm tour and to discuss the concerns and issues farmers have with planning and zoning laws 

and how they differ across the nation. 

At workshops, the Ombudsman spoke on agritourism and Georgia Grown at four of the nine regional travel 

association groups; spoke at an Archway Partnership Lunch and Learn Workshop in Hart County; displayed 

agritourism information at the Cherokee County Ag Expo (which was specifically for agritourism sites); the 

Georgia Zoo and Safari Park introduction meeting; one of the Ag Forecast presentations; and the Firefly 

Supper Club.  The Ombudsman also participated in the Clinch County Resource Development Team, Haralson 

County Resource Development Team, Tift County Farm to School Workshop, the Stephens County Farm Tour 

and the Christmas Tree Association annual meeting. 

Several miscellaneous events the Ombudsman and GDA staff participated in included hosting a Georgia Grown 

Cookout for the Spring Football game at UGA, promoting Georgia Grown foods at the Fan Section Atlanta 

Motor Speedway during the Oral B 500 race, and setting up tours for the Tennessee Agritourism Association to 

visit some of Georgia’s agritourism sites.   

To promote local agritourism sites, Governor Nathan Deal proclaimed October 2014 as Agritourism Month.  

The Georgia Commissioner of Agriculture, Gary Black, along with local media, spent three days traveling the 
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state and visiting agritourism sites.  The cities included on the tour were Atlanta, Savannah, Augusta, Macon 

and Albany.  They visited corn mazes, pumpkin patches, farmers markets, food processing areas, hayrides and 

all of the great fall activities.    

A winery brochure has been published.  It tells a bit about each winery, along with their address, phone 

number, and website.  We did not include their hours because they change seasonally.  Wineries were difficult 

to locate.  It was imperative to build relationships with tourism managers, economic developers and other 

county government personnel to find out which facilities are operating.  It was also helpful that in this state, 

many of the businesses use the same consultants for winemaking and they usually collaborate with at least 

one other existing winery.  

There have been several meetings coordinated by the Ombudsman and GDA, the Department of Economic 

Development, and a diverse group of winery owners to establish a state-wide winery association.  Another 

meeting is scheduled in February 2015 to include all winery owners, all vineyards, corporate entities, 

governmental agencies and other interested parties.  The meeting’s purpose is to work on legislative issues 

and seek funding for research and promotions. 

GDA created a new agritourism tabletop display to be used at events.  It is fashioned similarly to a scrapbook 

page, with photos of agritourism sites.  It can be utilized by the Georgia Agritourism Association and the 

Center for Innovation in Agriculture (which also assists agritourism farms in development and growing into 

different types of venues).  

One of the marketing strategies suggested in this grant’s original project proposal was to hold a two- or three-

day “Agritourism Showcase at the Atlanta State Farmer’s Market.”  There have been one-day Showcase events 

held in Atlanta (7 times); Savannah (3 times); Macon (2 times); and Moultrie (1 time).  Promoting these events 

was difficult; after the events, we determined that there needs to be some means of paid advertising to 

enhance attendance.    
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Another marketing strategy was to have an area with specialty crops for sale at Hartsfield-Jackson 

International Airport.  Delaware Norton Company, who operates hospitality services at the airport, worked 

with GDA to have Georgia Grown products in their Food Network Kitchen located within the International 

Terminal.  The items had to be under a certain size and be consumable or able to be carried through the 

airport meeting current regulations.  There have been discussions about creating another kiosk.  As new 

products are on the market, they can be presented to the company to add new products to the store.  See 

photos below. 

 

 

            

 

The GDA publishes a bi-monthly publication, The Farmers and Consumers Market Bulletin, which reaches 

41,000 subscribers via print and online.  Every year GDA includes listings for Strawberry Pick Your Own Farms, 

Spring Pick Your Own Farms, Summer Pick Your Own Farms, Fall Pick Your Own Farms, Fall Agritourism (Corn 
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Mazes and Pumpkin Patches), a Choose and Cut Christmas Tree Farms, and Public Gardens.  These are also 

listed on the GDA’s Bulletin Blog with an additional 21,000 views.  There were articles written to include 

several agritourism sites, and each month there was a Georgia Grown member profile included as well as the 

Georgia Grown newsletter which goes out to 26,000 businesses. 

 

 

We participated for two years in the Savannah Food and Wine Festival.  This is one of the largest food events 

in the state.  The second year we had over 30 vendors in a “Georgia Grown” Village and many of these were 

agritourism sites, so they could not only sell their products but promote visits to their farms! 

Georgia Visitor Information Centers 

Another project created specific areas within each of Georgia’s Visitor Information Centers (VIC) for the 

placement of agritourism brochures. There are nine of these centers in Georgia, with seven located on the 

major interstates coming into the state.  There was a brochure prototype made which could be adjusted in 

size for each center.  There was also a plan to have “Georgia Grown” gardens at each center promoting 

Georgia products.  At this point, we have apple trees at the VIC on I-75 in Ringgold, Georgia, which are being 

maintained by Mercier Orchards, as well as muscadines donated by Georgia Winery.  There are apple and 

peach trees at the VIC on I-85 in Lavonia donated by Jaemor Farms.  The VIC on I-20 in Tallapoosa, Georgia has 

a display on the history of Georgia wines and a small vineyard trellised on the grounds. The VIC in Plains, 

Georgia has peanuts.  The VIC on I-75 in Lake Park, Georgia has displays by Horse Creek Winery and Gin Greek 

Winery inside the center’s building.  Each of the VICs scheduled “Georgia on My Mind” days and allowed local 
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businesses to come in, sample items and give out literature.  Each year, the Ombudsman sends this 

information out to all agritourism sites so they can participate in these events.      

Agritourism Website 

The GDA agritourism website and its management were revamped.  GDA’s IT division created a mapped 

system with all of our agritourism locations with signage.  We can now also make updates on GDA’s Facebook.  

The agritourism information is located under the Marketing Section of the GDA’s website 

http://agr.georgia.gov/agri-tourism_in_Georgia.aspx and shows the location of each site, the contact 

information and a small description of the business.  We also encourage people to go to the Georgia Grown 

website http://georgiagrown.com/find/agritourism where there is a section for tourism venues, pick your own 

farms, wedding and event venues, wineries, and bed and breakfast/farm stays.   The Ombudsman monitors 

this site to determine if new agritourism venues were added to make sure we are aware of them.  Every farm 

visited has been given information on how to put a profile on the site, which is free. 

The GDA also combined all Facebook pages to one page that is updated by the Press Office, 

https://www.facebook.com/georgiangrown .  The Ombudsman as well as other marketing personnel send 

pictures to the Press Office to place on the page. 

GOALS AND OUTCOMES ACHIEVED 

The measureable outcomes for this project were threefold:  (1) there will be at least a 20 percent increase in 

the number of specialty crop agritourism businesses in Georgia; (2) there will be at least a 10 percent increase 

in the number of visitors to specialty crop agritourism businesses; and (3) there will be at least a 10 percent 

increase in the sale of specialty crops at agritourism businesses.   

Agritourism Survey 

(1) The Ombudsman sent out a survey in order to determine the increase in agritourism businesses over 

the three-year grant period (2011-2014).  It took about two years of working on this in order to get an 

adequate number of correct contacts and emails to get a response.  The survey asked what type of 

agritourism site they operated and some basic questions to determine which businesses were specialty 

crop and needed to be included within the results.  About 270 surveys were sent out and the 

Ombudsman received 78 surveys with results.  It was determined from the survey questions that eight 

businesses would be removed because they were not specialty crop locations.   The survey showed 

that 15 of the businesses surveyed had opened within the last three years.  Two noted that they had 

been a retail business prior to that time but then added an agritourism venue.  This constitutes 

approximately a 20 percent increase in the number of agritourism locations. 

(2) In 2012 we asked agritourism businesses to determine their increase in the number of visitors from the 
previous year.  They were given the following choices: 
a. 1-3%                     18.42% of respondents chose this answer 
b. 3-5%                       9.21% of respondents chose this answer 
c. 5-10%                     9.21% of respondents chose this answer 
d. 10-15%                 17.11% of respondents chose this answer 

http://agr.georgia.gov/agri-tourism_in_Georgia.aspx
http://georgiagrown.com/find/agritourism
https://www.facebook.com/georgiangrown
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e. 15-20%                    3.95% of respondents chose this answer 
f. Over 20%               23.68% of respondents chose this answer 
g. NA              18.42% of respondents chose this answer 

 
The results show that 44.74% of those surveyed saw at least a 10% increase in visitors; some 81.58% 
saw some increase in visitors.  

 
(3) We also asked agritourism businesses the percentage of increased sales of specialty crops from 2011 to 

2012: 
a. 1-3%                    14.29% of respondents chose this answer 
b. 3-5%                       3.90% of respondents chose this answer 
c. 5-10%                   12.99% of respondents chose this answer 
d. 10-15%                 18.18% of respondents chose this answer 
e. 15-20%            5.19% of respondents chose this answer 
f. Over 20%              19.48% of respondents chose this answer 
g. NA                          25.97% of respondents chose this answer 

 
The results show that 42.85% of those surveyed saw at least a 10% increase in specialty crop sales.  And 
74.03% did see some increase in sales from the previous year. 

 

Another question asked was what was the increase in number of visitors to your venue for 2013? 
a. 1-3%                  12.16% of respondents chose this answer 
b. 3-5%                    9.46% of respondents chose this answer 
c. 5-10%                13.51% of respondents chose this answer 
d. 10-15%              16.22% of respondents chose this answer 
e. 15-20%                9.46% of respondents chose this answer 
f. Over 20%           22.97% of respondents chose this answer 
g. NA                       16.22% of respondents chose this answer 

 
The results show that 48.65% saw at least a 10% increase in visitors and 83.78% saw some increase 
from the previous year. 
 
Another question asked was what was the increase in specialty crop sales from 2012 to 2013? 
a. 1-3%                   10.87% of respondents chose this answer 
b. 3-5%                   14.67% of respondents chose this answer 
c. 5-10%                 10.67% of respondents chose this answer 
d. 10-15%               13.33% of respondents chose this answer 
e. 15-20%               12.00% of respondents chose this answer 
f. Over 20%         24.00% of respondents chose this answer 
g. NA             14.67% of respondents chose this answer 
 
The results show that 49.33% saw at least a 10% increase in sales and 85.54% saw some increase from 
the previous year. 
 
Moving into calendar year 2014, we asked businesses to project the results as to the increase in visitors 
from the previous year. 
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a. 1-3%              9.59% of respondents chose this answer 
b. 3-5% 13.70% of respondents chose this answer 
c. 5-10%  9.59% of respondents chose this answer 
d. 10-15%  20.55% of respondents chose this answer 
e. 15-20%   5.48% of respondents chose this answer 
f. Over 20% 30.14% of respondents chose this answer 
g. NA  10.96% of respondents chose this answer 

 
The results show that 56.17% saw at least a 10% increase in visitors and 89.05% saw some increase 
from the previous year. 

 
Also for calendar year 2014, we asked businesses to project the results as to the increase in specialty 
crop sales. 
a. 1-3%  9.59% of respondents chose this answer 
b. 3-5% 13.70% of respondents chose this answer 
c. 5-10%  9.59% of respondents chose this answer 
d. 10-15% 20.55% of respondents chose this answer 
e. 15-20%  5.49% of respondents chose this answer 
f. Over 20% 30.14% of respondents chose this answer 
g. NA  10.96% of respondents chose this answer 

 
The results show that 56.17% saw at least a 10% increase in sales and 89.05% saw some increase in 
sales from the previous year. 

 
The final survey question was of special interest to GDA in particular, due to the launching of the Georgia 
Grown program and website for the promotion of local products.  We asked agritourism businesses:  (a) if they 
were paid members of the program--49.68% said they were; (b) whether they had a profile on the site, 
without a membership--17.11% said yes; and (c) whether they do not use the website at all--34.21% said they 
didn’t use it.  It would be interesting in the future to compare the increase to those on the sites, and to those 
not on the site, to see if there were significant differences. 
 
Overall Survey Results 
 
What the survey has shown us is that there have been steady increases in attendance and sales at the 
agritourism sites in Georgia.  There were concerns that when the economy slowed down, this would greatly 
affect farms, and in addition, with the cuts to school budgets, no schools could afford to take field trips.  
Where schools did not stop all field trips, they began looking for places that were located closer to the school 
and therefore not so costly.  The Ombudsman saw many farms have an increase in the numbers of field trips 
dramatically over the last few years.  I think the same goes for family trips.  People may not be taking trips to 
travel as far, but are looking to visit “new” places closer to home.  They are also very interested in buying local, 
healthier and fresher food items. 
 
BENEFICIARIES  
This project benefited specialty crop growers as well as agritourism businesses in Georgia.  We have made 
visitors and local consumers aware of what specialty crops are available and the benefits of buying local 
products. Through speaking engagements, promotional brochures and news articles, “showcases,” getting 
products into stores, and taking farm tours with officials, other operators, and groups, we have directed 
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consumers to agritourism venues.  We have worked on regulatory issues and have met with many county 
governments to discuss their concerns and helped several specific agritourism locations one-on-one with their 
issues.  The Ombudsman visited new agritourism locations with other tourism project managers, county 
personnel, and other agencies that could help develop the tourism product and let them know about any 
monies or programs they might qualify for.  The outcomes discussed within this report have increased revenue 
and visitors, which in turn have impacted the local economy. 
 
LESSONS LEARNED 
 There were lessons learned along the way:  one is regarding working hand-in-hand with other agencies.  The 

implementation of directional signage to agritourism businesses is still a slow process. There is a good working 

relationship among the parties, but the location of the signs must be approved by an engineer and then sent 

to another part of the division for invoicing, payment and fabrication.  There have also been problems with the 

crews who install the signs making the correct placement.  They sometimes have to be called several times to 

get the signs pointing the right direction or to the correct turn.  The Georgia Department of Transportation 

(GDOT) will not make arrangements if the signs need to be placed on a county or city road.  The Ombudsman 

must make those arrangements with the county prior to the approval of signage locations and give that 

information to the GDOT.  Fortunately, the Ombudsman had contacts in the Chambers of Commerce for the 

last few counties that signs were placed in.  Only one county has refused to place the signs, claiming they were 

too big (they are 3’x3’).  We were able to get the county to fabricate a smaller sign to be placed there instead. 

One of the critical issues from agritourism operators has been the current definition of agritourism in Georgia 

law, and the interpretation of it by county governments.  In order to address some of these issues, it was 

decided that a “white paper” would be written on the subject by the GDA’s Director of Business Development 

and would be used to explain some of the laws and the concerns of business owners.  That paper is still in 

process for content and then will be presented to a group for approval. 

Without a prior listing of the agritourism sites, it took a long period of time to obtain contact information on 

each site and make visits to the venue.  The Ombudsman hoped to have every site visited by the end of the 

grant period, but that has not been possible.  Farmers from some of these sites do not respond to phone calls, 

emails and mailings.  Some locations cannot be found even using GPS.   

The majority of county governments the Ombudsman has visited have been more than welcoming and want 

to promote their local farms.  There are a few who do not see agritourism businesses as economic 

development of the area and/or will not assist in any way with the promotion of these venues.  This does not 

prevent the Ombudsman and GDA from their promotion, but it does make it more difficult for the farmer. 

CONTACT INFORMATION 

Ombudsman’s Contact: 
Cindy Norton 
Cynthia.Norton@agr.georgia.gov  
Cell: 404-295-2159 
 
ADDITIONAL INFORMATION 

mailto:Cynthia.Norton@agr.georgia.gov
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We have been very fortunate to have a good bit of publicity about agritourism in various magazines.  For 

example, the Georgia Electric Membership Cooperative (GEMC) produces a monthly magazine and has 

featured articles in cooperation with GDA.  GEMC has also written several articles on farms and food products.  

Their writers and sales people frequent GDA events and look for new places, faces, and products. 

Attachment 1 – Tabletop Display  

Attachment 2 – Adventures in Agritourism – Georgia Magazine 

Attachment 3 – Destination Agriculture – Georgia Magazine 

Attachment 4 – Picking the Perfect Berry – Georgia Magazine 



 

16 | P a g e  
 

 



 

17 | P a g e  
 

 



 

18 | P a g e  
 



 

19 | P a g e  
 



 

20 | P a g e  
 



 

21 | P a g e  
 



 

22 | P a g e  
 



 

23 | P a g e  
 



 

24 | P a g e  
 



 

25 | P a g e  
 



 

26 | P a g e  
 



 

27 | P a g e  
 



 

28 | P a g e  
 



 

29 | P a g e  
 



 

30 | P a g e  
 

 

 

 

2. Georgia Department of Agriculture – Feed My School for a Week – Final Performance 
Report 

 
Project Summary 

The Georgia Department of Agriculture (GDA) developed, implemented and promoted a multi-year 

initiative to bring more Georgia grown specialty crop agriculture products into the public school 

systems.  The Feed My School for a Week (FMS) program began with three school systems focusing on 

serving 75% to 100% of Georgia grown and produced specialty crops in a chosen elementary school 

cafeteria.  The systems chosen were Colquitt, Hall and Bleckley Counties.  This program was a three-

year commitment (but will continue on after the end of this grant period) and the GDA has worked 

closely with each school system to grow the activities and educational goals each year. 

 

With the success of the pilot year and building on the relationships developed through the GDA, school 

nutrition directors and growers across the state, five more school systems were added through an 

application process.  Madison, Grady, Forsyth, Savannah-Chatham and Bibb counties were selected to 

participate in the FMS program.   With the additional schools, we saw the programs develop beyond 

the cafeteria focus and begin to envelop the entire school community!  With the support of the GDA 

and the local school nutrition directors, the schools began to develop educational goals that brought 

even more awareness to the complete education of where our food comes from!   

 

In the spring of this past school year, 2013-2014, we added five additional schools to participate in the 

FMS program.  Commerce City, Evans, White, Tift, and Floyd Counties are now planning their first year 

of activities! 

 

Project Approach 
The FMS program has been promoted as an opportunity for school systems to focus on the source of 

the foods served in their cafeterias.  With the changes in the USDA meal requirements for the National 

School Lunch Program, the FMS program paired perfectly with what is needed in our schools and what 

is grown and produced in Georgia. 

 

Through the FMS program, the GDA focused on helping school nutrition programs develop 

relationships with growers and to look more closely at specialty crops that were already being used in 

the schools that are Georgia grown and produced.   

 

We have been driven to help develop sustainable relationships between growers, schools and suppliers 

across Georgia. 
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Goals and Outcomes Achieved 
Through the FMS program, we have not only been successful in increasing the amount of locally grown 

and produced specialty crops served to our students, we have increased the general agriculture 

knowledge of the students involved.  Through simple student surveys, we found that students had a 

general increase in knowledge of Georgia’s specialty crop industry and an increased knowledge of 

exactly where their food comes from.  We surveyed approximately 6,825 students during the first year 

of each Feed My School program (13 schools with an average student population of 525).  We reached 

our target of a 20% increase in specialty crop use and knowledge among the students surveyed. 

 

Sustainable relationships between schools and growers has also been another very successful aspect of 

this program.  Not only have the 13 school systems that participated in the program been impacted, 

we found that just through general sharing of information among the school nutrition and specialty 

crop agricultural communities, we are impacting school systems that are not participating directly with 

the FMS program!  This showed a positive first step in reaching our target for the specialty crop 

producers to sell to schools in the future.   

 

We found, however, that surveys were not a suitable tool to use with our specialty crop growers in 

order to determine if we reached our target of a 25% increase in future sales to schools.  We found the 

success rate by using the increase of face-to-face communication between growers, school nutrition 

directors and the GDA, and discussing future sales.  From this communication, it is clear we went 

beyond our 25% target increase. 

 

Beneficiaries 
The beneficiaries of this program are too numerable to count!  Approximately 52 different farms were 

contacted to supply specialty crops to 13 schools.  Ten thousand students have been educated during 

the Feed My School programs (this includes the students at all 13 schools, some of which have had two 

years of the program).  Approximately 600 teachers have been impacted by this program.  Not only has 

this program helped impact the healthier eating habits of our students, but also the economic 

opportunities for our Georgia specialty crop agricultural community has been increased as well.   

 

Through FMS, we have helped foster lasting relationships between specialty crop growers and school 

systems from across the entire state.  Through the diligent work of the GDA and the school nutrition 

directors, we have been able to increase local dollars spent, specialty crop knowledge, and the general 

school populations have had numerous opportunities to showcase how richly the Georgia agriculture 

community can enhance the educational opportunities of our students. 

 

Lessons Learned 
As with any new program, there were growing pains associated with the development of the FMS 

program.  When we became more aware of what support the school nutrition directors and school 

administrators needed to make this a successful endeavor, we submitted to USDA/AMS and were 

approved for a budget modification. 
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We hosted training meetings for all of our directors as a chance to share ideas, what worked and what 

was the most exciting for the students.  Through the meetings we helped foster more networking 

opportunities to help the directors grow the impact of the FMS program on the school and community.   

Also, we developed informational posters that focused on the statewide production of various 

specialty crop commodities.  We visited each school system to carry out commodity demonstrations 

and to educate the students on the specialty crop industry in their local community.  We developed 

“Kitchen in a Box.”  This toolkit made a huge difference in the ease and impact of the demonstrations.  

This has been one of the most exciting new parts of our program!   

 

To further the lasting effect and to have usable information the students can share with their parents, 

we developed an agriculture activity book and a student cookbook focusing on several of Georgia’s top 

specialty crop commodities.   

 

Overall, we have learned that through the power of the lunch tray, we can impact what a student 

knows not only about what they are eating, but where it comes from as well.  We have been able to 

support the schools, the communities and the Georgia specialty crop industry. 

 

Contact Person 
Misty Friedman 

404-859-5029 

Misty.Friedman@agr.georgia.gov 

 

Additional Information 
Harvest Season for Georgia’s Fruits and Vegetables 

 

Standards for Agriculture Resources; Activity Book sample pages; Cookbook sample page; 

Informational Posters 

 

Educational Goals (we ask that each school choose three goals to apply in their chosen school) 

 

Calendar 

 

Student Surveys  

 

Did you know Georgia Agriculture Questions sample 

 

Sample of Weekly School Menus 

 

School Agriculture Day Exhibitors Listing 

 

mailto:Misty.Friedman@agr.georgia.gov
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Farmers Market School Invitation   

 

GDA Press Releases 

 

Power Point 
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Standards for Agriculture Resources 
 

Kindergarten: 

ELACCKW2 Use a combination of drawing, dictating, and writing to compose informative/ explanatory texts in which 

they name what they are writing about and supply some information about the topic.  

ELACCKW3 Use a combination of drawing, dictating, and writing to narrate a single event or several loosely linked 

events, tell about the events in the order in which they occurred, and provide a reaction to what happened. 

First grade: 

ELACC1RL3 Describe characters, settings, and major events in a story using key details.  

ELACC1RL7 Use illustrations and details in a story to describe its characters, settings, or events.  

ELACC1W3 Write narratives in which they recall two or more appropriately sequenced events, include some details 

regarding what happened, us temporal words to signal event order, and provide some sense of closure. 

ELACC1SL4 Describe people, places, things, and events with relevant details, expressing ideas and feelings clearly  

ELACC2SL5 Add drawings or other visual displays to descriptions when appropriate to clarify ideas, thoughts and 

feelings. 

Second grade: 

ELACC2W2 Write informative/explanatory texts in which they introduce a topic, use facts and definitions to develop 

points, and provide a concluding statement or section.  

ELACC2W8 Recall information from experiences or gather information from provided sources to answer a question 

ELACC2L2 Demonstrate command of the conventions of standard English capitalization, punctuation, and spelling when 

writing. 

Third grade: 

ELACC3W2 Write informative/explanatory texts to examine a topic and convey ideas and information clearly 

ELACC3W1 Write opinion pieces on familiar topics or texts, supporting a point of view with reasons. 

ELACC3SL4 Report on a topic or text, tell a story, or recount an experience with appropriate facts and relevant, 

descriptive details, speaking clearly at an understandable pace.  

Fourth Grade: 

ELACC4W1 Write opinion pieces on topics or texts, supporting a point of view with reasons and information  
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ELACC4L2 Demonstrate command of the conventions of standard English capitalization, punctuation, and spelling when 

writing.  

ELACC4W2 Write informative/explanatory texts to examine a topic and convey ideas and information clearly. 
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Educational Goals  

Welcome to the educational goals portion of Feed My School for a Week! 

The Georgia Department of Agriculture asks that as a Feed My School for a Week, you meet at least 3 of the 

goals below. School Systems are not limited to just the goals listed. We welcome any additional activities you 
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feel tie in best with your lesson plans for the week to get the students involved and excited about Georgia 

agriculture and Feed My School for a Week.  

Goal #1- Kick-Off Assembly-(Optional) School System coordinated-  

Assembly Ideas (These are a list of ideas you can do with your group, however we ask that each school 

system does what works best for your school): 

Activity 1- short video from faculty and students about what agriculture means to you 

Activity 2- bring in mascot from school or high school to get kids excited about Feed My School for a Week 

Activity 3- “Kiss the Pig” or “Kiss the Goat” Kick-Off---elect one student and teacher to kiss a pig or goat at your 

assembly 

Activity 4- High Road Ice Cream, Mayfield Dairy or Honeysuckle Gelato - Ice Cream Social  

Activity 5- Contact FFA members from local high school to speak at assembly about the importance of 

agriculture 

Activity 6- Invite a local farmer to speak to the students about farming 

Activity 7- Tractor Ride at school, or tractors on exhibit 

Activity 8-“Dress like a Farmer Day” for the assembly- each grade level votes one student as best dressed, 

announce “over-all” winner at assembly.  

Activities chosen: 

__________________________________________________________________________________________

__________________________________________________________________________________________ 

Goal # 2-  

Georgia Commodity Taste Testing Lesson Plan 

Georgia “testable” Commodities :  apples, blueberries, corn, eggs, milk, peaches, pecans, soybeans, 

vegetables.  

GDA asks that you feature at least one taste testable commodity in your classroom during the week of Feed 

My School. 

Please Note: Below are suggested activities  

Activity 1- ask students to submit a recipe representing the commodity, vote on class recipe of choice, prepare 

the recipe with class (tying in math & science standards) 
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Activity 2- bring in several commodities to classrooms, blindfold students and have them guess commodity 

describing taste(sweet, salty, bitter, sour or tangy), smell, and textures to the class.  

Activity 3-  Commodity “Fair”-have students tour each commodity booth to sample food made with specific 

commodity 

Activity 4- Invite a chef to demonstrate in your classroom 

Activity 5- Tie Commodity Taste Testing into your science lesson plans for the week using some “Editable 

Science Experiments” (dehydrate strawberries, make your own butter, test egg density) 

Activity 6- School or Grade Level Commodity Recipe Contest- Submit recipes, faculty votes, and winner is 

featured on school news, over morning announcements, and in local paper. Student gets to feature his/her 

product at a class party.  

Commodity Activities that do not require taste: 

Activity 7- Decorate a “Commodity” Bulletin Board in classroom and/or around your school with facts about 

your chosen commodity. You could even include a recipe on the bulletin board for the school.  

Activity 8-Assign commodity research projects to upper grades- display reports around school or in lunch room 

during the week of FMS. 

tivities chosen: 

__________________________________________________________________________________________

__________________________________________________________________________________________ 

Goal # 3 

Art Lesson Plan 

Please note: These are suggested lesson plans for the art component of FMS. While we hope you will 

complete goal 3 in your school, please do what works best for your classroom and students.  

School-Wide Art Contest  

Directions: Artwork must be centered on GA food commodity 

Two forms (schools can decide what is best for them): 

A) For Classrooms to compete against each other 

B) Contest for Individuals 

Rules/Specifics: 

-Tie into science (“from the ground up”) 
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-incorporate from the farm to the table (optional: farmer’s markets and/or presentation from farm to 

cafeteria 

-must be original composition  

-students may choose any medium: led pencil, charcoal, chalk, collage, crayon or paint 

-School decides how artwork is to be displayed (Copy paper, poster board, foam board, manila paper, canvas 

etc.) 

-School system chooses: assisted or unassisted art project  

-Author’s signature must be on the page 

Contest judged on: originality, use of educational concepts learned from the week of FMS, creativity and skills 

(based on age of artist) 

Idea for winner: Feature artwork in front office, hold an art gallery one evening for parents and community to 

see all students’ work. Suggested: Silent Auction for artwork. 

Activities chosen: 

__________________________________________________________________________________________

__________________________________________________________________________________________ 

Goal #4 

Coordinated Field Trip to a Farm (School Nutrition Coordinator and Marketing Coordinators in your 

area can suggest field trips if needed) 

Ideas for field trips in your area: 

 

Evaluation: 

 

Chaperones: 

Goal #5 

Writing Contest Lesson Plan 

TOPIC: What I Learned about Georgia Agriculture This Week, Essay/Short Story Contest 

Suggested Activities: 
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Teacher will supply word bank of vocabulary words (teacher chooses words for the week that are about 

agriculture) 

Kindergarten-  

Student will be able to- use at least 3-4 (teacher may decide what is best) key words from vocabulary to write 

a short story about that they learned this week… 

1st grade- Key Vocabulary Words or Key Topics 

Use at least 5-6 vocab words to write a short story about what they learned this week… 

2nd-5th grade- 

Teacher may decide no word bank is needed, or give students all words and they must use those words in an 

essay 

Topic must be…What I Learned about GA Agriculture this week…. 

3rd -5th grade requirements: 1 page (Teachers may give input here) 

Activities chosen: 

__________________________________________________________________________________________

_________________________________________________________________________________________ 

 

Did you know Georgia Agriculture questions: 
 
Excellent resource:  
http://www.agcensus.usda.gov/Publications/2012/Online_Resources/County_Profiles/Georgia
/ 
This will provide wonderful resources of the impact farming has in your local county! 
 

1.  What are our county’s top crop commodities? 
2. What is the top livestock commodity in our county? 
3. Agriculture is a ____________ dollar industry in our state? 
4. ____________ is the number one employer in Georgia? 
5. What types of tools does a farmer use? 
6. Georgia is the number two producer of what fruit in the United States? 
7. What is the number one commodity grown in Georgia? 
8. Georgia is called the __________ state? 
9. Georgia is the number on producer of what type of nuts? 

 
The strawberries in our scones today were grown by Lane Farms in Peach County! 

http://www.agcensus.usda.gov/Publications/2012/Online_Resources/County_Profiles/Georgia/
http://www.agcensus.usda.gov/Publications/2012/Online_Resources/County_Profiles/Georgia/
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Press Release – For Immediate Release 

Thursday, April 24, 2014 

 Commissioner Black announces new Feed My School for a Week participants 

Georgia Agriculture Commissioner Gary W. Black today announced the five schools selected to participate in the third 

“Feed My School for a Week” Program are Annie Bell Clark Elementary in Tifton, Cave Springs Elementary in Rome, 

Claxton Elementary in Claxton, Commerce Primary School in Commerce and Mossy Creek Elementary in Cleveland.  

The “Feed My School” program increases awareness about the importance of proper nutrition and healthy eating, while 

assisting schools in sourcing local produce and products. The program sponsored by the Georgia Department of 

Agriculture. 

“The pilot program of “Feed My School was such a great success that we were encouraged to expand the program to 

five schools across the state,” said Commissioner Black. “With this program, students will discover the importance of 

agriculture through learning about the process that brings local produce and goods from an area farm to the cafeteria 

table while at the same time receiving a healthy, delicious meal.” 

The phrase “Farm-to-School” is becoming increasingly popular in the U.S. when it comes to offering healthy, fresh 

produce options to students. To keep Georgia a step above the rest, the State Departments of Education and Agriculture 

have combined their efforts to better assist all school districts in this initiative. 

The “Feed My School for a Week” program aims to help bridge the gap in the nutritional value and quality of food served 

in Georgia schools, while providing more farm to cafeteria opportunities. The result will be healthier Georgia students, 

decreased barriers in farm to school efforts and increased awareness as students learn and experience, both 

educationally and nutritionally, where their food comes from. 

During a one-week period in the spring semester, all lunches served out of each selected school’s cafeteria will consist of 

75-100 percent of Georgia Grown food. The schools will host an agriculture guest speakers and  “taste tests” for Georgia 

commodities, in addition to several other educational activities throughout the designated week. 

To learn more about the program, please visit: http://www.agr.georgia.gov/feed-my-school-for-a-week.aspx. 

### 

Mary Kathryn Yearta                                                                      Jenna Saxon 

Mary.Yearta@agr.georgia.gov                                                   Jenna.Saxon@agr.georgia.gov  

About the GDA 

The Georgia Department of Agriculture (GDA) is the voice of the state’s agriculture community. The department's 

mission is to provide excellence in services and regulatory functions, to protect and promote agriculture and consumer 

interests, and to ensure an abundance of safe food and fiber for Georgia, America, and the world by using state-of-the-

art technology and a professional workforce. For more information, visit, www.agr.georgia.gov. 

About Georgia Grown 

http://www.agr.georgia.gov/feed-my-school-for-a-week.aspx
mailto:Mary.Yearta@agr.georgia.gov
mailto:Jenna.Saxon@agr.georgia.gov
http://www.agr.georgia.gov/
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The Department of Agriculture’s Georgia Grown program provides a powerful branding tool as well as education, 

marketing and business connections to expand agribusinesses and the agricultural industry throughout the state. Learn 

more or join Georgia Grown at www.georgiagrown.com  

 

3. Carroll County – Vineyard and Winery Initiative for West Georgia – Final Performance 

Report 

 
1) Project Summary  

The Vineyard and Winery Association of West Georgia implemented the Vineyard and Winery Initiative for 

West Georgia, seeking to re-establish the wine-grape industry that thrived here at the end of the 19
th

 Century 

before Prohibition.  Wine-grapes offer the region a sustainable agriculture practice that is environmentally 

friendly and produces a value-added commodity, the wine-grape and all of its potential by-products.  Further 

economic benefits to the region include the development of agri-tourism, as the vineyards and wineries have 

potential to draw visitors to the region.  The sustainability of the wine-grape will add value to agricultural land 

and enable farmers to continue working and Carroll County to remain green, instead of the land ultimately 

being flipped to build residential subdivisions.  Through this grant, Carroll County received funds to further 

educate the association members as to wine-grapes and wineries as well as to conduct DNA testing of the 

disease resistant grapes, vital activities that will ensure the success of the initiative.   

 

2) Project Approach 

Project Activity Who Performed 

Kick-off Vineyard and Winery 

Grant, execute contracts 

County and the Vineyard and 

Winery Association Board 
October 2011 

Procure consultants for wine-

grapes 

County and the Vineyard and 

Winery Association Board 
November 2011 

Conduct workshops on wine-

grapes 
Wine-grape Consultant(s) 

January 2012, May 2012, and 

June 2013 

Conduct pre and post surveys 

of workshops and share results 

with consultants 

County and the Vineyard and 

Winery Association Board 

January 2012, May 2012, and 

June 2013 

Test DNA of existing grape 

vines 
University of California Finish by September 30, 2012 

http://www.georgiagrown.com/
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Submit annual report County November 2012 

Submit final close-out report County November 2013 

 

3) Goals and Outcomes Achieved 

Goal 

 

Performance 

Measure 

Benchmark Target 

a) To increase the 

knowledge and leadership 

base of the participants in 

the Vineyard and Winery 

Initiative as it relates to 

wine-grapes   

70% or greater post-

workshop survey 

score 

Improvement 

from pre-

workshop 

survey 

Educate 90% of the 

association 

 

Carroll County has partnered with the Vineyard and Winery Association of West Georgia on this 

Specialty Crop Grant project to promote and further the re-establishment of a sustainable wine-

grape industry in West Georgia.  In the first year of the grant period, the association held a 

workshop on January 28, 2012 discussing vineyard design, and a symposium on May 19, 2012 

discussing southern wine grapes to educate its members on grapes, vineyards and wine 

production. Surveys from both sessions showed an increase in the level of knowledge and 

interest in wine grapes production and vineyard design.  All but three participants indicated an 

increase in the knowledge and understanding of grape production resulting from the 

workshop/symposium.  From the workshop, 82 percent of participants surveyed indicated an 

increase in interest.  At the symposium, there was a 94 percent increase in the level of interest 

among participants.  Even more encouraging, 91 percent and 94 percent, respectfully, of 

workshop and symposium participants indicated that they wanted to attend future workshops to 

learn more about grape production.  At the workshop, all participants reported an increase in 

knowledge (going from “no prior,” “little” and “some” knowledge to “some” and “a lot of” 

knowledge on a Likert scale).  For the symposium, approximately 68 percent of the participants 

reported an increase in knowledge, and of those (12 of 37) who did not report a gain, nine 

already identified themselves as having “a lot of” or “extensive” knowledge.  Six participants at 

the workshop were growing or planned to grow grapes, while 24 grape growers attended the 

symposium.   

For the second year, the association focused on a Southern Wine Grape Symposium in June, 

once again providing experts from around the south to present to the association members on 

various aspects of wine grapes and vineyard operations.  100% of the 35 participants reported an 

increase in interest as a result of the symposium.  71.4% of participants (25 out of 35) reported 
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an increase in knowledge, with the majority feeling that they had acquired “a lot of” knowledge.  

Almost all participants indicated that they would participant in future workshops and recommend 

the association.  The symposium was evenly divided between 17 who grew grapes and 18 who 

did not grow grapes.  Of those 18, six indicated that they had no future plans to grow grapes, 

while the remaining were still deciding.   

Programs for the workshop and symposiums are included in Section 7.   

 

b) To increase the 

knowledge and leadership 

base of the participants in 

the Vineyard and Winery 

Initiative as it relates to 

co-operatives 

70% or greater post-

workshop survey 

score 

Improvement 

from pre-

workshop 

survey 

Educate 90% of the 

association 

 

Co-operatives have been discussed and explored by the board of the Vineyard and Winery 

Association of West Georgia and have been referenced in the workshops and meetings, but have 

not yet been addressed fully with its participants in a separate workshop.  (This issue was 

included within our Request for a Budget Change Amendment dated and approved by 

USDA/AMS on June 6, 2012.)   

c) To develop a business 

plan for the establishment 

of a wine-grape co-

operative 

Complete the plan, 

utilizing regular 

meetings with the 

consultant for 

feedback 

Move forward 

on co-operative   

Establish a wine-grape 

co-operative for West 

Georgia 

 

Per the above-mentioned approved revision to the work plan, this goal is no longer being 

considered under this grant request, but remains a long-term goal of the organization.   

d) To determine the DNA 

of existing wine-grape 

vines 

Complete testing on 

100 % of the vines 

Improvement 

from the 

number of vines 

that have been 

tested thus far 

Test 100% of the grape 

vines and determine if 

there is a need to move 

forward with trademark  
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DNA testing on the first set of vines was conducted by the University of California Davis.  Thus 

far, the grape vines submitted have been identified as Concord and Ives, with some of the 

samples being labeled as hybrid or wild.  The DNA results are included in Section 7.     

 

4) Beneficiaries 

The direct beneficiaries of this grant project are the 175 grape-growing members of the association (members 

are from Carroll County and 24 other Georgia counties).  At every symposium and workshop, the attendees 

noted an increase in knowledge and interest in wine-grapes and the winery business.  To re-establish that 

specialty crop to the region would have a tremendous impact, not only directly in making farm land sustainable 

but also indirectly by promoting tourism spending across the region.   

5) Lessons Learned 

The education of growers has proven to be beneficial to the establishment of the wine-grape as a specialty crop 

in the region.  Interest in the crop continues to grow.  This year, grapes are being harvested in Carroll County 

for the production of wine.  The Carroll County Board of Commissioners approved its first conditional use 

permit to allow for the establishment of a farm winery and changed the Alcohol Ordinance to better 

accommodate farm wineries.  These are small steps that will hopefully lead toward the association’s ultimate 

goals of forming a cooperative of grape growers and establishing a cooperative winery.   

6) Contact Information 

Amy L. Goolsby, Planner 

423 College Street 

Carrollton, GA  30117 

770-830-5861 

agoolsby@carrollcountyga.com  

 

 

 

7) Additional Information 

 

mailto:agoolsby@carrollcountyga.com
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4. Center for Applied Nursery Research – Supporting Southeastern Ornamental Growers 

through Providing Timely Applied Research and Grower Information on Sustainable 

Production Practices and New Plant Introductions – Final Performance Report 

 

Project Summary 

The Center for Applied Nursery Research (CANR) is well known for being a pioneer in providing 

applied research results in a timely manner by funding 10-15 research projects annually. However, 

the greatest two needs as identified by Dr. Matthew Chappell, UGA Statewide Extension Nursery 

Specialist, are digital information/news updates that can lead to better management decisions (and 

hence more economic and environmental sustainability) and new plant introductions. As with any 

good or service, new products drive the marketplace, and CANR is well positioned with the 

infrastructure and square footage to both evaluate new ornamental products/cultivars and develop 

new cultivars based on grower input/needs. Additionally, CANR has historically been an excellent 

resource of information, yet lagged in the use of technology due to a lack of sufficient funds to 

incorporate said technology into its fundamental infrastructure.  

The goals of this project were twofold: (1) to digitally link the information generated at CANR to 

growers, retailers, landscape contractors, and consumers/end users; and (2) broaden the scope of 

CANR beyond applied research programs into new plant development and plant evaluation 

programs/trials. Both of these goals can be fed into a digital stream to growers, retailers, landscape 

contractors, and/or consumers. By increasing the flow of information to the end-user from CANR via 

Georgia growers and Green Industry associations, it is our intention to utilize pull marketing to 

increase/drive the sale of plant material from Georgia growers. 

 

Project Approach  

Updating CANR Website to include videos of current projects and catalogued up-to-date 

Adobe pdf files of past projects.  

Our approach was to evaluate the capacity of the existing website to accommodate needed upgrades 

to meet the goals of the proposal. The CANR Board of Directors determined the site was completely 

out of date, written in code that was noncompliant with current standards, and would not be suitable 

for the upgrades.   In order to enable the continuing updated needed, we decided to rebuild the 

website in-house.  After some research and a steep learning curve, we were able to put the new site 

online.  Two hundred and two project reports are now accessible on the site.  The updated site was 

publicized through our newsletter, tours, fliers, and at the GGIA Wintergreen Tradeshow.  We 

continued to update the site with new information and have been collecting video of project reports 

that we want to put online in the future.  

Creating a web-based blog.   
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Working with researchers around the southeast Dr. Chappell created a blog entitled ‘Southeastern 

Ornamental Horticulture Production and Growing’ (http://blog.caes.uga.edu/sehp). The blog is a 

collection of timely tips and articles from cooperating universities throughout the southeast. 

Construct and Distribute a Quarterly Newsletter.  

We began development on a newsletter utilizing Constant Contact as a development platform with 

the goal of posting research reports. However in developing the first newsletter, the working group 

(made up of the CANR Board of Directors and industry representatives) decided to include additional 

information that would be relevant to our audience to make the newsletter more appealing to a 

broader base.  We also decided not to include any advertisements since we are focused on getting 

information out to our audience and not on selling products.  We scrubbed several email lists to 

identify our target audience for the first newsletter, and have encouraged additional signups at the 

GGIA Wintergreen Tradeshow, through fliers, during tours, and by word of mouth. 

 Plant evaluation program.   

We started by developing a protocol for industry to submit plants for the program; however, due to 

slow feedback--most likely due to the program just beginning--we changed course and identified 

groups of plants based on some of the feedback we were given to evaluate.  We settled on five major 

plant groups to focus on: Hydrangea paniculata, Hydrangea macrophylla, Loropetalum chinense, 

Gardenia, and hardy Hibiscus.  Once the plants were identified we set out to collect the plants for 

trial; this proved to be a longer term part of the project than we anticipated and ended up delaying the 

start of the evaluation work.   A total of 140 different cultivars were collected to collect data on.  

Growth rate, flowering timing, foliage and flower characteristic, along with growing protocols and 

photographic information were collected on each plant throughout the growing season.  A page on 

our website was developed to be a portal to this information for growers.  We also developed a poster 

and plan to present the information during future tradeshows, research conferences and tours of the 

center.   We hope to continue additional plant evaluations at the center as well.  

Plant Breeding program.  

Our working group met and developed a series of criteria as to what plants we wanted to focus on in 

the breeding program. Native plants were determined to be the primary focus; however, we also 

decided to work on a few plant groups that had a specific need in the market place. Examples include 

cold hardy camellias and hibiscus resistant to sawfly.  In order to get the project going quickly, seed 

had to be collected for plants identified with traits we wanted or brought in.  We treated most of the 

native seed that was brought in with a mutagen to increase the chance of developing new 

characteristics.  We were also able to get to some second generation seed to grow out is some 

cases.    We were able to grow out a significant number of seedlings during the grant period; 

however, the time proved to be insufficient to positively identify releases due to the need to evaluate 

new releases for consistency over time and several generations of propagation.  The evaluation of 

the seedlings we have identified is ongoing and we believe we will exceed the five release goal once 

all of the plants have had time to mature.   

 

http://blog.caes.uga.edu/sehp
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Goals and Outcomes Achieved 

Goal: Updating CANR Website to include videos of current projects and catalogued up-to-date 

Adobe pdf files of past projects.  

After evaluating the current site and capacities of the site, a complete rebuild of the site was 

completed in-house by CANR in the second quarter of 2012; this rebuild gave us the ability to add a 

searchable index of past project reports (http://www.canr.org/pastprojects/default.html), a social 

media link to the CANR Facebook page (https://www.facebook.com/CANR.org), a link to the 

CANR/UGA “Southeastern Ornamental Horticulture Production” blog (http://blog.caes.uga.edu/sehp), 

a link for the newly established plant evaluation program 

(http://www.canr.org/plantevaluations/default.html) and a link to the newly established online 

newsletter (http://www.canr.org/newsletter/default.html). All available CANR project reports have 

been made available on-line in Adobe pdf format.  

Unfortunately we have not been able to develop the video portion of the site to date; we will continue 

in this effort.  By completing this work in-house CANR gained the needed knowledge base to be able 

to maintain the site and keep the information as up to date and relevant as possible.  We have gone 

from 69,128 visits FY 12 (Sept 30, 2011 – Oct 1, 2012) to 94,941 visits in FY 13, to 94,982 visits for 

FY 14.  Also we have gone from 1.38 pages viewed per visit in the first year to 1.52 pages viewed in 

the second year, and 1.58 pages viewed in the third year ending September 30, 2014. While we fell 

short of our benchmarks, the 37% increase in site usage is still significant, and feedback on the site 

has been positive.  

Goal: Creating a web-based blog.   

We have linked the CANR homepage to the grant deliverable blog entitled ‘Southeastern Ornamental 

Horticulture Production and Growing’ (http://blog.caes.uga.edu/sehp). The outcome of this goal was 

to increase access to current, up-to-date information on a variety of production and growing topics 

and allow for feedback on needs from producers.  Our benchmark was starting with zero page views 

on the blog site, with 25,000 hits in 2013. In FY 12 (Sept 30, 2011 – Oct 1, 2012) we attained 5,055 

blog page views; in FY 13 we attained 6,713 blog page views from 4,839 visitors; and in FY 14 we 

attained 14,054 blog page views from 6,582 visitors. While not meeting the benchmark, this number 

is impressive for a grower-targeted information source and continues to increase annually. We plan 

on continuing the blog after the grant ends and believe readership will continue to trend upwards.  

Goal: Construct and Distribute a Quarterly Newsletter.  

We have constructed and distributed ten e-newsletters for CANR thru the grant period, a copy of the 

articles contained in those newsletters can be found on the CANR website 

(http://www.canr.org/newsletter/default.html).  The expected outcome from this goal was to increase 

awareness of the research done at CANR and the benefits that CANR-based research offers to 

producers and others within the green industry.  To achieve this we developed a simple format with 

three themes, Applied, Nursery, and Research. Articles, mainly from university level extension, were 

collected from around the Southeast and combined with results of research from CANR projects to 

provide an informational publication.   Over the grant period we had e-deliveries of 4,534 newsletters 

http://www.canr.org/pastprojects/default.html
https://www.facebook.com/CANR.org
http://blog.caes.uga.edu/sehp
http://www.canr.org/plantevaluations/default.html
http://www.canr.org/newsletter/default.html
http://blog.caes.uga.edu/sehp
http://www.canr.org/newsletter/default.html
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with an open rate of 27.9%, well above the 22.2% nonprofit industry average.  We have received very 

positive feedback on our content and format from recipients and had several known instances where 

we were copied when the newsletter was forwarded on to additional people. We had 447 contacts 

who received the last newsletter.    

Goal: Plant evaluation program.   

Our stated goal for the evaluation program was to evaluate a total of 100 plants through the grant 

period.  We developed a standard protocol for the evaluation program and solicited feedback on what 

plants would be best to put in the program.  We settled on five major plant groups to focus on: 

Hydrangea paniculata, Hydrangea macrophylla, Loropetalum chinense, Gardenia, and hardy 

Hibiscus, since these groups have many new cultivars as well as many older cultivars. CANR 

evaluated 140 plants through the program tracking cultural, phenotypic, and pest/disease information 

over a growing season.  One hundred and twenty-five of these plants produced reportable results that 

are available on the CANR website (http://www.canr.org/plantevaluations/default.html).  While we 

were not able to publish as much information as we intended during the project timeline, we will 

continue to push the results out in upcoming newsletters by CANR and at our Open House in January 

2015.  We plan to continue this program into 2015 to collect additional data after the grant ends due 

to interest from the industry.     

Goal: Plant Breeding program.  

CANR initiated a plant breeding program with a goal of releasing five cultivars by 2014.  Our strategy 

was to work on plants that were native or was a new cultivar that could reduce production costs for 

the grower and/or the end user.  We identified many different plants with potential, evaluated which 

plants we could reasonably source germplasm on, and the method we would use to create the 

crosses we wanted.  We grew out over 2,000 seedlings representing 20 different plant groups and 

treatments.  At this point we have identified two Camellia japonica seedlings for an open release; we 

are in the process of building stock on those plants before they can be distributed to the industry.  We 

also have two native Hibiscus seedlings that we are considering for release, and a variegated indian 

grass we will release if we are able to overcome some stability problems.   

The failure of crosses to produce quickly identifiable selections to release and the longer-term nature 

of some of the plant material we selected to work with delayed the release of new cultivars beyond 

our original projection; however, evaluation of the seedlings is ongoing and we believe we will exceed 

the five release goal once all of the plants have had time to mature.  Releases will be publicized 

through the CANR newsletter and at the Annual Open House.   

 

Beneficiaries 

The beneficiaries of this project are all individuals associated with the Green Industry in Georgia and 

across the Southeastern United States.  More specifically, the goals of this project are based on 

dissemination of information on old and new cultivars in a relevant and currently (digital) mainstream 

method to both the producer and end user of nursery crops in Georgia and across the Southeastern 

http://www.canr.org/plantevaluations/default.html
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U.S. This includes nearly 450 growers in the state of Georgia and the millions of consumers who 

purchase plant material and research plant material on the web.  This project has produced 289,407 

measured touches through the website upgrade, blog, and newsletter during the project period.  The 

evaluation and breeding part of this project have just begun to deliver usable information that will fuel 

additional dissemination of information in the near future.  

 

Lessons Learned 

In setting goals for the project, we used the best information we had, but there were many unknowns 

in what we were doing since we did not have a good point of reference to use for comparison.  We 

found adaptation of electronic information sources, while growing, does not appear to be growing at 

the rate year over year that we expected; it appears we were able to reach a large part of our 

intended audience in the southeast quickly, but the audience did not grow as quickly as anticipated, 

possibly due to continuation of a sluggish economy.  We were limited in reaching beyond the 

intended audience due to the scope of our area and the project approach.  Also, soliciting input and 

help from outside sources delayed parts of the project; this was especially true for the evaluation 

program where there was a great deal of interest and support and we were able to go beyond the 

intended budgeted number of plants evaluated due to growers donating plants to be trialed.  However 

coordinating this delayed the project start. 

Contact Person 

Brian Jernigan 
Center for Applied Nursery Research 
4904 Luckey’s Bridge Rd. 
Dearing, GA  30808 
BJernigan@mccorklennurseries.com 
 

 

5. Emory University – Building the Consumer Base for Georgia Crops – Final Performance 

Report 

Project Summary 

The USDA Specialty Crop Grant was used in 2011-12 to build consumer support for Georgia horticultural 

crops, through three component activities: the Educational Garden Project, the campus farmers market and its 

special events, and the Sustainable Food Fair.  Emory University’s many sustainability-related efforts have 

stimulated change across the state—and even the nation—and through the three areas of Emory’s Sustainable 

Food Initiative supported by this grant, we have worked to expand public awareness of the benefits of local, 

sustainable fruit and vegetable consumption.    

 

 

Project Approach 

mailto:BJernigan@mccorklennurseries.com
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Activity #1:  Educational Garden  

This component of the project expanded hands-on gardening knowledge and awareness of Georgia specialty 

crops among Emory students, staff, faculty, and campus visitors.  The Educational Garden Project consists of 

nine small, attractive food gardens along sidewalks and in other well-trafficked locations around campus. 

Garden teams are recruited each year from faculty, staff, and students.  During 2011-12, our Garden 

Coordinator, Judith Robertson, stepped down from her position and in January 2012, Nichole Lupo was hired as 

a new Garden Coordinator.  The Garden Coordinator is responsible for educational and work sessions with 

garden teams, coordinates delivery of plants and amendments, and oversees the garden sites.  This position also 

coordinates information tables about the garden project at a series of campus and community events, which also 

spread the word about Georgia horticultural crops, garden feasibility, and opportunities to participate. 

 

Activity #2: Farmers Market and Special Events 

This component of the project supported publicity for our increasingly robust weekly campus farmers market, 

where the presence of local, sustainable farm products allows consumers ease of purchase, an opportunity to 

learn about local products, and greatly expands market momentum for Georgia horticultural crops.  Julie 

Shaffer is the market manager, and she worked this year to continue to recruit new farmers and to carry out a 

series of special market events over the course of the year, to highlight specific Georgia products.   

 

Activity #3: Sustainable Food Fair 

This component of the project expanded student and staff awareness of Georgia specialty crops and the 

importance of eating locally and seasonally while offering a lively Fall fair for the broader Emory community.  

The fair is considered by many to be a highlight of the academic year, and thus knowledge of Georgia specialty 

crops and the importance of eating locally and seasonally are brought home in creative ways to students, 

faculty, and staff.  The Fair was held on September 30, from 10:30 a.m.-1 p.m. in the center of the campus and 

the effort was spearheaded by a group of students from the Anthropology Department.  

 

 

Goals and Outcomes Achieved 

Activity #1:  Educational Garden  

Our first goal was to establish one additional garden, bringing our total to nine.  This was accomplished at the 

School of Medicine site.  This well-trafficked location outside the School of Medicine attracted considerable 

attention, and the funds from the grant allowed the group to have hoses and shovels, planting materials, and 

mulch over the course of the year.  A School of Medicine Garden Dedication was held in April 2012. It is 

particularly meaningful to have a garden at the School of Medicine because it signals the recognition of the 

important role of local and sustainable food in supporting preventive health. 

 

Judith Robertson and Nichole Lupo served all the gardens diligently as Coordinators.  Visiting them each week 

and often contributing to the weeding and transplanting efforts, they offered hands-on education to the hard-

working volunteers, expanding awareness of how to grow Georgia horticultural crops.  The Garden Coordinator 

assured us that gardens have one or two team leaders, and email coordination of the teams and their queries was 

good this year.  All but one garden have had well-functioning teams, with some Emory staff members, assuring 

that gardens receive care in the summer months, when students are gone.  The Yerkes Primate Research Center 

garden fell out of production this year but Nichole plans to work with Yerkes staff to rejuvenate the garden.  

This continued strong organization from all other gardens means that work team members are eating the 

produce from the gardens, and learning about the superior taste of locally-grown crops.   
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School of Medicine faculty, staff, students,   School of Medicine, Summer 2012 

and Nichole Lupo, Garden Coordinator, at  

Garden Dedication 

 

In addition, Nichole coordinated three events featuring the garden since she transitioned as Garden Coordinator 

(see Appendix 1 for a list of these events).  The events were very well attended and the garden project was 

highly visible.  At the garden “Meet and Greet,” a garden recruitment event at the beginning of the school year, 

Nichole made babaganoush from eggplants grown at the Depot garden and encouraged students to eat the 

delicious dip with fresh basil and tomatoes.  We think the gardens are now so well-established a fixture of 

Emory that many organizations no longer need an introductory session to them. However, we will continue to 

hold events in the Emory community to advertise the gardens. Before Judith left as Garden Coordinator, she 

planned the garden planning dinner, which offers a frugal bean soup meal and great camaraderie, serving an 

important role in building rapport among the teams and incorporating new members, as well as a booth at 

Emory’s Annual Sustainable Food Fair.  (Please see the Beneficiaries section, which discusses the goal 

regarding the number of participants.) 

 

 

Activity #2: Farmers Market and Special Events 

Our Farmers Market events continued to gain increased popularity.  Five major events focused on sweet 

potatoes, berries, cabbage, watermelon, tomatoes, and pumpkins.  We think the banners and other publicity 

were critical to helping people remember to come out and buy at these markets.  All the events and the 

existence of the market itself built momentum for Georgia horticultural crops among consumers.  There were 

increased sales and new customers (see Beneficiaries section). 
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Poster for tomato festival event           Poster for berry event 

 

 

 

           
Watermelon at the Favorite Flavors of Summer  Blueberry shortcake at the Berry Bash                         

 

Activity #3: Sustainable Food Fair 

The Sustainable Food Fair was once again a terrific success this year; attendance was great, crowds were 

excited, and vendors were very pleased.  There were nearly 40 booths, highlighting efforts to build a 

sustainable, local food system for Georgia.  Chefs offered free samples and featured specific farmers’ produce, 

thereby teaching attendees about the direct links in the farm-to-table movement in Atlanta.  Farmers sold 

vegetables, fruits, and value-added products, such as jams.  Organizations such as Georgia Organics, EPA and 

the Oakhurst Community Garden (now known as the Wylde Center) helped attendees see the full range of 

issues around food security and a sustainable, local food system.   

 

Two booths provided by Emory students were particularly important for education.  One detailed sustainable 

lunch opportunities on Emory’s campus.  This table not only educated attendees about Emory sustainable food 

initiative and goals but explained specific locations on campus where sustainable food, including Georgia 

specialty crops, is available for purchase.  The other educated attendees about Georgia heirloom apple varieties.  

Other displays, posters, and surveys also explained key concepts of local and sustainable food.  The 

anthropology student assessment of the Fair felt that the fair expanded awareness of Georgia specialty crops and 

the importance of eating locally and seasonally.  (Please see Beneficiaries section regarding key message 

education.) 
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In order to gauge the educational benefits of the fair, students designed a new method (the bean vote) to assess 

the success of different education tables throughout the fair. As attendees left the fair, they were given three 

colors of beans and asked to put them into glass jars marked with names of the different educational tables 

staffed by students and various organizations at the fair.  Topics at the educational tables included tomato 

production/worker rights, bee crisis issues/honey, sustainable lunch opportunities on campus, Georgia heirloom 

apple varieties, and the “dirty dozen”/pesticide contamination, among others.  The pinto beans were placed by 

attendees in the jars representing the tables at which they learned the most, while kidney beans and garbanzo 

beans were placed in jars signifying level of fun and favorite educational table, respectively.  The sustainable 

lunch opportunities on campus, bee crisis issues/honey, and Georgia heirloom apple varieties were determined 

to be the most educational tables related to specialty crops.  See full bean vote results in Appendix 3.  

 

Students attempted to have all fair attendees participate in the bean vote but were not able to capture the 

opinions of all fair attendees.  Evaluation methods will continue to be revised and perfected at future Food 

Fairs.   

 

 

          
Fair attendee purchasing produce    Large crowds at the Fair 

from local farmer      

 

 

Beneficiaries 

Activity #1:  Educational Garden  

In all, we estimate 50 garden workers were beneficiaries of the project, meeting our goal.  We also met our goal 

of garden observers—traffic around the gardens and strollers, especially on weekends, continued to show that 

they offer a strong educational service for Georgia horticultural crops.  We estimate 5,000 observers over the 

course of the year looked at and admired the gardens.  This number is probably conservative; they are often 

pointed out by Emory tour guides to the legions of prospective students and parents who visit the campus. 

 

The gardens also served to support healthy agricultural work experience for disabled and elderly persons.  

Several of the gardens continued to maintain a close relationship with the Wesley Woods Horticultural Therapy 

Program, which allowed recovering hospital patients to plant seeds in their greenhouse.  The resulting plants 

gave the gardens a boost in productivity and provided meaningful work for recovering patients.     

 

Activity #2: Farmers Market and Special Events 

Our weekly Farmers Market continued to draw increased sales and new customers.  Julie Shaffer, the market 

manager, estimates attendance at 3,000 passersby each week and 400 buyers on average.  Vendors now number 
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25, up from 11 last year.  Sales comparisons are possible only for continuing vendors—newcomer vendors 

cannot compare with the previous year’s sales.  Of those who have continued, some report holding their own in 

sales, and some reported sharply increased sales.  Julie Shaffer speaks with vendors on a weekly basis about 

their sales.  Several vendors consistently report that the Emory Farmers Market is their best market for sales.   

 

Activity #3: Sustainable Food Fair  

Our goal to attract over 2,000 attendees was borne out by staff and student estimates. The student attendance 

estimation method determined that over 6,000 attendees were at the fair.  However, in the Food Fair report, 

students described possible reasons for overestimation, including: 

 

a) Split of time slots; the division into normal or peak flow may not accurately reflect the actual flow. 

b) Some people may have walked through the Food Fair more than once, which means that the actual 

passenger total may be over-estimated. 

c) Some people were just walking through the Cox Hall bridge area but not actually participating in the 

Food Fair. However, they may have absorbed some of the messages of the fair, so it is not clear if this 

makes the participation count inaccurate.   

 

 

Lessons Learned 

Activity #1:  Educational Garden  

This year was a time of transitions for the Educational Garden Project.  Judith did a great job of transitioning 

out of her position and training Nichole.  However, as a new member to the Emory community, it took Nichole 

several months to learn how to navigate the Emory campus and become well versed in common forms of 

communication (which differs between students, faculty, and staff).  Nichole’s arrival allows for a unique 

opportunity for a set of fresh eyes to analyze the gardens and how they are managed.  For instance, Nichole 

plans to start a garden Facebook page in order to improve communication with students.  We continue to seek a 

balance between leaving teams to learn from their own mistakes and guiding them to a common standard of 

attractiveness and productivity. 

 

 

Activity #2: Farmers Market and Special Events 

We learned that in addition to banners, flyers, and emails, social media can be a very useful (and inexpensive) 

publicity tool.  For instance, the Market Manager will post which vendors are in attendance on rainy days or 

highlight weekly market specials.  We will continue to explore how Facebook and Twitter can be best utilized 

to advertise our events.  The special events continue to draw in new folks, an important way to raise enthusiasm 

for particular seasonal Georgia crops. Unlike past years, an Earth Week Market Party was not held this year due 

to a transition in leadership within Emory Food Service Administration.  We hope to continue the tradition of 

highlighting Georgia specialty crops at an Earth Week Market Party in April 2013.   

 

Activity #3: Sustainable Food Fair 

We confirmed that costume-wearing students are among the most effective ambassadors for new information to 

fair participants.  We will continue to expand publicity efforts to graduate students, business school students, 

and the hospital next year, in order to promote the fair among those less-involved groups.  

Our goal to have fair attendees learn 3-4 key messages about sustainable foods and specialty crops was more of 

a challenge to track than we realized it would be.  The bean count method tracked which tables were most 

educational, but did not track specific messages learned at the fair.  Although educational tables were dispersed 



 

83 | P a g e  
 

throughout the fair, the fun and vibrant atmosphere of the events made it impossible to conduct a quantitative 

assessment of the educational messages obtained by attendees. This assessment system will be modified in 

future years to more accurately track the educational goals of the Food Fair.   

 

 

 

Tracking of Grant Funds and Use for Specialty Crops 

Activity #1:  Educational Garden  

The grant funds for this component of the project were used for seeds, planting materials, supplies, mulch, small 

laminated signs that identified plants in each garden, planning dinner for combined teams, and the Garden 

Coordinator’s part-time salary (Emory paid for roughly one quarter of her salary). 

 

Activity #2: Farmers Market and Special Events 

The grant funds were used to pay for publicity materials for the special events and expenses such as copying 

recipe cards. Though there is cheese, eggs, bread, and other vendors at the market who do not specialize in 

vegetable crops, the publicity benefits the whole market, and farm vendors are the central core of interest in the 

market.  Additionally, many non-farmer vendors purchase Georgia specialty crops to use in their products.  For 

instance, the Little Tart Bake Shop purchases local, seasonal vegetables for their quiche.  Funds from the grant 

were used to support only a percentage of the general market publicity and for the events related to Georgia 

specialty crops; Emory pays Julie Shaffer’s salary and covers other market-related costs. 

 

Activity #3: Sustainable Food Fair 

The grant paid for fair signs, posters, table rental, t-shirts for volunteers, and other publicity materials for the 

fair.  The Fair does include some booths that have non-specialty crop products (such as eggs and pastry), and 

overall, we estimate those fair activities to be less than 10% of the total.  The expenses for the Fair charged to 

the grant were used to promote a percentage of the fair as a whole, and the in-kind donations of salary and 

materials by Emory more than cover the portion of the fair related to these products. 

 

Tracking of Grant Funds and In-Kind Calculations 
For all parts of the grant, careful records of each expenditure were kept by the Office of Sustainability 

Initiatives (and other offices, where appropriate).  Records of matching or in-kind expenses were kept for 

purchases and direct expenses (such as copying) related to the project.  These three components of our project 

involved many different units of the university, donations of time and materials, and considerable coordination.  

The salaries of Professor Peggy Barlett and Ms. Julie Shaffer, market manager, were paid for by Emory and 

were a contribution to this effort.  In addition, depending on the university unit responsible, some parts of the 

expenses for each component were not charged to the grant, but were paid for by Emory.   

 

Contact Person 
 

Emily Cumbie-Drake, Sustainability Programs Coordinator, Emory’s Office of Sustainability Initiatives; 404-

727-9443; ecumbie@emory.edu 

 

 

Additional Information 

Activity #1: Educational Garden  

 

mailto:pbarlett@emory.edu
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Appendix 1: List of Educational Food Garden Events 
Below are listed the five events from September 28, 2011- September 28, 2012 with the number of persons 

volunteering to work in the gardens or signing up to be on garden worker emails. 

 

2011  

29 Sept Garden Kick-Off Dinner, Cox Hall  n=30 

30 Sept  Sustainable Food Fair, Asbury Circle  n=approximately 10
1
  

   

2012 

18 April Earth Day Celebration, Dobbs Univ Center n=4 

28 Aug  Sustainability Showcase, Few Hall  n=9 

9 Sept  Garden Meet and Greet, Depot Garden n=11 

 

                                                                        Total              64 
                                        
          

Activity #2: Farmers Market and Special Events 

 

Appendix 2: List of Farmers Market Special Events 

 

2011 

 

10/4, Sweet Potato/Yam Festival, In recognition of the connection between sweet potatoes and yams, celebrity 

chefs, home cooks and dancers and drummers will participate in this festival to highlight the importance of the 

yam in the ritual and daily life of people in West Africa and its celebration in art and dance and to note the 

annual Georgia sweet potato harvest. 

 

10/25, Pumpkin Festival, Pumpkin carving contest and special menu items featuring pumpkin in Cox Hall.  

 

 

2012 

 

5/8, Berry Bash, featuring Miles Berry Farm from Baxley, GA.  Emory chefs sold blueberry shortcake and 

the Miles brothers sold flats of blueberries.  (Note: no strawberries were sold at the Berry Bash because the 

strawberry season was much earlier than normal this year.)  

 

7/21, “Favorite Flavors of Summer” featuring coleslaw from Georgia cabbage and a watermelon seed spitting 

contest.  Georgia watermelons purchased from Veggie Patch and provided by Emory dining. 

 

8/27, “Tomato Centric” repeat of past year’s successful celebration of a summer favorite, with a tomato-

centric menu and chef demo. Rainy weather forced the event inside but it was still a success.   

 

                                                           
1 Note: This is an estimate based on past years. Judith Robertson organized this event and did not provide the new 

Garden Coordinator, Nichole Lupo, with this information before her departure. 
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Berry Bash signage          Pumpkin carving contest 

 

 

 

Activity #3: Sustainable Food Fair 

 

Appendix 3: Food Fair 2011 Evaluation Report by Anthropology 386 students 

By Erin Swearing and Danyang Jiang    

 

 According to the data gathered from the 2011 Sustainable Food Fair, we conclude that it was an 

enjoyable and educational experience for many, both participants and vendors. We used dot surveys, 

photographs, feedback forms, and our class’s experiences to evaluate the fair’s success. We revised the dot 

method from previous years to provide more concrete answers, including how much money each attendee spent. 

We also wanted to use this method to determine how many people attended the fair, assuming that everyone 

stopped at the evaluation table. In addition, we also devised a method that would allow us to track the success of 

the education tables and used jars and beans as a fun and sustainable way to track this. The beans were 

purchased from Sevananda Natural Foods Co-op. Each fair participant was to place a bean in the jar to note 

which education tables they liked the best. We had a jar for each table. We felt that this was a good way to track 

the effectiveness of the education tables while the fair was still in progress, and we figured that it would attract 

some attention.  

  

 

Part 1: Vendor / Organization Feedback 

 

1)  Aim and method 

The feedback survey for restaurants, store owners, nonprofit organizations, and sellers of sustainable food 

products had five questions and included a rating section. Questions asked were:  

 

 Where should we work to improve the sustainable food fair? 

 What’s your least favorite/favorite part of the food fair? 

 If you were not satisfied with fair attendee interaction, how can we improve in this area? 

 Would you be willing to participate in the food fair next year? 
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 What else would like to tell us? 

 

Participants were also asked to rate their satisfaction with: contact prior to the fair, ease and organization of 

arrival and set up, attendance and atmosphere, ease and organization of clean-up and ending, educational value 

and interaction with participants, and event organization and volunteer help. We think the survey sheets worked 

well. They were not painstaking for participants to fill out, and we were able to obtain many detailed comments 

that helped us in our evaluations. The only problem with the survey sheets was the wording on one of the rated 

sections. A few people declined to rate their ease of organization of clean-up and ending, and we think that was 

either because they may have been confused with the wording or they had not begun to clean and pack their 

tables at the time of survey dispersal.  

 

2) Data and analysis 

These data were collected from the sheets given to the vendors, chefs, and organization tables.  

The items were rated on a scale of 1-5, with 5 being excellent and 1 being poor.  

 

Table 1. Results from Vendors Survey (number reporting each rating) 

Contact with you prior to the fair:  

1 (poor) 2 3 4 5 (excellent) 

0 0 0 9 15 

 

Ease/Organization of arrival and set-up: 

1 3 0 8 13 

 

Ease/Organization of clean-up and ending: 

0 0 2 4 10 

 

Attendance and atmosphere:  

0 0 1 7 18 

 

Educational value and interaction with participants: 

0 0 2 10 13 

 

Event organization/volunteer help on the day: 

0 0 1 6 19 

 

Where should we work to improve the sustainable food fair? 

Publicity and 

Attendance 

Site Organization Volunteer  

Help 

Educational 

Activity 

Other 

6 7 0 3 5 

 

Would you be willing to participate in the Sustainable Food Fair next year? 

Definitely no Probably not Maybe Probably yes Absolutely yes 

0 0 2 2 23 

 

 Most of the feedback gathered from all 26 vendors and tables was really positive. According to the data, 

a large majority of fair participants said that they would be interested in returning to the fair in future years. 

They were pleased with volunteers (both from the class and special “day of the fair” volunteers) and enjoyed 

interaction with fair attendees. Volunteers were up bright and early to help with fair set up, and it seemed as 
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though vendors, chefs, education tables, and organization tables were pleased with that help. Positive comments 

were made about many of the education table volunteers, suggesting that they really benefited many other 

groups, spreading the message. In a few instances, some day-of-the-fair volunteers seemed to only want to 

receive extra credit for their services. To fix this issue in the future, we should probably try to limit this group of 

volunteers. Volunteers who stayed for an hour or more seemed to be the most helpful, so maybe we should 

adopt that policy for next year.  

 

 Many of the open-ended responses were positive, with vendors, chefs and organizations commenting: 

“great job!” “good vibe.” “Please do it 2 times a yr.” “We loved it and we love Emory.” “Great concept.”, 

“Great job with the weather, great event.”  The King of Pops also decided to add “Eat more Pops!” Vendors 

also noted that the food was their favorite part. Breakdown of the fair moved relatively quickly, and we were 

able to clear the area in a reasonable amount of time. 

 

3) Complaints and problems 

As with any event, there were a few complications. There were some complaints from vendors about their 

locations. Some vendors felt that they were in an area that was too hot for their crops (Veggie Patch), while 

another vendor (H&F Bread) wanted a spot in the bridge because she thought it would have increased her sales. 

According to Dr. Barlett, sales seemed to have dropped from last year, causing these vendors to feel this way. 

 

Some of the less positive feedback given included: “chaotic beginning,”[tables were not delivered on time] 

“seemed to have less restaurants and chefs,” and “too many free samples.” Vendors also were bothered by the 

distance of the parking lot from the fair location. One vendor even suggested valet services while another 

commented, “Organize set up to allow drive up and unload and load-up.” Another vendor suggested that we 

invite more restaurants. In the face of this difficult economy, we think that Dr. Barlett did a good job with 

getting a good number of restaurants to attend the fair. The food offered by each was a nice varied selection.  

 

  

Part 2: Attendance 

 

Our impression was that the fair was well attended. Students and faculty attended the fair in between 

classes, as there were quite a few walk-throughs, and it seemed as many of the participants had heard ahead of 

time about the fair and came ready to shop.  

 

1) Aim and method to estimate total attendance 

We tried to estimate how many people attended the food fair. We used the filming method to calculate the 

number of attendees. Short video clips were taken during different time slots at the two entrances (near the 

evaluation tables) of the food fair. Then, the number of people passing by the entrance was counted on a 

minute-by-minute basis. 

 

2) Data and interpretation 

 

Time slot Asbury Circle table Cox Hall table Average flow 

10:30-11:30 88 people in 4 min 70 people in 3 min 22.5 p / min 

11:30-1:30 58 people in 2 min 98 people in 3min 31.2 p / min 

1:30-2:00 74 people in 3 min  24.6 p / min 

 

It is difficult to know exactly how many people attended the food fair because students may pass more than 

once as they go back and forth to classes, lunch, or their dorms. Staff and faculty also move around the fair site, 
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sometimes more than once during the day.  To simplify our estimates based on the observation of flow, we 

divided the whole four-hour food fair into four periods: 

  

10:00 – 10:30 Start, no data  estimate ~10 people per minute  30 min total 

10:30 – 11:30 Normal flow  estimate ~22.5 people per minute  60 min total 

11:30 – 1:30  Peak flow  estimate ~31.2 people per minute  120 min total 

1:30 – 2:00    End    estimate ~24.6 people per minute  30 min total 

 

To be conservative, we assumed that people always walk along the Cox Hall Bridge without coming back, so 

that we only count the flow once.  

 

Calculation:  Passenger flow = 30 x 10 + 22.5 x 60 + 31.2 x 120 + 24.6 x 30 = 6,132 

 

According to this estimate, there were about six thousand people who attended the food fair!  Because this 

number is pretty large, we think there might be some factors that influence the accuracy of this estimation: 

d) Split of time slots: the division into normal or peak flow may not accurately reflect the actual flow. 

e) Some people may have walked through the food fair for more than once, which means that the actual 

passenger total may be over-estimated. 

f) From the data, we can see that the Cox Hall entrance had a slightly larger passenger flow. Some people 

may have entered and left the fair from the same entrance, which actually means attendance total could 

even be bigger. 

g) Some people were just walking through the Cox Hall bridge area but not actually participating in the 

food fair. However, they may have absorbed some of the messages of the fair, so it is not clear if this 

makes the participation count inaccurate.   

 

3) Suggestions for next year 

a) Keep track on the attendance flow from the very beginning of the fair, and take film recordings in a 

shorter interval to get more accurate data. 

b) Try to adopt other methods of head-counting, such as taking photos and counting the attendees based on 

the photos.  

 

 

 

Part 3: Financial Impact: Dot Survey Results 

 

1) Aim and method 

We used the dot survey to get a rough idea of what people thought about the food fair. At first, it was also 

designed as another method to count the attendees. The question we asked was, “How much money have 

you spent during the food fair?”  The answer options were:  $0, $1-$5, $6-$10 and $11-$15. We had boards 

set up at each end of the fair and asked passersby to place dots next to their answers. 

 

2) Data and interpretation:  Total dots: 220 

 0 $1-5 $6-10 $11-15 

board1 15 14 7 7 

board2 82 52 32 11 

sum 97 66 39 18 

percent 44.1 30.0 17.7 8.2 
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About 44% of the people who responded didn’t make any purchase at the food fair. About one third of 

people made a purchase of $1-5. Only 17.7% of the people who completed the survey spent $6-10 dollars, 

and 8.2% made a purchase of more than $11. According to the data, people mostly spend less than five 

dollars at the food fair.  

 

3) Problems and thoughts 

The number of people who took the dot survey is largely below our expectation. Since we only got 220 dots, 

we cannot use this result to measure the attendance of the food fair. If performed well, the data of this 

question can be used to estimate the total amount of money people spent on the food fair, but the data are 

actually somewhat biased. First of all, people tended to avoid answering the question if they made no 

purchase on the food fair. Also, since people did not want to stop by the evaluation table, we tried to 

persuade people to do the survey. We usually targeted those people who seemed to have actually 

participated in the fair. A good sign of a potential client to take the survey was someone eating some food 

that was just bought from the food fair. Thus, the survey result may overestimate actual purchases at the 

food fair. 

 

4) Suggestions for next year 

The dot survey question should be more qualitative rather than quantitative like the question this year. It 

might be easier to get more participation if the survey question is more intuitive and simple, such as “how 

do you like the food fair?” The target is to have as more people take the survey as possible. 

 

 

Part 4: Educational Impact: Bean Vote 

 

1) Aim and method 

We designed a new method (the bean vote) to assess the success of different evaluation tables. We wanted 

to learn about three aspects: fun, educational value, and overall evaluation. We handed people three colors 

of beans and asked them to put the beans into glass jars marked with names of the different educational 

tables staffed by students and various organizations at the fair.  

Red kidney bean: this table is really fun 

Pinto bean: I learned a lot from this table 

Garbanzo bean: this table was my favorite 

 

2) Data and interpretation 

Table Most fun  Most Favorite Total votes 
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(red kidney) 

 

educational 

(pinto) 

(garbanzo) 

 

 

Grass-fed beef benefits 13 19 42 74 

Tomato production and 

worker rights 

17 6 4 27 

Sustainable lunch 

opportunities on campus 

11 38 9 58 

Bee crisis issues 35 36 31 102 

Georgia heirloom apple 

varieties 

20 13 23 56 

Fair Trade coffee 19 15 13 47 

The “dirty dozen”—

pesticide contamination 

19 11 6 36 

Knowing sustainable egg 

certifications 

15 29 20 64 

 

The table that taught about the bee crisis issues got the greatest number of beans in total. It involved a quiz 

for students and was also rated the most fun table. The Grassfed beef table was the favorite table. This was 

probably due in part to the students who wore a cow costume and their educational message while walking 

around the fair.  The Sustainable lunch table proved to be the most informative. It was the table that gave the 

most on-campus food options, probably making it more applicable to Emory’s lifestyle. The Bee crisis table 

also performed well in its educational value. 

 

3) Thoughts and suggestions 

Overall, the method of using beans to vote was a success. It was very interactive and many people were 

encouraged to participate through crowd interaction. We got some insightful data to learn about how 

different educational teams performed and where should they improve in the future. However, there are still 

some problems. Since we did not have enough jars, we had to put only four jars that represented four of the 

eight teams on each evaluation table. This may have confused some respondents and may have led to biased 

survey results. There were many people who wanted to rate education tables that were not at the specific 

evaluation table where they completed their evaluations. 

 

 

Part 5: Overall Fair Evaluation and Conclusion 

 

With the help of the class volunteers, we successfully collected much insightful data to evaluate the food 

fair. However, we learned it is somewhat difficult to get feedback from the fair attendees. Many people would 

walk right by the table if they figured nothing was being offered there, and we had to stop them in order to gain 

their feedback.  We had prepared clever sustainable food themed stickers to hand out, but that did not work well 

to attract attendees. In the future, it may be helpful to have some other attractive incentives for the attendees to 

take the survey and give feedback, although we noticed considerable excitement around using the beans. 

 

Suggestions for next time:  Publicity in the past has always been a challenge, but this year the turnout was 

large.  In the future, publicizing the event to the Emory Hospital community may be beneficial since many of 

them that we encouraged to take our survey were only there for a popsicle, and declined to participate. Although 

we paid more attention to business school advertising, we did not see many students traveling to the fair from 

that area of campus. 
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 In all, the Sustainable Food Fair was fantastic. It was great to see much enthusiasm about the 

educational messages offered to the attendees, and everyone seemed excited to be in attendance. The 

atmosphere was inviting, and music brought good vibes at the event. The few complaints that were received 

from the surveys were due to very specific circumstances that we feel were out of our control (late table 

delivery). It was a great event in which we feel all participants benefited. We cannot wait to see how next year’s 

fair progresses! 

 

 

6. Fort Valley State University – Quantifying the Market for Organic Fruit and Vegetable 

Production in Georgia – Final Performance Report 

Project Summary 

Fruits and vegetables account for 37 percent of all U.S. organic sales but only about .09 percent of Georgia’s 

vegetable acreage was devoted to organics in 2012.  This study:  (1) estimated the market demand for fresh 

and frozen organic fruits and vegetables that are historically produced in Georgia and the Southeast; (2) 

surveyed 404 specialty crop producers in Georgia to identify the perceived production and marketing barriers 

that restrict Georgia production; and (3) conducted three workshops for current and potential organic 

producers to assist in minimizing risks and maximizing income potential.  

A total of seven academic presentations were generated from this study and two journal articles are under 

review.  Major findings from the consumer research suggest that snap beans are gross substitutes for 

cucumbers, corn, squash, peppers and cabbage.  Vegetables that are not stand-alone dishes such as 

cucumbers, peppers, and onions are luxury vegetables. Consumption of vegetables requiring more 

preparation time increased as the age of the female heads of households increased.  Heads of households 

older than 40 years of age have a positive influence on purchases of snap beans and cabbages.  White 

households are likely to influence purchases of peppers and squash and less likely to impact purchases of 

cabbage. 

The Burruss Institute at Kennesaw State University, Georgia, conducted a telephone survey targeting specialty 

crop producers in Georgia.  A sample of 404 producers completed the survey, representing about 26 percent 

of the vegetable producers within the state.  The survey solicited information regarding operational, 

production and marketing factors that impact organic supply in Georgia.  Results suggest that expansion of 

organic production to address current and intermediate term shortages of organic produce are more likely to 

come from existing organic producers than from transitions of conventional producers.  Additionally, to 

encourage more producers to produce organic crops, more information regarding weed and disease control 

strategies is needed. 
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Three workshops, open to the public, were held to discuss strategies for controlling weed and pests, the 

organic certification process, and production techniques.  Based on the feedback received from the survey, 

these topic areas were of most important to the producer.  Workshop speakers included extension specialists 

from Fort Valley State University and the University of Georgia, certified organic and transitioning producers, 

and representatives from Georgia Organics, Farm Service Agency (USDA), retired researchers from Auburn 

University and Missouri Southeast University and Southern Sustainable Agriculture Research and Education 

(SARE).  An average of 70 participants attended each workshop.    

Project Approach 

Objective 1:  Estimate the market demand for frozen and fresh organic fruits and vegetables in Georgia and 

surrounding markets using a censored AIDS model and ACNielsen panel data.  

Objective 2:  Survey 26 percent of fruit and vegetable producers in Georgia to determine organic production 

potential within the State. The survey will be administered by the Burruss Institute at Kennesaw State 

University.  The survey results will identify common challenges for vegetable and fruit producers entering into 

the organic market.   

Objective 3: Conduct three workshops for current and potential organic producers of fruit and vegetables. The 

workshops include presentations on, but not limited to, USDA Organic Certification, Healthy Soil Maintenance, 

Best Management Practices, and Marketing Strategies and will provide pertinent information in minimizing 

risks and maximizing income potential.  It is expected that 50 fruit and vegetable growers will attend each 

workshop.  Workshops will occur between April and July of 2014. 

Goals and Outcomes Achieved 

Goal #1: Estimated the market demand for fresh and frozen organic fruits and vegetables in Georgia and 

surrounding markets using a censored AIDS model and ACNielsen panel data.  Key results were disseminated 

at professional conferences.  Presentations are listed below: 

 Erika Styles, Chris Davis, Xuanli Liu, and Mack Nelson.  Disaggregated Demand for 

Selected Vegetables Produced in the Southern United States. Southern Agricultural Economics 

Conference, Dallas, TX; January 2014. 

 Erika Styles, Xuanli Liu, Chris Davis, and Mack Nelson, “The Demand Organic and Nonorganic 

Vegetable in the Southern United States,” Invited Paper, Applied Economics Annual Conference, 

Washington, DC;  August 2013. 
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 Erika Styles, Chris Davis, Mack Nelson, and Xuanli Liu. “Quantifying the Market for Organic and 

Nonorganic Vegetable Demand in the Southern United States,” 23rd Annual IFAMA World Forum 

and Symposium, Selected Paper; June 2013. 

Goal #2:  Attempted to survey all fruit and vegetable producers in Georgia to determine organic production 

potential within the State.  The survey response rate was about 26 percent.  Survey results identified common 

challenges for vegetable and fruit producers entering into the organic market.  The information collected from 

the survey provided a basis for additional information to include in the workshops.  Additionally, material 

information from the survey was disseminated at the following professional conferences: 

 Sierra Ayers, Tyrell Golden, Erika Styles Mack Nelson, Nalilni Pattinaiki, and 

Xuanli Liu Factors that Impact Georgia Producers’ Production Method. Southern Agricultural Economics 

Conference, Atlanta, GA; January 2015. 

 Marshelle Daivs, Tyrell Golden, Erika Styles Mack Nelson, Producers' Perceptions 

of Organic Fruit and Vegetable Production in Georgia. Southern Agricultural Economics Conference, 

Atlanta, GA; January 2015. 

 Mack Nelson, Erika Styles, Nalilni Pattinaiki, James Brown, and Xuanli Liu. 

Georgia Farmers’ Perception of Organic Vegetables Production Barriers.  Southern Agricultural 

Economics Conference, Atlanta, GA; January 2015. 

 Erika Styles, Nalilni Pattinaiki, Mack Nelson, James Brown, and Xuanli Liu.  Factors Affecting Georgia 

Farmers’ Demand Perception for Organic Produce. Food Distribution Research Society. Salt Lake City, 

UT, October 2014. 

Goal #3:  Three workshops were conducted for current and potential organic producers with presentations on 

USDA Organic Certification, Healthy Soil Maintenance, Best Management Practices, Controlling Weed and 

Pests, Financial Resources from FSA, and Marketing Strategies, which provided pertinent information in 

minimizing risks and maximizing income potential.  On average 70 participants attended each workshop.  

Workshops were held between July 2014, September 2014 and October 2014.  A total of 215 producers 

attended the workshops. To access participants’ level of understanding of the material, and the desire for 

other topics to be covered, pre and post assessments were conducted at each workshop.  Participants 

received publications which described information discussed during the workshops.   

Goal #4:  Approximately 3-4 producers expressed an interest in establishing organic operations, particularly 

organic fruits, and are in contact by telephone with extension personnel.   
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Beneficiaries 

Producers received valuable information that will encourage more efficient yields and improve producers’ 

incomes.  Two hundred fifteen producers directly benefited from the information provided during the 

seminars.  Additionally, producers received information to help navigate the certification process. A minimum 

of 350 individuals viewed or attended the professional presentations.  Also, abstracts and paper presentations 

were disseminated at the conference and were available for viewing on AgEcon Search.  The number of 

beneficiaries for these outlets are ever growing.  

Lesson Learned 

The final survey was administered during the spring, which was an inconvenient time for producers.  An 

attempt was made to contact all of Georgia’s vegetable and fruit producers to complete the survey.  Feedback 

suggests that producers declined participation due to time constraints and lack of interest in organic 

production. 

Contact Information 

Dr. Mack C. Nelson 

Department of Business and Economics 
1005 State University Drive 
Fort Valley State University 
Fort Valley, GA  31030 
478-825-6719 
nelsonm@fvsu.edu 
 
 
Dr. James Brown 
Department of Agricultural Sciences 
1005 State University Drive 
Fort Valley State University 
Fort Valley, GA  31030 
478-825-6805  
brownj01@fvsu.edu    

 

 

 

 

 

 

 

 

mailto:nelsonm@fvsu.edu
mailto:brownj01@fvsu.edu
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7. Georgia Agriculture Commodity Commission for Pecans – Media Promotion Campaign 

– Final Performance Report 

Project Summary 

The funding for this project was used to continue with the Heart Healthy Billboard Campaign that has placed 

billboards at strategic places in Georgia; they continue to create an awareness of Georgia pecans as being the 

healthiest nut available.   

This project also made possible the Delta In-Flight Media Program, which featured approximately two minutes 

of pecan-branded informational/educational content on all Delta flights of two hours or more in length, during 

the month of November 2011. 

The Georgia Agricultural Commodity Commission for Pecans (GA-ACC for Pecans) is a producer-funded, self-

help organization.  Promotion of Georgia pecans is one of the areas that our organization, by law, is required 

to fund.   The Healthy Billboard campaign has increased pecan sales and created positive responses from not 

only members of the GA-ACC for Pecans, but more importantly, consumers.  With the implementation of the 

Delta In-Flight Media Program, there was even more consumer awareness created of pecans’ healthy benefits. 

Project Approach 

We added two new billboards in different locations than our prior billboards (on the north-south corridor of I-

95 between Savannah and Brunswick and north of Savannah), thereby expanding pecans’ message to more 

and different consumers.  The billboards include the official certification of the American Heart Association, 

stating that pecans meet the criteria for heart-healthy food.  The billboards also have an up-close picture of a 

pecan with the words, “GEORGIA PECANS FIT! All Seasons All Reasons.”  With the new locations, the billboards 

reached consumers who are unfamiliar with pecans, as well as consumers already familiar with pecans and 

thereby reinforced their knowledge.  (Please see the billboard at the end of this report.) 

The Delta In-Flight Media Program included a two-minute video showing and discussing pecans—their health 

benefits, harvesting, shaking, nutritional value, and popular recipes using Georgia pecans.  November was 

chosen for the video to be shown, as it represents the peak of the harvest season for Georgia pecans.  There 

were approximately 17,000 Delta flights, which enabled the pecan industry to reach out to about 2.5 million 

people. 

We had originally planned to survey a percentage of the pecan growers to determine if they noticed an impact 

from the billboards and the Delta video.  There was not a formal questionnaire created; we asked for general 

comments regarding the billboards and the video from the membership of the ACC-Pecans.  Members stated 

that the billboards and the video were very appealing and educational; they approved of both types of 
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promotions wholeheartedly, and wanted them to continue.  They did say they saw increased sales, but could 

not directly connect the increase to the billboards and/or video.   

Goals and Outcomes Achieved 

Our overall goal for this project was to increase sales of Georgia pecans.  The target was to increase gross sales 

by at least 15 percent.  This was measured by the increase in the pre-sale price of pecans on a per-acre basis.  

The most current crop of pecans in-shell, 2010, was presold at $2.50 per pound.  We did reach highs of $3.50 

per pound; however, the overall average price was approximately $2.40. 

We also wanted to create greater awareness that Georgia pecans are the top nut for antioxidants and that 

they provide many health benefits; that they are also a good choice for any recipe.  The billboards were 

designed to convey this information to every car that passed by.  Including the two new billboards, there was 

daily exposure to approximately 250,000,000 cars driving by.  Measuring the awareness of the drivers and 

passengers within these cars is impossible; however, with that much exposure, we assume there is an 

increased awareness of some amount.  

The Delta In-Flight Media Program video reached approximately 2.5 million people—this is a huge amount of 

exposure of the nutritional value of Georgia pecans. 

Some of the written testimonials over the last few years regarding the promotions include:  “More people are 

becoming aware that the health benefits and consumption of pecans is at an all-time high;” “Excellent work, 

please keep up this important work;” “The pecan advertisements in our area have really been an asset to our 

business;” “They are eye-catching and we feel that they have benefited our business.”    

Beneficiaries 

The beneficiaries of this project were the 600 Georgia pecan growers, as well as the hundreds of thousands of 

travelers on Georgia highways and thousands of travelers on Delta flights.   

Lessons Learned 

It was very difficult to obtain an accurate measurement of the specific impact of the billboards and Delta video 

upon consumers.  However, with that amount of exposure regarding Georgia pecans, there must have been an 

increase of awareness and sales. 

Contact Person 

Duke Lane, Chairman 
Georgia Agricultural Commodity Commission 
   for Pecans 
478-952-4400 
dukelane@lanepacking.com 
 

Additional Information 

Please see the billboard above. 

mailto:dukelane@lanepacking.com
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8. Georgia Fruit & Vegetable Growers Association – Promoting the GEORGIA GROWN 

Brand and Nutritional Value of Fruits and Vegetables to Increase Market Share for 

Georgia Producers – Final Performance Report 

 
1. PROJECT SUMMARY 

This project was an extension of a ‘promotional’ project initiated in 2010 to develop collaboration between 

Georgia commodity commissions and joint marketing to increase GEORGIA GROWN awareness.  The 

project goal was to expand the marketing of Georgia produce and increase the competiveness of the 

Georgia products.   

In Georgia, fruit and vegetable production represented more than a billion dollars in revenue to producers 

at the farm gate. Research studies show U.S. consumers are looking for locally grown produce that is 

healthy, tasty, nutritional and safe.  

This project was designed to educate consumers (adults and children) when GEORGIA GROWN fruit and 

vegetables are on the market and encourage them to ask for locally grown produce in their supermarket’s 

produce department.  The project focused on Georgia fruits and vegetables and when they are available to 

Georgia consumers.   

2. PROJECT  APPROACH 
The approach of the project was to focus on the three areas identified below that can help specialty crop producers 

increase competitiveness and market share of their crops.  The areas and the approach initiated included:  

1. GEORGIA GROWN target promotions: 
Consumers are looking for tasty, healthy and nutritional produce.  However, many of Georgia’s commodity 

commissions and commodity associations do not have the funds to mount major promotional campaigns.  In 

2011 the peach, blueberry, watermelon,  Vidalia onion commission, plus GFVGA, joined forces and purchased 

ads on DELTA airlines in-flight entertainment and conducted a GOOGLE ads project.   

Following the completion of the DELTA and GOOGLE projects, the executive directors and marketing staff from 

the four commodity organizations plus the pecan commission, came together to evaluate and plan for the 2012 

program as noted in the original application.  Following several meetings and in-depth discussion, the 

commodity association executives decided the focus of this project would be twofold:  

(1) To maintain the ‘locally grown’ focus, participation in the Atlanta Food and Wine festival would be 

highly advantageous because it allowed these specialty crops to be featured to over 7,000 attendees at 

the Festival.  The Festival organizers were very excited to have GEORGIA GROWN grower participation 

and included a ‘Cream of the Crop’ dinner on Thursday night which featured the five commodities.  They 

also featured the five commodities in a mixology competition on Saturday afternoon.    

(2) To reach out nationwide, the development of three new recipes was featured in a ‘Family Features’ 

editorial and distributed nationwide.   

2. Farm To School Tour: 



 

99 | P a g e  
 

For this 2012 project, a mini-workshop and FARM TOUR was held for school lunch program personnel, 

suppliers, dieticians, and others.  It appears the same success can be achieved with school food service 

related personnel as it has been with retailers and food service brokers.  As a part of this project, 15-20 

school lunch program personnel toured a farm operation and participated in a mini-workshop.      

3. Google ADS:  
The approach for this component of the project was to identify words that consumers used when looking for 

healthy, Georgia Grown produce to buy.  The project goal was to determine the most frequently used words on 

Google.  A pay-per-click program was instituted to determine usage and resulted in paid ads.  The more popular 

keywords can be used effectively for search engine optimization and increasing an operations ranking among 

unpaid, or “organic” search results. 

3. GOALS AND OUTCOME ACHIEVED  
As stated in the original grant application,  

 . . . the measurable outcome of this project will hopefully be to increase farm gate sales by 0.5%.  This 

would generate more than $5 million to Georgia growers at the farm gate.  In addition, other 

measurable results will be identified by web site hits, ‘click-thrus’, and # of brochures. 

The following information highlights how well we did to meet these objectives.   

1. GEORGIA GROWN Target Promotions:  
After the five commodity panel of Executive Directors finalized the project, objectives and strategy 

work began on implementing the tactical plan.  In the Spring of 2012, GFVGA began coordinating the 2-

part marketing campaign to promote the consumption of Georgia Grown produce. The five commodity 

groups included:  

 Georgia Blueberry Commission 

 Georgia Peach Council 

 Georgia Pecan Commission 

 Vidalia Onion Council 

 Georgia Watermelon Association 

The release of the feature editorial titled Southern Servings (see Attachment – page 1) began generating 

impressions through newswire syndications in March.  It was featured in 129 newspapers and 411 news sites 

from the state of Washington down to southern Florida.  Editorial page copy featured bullet points highlighting 

the nutritional benefits of each commodity.    

Participation in the Atlanta Food & Wine Festival for the five commodity groups included individual signage, 

festival bag items, one full page ad in the festival program representing the group (see Attachment – page 2) and 

unlimited promotion and exposure to the culinary industry.  Georgia Grown blueberries, peaches, pecans, 

Vidalia onions and watermelons were key ingredients in the 7 course “Cream of the Crop” dinner event hosted 

by Chef Gary Klaskala. There were 60 attendees.  In the course of the 3-day festival, each commodity was 

featured in the Farm Fresh Tasting Tent in at least two different dishes and served to more than 7,000 individual 

attendees.   
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The five commodities were also featured and used at the Southern Cocktail Hour, a cocktail mixology 

competition MC’d by Top Chef Contender Ed Lee (see Attachment – page 3).  To further encourage a lasting 

impression for Georgia Grown produce, we reprinted the original Georgia Grown brochures by creating info 

cards with recipes featuring the five commodity logos (see Attachment – pages 4-9) and distributing them at the 

Festival and as requested by consumers.        

This program had TREMENDOUS BENEFITS.  Never before has Georgia specialty crops been represented at the 

Atlanta Food and Wine Festival reaching over 7,000 metro and urban consumers.  It is estimated the total 

impressions for the two-part promotion from March to August are 42.7 million – an advertising equivalency of 

more than $280,000.   

2. FARMS TO SCHOOL TOURS   
A mini-workshop and FARM TOUR was held for school lunch program personnel, suppliers, dieticians, and others 

as a part of the Farm to School Summit held in College Park, Georgia on February 22, 2013.  We had tried to 

schedule three farm tours at several locations around the state with little success due to school calendars and 

limited travel funds for school personnel.  It was determined the statewide summit was the best venue to pull 

from.   

The tour attendees included educators, school administrators, school nutrition specialists, and several growers.  

The participants traveled from the convention center to Southern Belle Farms in Fayetteville, Georgia, a 

diversified farm that includes fruit and vegetable production. Participants traveled by farm trailer (pulled by a 

tractor) to each mini-workshop where they learned more about each of the farming operations.   

Pre- and post- surveys (see ATTACHMENT – pages 10 - 11) were conducted with the following results: 

 Prior to the tour how would you rate your experience with farming? 

- 77% had very little or no experience. 
 

How would you rate your understanding of farming practices? 

- Prior to the tour – none said excellent; 23% said fair or poor. 
- Following the tour – 12.5% said excellent; only 12% said fair; 75% said their understanding was 

average or good. 
 

How comfortable would you feel leading a farm field trip? 

- Prior to the tour – 31% said not at all; 69% somewhat or very. 
- Post tour – 0% said not at all; 100% said somewhat or very. 

 

Photos taken at the tour and graphs for these questions can be found in the ATTACHMENT – pages 12 - 13.    

3. Google ADS:  
The Google Ad component of this project identified words that consumers used when looking for healthy, 

Georgia Grown produce to buy. 
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Establishing an online presence is crucial in today’s internet savvy society. One of the first places consumers look 

to find a venue for farm fresh produce is the Google search engine.  GFVGA used Google Adwords to test the 

effectiveness of certain keywords for 19 different commodities.   Though this campaign was a pay-per-click 

program that resulted in paid ads, the more popular keywords found can be used effectively for search engine 

optimization and increasing an operations ranking among unpaid, or “organic” search results. (See Attachment 

14 for an example of both.)  

Producers and retail operations can utilize these key words to improve ‘organic’ or unpaid standing in searches 

by using these phrases in website content, e.g., page titles, brief website descriptions, image names.  The project 

identified the most popular keywords for each commodity by looking at words that had the highest page 

ranking.  For example, in Attachment – pages 15-16, there are several usable keywords in the “peaches” 

category; however, the phrase in the green box “pick your own peaches” generated the most impressions, 

indicating a phrase that many people use in the search engine.  In the same way, “Vidalia onions” are a popular 

search term for locating vendors for the famous Georgia sweet onion.   

PERFORMANCE MEASURE:  

The measurable results of Promoting the GEORGIA GROWN brand and nutritional value of fruit and vegetables 

to increase market share for Georgia producers was to hopefully increase the farm gate sales by 0.5%, 

generating more than $5 million to Georgia growers at the farm gate.  Most of this project work was done from 

October 1, 2011 to September 30, 2012.  As noted below, the farm gate value to Georgia’s fruit and vegetable 

has increased 15.3%, significantly more than the 0.5% target. 

    2010  2011  2012   

# of Acres grown  166,438 A 161,842 A 144,324 A 

Farm gate value   $ 0.97 Bil. $ 1.11 Bil.  $ 1.28 Bil.   increase 15.3% 

4. BENEFICIARIES and HOW THEY BENEFITED  
The beneficiaries of this project are the approximately 2,000 Georgia and southeastern fruit and vegetable crop 

producers that have more marketing and promotional programs available.  These tools will help improve their 

competiveness and increase market share for them.  

In addition, fresh fruit and vegetable consumers are beneficiaries of this project as they have a number of new 

recipes available and they learned of the nutritional and healthy benefits of the products grown by our specialty 

crop producers.     

5. LESSONS LEARNED   
There were a number of lessons learned from this project, but the one that continues to surface is that consumers, 

as well as school administrators and dieticians, are hungry for information on products and preparation.  An 

example of this can be seen in the email below:  

“Let me introduce myself, Hi- I’m Kristy’, I’m a mentor for a local kids and youth program. I volunteer during the 

week and weekends to kids and teens that help develop, and ‘enrich’, if you will, their experiences, education and 

goals in life.   



 

102 | P a g e  
 

Anyway the reason why I’m emailing is because the kids that I am mentoring wanted me to let you know that 

your page, http://georgiagrownfun.com/links  (Note to GDOA/USDA – this site was initiated with a SCBG two 

years ago) is totally awesome!! Your page has given us some terrific resources.  Thanks a bunch!!” 

I hope we can continue to provide good materials to our educational leaders.   

6. CONTACT PERSON 
Charles T. Hall, Jr. 
Executive Director 
Georgia Fruit and Vegetable Growers Association 
P.O. Box 2945 
LaGrange, GA   30241 
chall@asginfo.net  
706-845-8200 
 

7. ADDITIONAL INFORMATION  
 
 

http://georgiagrownfun.com/links
mailto:chall@asginfo.net
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9. Georgia Fruit & Vegetable Growers Association – Educational Training and 

Informational Access Program Solutions to Help Increase Specialty Crop 

Competitiveness for Southeastern Producers – Final Performance Report 

 

1. PROJECT SUMMARY 
Specialty crop producers have to make decisions to reduce or better manage their risk whether it is 

production techniques, pest management, food safety, labor practices, marketing or farm management.  

In Georgia, fruit and vegetable production is valued at over one billion dollars at the farm gate.  Fruit and 

vegetable production has some of the highest input costs of any crops that can be grown.  Daily, produce 

growers are making multi-thousand dollar decisions that have a direct effect on their bottom line.    

This project addressed the need for continued education and training for Georgia and other southeastern 

specialty crop producers.  The project utilized a multitude of educational venues including a three day 

trade show and educational conference, DVD-ROM recordings of the educational sessions, several one 

day regional workshops, one-on-one on the farm food safety and marketing consulting and e-news, 

website, Facebook and other electronic updates.  The ultimate goal of this project was to help Georgia 

and southeastern growers increase their knowledge and risk management skills through workshops, 

training, consultation and current information.      

 
2. PROJECT APPROACH 

The approach of the project was to implement delivery venues that would insure the goals of the project 
were accomplished.  This included,  

- Three day educational conference 
- Availability of the educational sessions via DVD to growers not attending 
- Regional workshops and training sessions educational to provide more in-depth information on 

food safety issues. 
- On the farm consultation to insure food safety compliance.  
- Continued communication to growers and measurement of its impact.  

  
3. GOALS and OUTCOME ACHIEVED 

The primary goal of this grant was to help producers increase their knowledge and risk management skills 
through educational programs, workshops, training, consultation and access to current information. The 
following five focus components were utilized to accomplish the goals and outcomes for the project.   
     

1. Educational Programs: 
The SE Regional Fruit and Vegetable Conference was held on January 5 - 8, 2012 in Savannah, GA with 

more than 2,670 people in attendance.  This was a 14.4% increase in attendance over the 2011 

conference.  The conference had over 84 hours of educational sessions available to the attendees (see 

ATTACHMENT, pages 01-20), and 93.9% of the attendees rated the cost of the conference to the value 

they received as good or excellent.  In addition, 94.4% of the attendees said the time they spent at the 

conference was good or excellent when compared to the value of the education they received.    
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The measurable outcome for this conference was to have 80% positive rating of the attendees for the 

educational value and usefulness of classes attended.  The surveys conducted after the conference 

showed 93.3% of the attendees rated the usefulness of information from the educational sessions as 

good or excellent.  In addition 89.5% of the attendees said their knowledge of specialty crop 

production practices and/or management techniques increased.   

Performance Measurement: 

    2011  2012  + - REACHED TARGET/GOAL 

 Attendance   2,330  2,670  + -exceeded goal - 14.4% inc.  

 Cost to Value rating 90%  93.9%  + -exceeded goal – 3.9% inc.  Value 

to Time  90.4%  94.4%  + -exceeded goal – 4.0% inc. 

 

TARGET 2012  + - REACHED TARGET/GOAL 

  Usefulness of classes 80%  93.3%  + - exceeded target of 80% 

  Gained knowledge  80%  89.5%  + - exceeded target of 80% 

 

Attached is a partial list of the specific examples of specialty crop knowledge learned at this conference 

they plan to implement during the 2012 crop year (see Attachment – page 20).     

2. SE Regional DVD-ROM Recordings:   
The educational sessions at the SE Regional Fruit and Vegetable Conference were recorded and a DVD 

of all of the sessions was made available for both those attending and those not attending.  There were 

85 farms/companies that took advantage of the full conference recording offering.  This was an 

increase of 15 over the 60 farms/companies that took advantage of this educational opportunity in 

2011.  

Growers were surveyed to determine how they used the DVDs which they received with conference 

information.   

 50% of the individuals responding to the survey that received a DVD personally watched 
portions of the conference proceedings. 
   

 75% of the growers responding that received the DVD showed parts of the DVD to others at 
their farm or operation.  On average 4 additional workers viewed parts of the DVD.  Several 
growers used portions of the DVD particularly for food safety training, showing it to over 125 
harvest and packing workers. 
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 86% of the growers responding, that received a DVD said it was helpful.    
 

Performance Measurement: 

     2011  2012 + - REACHED TARGET/GOAL 

 Growers requesting DVD  60  85 + -exceeded goal by 15 

 Avg # watching DVD/farm  n/a*  4 

 % of growers saying helpful  n/a*  86% 

 

** - no survey was conducted in 2011.   

3. G.R.E.A.T. (Grower Regional Educational & Awareness Training) Meetings   
The GREAT Meetings provided more in depth training to specialty crop growers and producers.  The 

Work Plan called for at least two different topics to be covered in GREAT Meetings, and where possible 

growers evaluated the value of the materials covered with a 90% positive score as the measurement 

benchmark.   

Planning for the 2012 GREAT meetings began in the Fall of 2011 and purpose/need for the meetings 

was reviewed again in the Winter of 2012.  At that time it was determined food safety was the most 

pressing need for specialty crop growers in Georgia.  The three workshops noted below were 

coordinated and held to help specialty crop growers improve their food safety practices.  The 2012 

GREAT meetings included: 

GFS (Global Food Safety) Training #1 - March 6-8, 2012, Tifton, GA 

Nineteen growers attended this three day workshop taught by Primus Lab speakers and experts (see 

ATTACHMENT – pages 22-25 for agenda).   More than 90% of the workshop respondents to the ‘post-

survey’ agreed the information presented helped them overcome their food safety concerns and 

questions.  Several comments from the respondents are shown below,   

 

  I have the information and knowledge needed to enhance my food safety plan to include 

Harvest Crew GAP and Produce Handling GMP’s. 

 I learned I need to evaluate all our suppliers and have procedures in place on each company 

that supplies any products that come in contact with our product (risk assessment).  

 I learned I need to have HACCP training because of my company using peracetic acid.  
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 I learned I need to evaluate and analyze all aspects of our operation. This will include biological, 

chemical and physical risk assessments. I will write a new SOP and re-write any and all SOPs 

that do not confirm to the PrimusGFS standards after I do my risk assessment.  

 This type of workshop is limited to 20 or less participants.  After the workshop closed we had 10 or 

more growers on a waiting list so we decided to hold another workshop.  

GFS (Global Food Safety) Training #2 - March 28-30, 2012, Tifton, GA 

Sixteen growers attended this three day workshop taught by Primus Lab speakers and experts (see 

ATTACHMENT – pages 26-29 for agenda).  All respondents to the post survey stated the information 

presented at the workshop was very educational and they felt ‘informed’ following the workshop – 

100% measurable outcome achieved.   Several comments from the respondents are shown below,    

 This seminar was very good.  The instructor also had a ton of knowledge.  I also really like the 

fact that if she did not know an exact answer to a question she looked it up and taught us how 

to look it up, so we knew what she told us was correct.  

 The seminar provided me with a lot more insight into the PrimusGFS and the value this 

approach would be for the industry.  

 The workshop gave me a lot more appreciation of the Audit and the depth that no one has to 

go to obtain and maintain a good year round score.  

 My aim now is to meet the stricter focus of this audit and implement it in our operation so it is 

a part of the overall operating practices.    

The third GREAT meeting held is outlined below.  

  

Food Safety Update for Cantaloupe Growers: Lessons Learned from the Colorado Outbreak – May 23, 

2012, Tifton, GA. 

Seventeen growers attended this workshop that focused on improving food safety standards for their 

cantaloupe operations.    

The pre-workshop evaluation showed more than 50% of the attendees had moderate or low 

understanding of cantaloupe food safety guidelines.  Following the workshop, no one surveyed said 

they had low understanding and only one attendee said they had moderate understanding….dropping 

the percentage to less than 15%.  All others (86%) said they had a ‘high’ or ‘very high’ understanding of 

the guidelines.   

When asked, ‘how satisfied are you with the relevance of information provided during the workshop?’ 

all of the surveyed attendees said they were satisfied or very satisfied with the relevance of the 

information.   
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Performance Measurement: 

     TARGET Achieved REACHED TARGET ? 

 GFS Training  - March 6-8 

Helpful information 90%  90%+  REACHED TARGET 

 

GFS Training  - March 28-30 

Helpful information  90%  100%  REACHED TARGET 

 

Cantaloupe Food Safety Update 

Pre- Workshop   

Low-Mod knowledge  50% 

High or Very High   50% 

Post Workshop 

Low-Mod knowledge  15%  SURPASSED TARGET  

High or Very High   85%  SURPASSED TARGET 

4. On Farm Consultation for Food Safety and Market Development Purposes:  
Food safety education and consultation was a major component of this project.  As more wholesaler 

customers, for both retail and foodservice operations, require 3rd party audits food safety consultation 

will continue to be a major need for specialty crop growers.  Many 3rd Party audit requirements are 

moving beyond the standard ‘Good Agricultural Practices’ and requiring GFSI (Global Food Safety 

Initiative) standards.   

As of 9/30/2012 the GFVGA Food Safety program provided consultation to 25 farms certified by the 

Georgia GAP program and 30 farms certified by the GFSI standards, for a total of 55 farms.  In 2011 

there were 52 farms in the program.   

Performance Measurement: 

    2011  2012  + -REACHED TARGET/GOAL 

 Certified Operations 52  25 

  GFSI Certified   30 
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TOTAL    55  + exceeded 2011, but target    

    was 10% increase or 57. 

OVER BENCHMAK   274 mock audits at non-certified farms  

In addition, GFVGA consultants were contracted to provide 274 mock audits of blueberry farm 

operations during the spring and summer of 2012.     

5. Industry Communications: 
The goal and performance measure for this component of the project was,  

1. Establish a monthly e-communication vehicle for growers and agribusiness leaders which 
highlight current industry information and current regulatory concerns.    
 COMPLETED – October 2011 
 

2. Evaluate the effectiveness of this communication via a satisfaction survey measuring grower 
interest and readership.   

COMPLETED – July 2012 – 81.6% said UPDATE more important 

that other pubs.     

To meet performance measure #1, the GFVGA staff developed and began publishing THE UPDATE (see 

ATTACHMENT, pages 30-34).  This is a monthly e-communication for specialty crop growers in Georgia 

and the southeast.  The publication was initiated in October of 2011 with a 25.5% open rate and 

continues to be published on a monthly basis.  The ‘open rate’ is monitored on a monthly basis, 

although the 25.5% is well above industry standards.   

In July of 2012, GFVGA surveyed regular readership for The Update and the Georgia Fruit & Vegetable 

Growers News magazine. The purpose of this survey was to establish how publications produced by 

GFVGA measured against other industry publications, i.e. Growing Georgia, The Packer, and The 

Produce News.   

Approximately 90 growers and other individuals responded to the survey.  The majority of respondents 

were from Georgia, Florida and North Carolina, though we also received submissions from readers in 

surrounding states including Alabama, Indiana, Virginia, and Tennessee.  

When compared against other industry publications, 81.6 percent of survey participants ranked the 

GFVGA Update more important than other sources (The Packer, Produce News, Growing Georgia) to 

receiving the latest information regarding the industry. In another question – more than 90 percent of 

survey participants “agreed” with the statement that content featured in GFVGA Update increased 

their knowledge of the Southeastern produce industry.  For all the results see Attachment - pages 35-

40. 

4. BENEFICIARIES and HOW THEY BENEFITED  
The beneficiaries of this project are the approximately 2,500 Georgia and southeastern fruit and 

vegetable crop producers who attended these programs and received education, training, communication 
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and management tools. These tools will help improve their competiveness and increase market share for 

them.   

5. LESSONS LEARNED   
There were a number of educational materials provided, lessons learned and training provided as noted 

in #3 above that will be of great benefit and value to Georgia producers.   

6. CONTACT PERSON 
Charles T. Hall, Jr. 
Executive Director 
Georgia Fruit and Vegetable Growers Association 
P.O. Box 2945 
LaGrange, GA   30241 
chall@asginfo.net  
706-845-8200 

 

7. ADDITIONAL INFORMATION  
PLEASE NOTE:  There were no SCBG funds used in our participation in the “Crème of the Crop” dinner and 

mixology competition.  No block grant funds were used to purchase alcohol or processed products.  We were 

invited to participate in these events due to us having a presence in the Farm Fresh “tasting tent” where over 

7,000 individual attendees learned about these five Georgia Grown commodities. 

mailto:chall@asginfo.net
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10. Georgia Fruit & Vegetable Growers Association – Increasing Fruit and Vegetable 

Market Share for Georgia Growers – Final Performance Report 

1. Project Summary 
 
The fruit and vegetable industry in Georgia is valued at more than one billion dollars at the farm gate.  This project 

was designed to increase the awareness of Georgia produce by direct communication with the retail chain buyers to 

get more produce on the grocery shelves, and with foodservice distribution companies to broaden purchases by 

institutional establishments and restaurants.   

2. Project Approach 
 
The Produce Marketing Association 2011 FRESH SUMMIT was held in Atlanta, Georgia on October 15-17, 2011.  This 
is the world’s largest and most valuable fresh fruit and vegetable event.  FRESH SUMMIT has an attendance of over 
18,000 attendees from 50 countries annually. The Georgia pavilion had 5,800 sq. ft. of floor space and 25 exhibiting 
firms.   
 
The three-day show brought together produce industry leaders to see new products, strengthen relationships with 
current suppliers, and gather information for future purchasing decisions.  It was coordinated by the Georgia 
Department of Agriculture and GFVGA.   
 

3. Goals and Outcomes Achieved 
 
The 2011 event offered Georgia producers a tremendous opportunity to market products and identify new outlets for 
their produce. 
 
Companies exhibiting in the pavilion were asked to report new customer leads and increased sales.  Based upon the 
information reported, the companies that exhibited in the Georgia Grown pavilion at PMA averaged 3.9 new 
leads/contacts per company (our target was at least 3 new leads).  The estimated increase in sales generated from 
these new leads and increased current customer orders was $4.37 million (our target was an increase of $2 million).   
 
 

4. Beneficiaries and How They Benefited 
 
The beneficiaries of this project were not only the 24 Georgia specialty crop farms and agribusiness organizations 
who exhibited at the 2011 PMA in Georgia (with an average 3.9 secured new leads during the three-day show), but 
also the hundreds of other specialty crop growers who did not display received marketing benefits, as the GA 
GROWN logo was broadly promoted.   
 

5. Lessons Learned 
 

There were several lessons learned and positive outcomes achieved as noted in #4 above.      
 
6. Contact person for the project:   

 
Charles Hall, Executive Director  
Georgia Fruit and Vegetable Growers Association   

  P.O. Box 2945 
  LaGrange, GA   30241 
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chall@asginfo.net 
  706-845-8200 

 
7. Additional Information 

 
There are several attachments below that serve as reference material for the information presented.        

mailto:chall@asginfo.net
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11. Georgia Olive Farms – What Infrastructure and Capital Investment is Required to 

Establish the Southeastern U.S., Centered in Georgia, as a Significant Producer of 

Olive Oil on a Global Basis? – Final Performance Report 

PROJECT SUMMARY 

In 2009, the first super high density olive orchards were planted in South Georgia. In 2014, Georgia Olive Farms 

(GOF), a cooperative association, conducted the first commercial harvest of olives in Georgia, on approximately 20 acres, 

since the late 1800s.  As a result, much interest was generated and multiple press outlets ran stories. With this harvest, 

it became apparent that olive oil production in Georgia, and the southeast, could potentially become a significant 

industry creating jobs and a fall cash crop for farmers.  

The olives harvested in 2011, of necessity, were transported to Texas to a small olive mill for pressing since there 

were no olive mills east of the Mississippi River. Since the harvest was a small one compared to long established 

orchards of significant acreage, the transport did not create any obstacles. However, as future harvests produce more 

tonnage and more acreage is planted, strategic planning was required in order to determine how to move forward with 

development of the olive oil industry in the Southeast, centered in Georgia. In order to develop a long-term plan for 

establishment of an olive oil industry in the Southeast, it was necessary to collect information and data as to equipment 

needed and capital investment required to develop the industry so that famers and investors could make informed 

decisions. 

GOF began making inquiries and performing due diligence as to experts who would possess the qualifications to 

produce a report outlining what would be required to move forward with olive oil industry development in Georgia and 

the Southeast. 

 It was determined that Paul Miller, President of the Australian Olive Association and recognized expert in the 

global olive oil world, possessed the qualifications. Alan Greene, former executive in the California Olive Ranch, the 

largest producer of olive oil in the U.S., located in California, and Adam Englehardt, current farm manager of the 

California Olive Ranch were asked to cooperate with Mr. Miller in this effort. Members of GOF would also be involved in 

the effort. A determination would be made as to the acreage of olives that could reasonably be predicted to be planted, 

the marketing efforts required and the capital investment required. With such a study, the olive industry in Georgian 

and the Southeast could develop in an orderly and efficient manner. 

The study was commenced and a final report was produced, which was submitted with the last annual report on 

this project. As a result of the study, a small olive mill was purchased by members of GOF for the 2012 harvest and was 

utilized for that small harvest. Importantly, a state of the art 1.8 ton alfa laval olive mill was purchased, and a state of 

the art olive harvester was purchased, during the 2013 season. Both the mill and harvester were used to harvest and mill 
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olives from the orchards near Lakeland and Hawkinsville, Georgia. A milling facility has been constructed near Lakeland, 

Georgia in which to house the olive mill. This infrastructure is now in place as a direct result of the study. (The above-

mentioned purchased equipment and milling facility were not obtained with specialty crop block grant funds.)  In 

addition, the study has resulted in the interest of UGA scientists who desire to establish a database for pests and disease 

applicable to olive production in the southeast. Finally, more acreage has been planted by more farmers and the 

demand for olive oil produced in Georgia far exceeds the supply at the current time and will for the foreseeable future. 

PROJECT APPROACH 

GOF approached the project objectives by finding and utilizing qualified consultants and by relying on personal 

services of GOF members. Representatives from GOF gathered data about different climates similar to each of the 

regions in Georgia by traveling to other states in the South including South Carolina, Alabama, Mississippi and Florida. 

GOF conducted planning and strategy meetings and telephone conferences with consultants in order to achieve 

an orderly approach to the project. Orchard meetings were held with consultants, extension agents and members of the 

academic community. Information was collected regarding olive oil consumption on the East Coast. Research was 

conducted to predict the number of acres of olives that would be required to capture a significant market share of the 

olive oil consumed on the East Coast, as well as the number and location of olive mills in the Southeast as the industry 

develops. Meetings were held with agriculture experts from Alabama, Mississippi and South Carolina as well as a UC 

Davis professor. An educational session and discussion of the study was presented at the Southeastern Fruit and 

Vegetable Conference in Savannah, Georgia with approximately 150-200 attendees. Questions were fielded and 

information was gained with regard to the potential of more plantings. There was interaction with current growers and 

potential growers at educational seminars held in 2012 and in the spring of 2013 sponsored by the Georgia Olive 

Growers Association. 

GOALS AND OUTCOMES ACHIEVED 

The primary goal sought to be achieved with this project was the production of a comprehensive report 

concerning the investment and infrastructure required to move forward with development of the olive oil industry in the 

southeastern United States centered in Georgia. In addition, it was sought to determine marketing approaches and how 

development should occur. The information contained in the report would be used by current growers, extension 

agents, potential growers, academia and investors interested in development of the olive oil industry in the Southeast. 

These goals were achieved.  Because of this easily available information, our goal of increasing the number of olive 

producers in Georgia by 25 percent was also achieved. 

The work plan proceeded in an orderly and organized fashion and the primary author of the report, Paul Miller, 

did outstanding and exhaustive work. A comprehensive report was timely produced and has been disseminated in 
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educational conferences, individually and on the website of Georgia Olive Farms. Please see the report at 

http://georgiaolivefarms.com/gof/wp-content/themes/southpaw-gof/docs/Georiga-Olive-Farms-Developing-The-Olive-

Industry.pdf.   The report covered all aspects of the olive oil industry, the potential in the Southeast, infrastructure 

needed, acreage projections and market potential. The report identified areas in the Southeast which are potentially 

suitable for olive oil production. The report has been made available at agricultural expos in Georgia, Alabama and South 

Carolina. This project has directly resulted in the establishment of a state of the art olive press facility near Lakeland 

Georgia and in the purchase of a state-of-the-art olive harvester, the only one east of the Mississippi. The report has 

further resulted in more acreage being planted and in additional participation by potential growers. This report is the 

only data existing with regard to modern-day olive oil production in the Southeast and in Georgia. It will form the basis 

for further research and due diligence by farmers and investors. As a result of this report, UGA scientists are working 

with Georgia Olive Farms to establish a pest and disease database specifically applicable to olive trees in Georgia and the 

Southeast. 

BENEFICIARIES 

Those who benefited from this project are: current olive growers, potential olive growers, current and potential 

investors, extension agents, consumers and academia. Results of the report were discussed at the Southeastern Fruit 

and Vegetable Conference and at the Georgia Olive Growers Association seminars conducted in 2012 and 2013. The 

report was also discussed with the public at the Ag Expo in Moultrie, Georgia, the Sustainable Agricultural Conference in 

Alabama and the Ag Expo in Florence, South Carolina. GOF estimates that in excess of 500 persons were in attendance at 

the educational seminars and that approximately 2,500 persons received the benefit of the study at the olive grower 

booths at various ag expos. In addition, telephone calls are fielded every day by members of GOF which in some way 

involves the results of the study. A planning meeting took place on November 5, 2013, at the request of UGA scientists 

with Paul Miller in order to begin work on a disease and pest database specific to Georgia and the southeast.  

At the beginning of 2012, there were approximately 90 acres of olives planted in Georgia and about 20 acres in 

north Florida, with approximately 10 growers. Now, there are approximately 242 acres of olives planted in Georgia and 

approximately 73 in north Florida with a total of 25 growers. As a direct, or indirect, result of the study, the olive acreage 

has more than tripled and the growers have more than doubled. Additionally, there will be new planting in the spring of 

2014. The first planting in Alabama will take place in the spring of 2014. GOF will continue to attend the ag expos and 

continue to disseminate information learned from the project. All of these growers benefitted from the results of the 

study. 

Also, as a direct result of the study, a state-of-the-art olive press, and a facility to house the press was 

constructed at the Georgia Olive Farming orchards near Lakeland, Georgia, and a state-of-the-art olive harvester has 

been purchased. Growers now have a facility to process their olives into oil and a means of mechanical harvesting. 

http://georgiaolivefarms.com/gof/wp-content/themes/southpaw-gof/docs/Georiga-Olive-Farms-Developing-The-Olive-Industry.pdf
http://georgiaolivefarms.com/gof/wp-content/themes/southpaw-gof/docs/Georiga-Olive-Farms-Developing-The-Olive-Industry.pdf
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Without a mill and harvester, development of the industry could not occur. Without the study, there would be no mill or 

harvester.  

LESSONS LEARNED 

Feasibility studies regarding development of a new specialty crop are critical; in order to conduct a valid 

feasibility study regarding a new specialty crop, it is necessary to have qualified experts, proper planning and execution; 

investors, farmers and academia rely upon valid studies in evaluating the feasibility of a new specialty crop; chefs and 

consumers are motivated by the effort and commitment of farmers and marketers to sustainability and “local” food 

supply; and there is tremendous passion regarding the growing and marketing of healthy, local food that results in a 

reduction of the carbon footprint. As evidenced by the fact that the demand for Georgia Olive Oil far exceeds the supply 

at present, we learned that chefs and consumers will support, and become partners in, the development of a new 

specialty crop that will benefit all consumers so long as they see that growers, marketers and investors share the same 

passion. 

CONTACT PERSON  

Berrien Sutton, 172 West Dame Ave., Homerville, GA 31634; berrien@SuttonLawLLC.com;  telephone 912-550-

5039. 

ADDITIONAL INFORMATION 

Photographs and videos are available on GeorgiaOliveFarms.com and also on Facebook. There is a large 

following of our progress as evidenced by Facebook. Paul Miller is working with UGA scientists to develop a certified lab 

analysis center at UGA for olive oil and to develop a pest and disease database. Georgia Olive Farms has plans to expand 

and improve the pressing facility for agri-tourism and educational tours as well as to expand bottling and storage space. 

GOF continues to provide consulting and information to the public regarding olive trees and the production of olive oil 

regardless of whether it is an individual that desires an olive tree for ornamental purposes or a grower that is planting 

significant acreage. 

 

12.Georgia Pecan Growers Association – Increasing the Promotion of Georgia Grown 

Pecans – Final Performance Report 

Project Summary  
With this project, the Georgia Pecan Growers Association (Association) continued to promote 
Georgia pecans in the U.S. through the following activities:  farmer educational meetings; distribution 
of pecan samples and promotional materials; website maintenance and updates; and conducting 
regional conferences and events. 

 

mailto:berrien@SuttonLawLLC.com
mailto:available@GeorgiaOliveFarms.com
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The focus of these activities was more on the domestic market here in the U.S. and utilizing the 
proven promotional methods to promote Georgia pecans. The objectives of the activities were to 
enhance state and national sales, recognition, and competitiveness of Georgia-grown pecans. 
Additional outreach, as well as awareness and accessibility to new and beginning pecan growers and 
disadvantaged groups of growers was achieved through conducting annual growers conferences. 
The conferences were aimed at increasing knowledge for beginning pecan growers on pecan 
varieties, diseases and handling procedures. Materials on the website were designed to enhance 
grower knowledge and to market Georgia pecans to multiple stakeholders. The website was 
particularly critical and timely in a challenging national and global economic climate for Georgia 
pecans to successfully compete locally, state-wide, and around the globe. 
 

Project Approach  
The goal of conducting pecan grower educational meetings and regional conferences was to provide 
a platform for pecan growers to learn about current issues affecting the agriculture industry. Topics 
ranged from insects and weather-related problems to marketing techniques. Pecan growers learned 
about marketing of pecans and the various techniques needed to be adopted to increase sales and 
revenue. Topics covered included the following: assessment of grower’s current marketing plan; 
developing an improved marketing plan and marketing strategies; and direct market communications.  
 
The Association launched a comprehensive, resource-based website, www.georgiapecan.org, to 
serve as a hub for many stakeholders in the pecan industry in Georgia. To further increase public 
awareness of Georgia pecans, the Association promoted the website by directly contacting members 
in the form of physical mailings, email blasts and notifications, and through the current quarterly 
magazine. The website was also promoted during the annual conference and Fall Field Day. 
Continuous monitoring and maintenance of the site has increased the educational and marketing 
resources that are available to many farmers. The ultimate goal of creating connections between 
buyers and growers has been further enhanced by the creation of the website, with the addition of a 
grower’s section.   
 
The Association also distributed pecan samples and promotional materials to enhance the publicity 
and yearly sales of Georgia pecans. 
  

Goals and Outcomes Achieved  

The goal of the educational meetings was to provide the much-needed knowledge and information to 
more than 600 pecan growers in Georgia. Farmers were able to share best practices and also learn 
about new export markets and the ability to increase sales and revenue. Through these meetings, the 
Association intended to increase the number of farmers exporting by 10%. According to the 
Association’s statistics for 2009, 30 growers were exporting out of 600 farmers in the entire state; that 
is 5% of farmers exporting. To increase that percentage to 10% of farmers exporting, the Association 
intended to increase the number of farmers exporting to 60 growers. 
 
Upon completion of several educational meetings, pecan growers were able to develop and begin to 
implement a marketing plan, understand marketing risks, evaluate effective marketing strategies and 
implement strategies to improve their marketing efforts and aid in their ability to increase sales and 
revenue. The meetings encouraged growers to use best management practices and implement 
programs offered for pecan growers by FSA and NRCS.   
 

http://www.georgiapecan.org/
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Participation in these programs increased significantly in 2012. The ultimate goal was to increase the 
number of farmers exporting by 10%. By September 2012, U.S. pecans exports have increased from 
40 million pounds to an estimated 100 million pounds. With the increase in exports, the 30 growers 
exporting pecans has increased to 60 growers either by directly or indirectly exporting some of their 
pecan production to international markets. This is an increase of 50% in the number of pecan growers 
exporting.  The number of pecan growers exporting was measured by data collected by the 
Association.  The growers utilized the website by filling out forms, completing surveys at regional 
meetings, stating their quantities of pecans sold for export. The ultimate goal was to increase 
production and sales of pecans by equipping farmers with the necessary tools and resources they 
desperately needed.  
 
The goal for the distribution of pecan samples was to increase sales and public awareness of Georgia 
pecans as part of a healthy diet. The Association intended to distribute more than 3,500 samples to 
consumers and expect a 5% increase in consumer awareness and sales. Awareness was to be 
measured through feedback cards provided by the Association as well as reliance on the show-of-
interest method of phone, web and mail inquiries made regarding pecans. Regional sales data was to 
be evaluated to measure the increase in sales. The Association was able to distribute 3,500 samples 
to consumers. Many of the consumers were aware of pecans, but not necessarily of all the health 
benefits of the product. There was a 25% increase in the production/sales of pecans. 2010 data 
showed an estimated 75 million pounds of pecans sold compared to 2011 with 102 million pounds. 
 
The goal of maintaining and updating the website was to increase public awareness of Georgia 
pecans with the ultimate goal of increased sales. The Association had received more than 100,000 
visitors to the site since its creation in 2009, with monthly visits to the website ranging from 3,000 to 
5,000 hits. The Association intended to increase website visits by 5%. We have received a total 
average of 4,000 monthly visits to the site; for some of these months there was an increase of more 
than 5% of website visits.  The Association promoted the website by directly contacting members in 
the form of physical mailings, email blasts and notifications, and through the current quarterly 
magazine. The website was also promoted during educational meetings. Continuous monitoring and 
maintenance of the site has increased the educational and marketing resources that are available to 
many pecan growers. Many emails were received requesting additional information regarding pecan 
purchases, planting of trees, Association membership, and available grants. The Association has 
taken steps to address these requests and was constantly including new information on the website.  
 
The goal of creating and distributing promotional materials was to inform consumers of the health 
benefits of pecans through printed promotional materials, which would lead to an increase in the sale 
and publicity of Georgia pecans. Information from the USDA and the Georgia Department of 
Agriculture on the yearly sales of pecans was used to measure the success of the project. In 2010, 
yearly sales of pecans were $120 million; compare this to the 2011 sales of just over $240 million and 
there is more than a 2% increase. A survey was taken each time the promotional materials were used 
at vending sites, trade shows, health fairs, and pecan associated meetings. The survey results 
translated into a definitive increase in sales.  
 
 
The goal of regional conferences and events was to provide the much-needed knowledge and 
information in a face-to-face environment to more than 600 pecan growers in Georgia. Growers were 
able to learn and share best practices and also learn about new export markets and the ability to 
increase sales and revenue. Through these conferences, the Association intended to increase 
education and networking opportunities for the pecan growers. A total of 1,178 pecan growers 
attended the six conferences offered in 2011. The Association increased the attendance at these 
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regional conferences from the current attendance average per farmer of one annual conference to six 
regional meetings/conferences during the 2011 year.  

    
Beneficiaries  

Many Georgia farmers have benefited from all the domestic promotional and marketing 
campaigns the Association has conducted. Opportunities are available to the more 600 pecan 
farmers in Georgia. A total of 30 pecan distributors shipped their pecans to many international 
destinations in 2010 and that number grew to 45 in 2011. We will continue to educate farmers and 
provide information on marketing strategies and efforts. 

 

Lessons Learned 
Through the conferences and seminars, the Association noticed the need for continuous education 
for the pecan growers. Growers filled out a questionnaire at the end of the conference and many 
noted the benefits from the knowledge gained and how it would positively impact their businesses.  

 

The Association’s website, www.georgiapecan.org, serves as a hub for many stakeholders in the 
pecan industry in Georgia.  Continuous monitoring and maintenance of the site was critical to ensure 
that more educational and marketing resources are available to farmers, consumers and various 
stakeholders. 

 

Ever since pecan promotional and marketing campaigns have been introduced in China and many 
parts of the world, the pecan industry has seen a robust growth in export sales. These marketing 
efforts have given Georgia pecan producers new avenues and means of promoting their products and 
has resulted in exposure to new buyers and distributors. The informational literature given out at all 
promotional activities have had lasting pecan awareness. Continual promotional and marketing efforts 
aimed at creating a larger customer base are very much needed for the continued growth in export 
sales of pecans. From the conferences, it was evident that the Association needed to continue 
educating the world market on the quality of Georgia pecans and define the differences in the product 
compared to other nuts currently consumed.  

 

Contact Person 

Janice Dees, Executive Director 

Georgia Pecan Growers Association 

P.O. Box 1367 

Tifton, GA 31793 

229-382-2187 

Janice@georgiapecan.org 

 

 

13.Georgia Watermelon Association – Increasing Profitability for Georgia 

Watermelon Producers through Consumer Education and Awareness 2011-2012 – 

Final Performance Report 

 

http://www.georgiapecan.org/
mailto:Janice@georgiapecan.org
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1. PROJECT SUMMARY 
Many consumers are not aware of the nutritional and health benefits of watermelons.  This project 

implemented a broad based marketing plan that focused on consumer education as the key element.  The 

consumer education was initiated using several different methods and venues to promote Georgia 

watermelons and inform consumers of the health and nutritious benefits received from eating fresh 

watermelon.  

The project targeted primarily local and regional retail markets and public venues to inform the public of 

all that watermelons can offer, in addition some state and national promotions were included.  In addition, 

the project will focus on ways which watermelon growers can increase their profitability with both 

marketing and production practices.   

This project also addressed a research need for growers.  Originally this project called for a ‘cull’ study to 

be conducted to increase grower income from these melons that were traditionally discarded.  However, 

early in the grant cycle growers across the southeast were hit with a devastating disease called Bacterial 

Fruit Blotch (BFB).  Permission was given to divert the ‘cull’ study funds to an emergency research directive 

to try and control BFB.   

The objectives achieved by this project include:  

  

1) provide consumers with information on the health benefits of including watermelons in their diet. 
2) communicate best food safety practices for the consumer in the purchasing, storage and preparation 

of watermelons. 
3) conduct research to identify alternative treatments to control BFB on watermelon transplants in the 

greenhouse.    
 

As outlined further in this final report, the accomplishments and measurable results show a high level of 

success for the project.   

2. PROJECT APPROACH  
The approach of this project was to address each component as outlined in the Work Plan that was 

included in the original application.  This included in-store retail promotions, a local market blitz, media 

appearances, and advertising.  From previous promotions we know the impact on consumers during an in 

store promotion.  Sales of watermelons are normally increased by more than 30% during an in store 

promotion.  A special focus of the work plan was to reach as many retail outlets as possible.  

In addition, through a research study conducted by scientists at the University of Georgia, this project 

addressed a serious disease problem watermelon growers were facing called ‘Bacterial Fruit Blotch’ (BFB).  

This is one of the most devastating diseases of watermelon and caused Georgia growers to lose more than 

10% ($7.5 million) of their crop in the summer of 2011.     

3. GOALS AND OUTCOMES ACHIEVED 
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The primary goal of USDA block grants is to increase the competitiveness and market share for the 

specialty crop producer.  As noted below this project met most of the Performance Measures and 

provided tremendous marketing and promotional opportunities for watermelon growers to increase 

market share.   

In Store Promotions 

The GWA marketing spokesperson received four days of training from the National Watermelon 

Promotion Board on watermelon food safety, nutritional value, selection, preparation and storage of 

watermelons.  Following this training, the GWA marketing spokesperson coordinated in store sample 

tasting at 17 retail outlets to provide to customers shopping on that date.  The 17 retail promotions 

distributed over 1000 flyers highlighting watermelons as ‘heart healthy’ and on average talked with more 

than 60 customers per store (see Attachment – Page 1).  While the retailers will not provide sales numbers 

due to competitive reasons, many did give sales percentages.  All stores had an increase in sales during the 

promotion which varied from 12% to 33%.      

In addition, GWA coordinated a ‘promotional blitz’ to seven retail outlets in the central Georgia area on 

June 15-16, 2012 using sorority members at Mercer University in Macon.  During the two-day central 

Georgia blitz, members of Alpha Gamma Delta, Chi Omega and Phi Mu passed out promotional literature 

for two hours in each of these retail locations - Harvey’s Supermarket (Macon) , Ingles Supermarket 

(Forsyth, Gray, Barnesville), Piggly Wiggly (Macon), Dollar General Market (Macon) and Robins Air Force 

Base Commissary (Warner Robbins).  Over 600 shoppers stopped at the display to receive more than 600 

pieces of promotional information and nutritional literature about watermelons. (see Attachment – page 

2.)      

 Personal Appearances and Media Events 

The GWA marketing spokesperson appeared at seventeen major media and promotional events. This 

included eight press interviews with,  

 Bartow Daily Tribune    Joy FM - Atlanta 

 WALB-TV – Albany     WMAZ-TV – Macon 

 WSST –AM/FM – Cordele (2 times)     WYFF-TV – Greenville, SC 

 WXIA – TV- Atlanta/Statewide market – viewership 14,400 (see Attachment – page 3) 

  

And nine appearances and presentations at: 

 Ag Awareness Day at the GA State Capitol 

 Atlanta Food & Wine Festival 
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 2012 Taste of Melon Promotion – National Watermelon Festival – Cordele, GA 

 Southern Exposure – Orlando, FL 

 Charlotte Speedway – Charlotte, NC 

 Freedom Weekend Aloft – Greenville, SC 

 Seminis Grower Field Day – Tifton, Ga 

 2013 Taste of Melon Promotion – National Watermelon Festival – Cordele, GA 

 Georgia Grown Day – Atlanta Farmers Market – Forest Park, GA 

  Performance Measurement:   Accomplished        Consumers  

      Target  in 2012/13  Estimated Reached 

   In Store Promotions** 20  17  1000 cust/1000 brochure   

  Blitz – In store distribution**    8    7  600 cust./600 brochures 

Media and Event  10  17  Total reach - at least      

    avg. 1,500/event, media     

  interview for a total of           ___  ___ 

 over 25,000 reached. 

 TOTAL    38   41 

  

**While we did not reach the target # of locations for these two categories, we determined, 

based on budget available, it was more impactful to have the additional media and event 

opportunities covered in that GWA reached more consumers – estimated 25,000 people at the 

events versus 1,600 for in-store.        

Atlanta Braves Promotion 

The GWA held promotions and consumer awareness days in conjunction with the Atlanta Braves in July 

2012 and July 2013.   

For the two day promotional event in 2012, on June 30 and July 1, over 10,000 watermelon samples were 

distributed and a 10 second ad was displayed on all 450 stadium monitors every 10 minutes.  The GWA 

spokesperson had an on-the-field appearance delivering the “Play Ball!!”announcement and serving as the 

Honorary Team Captain for the Braves during the July 1 game.  The GWA spokesperson also was on the 

field during the post game ‘ Kids Run the Bases’ activity.   During the July 1 game, GWA received animated 

LED scoreboard graphics during the top of the 2nd Inning with 18,796 people in attendance. (see 

Attachment – pages 4-10).  The total attendance for the two games was 45,287.      
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On September 16, 2012, the GWA held a Braves game outing and ball game at Turner Stadium to thank all 

of the promotion sponsors and retail brokers for their efforts in promoting Georgia watermelons.  

Approximately 100 people were in attendance.   

In 2013, a different marketing approach was taken in conjunction with the Atlanta Braves.  The focus was 

on encouraging consumers to go to the watermelon web page and see new recipes and understand safe 

handling procedures.  On July 2, 2013 over 6500 hand fans (see  Attachment – page 11-12), were 

distributed at the game.  One side of the fan looked like a watermelon and the other side included a QR 

Code directing traffic to the website to learn more.   

In addition, the GWA spokesperson had an on-the-field appearance serving as the Honorary Team Captain 

for the Braves during the July 2 game.  During the game, GWA received animated LED scoreboard graphics 

during the top of the 6th Inning with 28.045 people in attendance.  A 10 second ‘eat more watermelon’ ad 

was displayed on all 450 stadium monitors every 10 minutes (see Attachment – pages 13-16).   

Performance Measurement:   Accomplished        Consumers  

      Target  in 2012/13  Estimated Reached 

   Hold Promotion with Braves   2012  Held two – 2012 and 2013 

    Game attendance  20,000  73,332 

Distributed samples/info. 10,000  16,500 

   

  Plus QR code results: 

   Visits to www.watermelon.org – increased 710% on July 2-6 2013 vs. 2012 

   Number of page views       increased 304.2% 

   Time on site         increased 70.8% 

Development and Production of Ads/Special Promotion 

 

The goal of this component was consumer marketing, promoting the tasty and nutritional benefits of 

Georgia watermelons.  As noted in the application, this part of the grant identified the Plan of Work to be 

the production of both a :30 sec and a :60 sec video ad that could be used in PSA opportunities to promote 

Georgia Grown watermelons.  However, after the 2011 application was developed and approved, we were 

able to utilize a by-product of the previous 2010 block grant to develop a similar :60 sec watermelon 

promotion advertisement.   

http://www.watermelon.org/
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In the Spring of 2012, GWA was offered the opportunity to partner with several other Georgia commodity 

organizations to promote five products cooperatively.  This opportunity offered many advantages both in 

cost and in coverage.  In analyzing the opportunity, it appeared GWA would reach a much broader 

consumer market through this promotion in comparison to those reached with free late night PSA 

announcements.  Participation in the co-op campaign was also economically priced.  The campaign 

included the placement of a feature editorial (see Attachment – page 17) with recipes and participation in 

an upscale culinary event – the Atlanta Food & Wine Festival.   

The editorial contained recipes that highlighted the nutritional benefits of watermelon and was featured in 

over 125 newspapers and over 400 on-line news sites for an overall outreach capacity at an estimated 42.7 

million impressions.  Fresh watermelon is certified by the American Heart Association’s “Heart Checkmark” 

program as being low in saturated fat and cholesterol.  During the Atlanta festival watermelon samples 

were provided in original and unique dishes (salsa, salads and soups) to the more than 7,000 individual 

attendees.  In addition, the GWA marketing spokesperson was present at the festival to pass out tasty 

watermelon samples and provide information on the nutritional benefits of Georgia watermelons (See 

attachment – pages 18-19).        

During the spring of 2013, GWA and the Georgia watermelon industry was featured in a new Georgia 

Grown magazine (see Attachment – pages 20-22).  In addition to providing information for the feature 

article, an ad (see Attachment – Page 23) was placed in the magazine near the industry article.  The 

magazine has a distribution of 15,000.     

Performance Measurement:     

       Estimated Consumers Reached  

   Family Features Editorial    42.7 million  

Atlanta Food and Wine Festival  7,000 at festival 

Atlanta Food and Wine ad/web  7.8 million impressions 

  Georgia Grown magazine   15,000 distribution 

 

RESEARCH STUDY  

The original proposal called for the coordination of a pilot study to identify markets and opportunities to 

sell “#2” melons to food service providers, restaurants and fresh cut operations.  The goal was to broaden 

and find new markets for Georgia Grown watermelons.  Unfortunately a very serious disease, Bacterial 

Fruit Blotch (BFB), had a significant impact on Georgia’s watermelon crop in 2011.  In the fall of 2011 the 

GWA Executive Committee felt if a protocol was not developed to control this disease there would be no 

“#1 or #2” melons to sell.   
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Bacterial Fruit Blotch (BFB), caused by the bacterium Acidovorax citrulli, is one, if not the most devastating 

disease of watermelons in Georgia and most of the world.  It is estimated this disease caused Georgia 

growers to lose more than 10% ($7.5 million) of their crop in 2011.  There are no known treatments to 

eliminate, or protocols to suppress, this disease once it attacks a watermelon plant/field.  In days it can 

wipe out a greenhouse full of transplant seedlings or devastate a complete watermelon field ready for 

harvest.         

Only copper, and acibenzolar-S-methyl (ASM) have shown efficacy against this disease in watermelon, and 

ASM can only be applied early in the season.  A late season alternative to copper would help growers 

suppress BFB for the multiple harvests available to growers.  Quinoxyfen (Quintec) was considered an 

alternative that growers could be looking for.  Quintec is already labeled for watermelons and is an 

effective tool for managing powdery mildew late season.  Recently UGA scientists have shown that 

Quintec can suppress bacterial spot in bell pepper. As of late 2011, Quintec had not been tested on 

watermelons for the control of BFB.   

In December of 2011, this grant funded a project to investigate the efficacy of Quintec against BFB on 

watermelon transplants grown in a greenhouse.  Studies associated with this investigation have been 

completed and it was determined Quintec spray did not suppress seedling transmission of BFB under 

greenhouse conditions.  Unfortunately Quintec will not be the alternative growers are searching for to 

suppress BFB transmission (Research Summary – see Attachment – page 24).       

SUMMARY OF PROJECT OUTCOMES 

As noted in the original application,  

Our primary goal is to increase the sales of watermelon in Georgia during the Georgia growing season. We 

will determine how well we achieved this goal by comparing the watermelon shipments in 2011 to the 

shipments in 2012.  This volume is available from the National Watermelon Promotion Board.  In 2011 the 

shipments 643,620,000 lbs. and we expect to increase the tonnage by 5%.  

 

Performance Measurement:     

      2011   2012  

   Pounds    657,440,000  635,400,000 

FOB    $ 0.156  $ 0.159 

Revenue   $ 102,433,953  $ 100,892,109 

 

As can be seen in the above number, the 2012 crop year did not yield a 5% increase in tonnage as was the 

target.  Georgia production in 2012 was down by 3.5%.   

During the production season, Georgia watermelons growers experienced a very warm spring which allowed 

early planting.  Later in the season the weather changed and the growers had to deal with a severe drought 
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and extremely high temperatures.  This caused a reduction in the crop that was harvestable.  In three 

counties in the watermelon belt over 30% of the plants were damaged due to a hailstorm in May, causing 

reduced production.  These weather conditions reduced production and the subsequent tonnage shipped.  

Unfortunately no amount of marketing can make up for problems created by Mother Nature.  In addition 

some growers continued to feel the impact of the Bacteria Fruit Blotch (BFB) outbreak in 2011 and their 

yield and packing capacity was reduced.       

 

4. BENEFICIARIES and HOW THEY BENEFITED  
The beneficiaries of this project are the 300 Georgia watermelon producers that have been provided 

additional marketing support to increase sales and production support via the research project.  In 

addition to the tasty value of watermelons, this project also educated consumers to the nutritional and 

health benefits of watermelons.   

 

5. LESSONS LEARNED   
Marketing efforts can help ease the pain from a grower having a disastrous year caused by weather and 

disease – to be less painful.  Research is important to learn what does not work effectively.  We believe 

the marketing and promotion efforts made by this project will be of benefit at some point in the future.     

 

6. CONTACT PERSON 
Charles T. Hall, Jr. 
Executive Director 
Georgia Watermelon Association 
P.O. Box 1109 
LaGrange, GA   30241 
chall@asginfo.net  
706-845-8200 

 

ADDITIONAL INFORMATION: 

mailto:chall@asginfo.net
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EVALUATING QUINOXYFEN AS AN ANTOBACTERIAL AGENT FOR SUPPRESSING 
ACIDOVORAX CITRULLI ON WATERMELON. 

(New Research) 
 
Investigators: 
David B. Langston, Jr. – Principle Investigator 
Bhabesh Dutta – co-Principle Investigator 
F.H. Sanders – co-Principle Investigator 
 
Introduction: 
Bacterial fruit blotch (BFB), caused by the bacterium Acidovorax citrulli, is one, if not the most 
devastating disease of watermelons in Georgia and most of the world. U.S. growers observed the 
most widespread damage from this disease in 2011. Only copper, and acibenzolar-S-methyl 
(ASM) have shown efficacy against this disease in watermelon, and ASM can only be applied 
early in the season. A late season alternative to copper would help growers suppress BFB for the 
multiple harvests available to growers. Quinoxyfen (Quintec) may be the alternative that 
growers are looking for. Quintec is already labeled for watermelons and is an effective tool for 
managing powdery mildew late season, and recently we have shown that Quintec can suppress 
bacterial spot in bell pepper. To date Quintec has not been tested on watermelons for the control 
of BFB. The purpose of this investigation is to test the efficacy of Quintec against BFB on 
watermelon transplants grown in a greenhouse. 
 
Objectives: 
1) Determine if Quintec applied to watermelon transplants can suppress BFB in the 
greenhouse. 
 
Experimental Plan: Greenhouse trial. Watermelon transplants were grown in 128 cell 
speedling trays at the University of Georgia greenhouse at the Tifton Vegetable Park. After 
emergence, transplants were sprayed on a weekly schedule with Quintec and other bactericide 
sprays. The test design was randomized complete block with four replications and treatments 
included: 6 floz Quintec, 12 floz Quintec, 24 floz Quintec, 36 floz Quintec, and 1.25 Lb Kocide 
3000. Once the cotyledons have fully expanded, two transplants in each tray were inoculated 
with Acidovorax citrulli. Plants were monitored for disease spread and rated as needed. Means 
were calculated for disease ratings and compared using ANOVA. 
 
Results 
Quintec did not affect seed-to-seedling transmission of BFB under greenhouse conditions 
(P=0.217). Seedlings that did not receive any antimicrobial spray displayed symptoms to 44.5% 
of the watermelon seedlings. Seedlings sprayed with 6 floz Quintec and 12 floz Quintec 
transmitted BFB to 33.67 and 34.45% of the seedlings whereas treatments with 24 floz Quintec 
and 36 floz Quintec displayed symptoms to 32.76 and 33.54% of the seedlings. Seedlings 
sprayed with only Kocide 3000 transmitted BFB to 35.34% of the seedlings. Overall, BFB 
seedlings transmission percentages did not differ significantly for all treatments with respect to 
untreated check. 
 
Conclusions 
Quintec spray did not suppress seedling transmission of BFB under greenhouse conditions. 

PAGE 24 
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14. Hospitality Education Foundation of Georgia – Top Chefs Top Crops: Georgia’s Top 

Chefs Teach Students How to Use Specialty Crops – Final Performance Report 

1.      Project Summary 

Georgia high school funding has been drastically cut or eliminated to support field trips. This has 

prevented students from getting hands-on experience from chefs, farmers, or mentors. In addition, there 

wasn’t a free resource designed specifically to teach high school students to use specialty crops 

correctly.  Studies, from The Society for Research in Child Development, have shown that experience is 

a major determining factor of food preferences and schools are the source from which food preparation 

skills are learned and food choices are developed. These students are on a track to be chefs.  Without 

this knowledge, we are seeing an increasingly growing negative impact to the product choices of this 

target group.  

Therefore creating an engaging instructional video designed for high school students that demonstrated 

healthy delicious dishes with specialty crops was needed to inspire the next generation. There is a 

strong culinary education program in Georgia and this project supported the teachers, mentors, and 

students by providing educational resources that were otherwise unobtainable. 

2.   Project Approach  

Part one of the project was a four-part instructional video designed to teach high school students to use 

specialty crops correctly. 

 Chapter One - Asparagus and Artichoke Soup with Artichoke Savarin, Tomato Compote, Artichoke 
Foam, and Herb Crisp.   This chapter provided an overview of techniques from preparation through 
plate.  

 Chapter Two - Field pea cakes, roasted pepper relish, basil sabayon, and fava bean puree.  

 Chapter Three - Mint Infused Mousse, Ginger Cookie Crunch, peach coulie, coconut tuilie, and 
Yucca Buneulos. 

 Chapter Four - an in-depth review of the preparation and care of the crops used in previous three 
chapters.  

 

The focus of the video is “proper use of specialty crops to create a three-course healthy meal.” The four-

part series was available free on the internet, as a classroom resource for high school cooking 

programs.  The recipes were also made available for students and teachers to use.  In January, 

teachers and students were notified the video was there as a resource but were not told the video was 

part of a larger project.  

Every March, student teams participate in a statewide culinary competition, where they create three 

course meals of their own choosing.  
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Industry judges rate different aspects of the students’ work, including a paragraph on how they were 

inspired. The scores were tabulated before and after viewing the video to determine how often the 

students chose specialty crops for their menu decisions and if their overall skills changed with regard to 

the 19 specialty crops filmed in the video. 

While there were other commodities used in this video, a project committee was formed to oversee 

every aspect of the project. The committee met throughout the project and was responsible for ensuring 

the video met the grant guidelines. The group consisted of representatives from: 

 Fruit and Vegetable Growers Association 

 Georgia Department of Agriculture 

 American Culinary Federation 

 Greater Atlanta Dietetics Association 

 Georgia High School Culinary Teachers 
 

3.      Goals and Outcomes Achieved 

This project contained two measurable outcomes to reach our goals:  

 

(1) Did the students choose specialty crops for their menus and were the items prepared correctly?  Did 
the student competitors at the HEFG State Culinary Competition average an overall 30% increase in 
scores between 2012 and 2013?   

 

As outlined in our proposal, students demonstrated their growing awareness of specialty crops through 

products selected for their menus and an increased skill level to cooking specialty crops, as evidenced 

through the state culinary competitions. Students were tested prior to exposure of the project video and 

the March competition following the viewing. The overall goal was to increase scores by 30%.  

Specifically, specialty crops usage increased by 38%. This is detailed below in the section titled, “Product 

Selected for the Menu.”  The skill scores, however, increased by 29%; this is slightly below the goal of 

30% and is detailed in the section titled, “Skill Level Using Specialty Crops.”   

Product selected for their menus:  Each team submitted their recipes as part of the competition. After 

watching the video, students chose an average of 38% more of the specialty crops seen in the video. 

And overall 94% (18 of 19) of the specialty crops highlighted in the video were selected by one of the 

teams after viewing, up from 74% (14 of 19), prior to exposure to the video. See details in Table 1. 

Table 1 
Number of Specialty Crops Selected by Students at 2012 vs 2013 Culinary Competition 

Before (2012) and After Viewing (2013) the Specialty Crops Video 
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However, the most striking increase was in quantity of each item used. Our analysis determined the amount 

purchased and used only during the competition day.  However, each recipe is practiced 3-5 times per week 

for 3 months.  

For example, prior to watching the video, the teams used just over one (1) ounce of green onions and ½ ounce 

of basil.  After watching the video, the teams used almost two-pounds (24 ounces) of green onions and almost 

two-pounds (22 ounces) of basil. Overall, the 19 items increased an average of 13%. Thyme and zucchini were 

the only items whose quantity did not increase. Bay leaf and artichoke remained constant.  See details in Table 

2. 

Table 2 
Product Usage Comparison at the 2012 vs 2013 Georgia Culinary Competition 

All products listed by ounce 
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Skill Level Using Specialty Crops:  Correct use of the specialty crops is a critical goal. Over 30 industry chefs 

judged how the crops were utilized in the menus.  The specialty crops were judged on over 20 different 

aspects; however, when we study the criteria pertaining only to crops, we found the students did improve in 

most aspects. On a scale from 1 to 5 (5 being highest), the overall scores improved by 29%, within 1 point of 

the project’s overall goal of 30%. 

The data from the 2012 Georgia Culinary Competition is the baseline for comparison.  

 After viewing the video, the teams attempted more difficult menus.  Specifically, their difficulty scores 
for specialty crops techniques increased by 10%.   

 Most teams had difficulty with basic skills, which we expect to improve as this program continues.  As 
basic skills improve, overall outcome of the meal should continue to improve.   
 

See details of the score in Table 3. 
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Table 3 
Change In Team Scores Occurring at the Georgia Culinary Competition 

From 2012 to 2013 by Percent 
 

 

2. Are the teachers (participants) using the Top Chefs Top Crops information in a meaningful way? 

A survey was sent to the 14 participating teachers, all (100%) of who responded, as detailed in Table 4.  

Overall the response to the video was overwhelmingly positive.  

 All but one of the participants watched the video. 

 78% of the participants were moderately, slightly, or not well aware of specialty crops prior to watching 
the video. 

 93% of the participants were very or extremely satisfied with the CSI video. One participant requested 
more “excitement.” 

 The average participant exposed their students to the material for six hours.  One participant did not 
utilize the video and one participant reported using it for 18 hours.    

 The average participant spent $300 on specialty crops.  No participant spent less than $100 and one 
participant spent over $1,500.    

 92% of the participants reported their competition team’s menus were impacted by the CSI video.   

 The average participant exposed their students to the material for six hours.  One participant did not 
utilize the video and one participant reported using it for 18 hours.  We realized when gathering this 
information that measuring the percentage of increased time is not realistic, as teachers usually have a 
pre-determined amount of time to spend on a specific topic. 

 The average participant spent $300 on specialty crops.  No participant spent less than $100 and one 
participant spent over $1,500.  This is our actually our baseline, as this is the first time we are gathering 
information on the expenditures. 

 92% of the participants reported their competition team’s menus were impacted by the CSI video.  
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 We also discovered it was next to impossible to determine the percentage increase of improved 
teaching.  However, we did obtain information regarding how much the CSI video impacted teachers’ 
class/instruction. 

Table 4 
Survey of teachers participating in the 2013 Competition  
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Do you have any other comments on the video? 

 

The CSI video has raised the bar for the expectations my students have for competition menu 

items. 

Great Video. 

I do not have the videos. 

I think that the video needs more excitement to hold the students’ attention. 

I love visual aides in assisting my students with the lesson. It's extremely useful! 

Well done. I just showed it recently to some of my students who are interested in competition 

for next year. 

I think it will have an even greater impact this year, because it is available earlier in the year.   

My competition teams start early. 

 

 4.      Beneficiaries 

Direct beneficiaries of this project were approximately 6,000 culinary students, 50,000 nutritional students, 

and teachers who watched the video or participated in the competition. One indicator of the impact to the 

beneficiaries was the sharp increase in website activities after the video was launched.  
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In January 2013, the videos were made available on the HEFG website and promoted through THE HEFG’s 

newsletter and teacher training workshop.  Between June and December 2012, an average of 300 people 

visited the HEFG website each month.  After the launch of the Specialty Crops video, in January 2013, the 

HEFG website visits more than doubled, with over 600 viewers each month.      

5.      Lessons Learned 

This project was effective in raising awareness and increasing the amount of specialty crops purchased.  

Through menu selection (purchasing items for students to produce for their menu) and challenging students 

to perform at a higher skill level, the video was highly effective.   

However, the students’ skills still need improvement. Through this project, student’s awareness and usage 

exceeded our expectations, which were project goals and a necessary first step.  However, the students’ 

cooking skills, which met our project expectations, paced behind the other goals. The ability to properly cook 

specialty crops is the key to ensuring life-long use. Future follow-up projects have been scheduled to address 

this issue. 

6.      Contact Person 

Lee Gray, Executive Director 
Hospitality Education Foundation of Georgia 
1579 Monroe Drive, Suite 224 
Atlanta, GA 30324 
LeeGray@hefg.org      
678-887-8009 

7.      Additional Information (e.g., brochure; website address) 

The videos can be found at http://www.hefg.org/video/csi/album-csi.php.   

 

 

mailto:LeeGray@hefg.org
http://www.hefg.org/video/csi/album-csi.php
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15. University of Georgia – Increasing Competitiveness of Georgia’s Cut Flower and 

Greenhouse Industry-Phase 3 – Final Performance Report 

Project Summary: This project enhanced opportunities for cut flower and greenhouse production in 
Georgia by addressing limiting problems in pest management. The driving factor in gerbera 
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production is insecticide resistant leafminers.  These can be controlled with parasitic wasps.  This 
biological control is, however, often disrupted by influxes of other common pests that require chemical 
control.  Leafminers are also pests of numerous other greenhouse ornamental and vegetable crops.  
We developed simultaneous alternative methods compatible with biocontrol of the primary pest.  We 
established the system in the research facility and took the project to a cooperating grower’s 
commercial greenhouse.  We demonstrated the value of the biocontrol resulting in early season 
reduction of leafminers, pinpointed the major limiting pest management factors, and identified 
potential solutions.  These factors were addressed directly and management options were identified, 
validated and implemented.  Cooperating growers dedicated greenhouse space for research and 
demonstration on this project. This system will readily translate to other cut flower and vegetable 
production systems.   
 

Gerbera daisies are an example of cut flowers that can be locally competitive because offshore 
gerberas are shipped dry and their “keeping” quality is not as good as Georgia grown flowers that are 
delivered in water and have a better shelf life. Georgia farmers can compete better than offshore 
producers in this arena, but are limited in the production by leafminers that are resistant to 

insecticides. Efforts to control leafminers with biological agents 
have met with failure because other secondary pests (aphids, 
mites, whiteflies or thrips) require intervention with insecticides 
which disrupts biological control of the primary pest leafminers 
by killing the biological control agents.  The objective of this 
project was to find alternative controls for aphids, mites, 
whiteflies and thrips that are compatible with the biocontrol 
agents used for leafminer management.   

 
Project Approach  

Research was conducted to determine the most efficient and 
cost-effective tactics to simultaneously control the potential cut-

flower pests. Gerbera daisies are highly prone to infestation by Liriomyza trifolii leafminers.  These 
leafminers are housefly-like flies about the size of fruit flies.   This is the pest that drives this particular 
production system because it is resistant to insecticides. Yellow sticky cards can be used to monitor 
for adults.  The biological agents that have been effective in California and somewhat effective in 
Florida are parasitic wasps that lay their eggs directly into the pest maggot as it mines in the leaf. 
These parasitoids, Diglyphus, are commercially available.   Biologically-based strategies for leafminer 
control were developed and deployed in research and demonstration greenhouses.  Cost-effective 
options for managing secondary pests that limit biocontrol of leafminers were refined.   

 
This project identified the most appropriate cultivars to limit pest problems and further validated, 

implemented and disseminated research-based recommendations throughout the state. This was 
important and timely because, with the advent of resistance to insecticides, there is usually one pest 
that “drives” the system.  In gerbera production it is leafminers, for other crops it may be aphids, 
mites, whiteflies or thrips. Development of compatible alternative methods for the suite of potential 
pests of gerbera daisies can be directly transferred to other cut flowers, ornamentals and some 
vegetables in production, making the project broadly relevant.  This biologically-based approach to 
pest management will reduce pesticide use and increase potential for cut flower production state-
wide. Alternative controls were developed for Liriomyza leafminers while also finding compatible 
methods to control the other pests of gerberas:  aphids, whiteflies, mites and thrips.  Currently, no 
chemicals on the market can control these leafminers; however, parasitic wasps can control them.  

 
Goals and Outcomes Achieved  
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The GOAL of this project was to develop and 

deploy alternative methods for management 

of pests limiting cut flower production, 

specifically gerbera production as the model 

system. 

 

BASELINE Insecticide resistant leafminers 

are unable to be controlled with currently available insecticides. 

Outcome 1: Leafminers were controlled with biocontrol agents –Leafminers were well controlled in 

our commercial house by Diglyphus  parasitic wasps until disruption by sprays required for mites and 

movement of plants from a treated house to our biocontrol house.  Efficacy of selected parasitoids 

and predators against major pests under Georgia conditions were evaluated.  Compatibility of 

multiple releases of parasitoids and predators against multiple pests were evaluated. 

 

 

 

Outcome 2: Secondary pests were also controlled with alternative tactics without disrupting biocontrol 

of leafminers.  Extensive trials identified some selective materials that can be incorporated for 

management of thrips, mites, whiteflies and powdery mildew with minimal disruption of biological 

control. 

Insecticides, miticides and fungicides were identified and subsequently validated in large-scale trials 

in research and grower greenhouses  

 

  

 

 

 

Please see the article on Georgia Faces about 

our project at: 

http://georgiafaces.caes.uga.edu/index.cfm?p

ublic=viewStory&pk_id=4081 

http://georgiafaces.caes.uga.edu/index.cfm?public=viewStory&pk_id=4081
http://georgiafaces.caes.uga.edu/index.cfm?public=viewStory&pk_id=4081
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Outcome 3.  Successful cut flower production methods demonstrated with commercial cooperators 

and via greenhouse validation trials and training hosted at the UGA Research and Education Garden.  

Improved cultivar choices were also evaluated. 

View a video of the project at: 

 

http://www.youtube.com/watch?v=pxpS5Vwzb9w 

This video has already received nearly 2,500 views. 

 

 

 

 

Timing of releases was optimized.  Demonstrations of single and multiple releases were expanded.  

Integration of chemical control strategies were developed and refined. 

Cultivar selection was investigated. Optimal cultivar choices were identified.  Chemical controls 

previously identified were validated in broad scale research and demonstration. Educational 

workshops were conducted to demonstrate successful strategies. Results were presented at 

professional and grower meetings and published in various outlets. 

Beneficiaries 
The main beneficiary of the project is the greenhouse floriculture/cutflower industry in Georgia.  
Georgia’s floriculture industry employs over 9,000 individuals with revenue of more than $152.5 

Dr. Oetting and Dr. Braman 

evaluating program success in a 

commercial house 

http://www.youtube.com/watch?v=pxpS5Vwzb9w
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million.   There is potential for local growers to produce and sell more diverse types of cut flowers. 
Why Gerbera? Gerbera daisies (Gerbera jamesonii Bolus) are one of the top cut flower crops in 
Europe. Gerbera daisies are a high value cut flower crop with retail prices as high as $3.50/stem. 
Demand and price paid for Gerbera cutflowers is highest from Valentine's Day to Mother's Day, but 
the variety of colors make them popular in extended seasons.   Gerbera was one of the insignificant 
cut flowers in the American market until 2000. Since then the sales alone have increased from $20 
million to more than $31 million in 2004.   While the unit cost for Gerbera and the average number of 
growers have remained almost constant through these years of growth, the average sales per grower 
has been steadily increasing with a value of more than $100,000 every year. 
 
Lessons Learned 
No problems or delays.  This project was completed with no real surprise or lesson; it did validate our 
prior beliefs. 
 
Contact Info. 
Dr. S. Kristine Braman  

Department of Entomology 

University of Georgia 

Griffin, GA 30223-1797 

770-228-7263 phone; 770-467-6081 fax 

kbraman@uga.edu 

Applicant Organization: University of Georgia Research Foundation, Inc. 

 
Additional Information: 
 

Publications: 
Abraham, C. M., S.K. Braman, R.D. Oetting and N.C. Hinkle. 2013. Pesticide compatibility with 
natural enemies for pest management in greenhouse gerbera daisies.  J. Econ. Entomol. 106: 1590-
1601. 
 
Abraham, C. M., S.K. Braman, R.D. Oetting and P.A. Thomas. 2013. Non-preference among gerbera 
cultivars by the leafminer Liriomyza trifolii (Agromyzidae:Diptera). J. Environ. Hort. 31:183-188. 
 
Abraham, C.M. 2012.  Developing Integrated Pest Management Strategies for Greenhouse Gerbera 
Daisies. Ph.D. Dissertation. University of Georgia, College of Agricultural and Environmental 
Sciences. 176 pp. 
 
Dowdy, Sharon. 2011. Insect mines its way through Gerbera daisies, grower profits. Georgia FACES   

http://georgiafaces.caes.uga.edu/index.cfm?public=viewStory&pk_id=4081 

 
Dowdy Sharon.  2011.  UGA Gerbera Daisy Research on You Tube 
 

http://www.youtube.com/watch?v=pxpS5Vwzb9w 

mailto:kbraman@uga.edu
http://georgiafaces.caes.uga.edu/index.cfm?public=viewStory&pk_id=4081
http://www.youtube.com/watch?v=pxpS5Vwzb9w
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16.University of Georgia – Control of Foodborne Pathogens on Fresh Produce 
      (Year 2) – Final Performance Report 

 

Project Summary 

A new food-grade bactericide comprised of levulinic acid plus sodium dodecyl sulfate was evaluated for 

its efficacy on tomatoes for reduction of contamination of foodborne pathogens at different harvest stages.  

Results from a dip for 15 seconds in dump tanks located at a tomato field during harvest indicated that the 

average aerobic bacterial count was 5.67 and 3.26 log CFU/tomato before and after dip treatment, respectively; 

with an average reduction of 2.41 log CFU/tomato.  Total average coliform on the surface of tomatoes before 

and after treatment was 4.49 and 2.72 log CFU/tomato, respectively; with an average reduction of 1.77 log 

CFU/tomato.    

Spray treatment of whole tomato plants one hour pre-harvest indicated that total average aerobic bacteria 

counts were 5.8 and 4.1 log CFU/tomato before and after treatment, respectively; with an average reduction of 

1.7 log CFU/tomato.  Average coliform counts before and after treatment were 4.2 and 3.0 log CFU/tomato, 

respectively; with an average reduction of 1.2 log CFU/tomato.  The results revealed that application of this 

food-grade bactericide was effective for reduction of foodborne pathogens and microbial loads during, and for 

pre-harvested tomatoes.  

Project Approach 

Several outbreaks of salmonellosis associated with tomato consumption occurred in the USA in recent 

years, with 1,616 reported illnesses in nine outbreaks during 1990—2004.  The primary goal of this project was 

to evaluate an new food-grade formulation, including levulinic acid plus sodium dodecyle sulfate (SDS) at 

lower concentrations as an effective, practical, cost-efficient and environmental-friendly wash/rinse/dip 

treatment to substantially reduce E. coli O157:H7, Listeria monocytogenes, and Salmonella contamination on 

tomatoes.   

For convenience and saving of labor cost, the treatment was further evaluated in a dump tank located on 

a tomato field.  Four plastic tanks each holding about 22 gallons of solution at the concentration according to 

manufacturer’s recommendation (Fit-bactericide, HealthPro brands, Mason, OH) were located in a trailer and 

moved around the tomato field during harvest.  Each basket of tomatoes (about 25-30 pounds) was placed into a 

nylon bag with an open hole sized at 2 cm and dipped for about 15 sec and air-dried for 5 min.  One tomato 

from each bag before and after dip was collected for microbiological analysis.  A total of 50 baskets of tomatoes 

before and after dip were collected.  Results revealed that average aerobic bacteria count was 5.67 and 3.26 log 

CFU/tomato before and after treatment, respectively; with a reduction of 2.41 log CFU/tomato.  Average 

coliform on the tomatoes before and after treatment was 4.49 and 2.72 log CFU/tomato, respectively; with a 

reduction of 1.77 log CFU/tomato. 

As requested by farmers, the studies for reduction of foodborne pathogens were expanded as a spray 

treatment in a tomato plant field one hour before harvest.  Trials were evaluated twice, one at fall and one at 
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summer.  A tank holding up to 500 gallon treatment solution (HealthPro brand) was sprayed at 100 psi on 6 

lanes (200 feet long for each lane) of tomato plants from bottom to top for equal distribution. 

Safety on the growth of baby tomatoes was evaluated in the greenhouse before the experiment.  Two 

concentrations, including 0.5% levulinic acid plus 0.05% SDS; and 1.0 levulinic acid plus 0.1% SDS were 

surface-sprayed on whole baby tomato plants (20 plants in each group), once a day for 5 days.  Results revealed 

that the growth of baby tomato plants sprayed with bactericide containing 0.5% levulinic acid plus 0.05% SDS 

was healthy except parts of leaves wilted.  Whereas the growth of baby tomato plants sprayed with bactericide 

containing 1.0% levulinic acid plus 0.1% SDS was healthy, but some leaves had fallen.  Both sprayed baby 

tomato plants were grown well after transferred into the field.     

For trial one, the tomatoes (50) were collected randomly from tomato plant field 1 h before and after 

spray treatment.  Results revealed that the average aerobic bacteria count before and after treatment was 5.8 and 

4.1 log CFU/tomato, respectively; with an average reduction of 1.7 log CFU/tomato.  The average coliform 

count on the tomatoes (50) before and after treatment was 4.2 and 3.0 log CFU/tomato, respectively; with an 

average reduction of 1.2 log CFU/tomato.  For isolation of Salmonella and E. coli O157:H7 by direct planting 

method and selective enrichment method on all tomatoes (200) collected before and after both treatments were 

negative.  For isolation of Listeria by selective enrichment demonstrated that eight of 100 tomatoes before 

treatments were positive, including 4 were identified as L. ivanovii, 2 as L. monocytogenes, and 2 as L. grayi.  

However, all tomato samples (100) after either dip treatment or spray treatment were negative for selective 

isolation of listeria. 

For trial two, the same approach as described for trial one was used, but spray with water only was 

added as the negative control.  Results revealed that the average aerobic bacteria counts in either water-sprayed 

or bactericide-sprayed tomatoes were 7.35 and 6.78 CFU/tomato, respectively; with an average reduction of 

0.57 log/tomato (Table 1).  The average coliform counts in either water-sprayed only or bactericide-sprayed 

tomatoes were 5.71 and 4.77 CFU/tomato, respectively; with an average reduction of 0.94 log CFU/tomato 

Table 1).   

 

Table 1: Effect of levulinic acid plus SDS as spray treatment for reducing foodborne pathogens and microbial 

loads on pre-harvested tomatoes. 

Treatment 

method 

Foodborne pathogens (positive No./sample 

No.) 

Microbial counts (log 

CFU/tomato) 

E. coli O157 Listeria Salmonella ABC Coliforms 

Trial 1 

No treatment 

as control 

0/50 8/100 0/50 5.8 ± 0.83 4.2 ± 0.79 

Spray with 

bactericide 

(1:88 

dilution) 

0/50 0/50 0/50 4.1 ± 0.74 3.0 ± 0.81 
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Trial 2 

Spray with 

water only as 

control 

   7.4 ± 0.57 5.71 ± 0.67 

Spray with 

bactericide 

(1:88 

dilution) 

   6.78 ± 0.87 4.77 ± 0.89 

   

Goals and Outcomes Achieved 

The goal of this project was to provide a safeguard for Georgia tomatoes from contamination of 

foodborne pathogens, including E. coli O157:H7, Listeria monocytogenes, and Salmonella.  Results obtained 

from Year 1 studies demonstrated its success for reduction of foodborne pathogens in lab and dump tank.  

Tomatoes treated by this technology in dump tank revealed that average total aerobic bacterial counts on the 

surface of tomatoes were 4.94 and 2.87 log CFU/tomato before and after treatment, respectively; and gave a 

reduction of 2.07 log CFU/tomato.  Average coliform counts on the surface of tomatoes before and after 

treatment were 3.68 and 2.07 log CFU/tomato, respectively; and gave a reduction of 1.61 log CFU/tomato.  The 

shelf-life of bactericide-treated tomatoes was extended because of reduced microbial load. 

Results obtained from Year 2 studies demonstrated its success for reduction of foodborne pathogens in 

the field and its safety for spray treatment for tomato plants.  The average aerobic bacteria count on tomatoes 

before and after spray treatment was 5.8 and 4.1 log CFU/tomato, respectively; with an average reduction of 1.7 

log CFU/tomato.  The average coliform count on the tomatoes before and after spray treatment was 4.2 and 3.0 

log CFU/tomato, respectively; with an average reduction of 1.2 log CFU/tomato.  Here also, the shelf-life of the 

treated tomatoes was extended.   

Beneficiaries 

The Georgia tomato farmers, processing plants, and package facilities will be the primary beneficiaries 

from this project.  The food safety data obtained from tomato studies can be easily applied to other produce, 

such as apple, blueberry, citrus, cherry, grape, peach, strawberry, broccoli, celery, cucumber, lettuce, melon, 

onion, parsley, pepper, watermelon, etc.  The beneficiaries can assure consumers that these treated products will 

have much less chance for contamination by foodborne pathogens.  The potential economic impact of this 

project is to avoid or reduce the chance of their products recall forced by regulatory agencies for contamination 

by foodborne pathogens. 

 

Lessons Learned 

The application of any effective technology for reduction of foodborne pathogens has to be tested in the 

real field condition.  The control point for our initial application was a dump tank as a rinse/wash method to 

remove foodborne pathogens.  The lessons we learned through this study included: 1) the bactericidal effect has 

to be broad, not only for reduction of foodborne pathogens, but also for control plant pathogens; 2) the approach 
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has to be easy-to-use and should not increase the costs for farmers; 3) the continuous application should be 

environmentally friendly; and 4) the cost need to be competitive with their conventional application.     

Contact Person 

Tong Zhao 

Center for Food Safety 

University of Georgia 

Griffin, Georgia 30223 

E-mail address: tongzhao@uga.edu 

Phone No. 770-228-7273 

Fax No.  770-229-3216 

 

Additional Information  

Part of the results entitled, “Inactivation of Foodborne Pathogens on Tomatoes by Levulinic Acid plus Sodium 

Dodecyl Sulfate” (poster presentation) was presented at the 12
th

 ASEAN Food Conference 2011-food 

innovation: key to create economy, June 16-18, 2011, Bangkok, Thailand (more than 1,500 attendees).  

“Control of Foodborne Pathogens on Tomatoes” (oral presentation) was presented at the National Restaurant 

Association Quality Assurance Group Meeting, October 3-5, 2011, Atlanta, Georgia (more than 120 attendees). 

All data was presented at the Southeast Regional Fruit and Vegetable Conference, Savannah, Georgia, January 

10-13, 2013 (with more than 2,500 in attendance). 

 

16. University of Georgia – Product Development: Sustainable Turfgrass and Water 

Conservation – Final Performance Report 

PROJECT SUMMARY 

This is Phase I of a three-phase project.  Phase I targeted the entire turfgrass production, installation, and maintenance 

chain--all components of which are integral in establishing a sustainable, low input turfgrass product.  This product is in 

demand and critical to the growth of the industry in Georgia.  

The objectives of this first project were to: 1) establish a baseline of the size, scope, and economic impact of the 

integrated turfgrass industry in Georgia, from which progress can be measured; 2) assure and promote the 

environmental benefits of sustainable turfgrass by educating sod producers, landscape industry workers, and County 

Extension Agents in turfgrass BMPs (proper turfgrass variety selection, soil preparation, installation, and maintenance) 

which create the sustainable product consumers desire and which ensure the environmental and social benefits of 

turfgrass; 3)  determine the impacts of increased soil organic matter on turfgrass water use,  and insect, disease, and 

weeds pests; and 4)  assess the  economic impact of incorporating soil organic matter on the turfgrass industry, 

homebuilders, and homeowners.  

In Phase I of the project, The Center of Agribusiness and Economic Development gathered appropriate data and 

estimated the size of the turfgrass and related industries in Georgia.  Training programs for landscape workers and 

county extension agents were created and implemented.  Field studies of the impact of organic matter on turfgrass 

mailto:tongzhao@uga.edu
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water use were established on the Griffin Campus and studies on the potential of organic matter to suppress turfgrass 

dollar spot disease were completed. 

PROJECT APPOACH 

This project created and initiated the sustainable landscape and sod worker-training programs.  Training programs for 

extension agents were implemented, increasing their ability to deal with turfgrass water use and maintenance. A field 

test examining the impact of organic matter on turfgrass water use and weed pests was established.  Studies of organic 

amendments and suppression of a common fungal disease of warm- and cool-season turfgrasses (commonly called 

dollar spot) caused by Sclerotinia homoeocarpa.have been completed.  The scope and economic impact of turfgrass and 

related industries in Georgia was established by the Center for Agribusiness & Economic Development. 

The plan of work is summarized in Table 1 below.  All activities in Phase I have been completed. 

Table 1.    

Activity Collaborator 

Responsible 

Status 

Field and greenhouse studies to determine the 

impact of soil amendments on turfgrass weeds, 

diseases and insects. 

Waltz Initiated in 2010. Completed 

Hire Program Associate to Support Sustainable 

Turfgrass Systems and Education in Atlanta 

Metro Area.  

Bauske Nov.  2011 Completed 

Program Associate develops four trainings with 

Specialists to educate landscape workers on 

Sustainable Turfgrass Systems and begins 

training. 

Bauske Nov. 2011-Jan. 

2012 

Completed 

Graduate student selected and Organic Matter 

and Water Use greenhouse research initiated. 

Waltz Nov. 2011 Completed 

Center for Agribusiness & Economic 

Development begins assessment of the 

economic impact of the turfgrass industry.   

Bauske, Wolf, 

and Kane 

Dec. 2011 Completed 

UAC assists the Center for Agribusiness with 

surveys or phone calls to members as needed. 

Woodworth Jan. – Feb 2012  Completed 

Program Associate works with Extension agents 

to deliver Sustainable Turfgrass Systems 

education to landscapers and sod producers. 

Bauske Feb.-Sept. 2012 Completed 
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GOALS AND 

OUTCOMES 

ACHIEVED 

 

Measurable 

Outcome: 

Develop a 

model for 

the 

economic 

impact of 

the 

integrated turfgrass industry that can be used to assess the effects of this and other projects in the future.  

The Center for Agribusiness & Economic Development completed the study and presented the results of the study, 

Economic Contribution of Turfgrass Production, Ornamental Horticulture, Landscape Services, and Related Industry in the 

Georgia Economy, 2010, on their web site: 

http://www.caes.uga.edu/center/caed/documents/CAEDTurfgrassandRelated2012_FINAL.pdf .   This study established 

an economic baseline of the integrated industry as outlined in the project goals.  Overall, the turfgrass and related 

industry directly contributes $4.0 billion in output, and indirectly another $3.8 billion for a total of $7.8 billion of 

Georgia’s over $700 billion economy.  The industry also directly and indirectly accounts for a total of nearly 87,000 full- 

and part-time jobs.   

Interestingly, economic impact estimated in this study was surprising close to the 2005 estimate by G. Landry.  Landry 

estimated revenue of $8.1 billion and 78,988 full or part-time jobs (a slightly higher revenue and slightly lower number 

of employees).  It appears the industry has grown little since 2005.  This is not surprising.  The industry has dealt with 

drought, collapse of the housing market, high fuel prices, and recession in recent years.   Other UGA studies suggest the 

industry has consolidated over recent years and now has fewer small companies.    

It would be unwise to use the study of the Center for Agribusiness & Economic Development to attempt to estimate the 

impact of future droughts.  All previous studies use very different methodology.  The strength of this study is that it can 

be easily reproduced in the future to assess changes.  Furthermore, the impact of drought on the industry is highly 

dependent on water policy, perhaps more so than water quantity.   

 

Measurable Outcome:  Increase the number of sustainable turfgrass training opportunities offered by Cooperative 

Extension for landscape professionals. 

Becky Griffin was hired as a multi-county Extension Associate to complete the worker training portion of this project.  

She was housed in the Cobb County Extension Office but worked throughout the state.  She developed four trainings:  

Center for Agribusiness & Economic 

Development presents results of the economic 

impact study on their web site: 

http://www.caed.uga.edu/ 

Bauske, 

Woodworth, 

Wolf 

April 2012 Completed 

Sustainable Turfgrass Programs presented to 

Cooperative Extension Agents.  Extension 

publications and Facebook resources created. 

Waltz May 2012-Sept. 

2014 

Completed 

Plant and collect data from Plant Organic Matter 

Field Study with organic matter at 0, 500, 1,000, 

and 2,000 pounds per 1,000 ft.2 of soil as 

outlined in text. 

Waltz May- Sept. 2012 Completed 

Agents receiving training are surveyed to 

determine training impact on their activities. 

Bauske Sept. 2012 Completed 

http://www.caes.uga.edu/center/caed/documents/CAEDTurfgrassandRelated2012_FINAL.pdf
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 Turfgrass Identification: Know What You Mow 

 Turfgrass Maintenance: Creating Tough Turf 

 Turfgrass Irrigation: WaterSmart Turf 

 Turfgrass Installation: Smart Start Turf 
 

Ms. Griffin made these trainings available to use in the training all Agricultural and Natural Resource Agents in Georgia.  

From October 2011- September 2012, 898 landscape workers, city workers and people interested in improving their 

skills to enter the workforce have taken the training.  Ms. Griffin, or agents using her materials, conducted 30 trainings in 

Bartow, Chatham, Cherokee, Cobb, Fulton, Gwinnett, Muscogee, and Spaulding counties. This exceeded the project 

benchmark (12 trainings) by 250%. The average improvement in pre- and post- training test scores was 30%. Participants 

in the training received a Certificate of Completion.   

Ms. Griffin has continued training landscape workers in Phase II and Phase III of the project, and those trainings are 

reported in each phase’s appropriate report. 

Extension Publications have been created to support these trainings. 

 Waltz, C. and B. Griffin. 2013. Grasscycling: let the clippings fall where they may. UGA Ext. C1031. 

 Griffin, B. and C. Waltz. 2014. Turfgrass fertility: soil texture, organic matter, aeration, and pH. UGA Ext. 1058-1.   

Ms. Griffin and the office of communication published 12 articles, which have been widely distributed on Georgia FACES 

to both newspapers and web sites. 

 UGA researchers working toward more water-efficient lawns  

 Fall is the time to rescue that fescue  

 Water your lawn wisely this summer  

 Following a few lawn care tips can save water in drought situations  

 Grasscycling: Something Old is New Again  

 Plan now for lush, green turfgrass this summer  

 Plant new seed into tall fescue lawns now for great results later  

 Follow tips from UGA Extension to get a healthy summer lawn  

 Popularity of St. Augustinegrass growing across Georgia  

 Fall turfgrass interseeding and overseeding: not one in the same 

 Lawncare can be simpler if homeowners will take time to get to know their grass 

 North Georgia lawns may show cold damage this spring 

Dr. Waltz conducted three agent trainings, exceeding the project benchmark of two trainings.   

 

 Distance Learning Training, 21 agents, May 8, 2012 

 Turfgrass Field Day, 20 agents attended, August 1, 2012 

 Face-to-Face Training, 40 agents, August 15, 2012 
 

http://www.caes.uga.edu/Publications/pubDetail.cfm?pk_id=8056&pg=np&ct=Becky%20Griffin&kt=&kid=&pid=
http://georgiafaces.caes.uga.edu/index.cfm?public=viewStory&pk_id=4543
http://georgiafaces.caes.uga.edu/index.cfm?public=viewStory&pk_id=4520
http://georgiafaces.caes.uga.edu/index.cfm?public=viewStory&pk_id=4395
http://georgiafaces.caes.uga.edu/index.cfm?public=viewStory&pk_id=4340
http://georgiafaces.caes.uga.edu/index.cfm?public=viewStory&pk_id=4931
http://georgiafaces.caes.uga.edu/index.cfm?public=viewStory&pk_id=4761
http://georgiafaces.caes.uga.edu/index.cfm?public=viewStory&pk_id=4692
http://georgiafaces.caes.uga.edu/index.cfm?public=viewStory&pk_id=4891
http://georgiafaces.caes.uga.edu/index.cfm?public=viewStory&pk_id=5069
http://georgiafaces.caes.uga.edu/index.cfm?public=viewStory&pk_id=5058
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All of the trainings focused on turfgrass water use.  Feedback from the agents was excellent.  On the May 8 training, the 

number of correct responses to turfgrass water use questions increased from 20 before the training to 64 after the 

training.  Evaluations of the trainings were also favorable.  

Measurable Outcome:  Begin developing a predictive model for the use of organic matter in turfgrass installation and 

determine the effect on pests and water use.   

The test to determine the impact of organic matter on water use of turfgrass was established in June of 2012 at the 

Griffin UGA Campus.  Three species of grass were planted:  JaMur zoysiagrass, TifGrand bermudagrass, and TifBlair 

centipedegrass. Prior to planting, two types of compost were tilled into the soil at rates of 500 lbs., 1,000 lbs., and 2,000 

lbs. per 1,000 ft.²  Two control plots were also prepared.  One was tilled with no compost and one was neither tilled nor 

amended.  The experimental design was a split plot design with turfgrass species as the whole plot and soil treatment as 

subplots.   The plots were irrigated at a deficit to determine the affect of the compost on water use.  Results of the study 

were used to influence recommendations for WaterSense New Home Construction Certification in Georgia.   Preliminary 

data were collected in August and September as the test plots became established.  Data collection will continue next 

spring.   

The test plots were highlighted at the 2012 Turfgrass Field Day held on the UGA Campus at Griffin.  Approximately 900 

business owners and workers attended the field day.  

Results of field and greenhouse studies indicated that compost materials incorporated into the turfgrass canopy may 

result in disease suppression, potentially mitigating the use of pesticide. In May of 2012, John B. Workman completed 

his Masters Degree in Crop and Soil Sciences under the direction of Dr. Clint Waltz.  His research focused on a common 

fungal disease of warm- and cool-season turfgrasses, dollar spot, caused by Sclerotinia homoeocarpa.  The disease is 

characterized by straw-colored sunken spots approximately 5 cm in diameter on closely mown turf.  While fungicides are 

commonly used to control dollar spot, development of fungicide resistant populations and associated costs of pesticides 

has stimulated the need to study other methods of disease management.  The use of composts that can be incorporated 

into turfgrass maintenance by replacing sand used in topdressings was explored as an alternative.  Mr. Workman 

published his research results in his thesis entitled, A Holistic Approach to Decreasing Dollar Spot Severity and Over-

wintering Inocula of Sclerotinia homoeocarpa.   

BENEFICIARIES 

This project has benefited the urban agriculture industries and the general public.  Workers in Georgia’s green industries 

and their employers benefited from the training, improving their skills in identifying, installing, maintaining, and 

watering turfgrass.  Eight hundred ninety-eight people participated in the trainings and 900 people attended the 

Turfgrass Field Day and learned about the field test. The public has benefited from the newspaper articles that highlight 

the sustainability of turfgrass and provide tips on increasing turfgrass sustainability.  Industry leaders have used 

Economic Contribution of Turfgrass Production, Ornamental Horticulture, Landscape Services, and Related Industry in the 

Georgia Economy, 2010 in discussions with politicians and other decision makers on issues that affect the industry.  

Eighty-one agents benefited from the training in turfgrass water use. 

LESSONS LEARNED 

Phase I of this project has gone smoothly.  A longer timeline may have benefited the project.  We were not able to 

complete all activities on the initial timeline for several reasons.  The assessment of the size and scope of the industry 

took a little longer than anticipated, primarily because we decided to wait for 2010 data to be published, rather than 
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using 2009 data.   We also felt the newspaper articles should be spread out over three years.   This allowed us to publish 

articles when turfgrass issues were pressing. 

CONTACT INFORMATION 

Dr. Ellen Bauske 

Program Coordinator 

Center for Urban Agriculture 

University of Georgia-Griffin 

ebauske@uga.edu 

770-233-5558 

 

17. Vidalia Onion Committee – Vidalia® Onion Retail and Consumer “Country Music” 
Marketing Campaign – Final Performance Report 

 

Project Summary  
The Vidalia® Onion Committee (VOC) developed, produced, disseminated, and promoted an integrated 
campaign that encouraged retail stocking and promotion of Vidalia onions and consumer consumption of and 
familiarity with Vidalia onions.  This was an ongoing 2-year project featuring a country music tie-in built on the 
shared Southern heritage of country music and Vidalias that capitalized on the increasing national popularity 
of both.  The objective of the promotion was to increase retail sales of Vidalia onions and to increase 
consumer familiarity with and usage of the Vidalia brand.  
 
Project Approach  
VOC contracted with Universal Music Group Nashville to launch a two-year promotional partnership, starting 
in 2011.  For 2012, VOC renewed that partnership, and four country music celebrities agreed to support the 
national promotion via consumer radio, likenesses on in-store materials and supporting consumer promotions 
including public relations and paid advertising.  Elements included in-store point of sale (POS) materials, 
themed consumer packaging, consumer radio, consumer print and online ads, trade ads, consumer print drive, 
free song downloads from Universal Music, social media, and a couponing program that ran in conjunction 
with the promotion.  Consumers who visited Vidalia website/social media could receive a song download and 
coupon as a benefit.  
 
VOC paid for campaign development and graphics costs, public relations and advertising related to the 
campaign.  This included:  in-store point of sale (POS) materials; packaging; graphics for consumer print ads; 
trade ads; consumer online ads; video billboard; purchasing ad space; sales tool development for packers; 
public relations support; media outreach; print and radio releases; in-store radio; photography and recipe 
development; newsletter development, printing and distribution; and contest set-up.    
 
POS included 2”x2” display toppers and shelf cards.  Packaging included consumer bags with recipes, bins, ½ 
bins, and box wraps with the themed campaign messages and country stars’ images.  In Year 1, retailers were 
able to enter a merchandising contest to win a VIP trip to Nashville, and a consumer won a VIP trip to 

mailto:ebauske@uga.edu
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Nashville for the most creative jingle, with another consumer winning $1,000 cash for the most popular video 
uploaded online.  (These prizes were not paid for with federal grant funds.)  In Year 2, consumers received free 
song downloads and access to a Vidalia coupon by liking the Vidalia Facebook page.  VOC supported the in-
store promotions with ads--online, video billboard, consumer and trade print, and POP radio.   
 
Goals and Outcomes Achieved   
By offering an eye-catching campaign with four easily recognized country music celebrities associated with 
Vidalias, and by offering stores a program with clear benefits to their consumers—Southern themed recipes, 
music downloads, and prize packs associated with the country music theme—the VOC hoped to achieve an 
increase in measurable sales and consumer media impressions. 

While the VOC realistically did not expect to exceed the consumer media impressions achieved in 2010, which 
was an atypical year because of the VOC’s Shrek program, it wanted to see the impressions morph into 
different outlets; for instance, VOC advertised in Country Weekly as opposed to traditional consumer 
publications like Taste of the South.    
 
Media impressions did increase.  There was increased exposure in Country Weekly magazine, which has 
approximately 75,000 base impressions per issue, with VOC purchasing 5 full-page ads in five consecutive 
issues.   

The bulk of the increased impressions came from consumer radio: 
American Country Countdown with Kix Brooks – 303 affiliates, 91% US Coverage, 9/Top 10 Markets, 3.25 
million listeners 
American Country Countdown Special – 4-hour Memorial Day Tribute to the Troops –May 26th 

 

After MidNite with Blair Garner— 234 affiliates, 1.3 million listeners, 87% US Coverage 
Crook & Chase Countdown— 212 affiliates, 629,000 listeners 
WSIX-FM New York City & Sirius XM Satellite Radio— #1 market in US and satellite 
The Lia Show— 118 affiliates, 3.2 million listeners  
 
This ad buy also met the VOC’s goal of extending the mediums in which the VOC advertised to reach new 
audiences. 

The VOC’s sales goal was to increase bag sales by 5% annually over the project, and it exceeded that goal.  Bag 
sales have grown from 2 million themed bags to over 2.5 million over the course of the two years.   

VOC expected to exceed 55,000 website visitors in Grant Year 1 through an increased social media push and 
promotion of the Jingle contest.  In 2009, the VOC had 43,530 unique web visitors, in line with annual upward 
trending of approximately 3,000-5,000 visitors resulting from VOC marketing efforts.  (Figures in 2010 are 
atypical and cannot be used as a standard benchmark, as the VOC’s Shrek program was on ABC World News, 
the front page of the Wall Street Journal and other major national media that is unlikely to be repeated for 
two consecutive years.)    
 
Actual results were successful and are as follows: 
 
Year One—2011 Season—Sweet Vidalia Jingle Contest and Free Music Downloads 
 
VidaliaOnion.org: 
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Since the contest began on May 1 through the end of August, the website received 57,003 visits with over 
250,740 page views and 44,646 unique visitors. 
Jingle Contest Micro-Site: 
Since the contest began on May 1 through the end of August, the micro-site received 136,347 visits with over 
481,138 page views and 24,828 unique visitors 
60 jingle contest entries from across the country— 
130,050 votes placed 
VOC had approximately 2,400 consumer feedback comments on its jingle contest micro-site consumer 
forum—about 50 pages of comments from people who were weighing in comments in addition to their votes. 
 
Year Two—2012 Season—Vidalia Product Coupons, Free Music Downloads, and Online Recipe Photo 
Contest to win Trip for Two to the Set of a Country Music Download 
 
In 2012, the number of web visits went down, but the number of overall visits between the website (39,500) 
and the VOC’s new Facebook page (35,871 likes) was more than 75,000.  And, unique visitors to 
VidaliaOnion.org were up 8% from 2011 to 2012.  VOC expected web visits to go down since its 2012 focus 
was on social media.  That the VOC was able to gain almost 40,000 fans on Facebook in four months was an 
incredible—and unexpected—result.  VOC also added Pinterest in 2012.   
 
Beneficiaries  
This project impacted approximately 100 growers and packers of Vidalia® onions by providing an efficient, 
enticing, customer-friendly, integrated retail and consumer marketing program to promote their product.  
Georgia and its residents will continue to benefit from tourism and related revenue streams from Vidalia 
onions retaining their popularity.  Retail clients and Vidalia consumers, as a result of the program, better 
understand the Vidalia brand and are more likely to purchase Vidalia onions, whether in bulk for the stores or 
as shoppers looking for meal solutions. 
 
Lessons Learned 
Marketing is a constantly evolving animal, and we have to adapt with new technology and new mediums, such 
as social media, while covering our bases with traditional marketing like print ads and radio.  With the VOC’s 
increased popularity on Facebook and other social media sites, we have to target those audiences and shift 
with our demographics.  We implemented this lesson by choosing to create a Vidalia Onion Pinterest board 
mid-season, which allowed us to begin marketing through yet another popular vehicle.  
 
Contact Person—Wendy Brannen; 912-537-1918; wbrannen@vidaliaonion.org  
 
Additional Information 
The Sweet Vidalias, Country Music tie-in was a cost-effective way to maximize our marketing dollars in a 
visible, appealing manner, and is in line with our continued goals and efforts to increase sales and consumer 
awareness. 
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