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EXECUTIVESUMMARY

Florida Agriculture in the Classroom
(FAITC) contacted the Center for Public
Issues Education in Agriculture and Natural
Resources (PIE Center) regarding the
development of a new advertising campaign
for the FAITC license plate. The most recent
campaign, “Buy an Ag Tag and Watch Me
Grow!” —which used billboards, print media,
pop-up displays at conferences, and mailing
inserts, — targeted a more general audience.
Recently, FAITC license plate sales, the Ag
Tag, have decreased, and FAITC wants to take
a different approach.

The PIE Center conducted research with
various Florida agricultural producers to
(1) understand producer attitudes about the
Ag Tag and Ag in the Classroom, (2) define
a more specific target audience, and (3)
understand producer attitudes toward the
original campaign materials.

Throughout the research, participants
provided the following recommendations:

L. The revised campaign should explain
the purpose of the Ag Tag and highlight the
$20 donation to FAITC with the purchase

of the Ag Tag. In addition, the promotional
materials should contain specific information
on how the $20 has benefitted children in the
past.

2. Promotional materials need to

specify more than one way to donate. The
promotional materials only referenced the
Ag Tag but should also direct consumers to a

website for direct donations.

3. Promotional materials should be
consistent regarding references to websites,
logos, and phone numbers.

4, FAITC should develop a social media
campaign.

This plan book proposes a “Teach Ag with a
Tag” communication campaign to increase
FAITC funding based on the PIE Center
research recommendations. The objectives
of the campaign are to 1) To increase

Ag Tag sales by 10% within one year of
implementation of the campaign and 2) To
raise $10,000 in direct donations to FAITC
within one year of implementation.

To reach the objectives, the Teach Ag with

a Tag campaign uses many different media
strategies, including media kits, various
promotional flyers, a vertical pop-up banner, a
public relations special event, and social media
to communicate with the target audience.







SITUATIONAL ANALYSIS:
FLORIDAAGRICULTUREINTHECLASSROOM

ABSTRACT

Florida Ag in the Classroom (FAITC) is a non-profit, volunteer-based organization focused on promoting
agriculture literacy in school-age children in Florida. This report summarizes the background and
organizational philosophy of FAITC, in addition to providing a description of the situation that calls for a
communication campaign. FAITC is the Florida division of Ag in the Classroom, which started as a national
task force by the United States Department of Agriculture (USDA) in 1981. Today, FAITC reaches more than
11,750 teachers and more than 274,300 students annually through curriculum-based teaching of agriculture
topics. FAITC also provides grant money to teachers and volunteers, hosts an annual agriculture literacy day,
and provides workshops to encourage the teaching of agriculture literacy. Since the program's beginning,
FAITC has awarded over $400,000 in teacher and volunteer grants and has held over 20 workshops a year.
FAITC s role in society is reflective of the mission statement, to “increase agricultural literacy through K-12
education.” FAITC aims to educate children about agriculture by teaching core curriculum in science,
social studies, language arts, and nutrition. Two people manage FAITC. The organization is dependent upon
volunteers and teachers to spread the message of agriculture literacy. Each year FAITC hopes to reach more

students and teachers than in the previous year. As a non-profit organization, FAITC is dependent upon
fundraising, specifically the sale of the specialty license plate, the Ag Tag, for financial support. Recently,
however, Ag Tag license plate sales have declined, and FAITC is taking a different approach to fundraising.
FAITC will develop a new campaign with a “take pride in agriculture” themed message focused on 2013
research recommendations from the PIE Center. In addition, FAITC will host a “Farm to Fork” fundraising
dinner and silent auction to add more financial support to the organization.

INTRODUCTION

Florida Ag in the Classroom (FAITC) is a non-profit,
volunteer-based organization in the state of Florida
focused on promoting agriculture literacy in
school-age children. FAITC is the Florida division
of Ag in the Classroom, which started in 1981 as a
national task force by the United States Department
of Agriculture (USDA). Today, FAITC reaches

more than 11,750 teachers and more than 274,300
students annually through curriculum-based
teaching of agricultural topics. In addition to
providing a description of the situation calling for a
communication solution, this report intends to inform
the reader on the background and organizational
philosophy of FAITC.

BACKGROUND
HISTORY OF FLORIDAAGINTHECLASSROOM

In the past, Americans were dependent upon their
own food source, including having the knowledge of
growing, selling, and processing food for personal
consumption (Bellah, Casey, and Dyer, 2004).
However, with increased urbanization of the United
States, Americans became disconnected from the
process of food production, and many Americans
became “ignorant on most issues concerning
agriculture” (Linder, 1993, p. 91).

As the farming community shrank further, fewer
educators specialized in teaching agriculture to
students. In addition, agricultural education began to
focus on those who wanted a career in agriculture and
not informing the general public on the importance
of agriculture (History of Ag in the Classroom,

2013). However, in the 1960s and 1970s, educators
and legislators began to realize the importance




of agriculture literacy. In 1981, the United States
Department of Agriculture (USDA) developed a
national task force to set up an agriculture literacy
program (History of Ag in the Classroom, 2013).
With this initiative, members of the agriculture,
business, education, and government industries came
together to coordinate a modern agricultural education
program (History of Ag in the Classroom, 2013).

Because of the diversity of the American agricultural
industry, a national task force was started to develop a
program devoted to teaching agriculture. The program
was developed to teach students about agriculture

in each state in the United States (History of Ag in
the Classroom, 2013). The USDA and the national
task force coordinate regional meetings to help states
organize their own programs. By creating literacy
programs unique to each state, Ag in the Classroom is
able to cater to the needs of each state’s agricultural
industry (History of Ag in the Classroom, 2013.

FLORIDAAGINTHECLASSROOMTODAY

Florida Ag in the Classroom is a non-profit orga-
nization dedicated to the training and development
of teachers and volunteers in the agricultural indus-
try. These teachers and volunteers use agricultural
curriculum and materials to educate students about
the importance of agriculture (More about FAITC,
2013). Students learn the core-curriculum concepts
of science, social studies, language arts, and nutrition
through teacher-taught agricultural-based content
(About Agriculture in the Classroom, 2013).

FAITC’s main classroom resource is “Gardening for
Grades,” a school garden curriculum that is free to all
Florida teachers. In 2012, FAITC distributed 5,000
copies of “Gardening for Grades” with lessons on
soil science, photosynthesis, and plant categorization
using gardening techniques (2012 Annual Reports of
State Reports, 2013). FAITC is beginning the devel-
opment of the second in the series, “Gardening for
Nutrition.”

To help prepare teachers, FAITC provides grant
money to both teachers and volunteers to pay for

the materials to teach agricultural-based programs.
FAITC grant money is used to teach students about
where food comes from and the importance of Florida
Farmers (More about FAITC, 2013). According to the

FAITC website, the grants that are available for the
2013 year include:

. Mini School Garden and Team School Garden
Grant: Individual Florida teachers or a team of three
teachers can apply for a grant to grow a school gar-
den. FAITC has a list of approved fruits, vegetables,
and herbs that can be grown using this grant. FAITC
hopes to teach students the importance of where food
comes from with the use of this grant.

. Teacher Grant Program: This grant may be
awarded to any general education or agri-science
teachers teaching pre-kindergarten through 12th
grade. Teachers must use agricultural concepts to
teach core subjects to students.

. Mosaic School Garden Mini Grants: This
grant provides more funding for school gardens but is
available only in certain counties. (Grants and Grant
Programs, 2013)

Since the program’s beginning, FAITC has awarded
over $400,000 in teacher and volunteer grants. In
2012, FAITC distributed over 222 school garden mini
grants (2012 Annual Report of State Programs, 2013).

In addition to providing grants to off-set the cost of
teaching agriculture, each year, FAITC holds Agricul-
ture Literacy Day. For the 2013 Agriculture Literacy
Day, FAITC invited many members of the Florida ag-
riculture industry to act as volunteers to read agricul-
ture-related storybooks to elementary school children,
celebrating Florida’s 500 years of agriculture history
(Ag Literacy Day, 2013). Volunteers for previous Ag
Literacy Day event have included: Florida Depart-
ment of Agriculture and Consumer Services (FDACS)
employees, University of Florida IFAS Extension
agents, 4-H agents and master gardeners, Flori-

da Farm Bureau members and employees, Florida
Cattlemen and Cattlewomen members, FFA teachers
and students, and other agriculture-industry represen-
tatives. In 2013, more than 1,200 farmers, ranchers,
industry representatives, and students read books to
students statewide, helping to create more agricul-
ture-literate students and teachers.

In addition to providing grants for agriculture literacy
programs and holding a statewide Ag Literacy Day,
FAITC sponsors more than 20 county workshops
yearly, conducts farm tours, and sends teachers and
administrators to the National Ag in the Classroom
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conference.

PARENT AND/OR SUBSIDIARIES

Florida Agriculture in the Classroom is a subsidiary
of National Agriculture in the Classroom. The
National Ag in the Classroom program supports each
state program; however, each state determines it’s
own structure and infrastructure. This structure allows
for each state organization to address “agriculture
education in a way best suited to its own needs” (State
summary 2011 - Florida, 2013, para. 1).

NUMBERSANDTYPESOFKEY PUBLICS

According to the 2012 Florida State Report, FAITC
estimates it reached more than 11,750 teachers and
more than 274,300 students in 2012 (2012 Annual
Report of State Programs, 2013). In addition, FAITC
reached 28,779 teachers and 575,580 students in
2012 through material orders and website hits (2012
Annual Report of State Programs, 2013).

In the future, FAITC hopes to reach more students
and teachers. In the 2010-2011 school year Florida
had 185,739 teachers (Education information &
accountability service: Data Report, 2011).

Since FAITC targets elementary school-age

children the most, it is important to know the
number of elementary school teachers in the state

of Florida. In 2010-2011 Florida employed 72,291
elementary school teachers (Education information
& accountability service: Data Report, 2010). There
are 2,587,554 students in the state of Florida (Florida
public school directory, 2013).

GEOGRAPHICAREAS OF OPERATION

According to the United States Department of
Agriculture, Florida has 47,500 commercial farms,
utilizing 9.25 million acres of land across the state
(Florida agriculture by the numbers, 2012). In
addition, Florida ranks 19th among all states in
number of farms. Florida agriculture provides the
state with the second largest economic base. In 2011
Florida ranked:

First in the United States in the value of production

of oranges and grapefruit.

* First in value of production of fresh market snap
beans, cucumbers, bell peppers, squash, sweet

corn, tomatoes, and watermelons.

* Second in value of production of strawberries,
tangerines, sugarcane, and cucumbers for pickles.
Fourth in production of honey.

FAITC is headquartered in Gainesville, Florida.
Teachers or volunteers from any school district are
welcome to participate in the program by using the
curriculum or applying for grants. The National
Agriculture in the Classroom program is instituted in
each state in the United States.

To educate students and the public about Florida
agriculture, FAITC programming is present in all 67
counties.




ORGANIZATIONALPHILOSOPHY, MISSION,
GOALSANDOBJECTIVES

ROLEINSOCIETY

FAITC’s role in society is to create agriculture
literacy in students and teachers. To do so, FAITC
works to develop and distribute curriculum, create
and host teacher-learning workshops, and host an
annual Ag Literacy Day.

MISSIONSTATEMENT

The mission of Agriculture in the Classroom is

to “increase agricultural literacy through K-12
education” (About Agriculture in the Classroom,
2013). FAITC seeks to educate children about
agriculture by teaching core curriculum concepts in
science, social studies, language arts, and nutrition.

ORGANIZATIONAL CULTURE

Two people manage FAITC. Lisa Gaskalla is

the executive director. She has been with FAITC
since 2003, holds a degree in journalism from the
University of Florida, and has a background in
public relations, journalism, and agriculture. Becky
Sponholtz, education program manager, is the newest
member of FAITC. Sponholtz joined FAITC in June,
2013 after teaching agri-science at Keystone Heights
(Contact FAITC, 2013). Both Gaskalla and Sponholtz
are located in Gainesville, Florida.

A diverse board of directors supports FAITC. Board
members are selected from different parts of the
agricultural industry to create equal input from

all commodity groups (Gaskalla, 2013). Current
board members come from various agricultural
organizations, such as the Florida Peanut Producers,
the Florida Department of Agriculture and Consumer
Services, the Florida Beef Council, the Florida
Fertilizer and Agrichemical Association, UF/IFAS
Extension, and the Florida Farm Bureau.

Teacher-volunteers also support FAITC. Teachers
volunteer their time to help develop agricultural based
curriculum and pilot test new programs (Gaskalla,
2013). In addition, these teachers help to facilitate
workshops. Teachers who have previously used the
curriculum and have gone through further training
facilitate workshops statewide.

On top of teacher-volunteers, FAITC relies on
volunteers to put on its statewide agriculture literacy
day. Volunteers from all over the state take part in the
event and read agriculture-related books to children.
Agriculture Literacy Day would not be accomplished
without the help of volunteers (Gaskalla, 2013).

ASPIRATIONS ANDGOALS

FAITC hopes to continue to reach more students and
teachers than in the previous year (Gaskalla, 2013).
In addition, FAITC hopes to publish the second
curriculum series, Gardening for Nutrition, and
redesign the current website.

Director Lisa Gaskalla said she wanted to increase
funding for the program. Fundraising ideas include
a revitalized campaign to promote the sales of the
Ag Tag, designing and hosting a special fundraising
event, and allowing donations online.



THE SITUATION DESCRIPTION
IDENTIFICATION OF PROBLEMOR OPPORTUNITY

Since FAITC is a non-profit organization, it relies
on fundraising to support the organization. The main
fundraiser for FAITC is the sale of the agriculture
specialty license plate, the Ag Tag. Proceeds of the
Ag Tag go to support FAITC grants and curriculum
development. However, Ag Tag sales recently

have decreased. FAITC determined that Ag Tag
sales decreased due to 1) the economy, 2) lack of
convenience to purchasing a tag at the tax collector,
and 3) non-effective communication strategies
(Gaskalla, 2013).

BACKGROUNDORHISTORY OF THEPROBLEM
(COMMUNICATIONALREADY UNDERTAKEN)

FAITC contacted the Center for Public Issues
Education in agriculture and Natural Resources

(PIE Center) to help develop a new strategy for
communication campaign for the FAITC license tag.
The recent campaign, “Buy an Ag Tag and Watch Me
Grow!” used billboards, print media, mailing inserts,
and pop-up displays at conferences, targeting a more
general audience. Since the tag sales have decreased,
FAITC has considered taking a different approach,
perhaps targeting industry members.

In the summer of 2013, the PIE Center conducted
research with various Florida agricultural producers
to 1) understand producer attitudes about the Ag Tag
and Ag in the Classroom, 2) define a more specific
target audience, and 3) understand producer attitudes
toward the original campaign materials.

The following section outlines the key research
findings that hindered FAITC’s communication
strategies:

BARRIERS ANDINCENTIVES TOBUYINGANAGTAG

Focus group participants discussed incentives and
barriers to purchasing a specialty license plate. Partic-
ipants agreed that they would be willing to purchase
a license plate due to allegiance to an organization,
cause or industry. In addition, participants liked
having the option to purchase a specialty license plate
and donate to the charity of their choice. However,

the majority of focus group participants indicated
that they were unaware that the Ag Tag financially
supports Ag in the Classroom. Participants also said
they would be willing to buy an Ag Tag now that they
knew where the proceeds go.

Participants indicated barriers to purchasing specialty
license plates, such as the Ag Tag. Barriers preventing
participants from purchasing a tag included cost, lack
of convenience, too many options, and lack of knowl-
edge of where proceeds go. In addition, many partic-
ipants discussed that cars purchased from the dealer
are automatically given a default Florida tag. Due to
the recent decline in the economy, many participants
indicated that they are switching from purchasing
excess products, such as specialty tags, to spending
money on necessities.

The recent advertising campaign for the Ag Tag, “Buy
an Ag Tag and Watch Me Grow!” that was placed on
billboards, put in print media, used as inserts in mail-
ings, and placed on pop-up displays for use at con-
ferences, targeted a more general consumer audience
and failed to identify where proceeds went and why
FAITC needed support.

SWOT ANALYSIS

STRENGTHS (INTERNAL) | wEAKNESS (INTERNAL)

« FAITChasavariety |, FAITC has alack of
of board of directors money for advertis-

from all areas of the ing.

Florida agricultural |, FAITC lacks over

industry. . instructional quality.
+  FAITC provides « FAITC does not have

free curriculum and

funds to redesign the
workshops to teach-

tag as recommended.

ers.
OPPORTUNITIES (EXTER- | THREATS (EXTERNAL)
NAL) « There are many spe-

o Opportunities for
Direct Donations.

cialty plate options
available in Florida
» Recession economy:
people are worried
about their own
finances and are less
likely to buy a plate.




IMPACT OF THE SITUATION

Since FAITC’s main source of funds is the Ag Tag,
the program will experience a drop in funding if no
communication program is implemented.

KEYPUBLICSAFFECTED

If the program continues to lack funding, all parts of
the organization will be affected. For example, FAITC
will not be able to provide free curriculum to teachers
or grants for teachers and volunteers, and students
will not gain the information that is normally taught
by FAITC.

CONCISEPROBLEM (OPPORTUNITY) STATEMENT

Without a successful communication campaign,
FAITC will not be able to sustain their program and
increase the agriculture literacy of Florida’s youth

PROPOSEDTARGET AUDIENCE

Research participants identified the proposed

target audience as individuals associated with the
agricultural industry. ‘Individuals associated with
the agricultural industry’ is a very vague term. For
the purpose of this campaign and report, the term
will refer to individuals who are in the science,

art, and/or business of cultivating soil, producing
crops, and raising livestock. Individuals can be
producers or growers, agri-science teachers,
agricultural association members, food processors
and distributors, or agribusiness associates. According
to Florida Agriculture by the Numbers, Florida
agriculture employs 750,000 people and contributes
more than $100 billion to the Florida economy
annually (2012). From October to September, 12,515
Ag Tag plates were retained, 1,167 new plates were
purchased, and a total of $276,120 in revenue was
made from the sale of the plates.

Secondary audiences for this campaign, identified by
research participants, are educators and parents of
elementary students who are involved with FAITC.
According to faitc.org, there are more than 11,750
teachers who use FAITC curriculum and 274,300
students learning FAITC curriculum (2012 Annual
Report of State Programs, 2013).

According to the Florida Department of Education,

in the 2010-2011 school year, Florida had 185,739
teachers (“Education information & accountability
service: Data Report,” 2011). In addition, Florida
had a total of 72,291 elementary school teachers
(Education information & accountability service:
Data Report, 2010).

Since FAITC targets elementary school-age children
the most, it is important to know the number of
elementary school teachers in the state of Florida.
There are 2,587,554 K-12 students in the state of
Florida (Florida public school directory, 2013).

The new campaign will be designed to target
Teachers, Florida Farm Bureau members, Farm Credit
employees and UF/IFAS Extension workers.

HOW COMMUNICATION CAN RESOLVE THE PROBLEM
PROPOSEDKEY PUBLICS

Recent research conducted using focus groups,
group interviews, and personal interviews showed
the revised campaign needs to have a primary target
audience of those in the agricultural industry and a
secondary audience of educators and parents.

In addition to defining a more specific audience, the
recent research resulted in recommendations on the
direction of the new campaign:

COMMUNICATIONSRECOMMENDATIONS

1. The new campaign needs to display the purpose of
the Ag Tag and highlight the $20 donation made
to FAITC with the purchase of the Ag Tag. In
addition, the promotional materials should contain
specific information on how the $20 has benefitted
children in the past.

2. Promotional materials need to specify more than
one way to donate. Participants discussed how the
past promotional materials only referenced the Ag
Tag. Instead, promotional materials should also
direct consumers to a website for direct donation
to the program.

3. Promotional materials need to be consistent
throughout in regards to websites, logos, and
phone numbers.

4. FAITC should work to develop a social media
campaign.
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DEMOGRAPHICS
FLORIDATEACHERDEMOGRAPHICS

(Statistics from Florida Department of Education for
t(Statistics from Florida Department of Education for
the 2010-2011 school year).

The average salary paid to a Florida public school
teacher in the 2010-2011 school year was $45,723.
This represents a decrease of $973 (-2.08%) from the
average salary of $46,696 for the 2009-2010 school

year.

For all degree levels, Florida teachers currently

average 12.29 years of teaching experience. The
following table describes the education level of
Florida teachers:

Number Percent
Bachelors 110,116 59.29
Masters 66,208 36.72
Specialist 4,965 2.67
Doctorate 2,450 1.32
All Degree 185,739 100.00

The following table describes the race of Florida
teachers:

Race Number

White 123,006

Black 22,927
Hispanic 19,480

For the 2010-2011-school year, there were 35,413
male and 132,194 female teachers.

UNIVERSITY OF FLORIDA,INSTITUTEOF FOODAND
AGRICULTURAL SERVICESEXTENSION

(ifas.ufl.edu, 2013)

Although information on the total number of
Extension workers was unable to be found, it can be
found that:

State Extension faculty works to deliver new
information to clients in the various divisions of
IFAS, as shown in Figure 1 below:

&H %

Edecation, Commumcation
& Economics ™~

Famuly &
Consumser Sclence 9%

Urban Landscapes 7%

Forestry, Fuberses
& Aquatcs o% 54

Natural Resources
& Eavironment 12%

Agnculture &
Hortculture 57%

County Extension faculty delivers information and
educational programs in the various divisions of IFAS
as shown in Figure 2 below:

Fasnsly &
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Extension faculty and staff work to deliver research
and new information to the general Florida public.
Since Extension faculty and staff communicate
information about agriculture and natural resources, it
is necessary to target Extension faculty and staff in a
future campaign for Ag in the Classroom.

FLORIDA FARM BUREAU FEDERATION

The Florida Farm Bureau Federation is the state’s
largest agricultural organization with 147,000
members. The Florida Farm Bureau Federation has
offices in 60 counties throughout Florida. The Florida
Farm Bureau Federation works to “increase the net
income of farmers and ranchers, and to improve the
quality of rural life” by being the “voice of Florida’s
Agriculture” (American Farm Bureau, para. 1, 2013).
Florida Farm Bureau members would be likely

to support an agriculture literacy and educational
program. In addition, Florida Farm Bureau members
have bought Ag Tags in the past. Therefore, it is
necessary to target Florida Farm Bureau members in a
future Ag Tag campaign.
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GOALS,0BJECTIVES,STRATEGIES ANDTACTICS

GOAL

To increase funding for Florida Agriculture in the
Classroom

OBJECTIVES
OBJECTIVET

To increase Ag Tag sales by 10% within one year of
implementation of the communication campaign.

MESSAGE STRATEGY
In order to achieve this objective, the slogan
‘Teach Ag with a Tag’ will be used consistently on
all publications throughout the campaign.

STRATEGY ANDTACTICS
The campaign will persuade the target audience
to buy an Ag Tag to support Florida Agriculture in
the Classroom with messages delivered by social
media, print media, and with a special event.

0BJECTIVE2
To raise $10,000 in direct donations to FAITC

MESSAGE STRATEGY
In order to achieve this objective, the slogan
‘Teach Ag with a Tag’ will be used consistently on
all publications throughout the campaign.

STRATEGY ANDTACTICS
The campaign will persuade those in the target
audience who don’t want to buy a tag to donate
directly to FAITC.

OBJECTIVE3

To raise $5,000 through fundraising events, such as
the Farm to Fork Festival.

MESSAGE STRATEGY
The media kit will be distributed out to the media
in the Gainesville area to make the public more
aware of the event.

STRATEGY ANDTACTICS
Although the Farm to Fork festival is free, VIP
tickets can be purchased for $30. Ticket sales plus
raffle and silent auction proceeds will go directly
to FAITC.

MESSAGETESTING

To test the message, slogan and logo focus groups
were conducted.

METHODOLOGY

A survey was distributed to students in AEC 3033,
Business and Technical Writing in Agricultural

and Life Sciences to respond to a short PowerPoint
presentation. Of the 62 responses, student majors
included the life sciences, such as biology; family,
youth, and community sciences; biotechnology;
microbiology; and the agricultural sciences. Since the
focus of this campaign is the agricultural industry, the
responses of those in the agricultural sciences were
weighted more heavily.

Participants were asked to describe 1) their likes and
dislikes about the slogan and two logos, 2) what they
thought the message was conveying, and 3) whether
it would influence the target audience of Florida
agricultural producers to buy the tag. The following
messages were shown to the AEC 3033 class.

SLOGAN
Teach Ag with a Tag

LOGO #1




LOGO#2

TE A O I < 46

#AGTAG

RESULTS

Participants in the life sciences were unaware of
what “Ag” was and did not like the term “tag” for the
licensee plate. Participants were undecided on which
logo they liked better. Some preferred logo 1, as it
related children with the agriculture truck, and said
logo 2 was too plain, whereas others said logo 2 was
more simple and clear, while logo 1 was very busy.

Of the 19 respondents with an agricultural major, the
majority said they had seen the tag before, but did not
know that it supported Florida Ag in the Classroom.
However, many liked the idea that the proceeds
went to support Florida Ag in the Classroom. The
agricultural majors were also undecided about the
two logos. They said the words on the truck needed
to stand out more, perhaps be bigger or in a brighter
color. Agricultural majors also stated that the tag
needed to be larger on the truck. They tended to
favor logo 1 over logo 2 as it showed children and
agriculture together.

RECOMMENDATIONS

From the message testing results, the illustrator
should slightly revise logo 1 to include brighter fonts
on the truck. In addition, the Ag in the Classroom
logo on the book will be removed. The logo was
revised to the following:

S
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SUPPORTING MATERIALS

CAMPAIGN SLOGAN

Teach Ag with a Tag

CAMPAIGN LOGO
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SUPPORTING MATERIALSMEDIA STRATEGY

MESSAGE STRATEGY

The campaign plans to use different media sources to
reach its target audience.

Sample news releases, a backgrounder and a fact
sheet have been created for the client’s use. These
examples could be “filled in” prior to and after events
and used to inform others about this particular cam-
paign and Ag in the Classroom as a whole.

In addition to the media kit, three different publica-
tions have been developed. The promotional flyer
was designed for distribution to different tax collector
offices around the state of Florida. In addition, these
flyers can be used at different events and conferences.
The vertical pop-up banner should be used at any
Florida Ag in the Classroom events. The banner will
display Florida Ag in the Classroom and will show-
case what the organization does as a whole. The half
page card stock flyers can be distributed at confer-
ences and special events. This piece could be printed
in-house, if necessary, on regular card-stock paper.
The flyer can also be placed in student and teacher
packets encouraging them to learn about Teaching Ag
with a Tag.

Along with print materials, social media outlets
should be used to reach the target audience. Prototype
social media posts and infographics will target what,
why, where, and how teachers can teach ag with a
tag. In addition to posting these infographics, Florida
Agriculture in the Classroom can develop a contest

to get students, teachers, and parents involved with
the program. Social media followers will be asked to
take photos and then post them on FAITC website.
These photos will show how FAITC teaches ag with a
tag and will increase awareness of what the program
actually does.
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FLORIDA AGRICULTURE IN THE CLASSROOM CELEBRATES AG LITERACY DAY

Students in more than [inset number of classrooms] classroom celebrated the 10th annual Ag
Literacy Day around the state on Tuesday (April 29).

“[Insert Quote about Ag Literacy Day, about why this day is important, and how it teaches stu-
dents about where their food comes from]”

[# of industry participants] agriculture-industry participants, including farmers, ranchers,
University of Florida IFAS extension agents, commodity groups, FFA students and college
students, read a children’s book about the Florida agricultural industry to students in kin-
dergarden through fifth grade.

The book, titled Florida Farms at School, discusses agricultural projects in classrooms.
Books, bookmarks, stickers and teacher guides were provided to readers free of charge
from Florida Agriculture in the Classroom.

“[Quote from student about how much they enjoyed members of the community reading to
them].”

Florida Agricultural Commissioner Adam Putnam participated this year as Florida agriculture’s
lead ambassador by reading to [insert grade level] at [high school] in [city]. Students asked him
about Florida agriculture, his family farm, his job as the agricultural commissioner and took him
on a tour of their school’s fruit and vegetable garden.

“[Insert quote from Adam Putnam about FAITC Ag Lit Day],” Putnam said.

Florida Agriculture in the Classroom ensures that students learn how food and other agricultural
products are produced. Ag Literacy Day is an annual event to bring the agricultural industry into
the classroom to show students the important contributions Florida farmers make to their com-
munities.

HtH
Florida Agriculture in the Classroom is a non-profit organization that develops and trains
teachers and agriculture-industry volunteers with free agricultural curricula and materials,
which in turn is used to educate students about the importance of agriculture. Florida Agri-
culture in the Classroom also provides grants to teachers and volunteers for projects that
teach students where their food comes from and the important contributions Florida farmers
make to their communities and state. Florida Agriculture in the Classroom depends on the
sales of the agriculture specialty license plate, the Ag Tag, direct donations and special events.
For more information visit www.faitc.org or like us on Facebook.
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GAINESVILLE FESTIVAL FEATURES LOCAL FOOD AND EDUCATION

Residents of Gainesville can enjoy locally grown food while learning how it gets from the
farm to their dinner plate at a farm-to-fork festival this weekend.

[Location] will host the farm-to-fork festival on [date], in support of Florida Agriculture in
the Classroom. The festival will be held from 10 a.m. to 5 p.m.

Gainesville’s first farm-to-fork festival will show how agriculture plays a role in the lives of
community members. In addition to local growers, producers and restaurants, the festival
will feature live music and a kid-friendly zone.

Lisa Gaskalla, executive director of Florida Agriculture in the Classroom, said the event
showcases local products and the people who produced them.

“The community will really get an understanding of how food is made,” Gaskalla said. “Peo-
ple from all over the industry will set up tents and will talk to the public about how they
made it.”

More than [insert number of sponsors| tents will be set up for exhibits. Exhibits include food
demonstrations, local grocery stores, commodity groups and a kid zone. Festivalgoers will
have the opportunity to learn about the products first-hand from the people who produce
them.

Agricultural commodity groups will present different recipes to incorporate fresh agricul-
tural products, and representatives from the UF/IFAS Center for Public Issues Education
will discuss current trends in agriculture. In addition, festivalgoers can play agriculture
trivia and take part in a raffle and silent auction.

Florida Agriculture in the Classroom wants to educate adults, but the kid zone will be the
highlight of the event, Gaskalla said.

“Although adults will have the opportunity to learn about agriculture, we really want to fo-
cus on educating our kids,” she said.

-more-




e 1352 Sabal Palm Drive

Florida Agriculture

: Building 941
1 in the Cldssroom, Inc. P.O. B0X11%015
*\” A GIRICDIETDIRE KEEES Gainesville, FL. 3211

> ~ FLORIDA GREEN
o 4
< D

The kid zone will feature fun educational games and activities, including a find-your-food
scavenger hunt, a Florida agriculture-coloring book and a grow-your-own-vegetable activi-
ty. Children of all ages can take part in these activities. Festivalgoers can also experience a
typical Florida farm.

The farm-to-fork festival is free. However, VIP tickets include free food and drinks at select
exhibits and a farm tour during the event. VIP tickets cost $30. Proceeds go directly to Flor-
ida Agriculture in the Classroom.

HHH

Florida Agriculture in the Classroom, Inc. is a non-profit organization that develops and
trains teachers and agriculture-industry volunteers with its free agricultural curricula and
materials, which in turn is used to educate students about the importance of agriculture. Flor-
ida Agriculture in the Classroom also provides grant money to teachers and volunteers for
projects that teach students where their food comes from and the important contributions
Florida farmers make to their communities and their state. Florida Agriculture in the Class-
room depends on the sales of the agriculture specialty license plate, called the “Ag Tag,” and
direct donations. For more information visit www.faitc.org or like Florida Agriculture in the
Classroom on Facebook.
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BACKGROUND INFORMATION OF FLORIDA AGRICULTURE IN THE CLASSROOM

Florida Ag in the Classroom (FAITC) is a non-profit, volunteer-based organization in the
state of Florida focused on promoting agriculture literacy in school-age children. FAITC is
the Florida division of Ag in the Classroom, which started in 1981 as a national task force
by the United States Department of Agriculture (USDA). Today, FAITC reaches more than
11,750 teachers and more than 274,300 students annually through curriculum-based
teaching of agricultural topics.

To educate students and the public about Florida agriculture, Florida Agriculture in the
Classroom works in all 67 counties of the state of Florida. FAITC is headquartered in
Gainesville, Fla. Teachers or volunteers from any school district are welcome to participate
in the program by using curriculum or applying for grants.

Teachers and volunteers use agricultural curriculum and materials to educate students
about the importance of agriculture. Students learn the core-curriculum concepts of sci-
ence, social studies, language arts and nutrition through teacher-taught agricultural-based
content.

To help prepare teachers, FAITC provides grant money to both teachers and volunteers.
FAITC grant money is used to teach students about where food comes from and the contri-
butions made by Florida farmers.

Since the program’s beginning, FAITC has awarded over $400,000 in teacher and volunteer
grants. In the past year, FAITC distributed over 222 school garden mini-grants in the 2012
year.

Each year, FAITC holds Agriculture Literacy Day. For the 2014 Agriculture Literacy Day,
FAITC invites many members of the Florida agriculture industry to act as volunteers, to
read agriculture-related storybooks to elementary school children in celebration of the 500
years of Florida agriculture. In the 2012, more than 1,200 farmers, ranchers, industry rep-
resentatives, and students read books to students statewide, helping to create more agri-
culture-literate students and teachers.

In addition to providing grants to help teachers and volunteers teach agriculture literacy
and holding a statewide Ag Literacy Day, FAITC sponsors more than 20 county workshops
yearly, conducts farm tours and sends teachers and administrators to the National Ag in the
Classroom conference.
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FACT SHEET: FLORIDA AGRICULTURE IN THE CLASSROOM

What is Florida Agriculture in the Classroom, Inc.?

Florida Agriculture in the Classroom, Inc. is a non-profit organization that develops and
trains teachers and agriculture industry volunteers in its agricultural curricula and materi-
al, which they in turn use to educate students about the importance of agriculture.

Who is it for?

In addition to teaching students about the importance of Florida agriculture and the con-
tributions Florida farmers make to their communities and states,Florida Agriculture in the
Classroom, Inc. provides grant money to teachers and volunteers. Florida Agriculture in
the Classroom grants support programs to help teach school-aged children about agricul-
ture. Projects include school gardens, agricultural-based curriculum, and teacher work-
shops.

What is the impact?
Florida Agriculture in the Classroom, Inc. has:
e Distributed over $400,000 in teacher and volunteer grants since the programs be-
ginning.
e Reached over 11,750 teachers and more than 274,300 students in the 2012-year.
e Distributed over 5,000 copies of the Gardening for Grades curriculum in the 2012-
year.
e Reached over 28,779 teachers and 575,580 students through material orders and
website hits.
e Held the 2012 National Agriculture in the Classroom Conference hosting 400 teach-
ers and agriculture industry educators from around the country.
e Supported 1,400 volunteers as they read books to children for the 2012 Agriculture
Literacy Day.

How to support:
e Florida Agriculture in the Classroom is funded by the sales of the specialty agricul-
tural license plate known as the Ag Tag, direct donations, and special events.
e To support, you can donate online at www.faitc.org,purchase an Ag Tag at your local
Tax Collectors Office or participate in the Farm-to-Fork festival.

For more information: Contact:

Website: www.faitc.org Lisa Gaskalla, Executive Director
Facebook: Phone: 352-846-1391
www.facebook.com/floridaagintheclassro Cell Phone: 352-745-0246

om Email: gaskalla@ufl.edu
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TEACHAGWITHATAGVERTICALPOPUP BANNER

This conference banner will be a very large, at 33.5
inches by 76.75 inches.

The banner should be used as a showcase promotional
material to attract future supporters to the Ag in the
Classroom booth.




TEACHAGWITHATAGBROCHUREHANDOUT

The brochure will be used in a variety of locations including the tax collector offices, conferences, and for
general information. The back and front of the brochure are illustrated below. Three different photo options, to
add variety and diversity to the pieces, are shown on the following page.

Front Back
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TEACH AG WITH A TAG:

Everyone in Florida should know where their
food comes from! Plage an Ag Tag on your
car, truck and/or trailer, and “teach ag with
a tag”

Proseeds from the Ag Tag ($20 per tag)
heips Florida Agriculture in the Classroom to
teach kids about the importance of florida
agriculture.

For more information, or
if you would like to donate
directly, visit agtag.com




TEACH AG WITH A TAG:

Everyone in Florida should know where their
food comes from! Place an Ag Tag on your
car, truck and/or trailer, and “teach ag with
atag’

Proceeds from the Ag Tag ($20 per tag)

helps Florida Agriculture in the Classroom to
teach kids about the importance of Florida

agriculture. E _.ﬂ E.
ok

For mote information, or
if you would like to donate
directly, visit agtag.com
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Everyone in Florida should know where their
food comes from! Place an Ag Tag on your
car, truck and trailer, and “teach ag with a
tag.”

Proceeds from the Ag Tag ($20 per tag)

helps Florida Agriculture in the Classroom to
teach kids about the importance of Florida

agriculture. E _HE
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For more information, or
if you would like to donate
direotly, visit agtag.com

Everyone in Florida should know where their
food comes from! Place an Ag Tag on your
car, truck and trailer, and “teach ag with a
tag.”

Proceeds from the Ag Tag ($20 per tag)
helps Florida Agriculture in the Classroom to
teach kids about the importance of Florida
agriculture.

For mote information, or
if you would like to donate
directly, visit agtag.com




HALFPAGEPROMOTIONALFLYER

This half-page flyer could be used in a variety of ways. It can be printed either in-house or at a print shop. The
flyer should be used as an informative material and, for example, could be handed out during conferences,
placed in “goodie” bags at conferences and events, and placed in parent/teacher information packets.

This promotional piece is an alternative to the tax collectors office flyer.




SOCIALMEDIAPLAN

Social media needs to be a vital part of the Teach Ag with a Tag campaign. The following are examples of
graphics and posts that could be used on social media. The goals of the social media campaign are to increase
awareness of Florida Ag in the Classroom and to make members of the agriculture community more engaged in
the Florida Ag in the Classroom Facebook page.

Below are two examples of a Facebook cover photo. These could be used in the cover photo section to highlight
the campaign.

SHOW US HOW YOU \y
TEACH AG WITHAT!

TEACH AGWITHATAG, N2

| WITHA TAG

FLORIDA AG IN THE CLASSROOM 2
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To the Right and Bottom:

These graphics should be used
as a post. These graphics have
the call to action, of how do you
Teach Ag with a Tag.

The purpose of these graphics
should encourage Facebook
Post your followers to share their stories,
oDhotos, stories T—— photos or videos. By sharing
and videos to . teacher and student’s own stories,
tell Ue e @ Florida Ag in the Classroom
YO u: =L = will be able show the impact

the organization has on Florida

TEACH /G WITHA 7107 [

These graphics should be
accompanied by a brief
description of what Florida Ag in
the Classroom does, for example:

Did you know? Florida Ag in
the Classroom uses the proceeds
from the Ag Tag to provide free
agriculture based curriculum to
teachers.

Did you know? Florida Ag in
the Classroom uses the proceeds

from the Ag Tag to provide grants TEACHAG

for teachers to teach students \)\ .
. . \

abqut the importance of Florida 3

agriculture. : :
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The following graphics should be incorporated into the social media campaign as interactive posts.
These graphics are designed to catch the eye of the Facebook follower and encourage them to learn

and talk about Florida Ag in the Classroom.
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DIDYOUKNOW?

FLORIDA AG IN THE CLASSROOM USES THE
PROCEEDS FROM THE AG TAG TO PROVIDE FREE
AGRICULTURE BASED CURRICULUM TO TEACHERS.

TEACHAG WITHA

TEACHAG WITHA

DID YOUKNOW?

FLORIDAAG IN THE CLASSROOM USES THE
PROCEEDS FROM THE TO PROVIDE FREE
AGRICULTURE BASED CURRICULUM TO TEACHERS.

TEACHAG WITHA
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BUDGET

Research

Develop Moderators Guide
Report Composition
Moderator

Assistant Moderator
NoteTaker

Food

Data Analysis

Travel Cost

Subtotal

PIE Center Overhead (12% of Subtotal)

Research Total

Printing*

Tax Collectors Office Pamphlets (3 per sheet)
1/2 8.5 x 11 Flyers

Vertical Banner for Conventions

Total Printing Cost

Total Cost per Campaign

*Printing Estimates from Target Copy, Archer
Road

Cost

$150.00
$150.00
$100
$100
$100
S50

$100
$1,113.62

$493.63

Paper

80 |b Gloss Cover

Card Stock

Banner with Bamboo Stand (33.5" x
76.75")

Quantity Total

Color

1
1
6
6
6
6
6
1

4;4
4;4

$150.00
$150.00
$600.00
$600.00
$600.00
$300.00
$600.00

$1,113.62
$4,113.62

$493.63

$4,607.25

Cut

$4.00
$2.00

Fold

Cost per

sheet

$1.64
$1.34

Number of
Sheets of

Paper

167
250

Total
Quantity

500
500

Total
Amount

$277.88
$337.00
$295.00
$909.88

$5,517.13
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ISSUES ANALYSIS

ABSTRACT

On September 30, 2013, the Republican and Democratic parties failed to reach an agreement on government
spending, leading to a partial government shutdown. Because of the shutdown, most “non-essential”
government employees were furloughed, or were put on leave, beginning on October 1. During this time, the
United States Department of Agriculture furloughed employees who produce statistical reports on the prices
of agricultural commodities. In addition, the processing of H2-A migrant-worker visas was stalled. As the
Florida harvest season approached, growers and producers worried: 1) how not having production statistics
would affect the final price of crops and 2) if migrant-worker labor would be available to harvest the crops.
Since Florida Agriculture in the Classroom depends upon members of the agricultural industry for support,
the organization should continue to analyze government actions that impact the industry. From the results of
this study, Florida Agriculture in the Classroom should focus on developing a “mini-grass roots” mission that
would target teaching children and their parents the importance of agriculture. Since Florida Agriculture in
the Classroom already works with educating children on the importance of agriculture, FAITC should create
goals to increase organizational impact across the state. To do so, the organization must realize two goals: 1)
to raise more funds to help implement the program and buy the organization's materials, and 2) to make more
individuals aware of the program by getting more teachers to teach for the program.

INTRODUCTION

On September 30, 2013, the Republican and Dem-
ocratic parties were unable to reach a agreement on
government funding, leading to a partial government
shutdown. Because of the shutdown, most “non-es-
sential” government employees were furloughed, or
were put on leave, beginning on October 1. During
this time, the United States Department of Agriculture
furloughed employees who produce statistical reports
on the prices of agricultural commodities. In addi-
tion, the processing of H2-A migrant-worker visas
was stalled. As the Florida harvest season approached,
growers and producers worried: 1) how not having
production statistics would affect the final price of
crops, and 2) if migrant worker labor would be avail-
able to harvest the crops. Since Florida Agriculture in
the Classroom’s target audience and main donors are
members of the agricultural industry, the organization
should be concerned with how the government shut-
down or future furloughs will affect their constituents.

ANALYSISOF ISSUE
HISTORY OF THEISSUE

In the fall of 2013, the government experienced its
first furlough since the mid 1990s. For 17 days, from
October 1 through October 16, the disagreement
between the Republican and Democratic parties over
government spending on the Affordable Health Care
Act, led to a failure to fund other government services
and a partial government shutdown. As a result, most
“non-essential” government employees were fur-
loughed, or put on leave, beginning on October 1.

ISSUEAFFECTING AGRICULTURE

The United States Department of Agriculture executes
policy on agriculture, farming, forestry, and food.
Throughout the government shutdown, the USDA
furloughed employees who produce statistical reports
on the prices of agricultural commodities. Although
the delay of the agricultural reports did not cause im-
mediate concern for growers and producers, packers
and distributors use the information during harvest
season to set prices for commodities. With many
harvest seasons approaching, packinghouses must
estimate bids for commodities. As the Florida harvest



season approached, growers and producers worried:
1) how not having production statistics would affect
the final price of crops and 2) if migrant-worker labor
would be available to harvest the crops. Since Florida
Agriculture in the Classroom depends upon members
of the agricultural industry for support, the organiza-
tion should continue to analyze government actions
that impact the industry.

Another issue affecting growers and producers during
the government shutdown is the inability to file for
H2-A visas, migrant-worker visas. Growers and
producers rely on these visas for farm workers during
harvest season, especially for specialty crops such as
citrus in Florida. Since many of these crops must be
harvested by hand, the harvest process depends on
migrant-worker employment. After the government
re-opened on October 17, growers and producers
were still anxious that H2-A requests would not be
tulfilled in time for growing season. State senators are
urging expedited processing and warning Congress
of the drastic impact the lack of visas will have on the
agricultural industry and the price of food for con-
sumers (Miriam, 2013).

SIGNIFICANCE TOORGANIZATION

Florida Agriculture in the Classroom teaches students
about Florida agriculture. The majority of the support-
ers of the organization are those in the agricultural
industry. If these members are affected financially by
this or future government shutdown, they will be less
likely to support Florida Agriculture in the Classroom,
as they will be more focused on their own finances.

ISSUEMANAGEMENT ANALYSIS AND
RECOMMENDATIONS

Many stakeholders in the agricultural industry are
paying attention to the actions by government offi-
cials. Agricultural stakeholders are interested in how
these actions are influencing the way they do busi-
ness: whether it is impacting the price of their crops
or if these actions are changing rules and regulations
regarding how they grow and produce their products.
Articles such as “Government shutdown delays citrus
prediction” detail how growers and producers are
interested in the government actions (Foster, 2013).
Not only were they affected by the lack of statistical
reports, they were anxious and wondered when the

statistical reports would be issued for the month.
Without these reports, prices for commodities would
have to be estimated. With this price estimation,
growers and producers could potentially lose thou-
sands of dollars for the harvest season. In addition to
price estimates, the whole industry was affected by the
pause in H2-A visa processing. Without temporary
migrant-worker visas, crops would not be harvested
and could literally rot in the fields.

In addition to outlining how these actions affected
growers and producers, these articles also illustrate
how many legislators are unaware of how different
policies can affect the agricultural industry, which
then impacts consumers. During the government
furlough, commodity groups and other agricultural
groups sent representatives to speak with members of
Congress to discuss the impact that a lack of agricul-
tural visas would have on the industry (Miriam, 2013).

Since Florida Agriculture in the Classroom depends
upon members of the agricultural industry for sup-
port, the organization should keep analyzing govern-
ment actions that impact the industry. To do so, the
organization should track key words such as govern-
ment and agriculture, Florida agriculture, agriculture,
and immigration, and should pay attention to what
these articles are saying about the industry.

Florida Agriculture in the Classroom should focus on
developing a “mini-grassroots” mission that will focus
on teaching children and their parents the importance
of agriculture. Although this mission will not fix the
problem immediately, it will achieve the long-term
goal of educating future generations of consumers and
voters on the importance of agriculture and where
their food comes from.




ANNOTATEDBIBLIOGRAPHY:
AGRICULTURALRESPONSE TOGOVERNMENT
SHUTDOWN

Gee, K. (2013, September 30). USDA expects to halt
some reports if government shuts down. Wall
Street Journal. Retrieved October 2,
2013, from http://online.wsj.com/article/BT-
C0O-20130930-707659.html.

The USDA plans to furlough employees who produce
information on prices of commodities such as pork,
poultry, milk, and grains. Although federal meat
inspectors will continue to report to work, the biggest
industry impact will be on investors and traders in
commodities and equities, who rely on USDA statisti-
cal reports to make investment decisions.

Kim, S. (2013, October 1). Government shutdown
starts to slow lending activity. ABC News.
Retrieved October 2, 2013, from http://abc
news.go.com/Business/lending-halt

ed-due-government-shutdown/
story?1d=20432262.

The federal government shut down may disrupt loans
supported by the government guarantee programs
including Farm Service Agency guarantees. It could
mean that fewer members of the target audience
would be willing to support a charitable cause as they
are dealing with their own finances.

Wessler, B. (2013, October 2). Agricultural associ
ations respond to government shutdown. Ag
Professional. Retrieved October 2, 2013,
from http://www.agprofessional.com/news/
Agricultural-associations-respond-to-govern-
ment-shutdown-226028791.html?ref=791

During the session, agricultural economic and sta-
tistical reports and projections will be discontinued.
Associations leaders are reassuring the public that
inspections will still take place in packing plants.
However, leaders are more focused on the long-term
issues. Other leaders are concerned about the effects
of not instituting the 2008 farm bill and the effects
on consumers. American Farm Bureau President
Bob Stallman stated, “Come January, consumers
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once again face the impact of high food costs as
decades-old farm policy kicks in.” Industry lead-

ers are focused on a bipartisan solution addressing
legislation important to agriculture. Does the public
understand why their food prices will increase? No.
But what is one way we can change this? Agricultural
Literacy.

Evich, H. B., & Parti, T. (2013, October 2) Govern
ment shutdown stresses food inspectors.
Politico. Retrieved October 2, 2013, from
http://www.politico.com/story/2013/10/
government-shutdown-food-inspectors-agri-
culture-97691.html?hp=f2.

Meat inspectors still have their jobs on Day Two of
the government shut down, but the U.S. Food and
Drug Administration is halting routine food inspec-
tions. In addition to all foods, except for meats not
being inspected, food-borne illness trackers and
identifiers are also being forced into furlough. Smith
DeWaal, director of food safety at the Center for Sci-
ence in the Public Interest, said, “Make no mistake,
the safety of our food supply will suffer if agreement
is not reached on a continuing resolution that funds
the government.” Could consumers lash back against

the agricultural industry due to lack of government
funding?

Nelson, K. (2013, October 8). Government shutdown
could affect local food pantries. Jacksonville
News, Weather, Traffic, Spots, Entertain
ment. Retrieved October 10, 2013, from www
firstcoastnews.com/news/local/article/330894/
Government-shutdown-could-affect-
local-food-pantries

The government shutdown caused the USDA to stop
funding local food pantries. Programs such as Second
Harvest are worried about how a continued shutdown
will affect them, as they will not be getting any food
to their pantries. These programs are used to help
support the hungry and those in need of food.

Foster, B. (2013, October 9). Government shutdown
delays citrus prediction. Newssun. Re
trieved October 10, 2013, from www.newsun.
com/news/100913-citrus




The USDA reported the shutdown will delay the fore-
cast for the upcoming citrus harvest. Although citrus
growers generally have an idea of what the citrus
numbers are, growers and packinghouses generally
use the estimates to set prices for the citrus harvest.

Gray, L. (2013, October 9). Impact of government
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After the government shutdown paused the process-
ing for thousands of temporary agriculture workers,
growers and lawmakers worry about the amount of
labor to pick specialty crops out of the fields. Groups
representing growers in Florida, California, and Ar-
izona are working with members of Congress to urge
them to expedite the processing for H-2A seasonal
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stantial economic losses, reduction of our domestic
food supply and higher prices to consumers.”







APPENDIXA:
BRIDGING THE GAPBETWEEN THECLASSROOM ANDTHEINDUSTRY:ACAMPAIGNPROJECT GUIDE

INTRODUCTION

Although many master’s students complete a thesis
for a graduation requirement, others may choose

a project in-lieu of a thesis. Some students are
interested in using their graduate degree to enhance
their professionalism and skills in their intended
fields. A project may be more applicable for these
degree candidates, as it demonstrates the student’s
ability to plan, design, and complete a substantial
project from start to finish.

Students should pick projects that align with their
professional career goals. For example, students
pursuing degrees in agricultural communication

may wish to specialize in public relations for
agriculture related firms. Often, various organizations
have issues related to agriculture that need to be
communicated to the general public. By teaming up
with an organization, students have the opportunity
to work with real clients to develop research-based
communication campaigns. Throughout this process,
graduate students will learn the process of developing
a campaign with the clients needs in mind. By
working with the client, students will apply their
knowledge and skills to specific issues outside the
classroom, bridging the gap between classroom
expectations and what is expected in the industry.

METHODOLOGY ANDSTEPS

The first step is to identify a cooperative organization
with a need for a campaign. Students should research
different organizations and identify if they need a
communications campaign to promote or support a
particular product, idea or event. After organization
selection, students should work with their advisors
and organizations to develop a plan for the project
including outlines and timelines of key steps and
deadlines to complete the project. Steps should
include preliminary research and reporting, message
development, message testing, development of
supporting materials and project finalization.

Before the campaign is started, preliminary research

should be used to identify organization and target
audience needs. The research should be industry
applicable, and similar to what a student may do in an
industry job. As an example of preliminary campaign
research, focus groups could be conducted prior to
campaign development and launch to assess the target
audience’s perceptions of an organization’s current
branding and to test for other potential advertising
options and elements. After preliminary research is
completed, the student should develop the research
report. The report, written in lay terms, summarizes
the background, research methods, and findings to
inform the organization about the findings of the
completed research.

After the primary needs of the organization and target
audience have been identified through research,

a campaign plan book should be developed. The
plan book is a document that includes all of the
necessary materials to implement a campaign. The
plan book should include campaign materials and
an implementation guide. The plan book includes 1)
goals, objectives, strategies and tactics 2) supporting
materials, such as a campaign logo, slogan, and
other publications 3) the budget or estimated cost 4)
timeline and 4) a summary of issues that may effect
the campaign.

RESULTS TODATEAND IMPLICATIONS

The project has the potential to benefit both the
student and the organization. The project can
strengthen student’s strategic communication skills,
as students will use critical thinking to develop
technical and creative pieces to solve problems

for a real organization. The project can also aid in
developing the students portfolio. The organization
will also benefit from the project by gaining campaign
materials to promote their product, idea, or event.

The project will also help to bridge the gap between
student work and the work the student will do in
their future careers. As the student works with their
selected organization, they will understand the




process of working with real clients, as the student
must work carefully with the client to understand
client needs when developing materials and timelines.
The hands-on project can prepare the student and
bridge the gap from the classroom to their careers.

FUTUREPLANS/ADVICETOOTHERS

At the beginning of a project, it is necessary for

the student to complete a proposal with a contract/
agreement with the organization. The proposal will
address each step of the project and the contract
will ensure both parties are in agreement of the
steps to develop the campaign. Although the student
themselves will not be implementing the campaign,
the goal of the project is to produce a campaign
plan that the organization could implement. The
campaign plan book will provide an outline and a
timeline that will guide the organization through the
implementation process.

Organizations should be prepared to spend money

to recruit participants for preliminary research.
Organizations should use services, such as the [state]
Survey Research Center, to recruit participants. This
type of center will also ensure the target audience is
accurately represented by using screening questions
throughout the recruiting process.

COSTS/RESOURCESNEEDED

The first resource needed to complete a campaign
project is to find a client that is willing to work with
the student and that is in need of a campaign. The
student should then select an organization to be their
client throughout the process.

The cost of completing preliminary research varies
from project to project. For a campaign based on
focus group research, the costs may include fees
for the development of a moderator’s guide, report
composition, travel costs, and data analysis as well
as the fees for participant recruitment and incentives.
Costs may also include paying a moderator,
assistant moderator, and note taker for their time. In
addition, the student will develop a budget for the
implementation of the campaign. The budget will
include the prices for printing, special events, and
other materials necessary for the implementation of
the campaign.

The write up for the original research findings is not
only costly for the organization, but time consuming
for the student. The student will need to transcribe
and analyze the data for themes, and then develop

a final report including an executive summary with
findings and strategic recommendations. Based

on the strategic recommendations and findings,

the research-based campaign plan book will be
developed. The plan book will include examples of
publication materials as well as a timeline for the
implementation of the campaign.







August 2013

Final Report
Marketing the Ag Tag

With Florida Agriculture in the Classroom

Center for Public Issues Education
IN AGRICULTURE AND NATURAL RESOURCES

UF(IFAS

Written bv Laura M. Gorham PIE 2012/13-17B



Marketing the Ag Tag
Gorham, L. (2013). Marketing the Ag Tag. PIE2012/13-17B. Gainesville, FL: University of Florida/IFAS Center for Public
Issues Education.

Acknowledgements
The development and distribution of this research would not have been possible without the support of the Florida Ag
in the Classroom marketing board who supported guided the research. These individuals include

e Lisa Gaskalla - Florida Ag in the Classroom Executive Director

e Jennifer Nelis — Florida Nursery Growers and Landscape Association
e Lyn Cacella—Wedgworth Leadership Institute Graduate Class IV

e Barbara Wunder - Florida Fruit and Vegetable Association

e Cheryl Flood —Kissimmee Island Cattle Co.

e Sue Harrell —Florida Strawberry Growers Association

e Tamara Wood - Florida Citrus Mutual

Additionally, the following individuals were instrumental in conducting the research.

e Joy Rumble — Assistant Professor, Department of Agricultural Education and Communication

e Tracy Irani - Director, UF/IFAS Center for Public Issues Education

e Kacie Pounds — Graduate Student, Department of Agricultural Education and Communication
e Caroline Roper — Graduate Student, Department of Agricultural Education and Communication
e Reba Hicks — Graduate Student, Department of Agricultural Education and Communication

e Rachel Delesus — Former Research Coordinator, UF/IFAS Center for Public Issues Education



Contents

BACKGIOUNG ...t bttt h b e h e e b e e h oo b e e b e et bt b h e bt 5
1Y 1= i o T 3ROSR 5
RESUIES ..ttt et e ittt ettt ettt ettt e ettt e ettt e e et e e e te e e ea bt e e n e e e e beeeaa bt e e aRteeeneeeanbeeeanteeaneee e neeeanteeeaneeeanteeeanteeeaneeeaneeeanteeeanneeans 5
West Palm Beach FOCUS GrouUP | RESUILS ..ottt ettt e e ene e e et e e eeeeeemeeeennneeens 5
GENEIAl TAG DISCUSSION ...ttt ettt h ekttt e bt e he e e et e bt e e ae e e et e e bt e e bt e e ee e e bt e ebeenaneeneesanennneen 5
SPECITIC TG DISCUSSION ...ttt sttt h et h et h et e bt et e e bt et e s bt et e s e e e b e e be et e e it e sb e e e e sbeeanea 6
Florida Agriculture in the ClassrOOM ...........cuiiiiiiiie et 8
L@oTgTat=y o1l =11 41 o PO T PP 10
CrEate @ IMESSAGE. ...t e e e e e e e e s e R e e e s e e e e s e e e e e e e e eeeaans 12
West Palm Beach FOCUS Group I RESUILS .....couiiiiee ettt e et e e e e e eneeesneeeeneeas 13
(CTT Tt | I Lo D Y el U1 o] o OSSR U RO P ST TTROPRN 13
SPECITIC TG DISCUSSION ...ttt sttt h et e b et b e et bt et ee e bt ee e bt e ee e bt e e b e e e s b e e nenaeennes 14
Florida Agriculture in the ClassroOm ... e 17
(@0 ool =T o S I =1 [ T OO OO PP 19
CrEate @ IMESSAGR. ... et e e 23
Gainesville Group INTEIVIEW RESUILS....... ..ottt ettt e et e e et e e e nte e e ne e e aaeeeanneeeneeeans 24
GENEIAl TG DISCUSSION ...ttt etttk et b e bt e e et e bt e ekt et e e b e e sbe e et e e neeneneene e anenaneens 24
SPECITIC TG DISCUSSION ...ttt ettt h et a ettt et et et bt et e bt e e bt e e e bt e e e b e e e s ee e e e nae e 24
Florida Agriculture in the Classroom ... e 25

L@ ol =T I T OO 28
CrEate @ IMESSAGR. ... e e e e e e s 32
Personal Interview I: GAINESVIIIE, Fla. .......ccuuiii ittt e et e e e e aab e e e e e sbre e e e anraeeeeennees 34
CTT Tl | I Lo D el U1 o] o OSSR PP PSPPSR 34
SPECITIC TAG DISCUSSION ...ttt ettt ettt h et b et h et b e et e et e bt e et e bt eee e bt et e bt e e s ae e e e nneennes 34
Florida Agriculture in the ClassroOm ... . .o ittt ettt e st e et e e bt e e ebe e e snteesnneeans 35

1Y 01Tl ol =TTl o 1= ol @ 1 U =T T o L3RRS 36
Lo T g Tef= o1l I =1 1 T PP 36
Create @ IMESSAGE. ... et e e 36
Personal Interview Il: GAINESVIllE, FIa. .....oicuuiiii ittt e e e e e st e e e s st e e e e snee e e e eneeeeeennnees 37
GENETAl TG DISCUSSION ...ttt sttt h e et e e e s e e et et e e s ae e s e e n e e e se e e e e e neesaeeenneesneeeaes 37

Y o=Tel) ol I To DL VLT o o TSP TP PR PU TS RPROR 37
Florida Agriculture in the ClasSrO0m ... ....eiuiiii ettt 37
(@] el =T o) =T 4 [ o T [PPSR OPP PSP OPPRRP 39

CrEATE @ IMESSAE. ...ttt bbb e h e b e b b a et 40



Y FINAINGS ...t et h e bbbt e b h e bt e s e e b e h e e s bt e b e h e e e e e 41

GENEIAl TG DISCUSSION. ...ttt ettt b e bt h et e bt et e bt e bt e et e bt s b e e bt e seeeb e e esbe et e saeeenesee e 41

Y oT<Tel 1 ol I o D1 o U1 o PSSP S PRSP 41
Florida Agriculture in the ClassroOm.........eiiii ittt n e s e 41
L@o T g el =T ) A I1=1 [ o ST PPP R OPPRRR 42
PromOtioNal IMATEIIANS ....ccoiii ettt et e st e et e e st e e eateeeseeeenteeeaneeeeneeeanteeeaneeeaneeeanseeeanreeans 42
CrEATE @ IMESSAE ..ttt ettt et oottt e e et e e oMt e e e b Lo e e a et e e e e et e e e ha et e e e b e et e e e nr et e e e b e e e e e annneeeaan 43
2T ele aqTaa =Yg Ve =X lTo T o L3 TSR 43
Campaign RECOMMENATIONS ......oiiiiiiiiitie ittt b et et st s en e e bt e e aeeeaneeseeaseennneens 43
License Plate, Ag Tag, RECOMMENAAIONS.......c.uiiiuiiiiiiti ettt nne e A
Programming RECOMMENAATIONS.......c.uiiiiiie ittt ettt b et e e bt e sae e e en e e neesanennneens 4t
Appendix A: Marketing and Promotional Materials ..o 45
Flyer 1: Next Years BUMPET CrOP ... ..ottt s s e s e e b s e e e e e s ae e s e e e neesaeesaneans 46
FIyer 2: "BUY AN AG TaG" ..ottt et s e e h e e h e e h e e e n e e e ne e 47
Y Y BT =Yl T = T o SR 48
=711 oo Y= ISR 49
Appendix B: Marketing the AQ TG SUMVEY .....c..ui ittt ettt ettt ae et e enneesaeenaneen 50



Background

Florida Agriculture in the Classroom (FAITC) contacted the Center for Public Issues Education in Agriculture and Natural
Resources (PIE Center) regarding developing a new strategy for an advertising campaign for the FAITC license tag. The
recent advertising campaign, "Buy an Ag Tag and Watch Me Grow!” that was placed on billboards put in print media,
used as inserts in mailings, and placed on pop-up displays for use at conferences, targeted a more general consumer
audience. Recently, license tag sales have decreased and FAITC has considered taking a different approach, perhaps
targeting industry members with a “take pride in agriculture” themed message.

The PIE Center conducted research with various Florida agricultural producers to (1) understand producer attitudes
about the Ag Tag and Ag in the Classroom, (2) define a more specific target audience, and (3) understand producer
attitudes toward the original campaign materials.

Methods

To conduct this study, a mixed methods approach was used. Researchers held two focus groups, one small-group
interview, two personal interviews, and surveys. The two focus groups were held in West Palm Beach and had 13
participants. The small-group interview was held in Gainesville and four participants. One personal interview was
conducted via Skype and the other was conducted in person. A total of 19 adults participated in the focus groups and
interviews. The surveys were distributed by Florida Ag in the Classroom to participants at various agricultural industry
meetings around the state of Florida. There were four survey participants. Due to the small number of surveys
received, the surveys were not used in the results. The completed surveys can be found in Appendix B of this report.
The participants consisted of six males and 13 females. Participants were recruited as agricultural producers or teachers
and held various occupations, such as Ag teachers, Extension Agents, Cattle Ranchers, Horse Trainers, Organic Farm
Managers, Entomologists, Farmers, or Ranchers.

PIE Center researchers asked participants about their purchasing habits of the specialty license plate, the "Ag Tag,” and
their knowledge of the connection between the Ag Tag and Florida Ag in the Classroom. Participants were also asked
their opinions of the specialty license plate and the campaign to motivate buyers to purchase the Ag Tag. To analyze
the data, researchers recorded the results and analyzed the content using the constant comparative technique to
identify emergent themes. Researchers analyzed each set of data and based findings on themes that emerged across
the data sets. The results are presented below with themes that emerged from each data set, the common findings, the
general recommendations, and the marketing materials recommendations.

Results

Participant occupations included family farmers, retired schoolteachers, retired farmers, nursery growers, and two
participants who worked for Farm Credit.

In this section participants described their general tag buying preferences. General tag buying preferences included if
they have bought or currently have a specialty license plate. In this discussion, the participants talked about what
influences their decisions or what barriers prevent them from purchasing a specialty tag.



Of the seven people who participated in this focus group, three people in the focus group owned a specialty license
plate and one had the Ag Tag. Participants stated reasons for why they had purchased a specific tag, such as the
importance they felt toward the cause they were supporting.

e One participant discussed the importance that he/she associate with his/her tag and said, "l obviously, working
at Farm Credit see what we do and how important agriculture is. For obvious reasons, | wanted to get that
message out.”

Participants also discussed different influences on the decisions to buy a specialty tag. The group determined that
allegiance with an organization was the most influential when it came to decision-making.

e "l have the university tag, because UF is my school, ” said one participant who demonstrated allegiance to the
University of Florida.

e Anparticipant discussed different ways people support different causes, "They believe in a cause, my niece has
the spay and neuter because she believes in it.”

Those participants who had not purchased a specialty tag stated that they had never bought a specialty tag because of
the added expense, lack of convenience, and too many specialty plate options to choose from. Others had not
purchased a specialty tag because they were unaware of where the proceeds went. Additionally, some participants
liked their current tag and would not consider buying another tag.

e Anparticipant, who was unaware of the revenue generated by specialty plates, favored giving direct donations
to organizations he/she supported. This participant said, "I never thought of buying a specialty tag because | did
not know it was a source of revenue. . .. | figured it was better to give to the organization.”

e A participant who had recently bought a new vehicle discussed the lack of convenience: "“When | purchased my
new car, the dealer just gave me a normal tag.”

The participants discussed that they like to have the option to buy a specialty license plate because the money goes to
support an organization, but they wonder what percentage of money goes to the organization.

\\I

e A nparticipant who was unsure of what was done with the money generated from specialty license plates said,
don’t know where the money would go.”

When asked what would make the participants consider purchasing a different specialty plate or purchasing one for the
first time, participants said they would need more interest and information to identify which tag would be the best
option.

In this section, participant discussed the specific license tag in Florida, the Ag Tag. Participants described what came to
mind when they heard the words Ag Tag and their general opinions about the Ag Tag.

This theme included what the Ag Tag means. Participants discussed how someone in Florida agriculture uses the Ag
Tag license plate:



When discussing the meaning of Ag Tag, one participant stated, “That they support agriculture in their
community, or they are involved in agriculture. | wish I had one because Ag is in my life.”

Another participant added, “The Ag Tag relays the message of what Florida is and what it stands for. Florida is
not just tourism and construction.”

Participants discussed that the general public or the consumer would understand that the tag goes to support
agriculture.

A participant said, "l think that they would understand that it would be supporting agriculture.”

However, they also discussed that some consumers may look at the tag not know what it means:

A participant commented about the lack of the knowledge for the general consumer, “You would have to do
some explaining and tell that how important agriculture is in Palm Beach County or wherever.”

A participant commented on what the Ag Tag might mean to an everyday person and said, "l don’t think the
normal everyday person though, when you look at the design and what it says on there, | don’t know if they
would have a clue what it was about. First of all, we shorten agriculture to be Ag but not everyone outside
does.”

When shown an image of the Ag Tag, many participants indicated that they had seen the specialty tag before.
Participants liked the colors in the Ag Tag. They also recognized the Fresh from Florida logo.

Two participants discussed the Fresh from Florida logo. The first participant said, "l recognize Fresh from
Florida.”

A second participant responded and said, "I like the Fresh from Florida logo; however, there are different ones.
It must be consistent.”

Participants identified that the tag had no direct reference to Ag in the Classroom and indicated that they would be
more willing to purchase the tag if it was more directly associated with the program.

Expressing confusion surrounding the connection between the Ag Tag and Ag in the Classroom a participant
said, “This is a good program, but is it in anyway connected to the tag? | think it should be, and | would be more
than happy to have the plate if it did.”

When looking at the lettering on the sample license plate, the participants were confused with the letters "I AM 4 AG.”
The participants discussed that "SAMPLE" should be written instead.

Participants did not like the "Keep Florida Green” message written at the bottom of the sample Ag Tag. Aside from the
message at the bottom of the plate, the participants generally liked the look of the tag.

A participant discussed that the phrase could be associated with the “green movement.” This participant said,
“But your vendors don’t have green products. The vendors are taking it literally. They are associating it with the
green movement. The environmental green movement.”

Another participant responded and said, “I think keeps green could be modified.”

"I think its right to keep this [Agriculture], but the message at the bottom needs to be changed,” said another
participant.



Other participants said the message needed to stand out a little more and they offered suggestions for change, such as
incorporating production, sustainability, or education. Some participants indicated that message should be changed to
indicate what the money generated from sales was going to.

e When discussing the different options for change a participant said, “whatever the money goes to needs to go
on the plate.”

When asked about the purpose of the Ag Tag, participants stated that the purpose was to raise money for agriculture
and agricultural awareness, to “"promote Ag.” Some participants did identify that the purpose was to support Florida Ag
in the Classroom, however, several other participants were unsure.

e A participant discussed the purpose of the Ag Tag and said, “To get the message across, and a fundraiser for
somebody.”

e Another participant said, "I hope the Commissioner of Agriculture has a department to allocates the money
generated.”

When asked whom the Ag Tag was trying to reach, the participants stated the Ag Tag was trying to reach the general
public to make them more aware.

e Anparticipant discussed that spreading awareness was one of the reasons he/she bought an Ag Tag. This
participant said, “When | purchased my tag | wanted to make people aware — like having a sign or billboard.”

However, when asked who would be most likely to purchase the Ag Tag, the participants believed those in the industry
would be the most interested in purchasing the Ag Tag.

e Discussing those who would be likely to buy an Ag Tag, a participant said, “Those with a relationship with Ag.
Whether they are Farm Credit, or growers, or suppliers. Some connection.”

In this section, participants discussed Florida Agriculture in the Classroom. Participants discussed if they had heard of
Florida Agriculture in the Classroom previously, the purpose of the organization, and the audiences it is trying to reach.

When asked what the purpose of Ag in the Classroom was, the participants indicated that the purpose to educate the
next generation about agriculture. Additionally, the participants discussed that people are born into agriculture,
agriculture is not a wanted career, and how it isimportant to educate people about agriculture.

e A participant discussed the tradition of agriculture and said, “You don’t hear | want to be a Farmer. You don't
wake up and say | want to start farming. It is generations of people who start farming.”

e Another participant discussed how it was an extra commitment to teach agriculture, "When | came to Florida to
teach, | had to specifically make plans to put any type of agriculture into our classroom. It takes a creative
teacher to add agriculture in to lessons.”

People and teachers are looking for resources, Extension or 4-H, and funding to send people to the classroom to teach
kids about agriculture. Participants discussed that Ag in the Classroom could supplement the FCAT to get kids out of
the classroom and participate in hands on learning.



e A participant discussed how Extension agents or other people could serve as resources for teaching agriculture
in the classroom and said, “The class teachers are so stressed time wise. We always looked for resources —
people to help us —and maybe it can be the extension offices, | know that they do something with 4-H, | don't
know what they do with FFA anymore; | am just wondering if that is a possible. It would mean funds to send a
person out into the classroom. You know because many of the teachers need help doing it.”

e A participant who favored fun learning said, “They are taking the fun out of school. If Ag in the Classroom helps
to get kids outside even for fifteen minutes. If it brings fun back into schools, | am all for it.”

In addition, the participants agreed early elementary school to junior high was the target audience of Ag in the
Classroom. The participants indicated that those who are most likely to benefit from the organization were children,
teachers through materials, and society in general.

The participants were read a description of Ag in the Classroom, which said:

“Florida Ag in the Classroom is a nonprofit organization that develops and trains teachers and agriculture industry
volunteers in its agriculture curricula and materials, which they in turn use to educate students about the importance of
agriculture. It also provides grant money to teachers and volunteers for projects that teach students where there food
comes from, and the important contribution Florida Farmers make to their communities and their state.”

After hearing the short description, participants discussed that they liked the idea of the program but were not aware of
all that Ag in the Classroom does.

e "“lwasn't aware,” said a participant.
Some other participants had questions about the grant money and how the money can help volunteers.

e A participant showed interest in exploring how Ag in the Classroom grant money might be able to support
his/her volunteer efforts. This participant said, “Grant money? | do farmers markets. | impact parents and
families. | do not have the money to purchase materials and | think money is involved in all of this. | have
student volunteers that distribute materials about different agricultural programs, but I've never had anything
from Ag in the Classroom. | have never seen any materials from them.”

During the discussion of Ag in the Classroom, the participants said they would be likely to support the organization in
many different ways.

e Anparticipant discussed several different ways that people like him/her would be willing to support Ag in the
Classroom. This participant said, “There are several different ones [ways to support], financially, participation,
volunteer with a tour or classroom visit, partnering with a teacher. There are several different ways to do it. One
orall.”

e Another participant added that he/she would be willing to distribute information about Ag in the Classroom.
This participant said, “There may or not be materials, but | would be willing to distribute information.”

Participants agreed information about Ag in the Classroom should be present on social media and the Internet, where
kids could access and be exposed to the information.

When asked who would be most likely to support Ag in the Classroom, the participants agreed that those involved in
the agriculture industry or educators would be most likely to support the program.



Participants were happy to hear that $20 is generated for Ag in the Classroom from the purchase of the tag. However,
some participants thought more should go toward the program.

e One participant shocked by the low contribution said, "But it's not very much!”

Although the participants thought the Ag Tag was a good way to support Ag in the Classroom, they also discussed
different ways to support the program, such as volunteering.

e A participant reflecting on the funding of Ag in the Classroom said, “It's [funding from Ag Tag] part of the
puzzle. | think it is a part of funding, but not all of it.”

e Another participant did not think the Ag Tag donation could ever be enough to support the organization: "I
don‘t think it could ever be that beneficial. Go to a foundation and donate.”

The participants were told that Ag in the Classroom was preparing to launch a new marketing campaign and were
asked what audiences should be targeted through the campaign. The participants discussed that the primary target
audience for an Ag in the Classroom campaign should be those involved with agriculture. They identified that
secondary audiences may also include educators, local chapters of agricultural organizations, market and produce
managers, as well as gardeners. To reach audiences through the campaign, the participants decided that social media
would be a good communication channel to use.

e Anparticipant identified some potential targets and collaborators and said, “They need to partner with Publix,
Win Dixie, Sweetbay, Fresh from Florida.”
e Another participant added, "Markets. Market managers or local stores.”

The participants stated that with a new and improved campaign, agriculture industry members, parents of school-aged
children, and the general industry would purchase the Ag Tag.

e Anparticipant discussed getting members of the industry involved, “They need to do a better job than they are
now. Send information to different associations, local chapters of the FLGNA, the local Fruit and Vegetable,

"

etc.
Promotional material 1: Next Years Bumper Crop

Participants were asked to discuss Flyer 1 found in the Appendix A of this report. They were asked to discuss what they
liked and disliked about it, what message it was trying to convey, and how it would affect their purchase of the Florida
Ag Tag. In addition, participants were asked to discuss what improvements could be made to reach a target audience
and increase the sales of the Florida Ag Tag.

Participants said that they liked the slogan, “next year's bumper crop” on the bumper crop flyer and the school bus to
connect agriculture to kids.

e Aparticipant said, “"Bumper crop. Next year's bumper crop is neat.”

Participants liked the Ag in the Classroom logo, with the paper barn and pencil silo, and said this same logo should be
on the license plate.



e Anparticipant recommended changing the logo on the license plate and said, "Change the license plate to
match the logo [on the bumper crop flyer].”

e Another participant discussed the two different logos: “If that is where the money is going, and it is not
promoting Fresh from Florida, you need to get your own logo.”

Additionally, participants believed the flyer was very personalized and would appeal to them. However, the participants
believed there needed to be a stronger connection between agriculture and kids in the flyer.

Promotional material 2: Buy an Ag Tag

Participants were asked to discuss Flyer 2 found in the Appendix A of this report. They were asked to discuss what they
liked and disliked about it, what message it was trying to convey, and how it would affect their purchase of the Florida
Ag Tag. In addition, participants were asked to discuss what improvements could be made to reach a target audience
and increase the sales of the Florida Ag Tag.

Participants agreed that they liked how the $20 proceed amount to Ag in the Classroom was listed on the bottom of the
flyer.

e Anparticipant who liked seeing the how much money from the purchase of the Ag Tag would go to Ag in the
Classroom said, "I think that [the proceeds] needs to go on there.”

Participants liked the diversity of agricultural products shown on the flyer. In addition, the participants liked the kids
holding the sign. In comparison to the first flyer, Flyer 1 “"Next Years Bumper Crop,” the participants indicated that the
Buy an Ag Tag flyer was more attractive.

e Anparticipant indicated that it was more attractive: "This one is more attractive. | like the kids holding the sign.”
Promotional material 3: Watch Me Grow

Participants were asked to discuss Flyer 3 found in the Appendix A of this report. They were asked to discuss what they
liked and disliked about it, what message it was trying to convey, and how it would affect their purchase of the Florida
Ag Tag. In addition, participants were asked to discuss what improvements could be made to reach a target audience
and increase the sales of the Florida Ag Tag.

Participants agreed that they liked the bullet points on the back of the Watch me Grow flyer. However, participants said
that there was a lot and maybe too much information on this flyer.

e A participant expressed concern with the amount of information on the flyer and said, “Too much information
and not enough kids.”

Some participants said that the design of the flyer was too dark.

e Anparticipant said that he did not find it attractive: "I don't really like this pamphlet right here. Too dark and
hard to read.”

e Anparticipant critiqued the design of the flyer and said, "I like the watch me grow, but | don’t like the style.”

e Another participants discussed the simplicity of the bullet points and said, “"But | like the bullet points on the
back.”



Promotional material 4: Billboard

Participants were asked to discuss the Billboard found in the Appendix A of this report. They were asked to discuss
what they liked and disliked about it, what message it was trying to convey, and how it would affect their purchase of
the Florida Ag Tag. In addition, participants were asked to discuss what improvements could be made to reach a target
audience and increase the sales of the Florida Ag Tag.

When shown the Ag in the Classroom billboard, the participants stated that they had never seen the billboard. They
indicated that the billboard was, “too wordy” and that would be “hard to read when you are going fast.” Additionally,
several participants discussed that the billboard needed to be simplified.

e A participant commented on the design and said, “This is okay. But it is hard to read if you are going to fast.”
e Anparticipant discussed suggestions for simplifying the billboard and said, "I would still go back to something
very simple, such as'it's all about kids" and then buy an Ag Tag.”

In this final section, participants were asked to create their own message or campaign to increase the purchase of the
Florida Ag Tag, targeted to an audience of people like them. Participants were asked to indicate what modes of
communication should be used for this revised campaign. In addition, participants were asked to tell Florida Ag in the
Classroom how to improve their current campaign and increase the purchase of the Ag Tag.

When given the task of creating a promotional message for Ag in the Classroom, the participants agreed the message
needed to be “short and sweet” and have something to connect agriculture to kids. The participants referenced the
messages of “It's all about kids,” and “Buy an Ag Tag.”

To disseminate a message, the participants recommended using social media.

e Anparticipant discussed how social media may be an effective promotional tool and said, "l will share what you
put on your Facebook page, and | will tell others to share it too. To me, that is the coming thing for people to
read.”

Other participants recommended partnering with organizations, such as the FNGLA, could help to disseminate
information and promote the campaign.

Participants agreed the Ag Tag campaign needed to be revised. They recommended that the campaign contain simple
graphics and information.

e “KISS, Keep it Simple!” said one participant.

Others recommended sharing the information with different commodity organizations for promotion. In addition, the
participants recommended that the $20 proceeds from an Ag Tag purchase be emphasized and predominate in future
Ag in the Classroom campaigns.



Participant occupations included Extension agents, farm equipment sales, horse trainers, agricultural fair managers,
citrus growers, cattle ranchers, agricultural communicators, and educators.

In this section participants described their general tag buying preferences. General tag buying preferences included if
they have bought or currently have a specialty license plate. In this discussion, the participants talked about what
influences their decisions or what barriers prevent them from purchasing a specialty tag.

Participants started the discussion by telling the group their occupations and if they own a specialty license plate. Of
the seven participants, three owned specialty tags. One participant owned an Ag Tag.

Participants stated various reasons for purchasing a specialty plate, including making a statement, love of an issue, and
for work.

e Anparticipant discussed their love of saving the Florida Panther: “We love wildlife in Florida. And with the
development down here in South Florida, our panther was endangered and we wanted to help cats.”

e A participant discussed that it creates a statement: “It actually makes a statement too.”

e Another participant discussed how it supports the University: "I guess because | work for the University of
Florida, | have the UF license plate.”

Some participants had not purchased a specialty license plate before. These participants discussed barriers or reasons
for not purchasing a specialty tag, such as convenience, cost, and too many choices.

e Anparticipant discussed the convenience of renewing my mail and said, "l renew by mail, so | never go in, never
seeit.”

e Another participant asked about the increased price of a specialty tag and said, "Don't they cost a little bit more
than regular tags?”

e Anparticipant discussed how there are too many license plates to choose from and said, "Coming from Texas |
never had that many choices. . . . We never had that many choices, and never had any reason. So | just did mine
by mail.”

Participants were asked about how they feel about having the option to buy a specialty license plate. Participants
generally liked the idea as the proceeds go to supporting an organization.

e A participant discussed how she likes to donate to charities and said, "I like it. Just because | know the money
goes towards those different charities. Like | have an ATM card that has breast cancer so they are supposed to
be doing something towards that. | never seen Ag offered there.”

e Another participant stated why not if you can donate to an organization and said, "I think it raises a little money
for a good cause, then what the heck.”

Participants discussed different things that might influence the decision to buy a certain specialty license plate.
Different factors included vanity, interest, charity, and identity.

e A participant discussed how he/she likes to be unique and said, “Vanity. | dont mind being noticed.”



e A participant discussed interest as a reason and said, "If you are interested in something, and for me, its going
to have to be easy to get it done.”

e Another participant discussed charity and said, "Maybe charity is one reason. Impulsivity also has something to
do with it.”

e Anparticipant discussed how it has to be something that you believe in and said, "Something that you have an
allegiance with, whether that it is charity, colleges or panthers. You have to believe in it.”

e Anparticipant discussed how it can become a part of your identity and said, “Like your clothes it is your identify.
If it's a college, it's because you are an alumnus. Or if you are a teacher you will get the school tag. My son’s a
fisherman and there are three or four different fishing tags, so it would be nice to show that he is a fisherman.
So | guess there is a little bit of what you are into. Like your Facebook page.”

Participants discussed different barriers that have prevented them from buying a certain specialty license plate. Topics
included lack of convenience, ease of access, money, and lack of awareness about specific tags.

e A participant discussed the lack of convenience and said, "“If there was some type of flyer in there [plate renewal
notice] that says ‘oh by the way, go online,” | might be more apt to do it. As it is right now, it is just
remembering to go and pay it and get it done.”

e Anparticipant discussed lack of awareness as being a huge factor in the decision making process of the buyer
and said, “Just knowing about. | have never ever gotten a flyer and I have been in the industry for a long time.
But | have never actually been targeted and have never been said to oh if you renew think about this next time.
And even though you see them at the tradeshows, that’s not a booth you stop at. Never a big education process
that | am aware of.”

Participants were asked what would make them more willing to buy or purchase a specialty license plate. Topics
included actually targeting audiences, creating interest, and educating the consumer.

e Anparticipant discussed how he/she just needs to be asked and said, “Just getting asked. It's like asking
someone for money. | have never gotten asked.”

e Another participant discussed how creating interest would help increase sales and said, “Create interest. You
need to know it was there and say by gosh it's there. | want to think about it and know that it is there.”

e Anparticipant discussed how more knowledge of the proceeds would help to increase the sales and said, “If you
knew it was going to Ag in Schools | think more people would be interested in buying one.”

In this section, participant discussed the specific license tag in Florida, the Ag Tag. Participants described what came to
mind when they heard the words Ag Tag and their general opinions about the Ag Tag.

Participants were asked what comes to mind when they hear the word Ag Tag. Participants agreed agriculture, rural
and farmer.

e Anparticipant discussed how he/she thinks more of dairy than anything else. This participant said, "l think
maybe dairy more than anything else in agriculture, where | come from there was more dairy than anything
else.”



e Another participant discussed that your reference point would influence the meaning of Ag Tag and said,
“Based on your reference point, you have a room full of Ag people, what if you had someone here that wasn't,
they might not think that way.”

Participants were asked what the consumer or someone not involved in the industry might think the words Ag Tag
meant. Participants stated that the consumer probably would not know the meaning of the Ag Tag.

e A nparticipant said that consumers or non-agriculture related people do not understand the meaning: "l have
people say ‘oh what a pretty tag,’ but they don’t read the script, Florida Grows, on it.”

e Another participant discussed how consumers do not associate food with agriculture and said, "I don't think
they associate food with the words [Agriculture].”

e Another participant discussed how consumers might relate Ag Tag to produce: “Well | think because they have
been using it [Fresh from Florida logo] so much in the produce area maybe they would have some type of tie in
because of it. But that doesn’t really say that. | think if it said ‘Fresh from Florida,” maybe they would.”

o Aparticipant responded and said, “Isn’t this part of the Fresh from Florida logo in the label?”
o The participant responded and said, “That’s what I'm saying. They might relate it to the logo they see in
the grocery store.”

e Another participant discussed how consumers may associate the Ag Tag with the “green movement” and said,
“More urbanized people think Keeping Florida Green, think green buildings ecological green, green cleaning
products, not necessarily agriculture.”

Participants discussed where they have seen the tag before:

e Anparticipant discussed how Ag Tag flyers had been seen in agriculture journals and magazines, but nothing
generic. This participant said, “It’s in a lot of journals. But all of those journals, cattleman'’s, Fresh from Florida,
these journals come out to people who are already in agriculture. But | dont know if | have ever seen it in just a
general publication.”

e Another participant discussed different counties that he/she had seen the tag and said, “In St. Lucie and India
River and Martin County, there are a lot of Ag plates. The further west you go and you get out of the
metropolitan, Carter, there are quite a few. So they are all seen.”

Participants were then given the opportunity to look at the tag and to discuss what they liked and disliked about the
tag. Participants generally did not like the message at the bottom of the plate.

e Anparticipant discussed that they liked the colors of the tag and said, "“Its colorful. | like the colors.”

e Another participant disliked the positioning of the message and said, “The one thing that | see that | have the
problem with is most vehicles now have the things that cut off the bottom. | am talking about the basic generic
metal holder. And you can barely see it. So the bottom message will be gone.”

o A participant responded and said, “Everything needs to be moved towards the center of the tag.”

e Anparticipant stated that the message on the tag needed to support what the proceeds are supporting. This
participant said, "l think the general public needs to be educated about it. Like with this tag if you purchase this
tag the money goes to help schools. | think that is the real message we need to be sending. They need to know
they help with the short comings.”



e Anparticipant discussed the message on the Ag Tag as being a concern and said, *When | see keeps Florida
green, green means something completely different. Carbon footprint issues, windmills. It doesn’t talk to food.
The slogan may need to focus on something else.”

e Aparticipant discussed how the Florida Ag industry needed to continue its use of Fresh from Florida. This
participant said, “Using the Fresh from Florida seems like a lot more sense. Because you are using it over and
over again.”

o Another participant elaborated on the Fresh from Florida idea and said, “If nothing else, Fresh from
Florida, makes people feel, like they are supporting the state or an industry in the state.”

Participants discussed improvements that should be made on the tag:

e Anparticipant discussed that the Ag Tag needed to make it clear what proceeds go toward. This participant said,
“If it is supposed to focus on solely Ag in the Classroom, it might need to say something with Ag in the
Classroom.”

e Another participant discussed to re-use the Fresh from Florida idea and said, "I think Fresh from Florida would
be best because there is only so much to say and do. And it is the same as marketing efforts at the grocery
store.”

e One participant did not like the "I AM 4 AG" on the tag, instead he/she suggested that it say SAMPLE. This
participant said, "I do not like having the | AM 4 AG. Because it limits your audience and | think it would be
better to do sample because many people don’t know what it is. | don’t think it is a good choice to show people,
[ think sample is better.”

Participants discussed the purpose of the Ag Tag is to raise money.

e One participant said, "It is raising money for children’s agricultural education.”
e Another participant discussed how the Ag Tag was raising awareness and said, “And, it is raising awareness of
agriculture in Florida.”

Participants were asked what the money generated from the tag supports. Participants were unsure of where the
money went.

e One participant stated, "l hope it goes towards educating children about agriculture number one, and | would
not know where it would go if there was another.”

e Another participant stated that it might go to support marketing efforts. This participant said, “It might go
towards marketing in local grocery stores because that is where | see that logo the most. But | don't know.”

Participants believed the target audience of the Ag Tag should be people in the agricultural industry.

Participants agreed that agricultural people would be the most likely to be the target audience, but they had other
suggestions as well:

e Anparticipant stated how the general public could purchase the tag and said, “If the general public knew that
their purchase went to the education of agriculture in Florida, | think you would have a lot more people stepping
up to the plate.”

e Another participant discussed targeting those people who want to teach children about growing their own
food. This participant said, "I think if they, even the people fighting obesity, it helps teach children how to eat



properly and grow their own food. And gardeners too. So | think it boils down to focusing on target markets
outside of the current one.”

e One participant discussed advertising to gardeners at Home Depot (or other gardening stores) and said, “One
good way to maybe get these tags out there is if Florida wrapped this around the potted plant. And when you
bought a vegetable plant at Home Depot, people could say you are growing your own tomatoes, here is
something to support agriculture. There are a lot of gardeners that you are trying to get. Suburban gardeners
that all believe that it is good to grow something like that in your backyard, be it small either starting from seed
or potted. But if you could get one of the nurseries that home depot sells to put this [the Ag Tag] on the pot.”

o Another participant responded and said, "Buy a plant for kids.”

In this section, participants discussed Florida Agriculture in the Classroom. Participants discussed if they had heard of
Florida Agriculture in the Classroom previously, the purpose of the organization and the audiences it is trying to reach.

Participants seemed to be familiar with Ag in the Classroom. Participants agreed that they had heard of the program
before the focus group discussion. When asked what Ag in the Classroom was, participants discussed different things
that Ag in the Classroom does to enhance learning, such as Ag Literacy day, field trips, classroom gardens and
agricultural presentations.

e One participant eagerly answered and said, "Taking Ag into the classroom.”

e Another participant discussed how they participated with the program and said, "We do presentations in
schools for Ag in the classroom.”

e Anparticipant discussed how people are involved with the organization and said, “People coming from outside
to talk to kids.”

e Participants were asked what the purpose of Ag in the Classroom was. The participants generally agreed that
the program was designed to “educate children about agriculture.”

e Anparticipant discussed how Ag in the Classroom could teach science to kids. This participant said, "l think to
give them some of the science, because when we do presentations, we try to incorporate the science that is
involved in Ag either the soil science, or the plant science or what does it take for a plant to grow and that kind
of thing.”

e Another participant discussed how Ag in the Classroom helped to enhance classroom learning and said, "I do
school tours during the fair and send home a take-back so the teacher can teach along with the lesson plan that
they have learned at the fair.”

e Another participant discussed how Ag in the Classroom introduces kids to agriculture and said, "l think also
though that it is to introduce them to agriculture. Because many of these kids have never been on a farm, never
seen an animal, they don’t understand where milk comes from, it’s not from the jug at Publix, and if they are
introduced to that with a hands-on some type display or educational toolkit or something 3D, | think they can
visualize it much more than watching a movie about. It might turn into something or someone that is actually
interested in agriculture.”

Participants agreed that the audience of the program was educators, children, and children’s families.

e Anparticipant discussed children and educators as the target audience for the program and said, “Well you have
got two different audiences here: you have the people that are educators and then you got the children.”



Another participant added the family aspect and said, “And then alternately, the take home pieces go back into
the home, so that is the rest of the family.”

Participants discussed the main people to benefit from the program were children and society.

One participant discussed children as the main beneficiary and said, “Children certainly. It gives them an
experience, maybe a different perspective or different insight. It certainly is beneficial to the teachers if we try
to give them, kind of spoon-feed, | hate to use that term, but give them the lessons plans, the materials, the
suggested activities, those kinds of things. It makes their life infinitely easier than trying to develop something
on their own.”

Another participant discussed how the program could also benefit private school children if they were to target
them as well. This participant said, "One thing that we miss, especially in Palm Beach County, is private schools.
They don't get any of that and that is a huge market that we are missing that we need to address. A lot of them
have more resources that could benefit us in agriculture and if you took it to private schools and you helped
them, there is a whole other level there. These are people that are buying Fresh from Florida.”

Another participant added that Ag in the Classroom could benefit society as a whole and said, “The other group
that | think benefits, is really all of society. Because if we can get children to be consuming more fruit and
vegetables and healthier diet, we end up with less heart disease, lower incidents of diabetes and the whole
gamut. We all benefit from that and we are not paying for that health care.”

The participants were read a description of Ag in the Classroom, which said:

“Florida Ag in the Classroom is a nonprofit organization that develops and trains teachers and agriculture industry

volunteers in its agriculture curricula and materials, which they in turn use to educate students about the importance of
agriculture. It also provides grant money to teachers and volunteers for projects that teach students where there food
comes from, and the important contribution Florida Farmers make to their communities and their state.”

Participants generally liked the idea of the program but did not think that the program was doing enough and that

many teachers would not like the program:

One participant responded and said, "I don’t think we do enough of it. Because by the time a child goes into the
first grade, they are bombarded with recycling and slime in the water and you have to do this with your
newspapers and so forth. And | don’t think . . . we need to do better, one push a year is just not enough. This
needs to become something that needs to be performed by a teacher. It is warm and fuzzy. Let’s plant a bean
and watch it grow and in April we will have a bean plant. And it needs to start in the first grade.”

Another commented about how kids love the program and don’t even know they are learning. This participant
said: “The kids genuinely love it. Why don’t they do it? Make it part of the science curriculum.”

One participant liked the idea of the program, but thought that it was just one more responsibility for teachers.
This participant said, “Teachers perceive this as one more thing that they do not have time for. There are some
creative teachers who will embrace this and will make it part of their lessons but many don’t know how.”

Participants agreed that anyone could support the program, but primarily those that are involved with agriculture or
local food would support the program:



One participant said people involved with agriculture, but also others if they knew about the program. This
participant said, "Other Ag people. But it still boils down to the more people that are educated about what they
are doing, the more people that you find that cares about it.”

Another participant discussed how the target audience could be the general public and said, “There a lot of
people living in condos that value the food they eat and buy local and try eat local and that’s whole mind set.
They may be willing to help with the program.”

Participants were happy to hear that $20 is generated for Ag in the Classroom from the purchase of the tag.
Participants agreed that they would be more likely to purchase the tag knowing that $20 is generated from the

purchase.

One participant stated, "I didn't expect it to be that much. They are getting the most of the vanity cost.”

Participants agreed that the Ag Tag was an acceptable way to support Ag in the Classroom. However, participants
suggested other fundraisers, such as volunteers and product fundraisers.

One participant came up with the idea of a fundraiser for mud flaps for trucks. This participant said, “We came
up with an idea one time, mud flaps for trucks. They have to have mud flaps. Put Fresh from Florida on
everyone out there. Every citrus truck, every produce truck, every flower truck should have mud flaps that say
Fresh from Florida.”

Another participant suggested farmers donating goods as a fundraiser and said, "Donate goods. | know that
some of farmers in the area have donated corn, just to show that it comes right from the field.”

The participants were told that Ag in the Classroom was preparing to launch a new marketing campaign and were
asked what audiences should be targeted through the campaign. Participants agreed people in agriculture, educators,
and those involved with gardening would be a target audience for the campaign.

One participant answered that Ag in the Classroom should focus on targeting the agricultural industry. This
participant said, "l think you ought to stick with the ones that know you. Because there are plenty of people in
agriculture who don‘t know about the tag.”

A participant discussed educators of all types should be part of the campaign and said, "I think you should focus
on educators, whether they are public school, private school, charter school, afterschool programs, recreational
programs, community garden people, because there is such great interest on community and school gardening
right now. And in 10 years from now there might not be but right now it is pretty hot across the country.”
Another participant elaborated on the educators comment and included gardeners as well. This participant
said, “And also it might help you get some of your volunteers if you focus on garden clubs and educators.

Participants were asked how Ag in the Classroom should communicate with these specific target audiences.
Participants agreed that specific organizations should be targeted through the Ag Tag, mailers or take home flyers.

One participant suggested the marketing should start with the Ag Tag. This participant said, “The first thing is
the tag. Look at some of the comments people have made. | think — underneath ‘Agriculture’ [should be] ‘In the
classroom.’ That may be too wordy. They may say you can only have two words, but without the ‘In the
Classroom’ under ‘Agriculture,” you don‘t really know what that tag is going for when you look at it. ‘Keep



Florida Fresh’ is great, but without the in the classroom on the tag, they won't see one of those and say ‘oh, “Ag
in the Classroom” | want one of those.””

e Another participant discussed sending out information directly from the teachers that are using the Ag in the
Classroom program. This participant asked, “Is there anyway that you could something with the teachers that
are already teaching it? Where they send out something to the parents and to the entire school?”

e Participants discussed another fundraiser of a mother’s day promotion. One participant said, “Another thing
that might be interesting is to do a mother’s day promotion. Buy a plant for your mom and you could do
something inexpensive and it could go home with a flyer on it. It could be an educational piece to encourage
themto do it.”

Promotional material 1: Next Year’s Bumper Crop

Participants were asked to discuss Flyer 1 found in the Appendix A of this report. They were asked to discuss what they
liked and disliked about it, what message it was trying to convey, and how it would affect their purchase of the Florida
Ag Tag. In addition, participants were asked to discuss what improvements could be made to reach a target audience
and increase the sales of the Florida Ag Tag.

The participants noticed the different logo on the flyer at the beginning of the discussion.
Two participants discussed how much they liked the Ag in the Classroom logo:

e The first participant said, "I like this logo with the silo in the middle of it. | think that is great. | wish there was a

little cow in the middle of it.”
o Another participant responded and said, "That silo is a notebook and pencil! That is awesome.”

When asked about the two different logos, participants thought the logo on the flyer should be put on the Ag Tag.

e Anparticipant wanted the Ag in the Classroom logo on the plate and said, "What if they did though? What if they
put this one [Ag in the Classroom] on the plate?”

Participants tended to like the slogan, Next Year’'s Bumper Crop but felt there was too much information on the flyer:

e Anparticipant stated, “"There is just too much information.”

e Another participant commented on the amount of information on the flyer and said, “No one is going to have
time to read all of this.”

e Another participant stated that he/she liked the slogan and said, "I like this year’s bumper crop and the bumper
of the bus.”

Participants did not think that the message was clear enough for the consumer to understand.

e One participant discussed the clarity of the text on the flyer and said, “Even on this, | don't know if it is crystal
clear. We know what Florida Ag in the Classroom is — but it says — if you think it is important for the next
generation to understand Florida’s diverse agricultural industry — I think most people would say yes — please
show your support by purchasing the Florida Ag Tag - if it could just say to educate children about agriculture
or something because it stops short of the whole message for me.”



e One participant discussed how the flyer needed to be more direct and said, “Show your support, not please
show support.”

Participants agreed that the message needed to involve the amount of proceeds generated from the Ag Tag that go to
Agin the Classroom.

e One participant asked, "Would you go so far as to include $20 goes to Ag in the Classroom?”

e Anparticipant suggested what should go on the flyer and said, “$20 of each tag purchase goes to educating
children about agriculture. | wouldn't say call... | would say www.agtag.org”

e Another participant discussed including information about direct donations on the flyer as well. This participant
said, "l would go so far to say — if you would like to send in a donation on here — if you are going to this extent
anyways and asking to buy a tag and go the rest of the way to buy a tag and say donate here.”

Promotional material 2: Buy an Ag Tag

Participants were asked to discuss Flyer 2 found in the Appendix A of this report. They were asked to discuss what they
liked and disliked about it, what message it was trying to convey, and how it would affect their purchase of the Florida
Ag Tag. In addition, participants were asked to discuss what improvements could be made to reach a target audience
and increase the sales of the Florida Ag Tag.

Participants were happy to see that this flyer listed the proceeds that go to Ag in the Classroom from the purchase of
the Ag Tag.

e A participant stated, “This does say $20 goes [to Ag in the classroom].”
e Another participant responded and said, "I like the $20 goes to, it could be even bigger. Because someone
might think, oh | could do that, to support a good cause.”

However, participants still thought the flyer needed to be more specific to get the message across. Participants also
thought that the message needed to be clear in explaining the purpose of the Ag Tag:

e Anparticipant described how he/she would be more willing to buy the Ag Tag if the flyer addressed what the Ag
Tag was trying to support: "'l see buy an Ag Tag first, well really  would be more inclined, if | knew nothing
about this, to be more receptive about educating students about Florida agriculture. | would read it then if | saw
that.

Participants also stated that the flyer had too much information.
e One participant stated that the amount of information was overwhelming: “This is overwhelming.”
Promotional material 3: Watch me Grow

Participants were asked to discuss Flyer 3 found in the Appendix A of this report. They were asked to discuss what they
liked and disliked about it, what message it was trying to convey, and how it would affect their purchase of the Florida
Ag Tag. In addition, participants were asked to discuss what improvements could be made to reach a target audience
and increase the sales of the Florida Ag Tag.

The participant’s first comment referred to the kids in the flowerpot:



e One participant clearly stated, “The first thing you do is do something about the one with the stretched kid.”
o Another participant responded and said, “He is too stretched.”
o Athird participant stated: “She is so Photoshopped, it's unbelievable! The kids going to grow anyways,
so why stretch her!”

Other participants stated that the emphasis of the flyer was on the collector’s office and not on the Ag Tag.

e One participant recommended taking the tax collectors information off of the flyer. This participant said,
“Scratch the local tax collectors office, no one wants to go there.”

Participants discussed how the flyer should direct people to the Ag in the Classroom website to provide them with more
answers that they might need:

e One participant recommended giving the bare minimums and then list the website for more information. This
participant said, “www.agtag.org that is where to go, that is where you get all of your answers.”

e Another participant recommended minimizing the amount of information listed and said, "There is too much
information. Just do the phone number and agtag.org and get rid of the ifas.ufl.edu.”

Participants stated that there should be a way to give direct donations to Ag in the Classroom:

e One participant recommended including and option to provide donations on the flyer and said, “We forgot to
tell them that they can donate. They don’t have to have the tag. They can donate and call 352-gainesville.”

Promotional material 4: Billboard

Participants were asked to discuss the Billboard found in the Appendix A of this report. They were asked to discuss
what they liked and disliked about it, what message it was trying to convey, and how it would affect their purchase of
the Florida Ag Tag. In addition, participants were asked to discuss what improvements could be made to reach a target
audience and increase the sales of the Florida Ag Tag.

Participants liked that they included the website on the Billboard; however, they believed that there needed to be
consistency with the flyers:

e One participant noticed that they left out www. and in the flyers they used www.. This participant said, "I see
you left out the www. There has got to be some consistency.”
e Another participant felt the www. is unnecessary. This participant said: “www. Is redundant.”

Participants tended to like the image of the orange and the kid holding the orange:

e One participant stated, “Here again they used the word food. It's on a plate. | like that there is food in this
billboard. It's good.”

e One participant stated that they needed to do more with the food and the flyers/billboards. This participant
said, “Teach student where they're food comes from. Gives them a sense of ownership.”

Participants agreed that the proceeds from the Ag Tag to Ag in the Classroom should not be put on the billboard:



One participant thought it would be top busy to put the proceeds on the billboard and said, “No, don't put
dollars and cents on a billboard.”

Another participant referenced the short amount of time that you have to read it and said, “You have three
seconds to see that as you are flying by.”

A participant stated not everything needs to be on the billboard and said, “This billboard is going to make you
aware, it has something to do with education. But you don’t need to see everything on the billboard.”

In this final section, participants were asked to create their own message or campaign to increase the purchase of the
Florida Ag Tag, targeted to an audience of people like them. Participants were asked to indicate what modes of
communication should be used for this revised campaign. In addition, participants were asked to tell Florida Ag in the
Classroom how to improve their current campaign and increase the purchase of the Ag Tag.

Participants agreed that they liked the message on the billboard and to continue with that message.

Participants agreed that the brand needed to be further developed:

One participant believed that starting with the brand on the plate would be the best option. This participant
said, “The plate is giving the message. If you are selling the correct message on the plate you are selling it every
time someone looks at the plate.”

A participant elaborated on the brand idea and thought of branding the program from the top down and said,
"If you think about Nike's check, every one knows that it is Nike, and they see the logo with the notebook barn
and pencil silo that sink in after a while.”

Another participant stated to give children part of the logo, which can help to create a brand. This participant
said, “Are the children who participate in the program getting anything with that logo in it? A badge, sticker?”

Participants recommended many different options for communicating the ideas of the new campaign:

One participant decided to use grocery stores, home improvement stores, nurseries, and to use email. This
participant said, "l would put it in the grocery stores on the produce isles. | would put it on the bags, the sleeves
on the pots, and in your magazines. And you definitely need to use email.”
Another participant discussed developing a PSA to send out to television stations and said, “15-second PSA, if
they look good then they will use them”
A participant discussed the use of displays at different conventions and said, “"Display. Use displays at industry
trade shows.”

o Another participant responded and added, “State teachers association and conventions.”

Participants discussed how they would suggest that Florida Ag in the Classroom improve their campaign:

One participant summed up his/her ideas and said, "Keep the message throughout the entire campaign.
Change this logo in the middle to have the notebook barn and pencil silo. Agriculture - Teach Florida Kids.”
Participants discussed how they would like the SAMPLE place to read, “4 KIDS”

Another participant discussed how Ag in the Classroom should consistently use their logo. This participant said,
“Always include the logo.”



Participant occupations included a cattle rancher, a horse trainer, an organic farmer, and entomologist.

In this section participants described their general tag buying preferences. General tag buying preferences included if
they have bought or currently have a specialty license plate. In this discussion, the participants talked about what
influences their decisions or what barriers prevent them from purchasing a specialty tag.

Out of the four participants, one owned two specialty tags, one owned a vanity plate, and the two others did not have a
specialty license plate.

e Anparticipant discussed that he/she owns two specialty tags and said, “Yes, | have purchased a specialty license
plate. | have the Ag Tag and | have a FFA tag.”

The participants discussed what discouraged them from buying a specialty tag. The primary reasons were cost and lack
of convenience.

e Anparticipant discussed cost as being the major barrier to purchasing a specialty tag and said, “Primarily for me
not buying one, | have just now have gotten my first vehicle, a F-350, and it is already 200 and something dollars
so for me to get the specialty one and to pay the extra, | just can’t justify it.”

e Anparticipant discussed that he/she owns a vanity tag but thought it would be too expensive to have a specialty
tag and vanity. This participant said, "l put one on my car that says veggies. But | have never put a specialty
plate on the car. | registered the car. | got it. | have never put a special plate on a car. | want my own thing. If |
were to do both of them, it would probably cost a lot. And another thing with a specialty plate, it was cost a lot
to renew every year. If | wanted to support something like that | would just donate directly.”

e Another participant discussed lack of convenience when renewing their tag and said, "l am always in a hurry or
late on buying my tag. So just doing what | have to do to get it legal.”

The participant who owned a specialty tag discussed how he knew where the money was going to and wanted to
support the organization:

e The participant said, "l originally got the Ag Tag for supporting Ag in the Classroom. | knew what it was for.”

In this section, participants discussed a specific license tag in Florida, the Ag Tag. Participants described what came to
mind when they heard the words Ag Tag and their general opinions about the Ag Tag.

Participants discussed what generally comes to mind when they hear the words Ag Tag.

e A participant referenced Florida agriculture in their description and said, "When | think of Ag Tag | think of
focusing on Florida Agriculture, watermelons, and things like that.”

e Another participant said that they had never thought of it before: "It doesn’t trigger any references. | would
have never thought of Ag Tag.”

e Another participant questioned whether the Ag Tag was a special exemption just for farmers and said, “Is it a
special exemption? Can only farmers get an Ag Tag?”



Participants were asked if they have heard the phrase before. Most of the participants generally agreed that they had

heard the phrase before.

Participants discussed if they had seen the license plate before.

One participant discussed that they had seen the plate before and said, "My grandfather had this on his
vehicle.”

Participants took a moment to look at the license plate. The participants were then asked what they liked and disliked

about the plate.

One participant was concerned that the plate did not reference where the proceeds go and said, "It does not
say anything about where the proceeds go. It does for the most part keep Florida green.”

Another participant liked the general look of the license plate and said, "It looks good, is this the Fresh from
Florida logo?”

The participants agreed that the Ag Tag is trying to reach an audience of farmers, ranchers, wives, and those who had
something to do with agriculture. However, others believed the target population should be the entire state.

A participant said those connected with agriculture would have the plate: “You see it more with your farmers or
ranchers, or farmers ranchers wives. Like my wife, she drives the Expedition, and it is on hers. When | see the
tag, | subconsciously think that they have something to do with agriculture.”

Another participant disagreed and said the entire population: "l think you would want to hit the populous in
bulk. Change the perception of Florida from tourism to agricultural base.”

Participants discussed different reasons people bought an Ag Tag. Participants discussed supporting an organization

financially or to put yourself in a group.

A participant stated monetary donation was one reason for buying an Ag Tag and said, “Main reason the ones
that do support agriculture, to give as much financial support as they can, and this is one little way besides
buying local produce and things like that.”

Another participant discussed how the Ag Tag puts you in a group and said, “You are representing just like a
sports team.”

Participants discussed barriers that keep people from buying a tag. The participants discussed convenience, lack of

knowledge, and too many choices.

A participant stated lack of knowledge as being the main barrier to buying and Ag Tag and said, “Not knowing
would be the biggest. There is a lot of people that buy their tags not going into the place, or send a relative in
the place.”

Another participant commented on the amount of license plate choices and said, “There are a lot of choices. Or
you buy a vehicle from a dealership and they automatically order you a regular tag.”

In this section, participants discussed Florida Agriculture in the Classroom. Participants discussed if they had previously
heard of Florida Agriculture in the Classroom, the purpose of the organization and the audiences it was trying to reach.



Participants discussed different aspects of Florida Ag in the Classroom, such as what children learn through agricultural

education, how it should be geared to kids, and the challenges associated with teaching agriculture:

A participant discussed what he/she thought Ag in the Classroom was and said, “Knowing what it means to
grow a crop, be it small or big.”

Another participant who previously worked with Ag in the Classroom in another state, said, “What kinds of
things are grown in Florida. | am not that familiar with Florida Ag in the Classroom. But | have worked a bit with
Ag in the Classroom in California. So | am seeing from similar lines. You take food to classrooms, take kids on
field trips, there was funding for that kind of thing. Also, things like food-related education, telling kids where
food comes from. ”

Later on in the discussion, the previous participant explained the challenge of finding people to educate kids
about agriculture and said, “It is very challenging to find people who have studied agriculture and want to do it
and want to do the work. It is really challenging. Getting people interested in it. | went to a school in Pinellas
County; we did not have FFA or anything to do with agriculture. | did not get involved with agriculture until |
came to UF.”

Another participant thought the purpose was to educate people about agriculture in Florida and said, “A lot of
people just don't realize how big agriculture is in the state of Florida. | mean it is huge. We are second only to
tourism. I mean, | think as far as job market goes or something, you could get some kids that way.”

A participant discussed what Ag in the Classroom should focus on and said, “Alachua County is lacking in Ag
education. It is very rudimentary focuses on beef, vegetable production, gardening. Ag business is no longer
existing in Florida. As an entomologist, Ag is what | do. But, what we find is the focus, or what | think it should
be focused on is what jobs are existent, such as chemists, entomologists, soil labs, etc.”

The participants were asked who they thought was the target audience for the Florida Ag in the Classroom program.

Participants stated different audiences including everyone and teachers.

One participant discussed that he/she thought the audience was everyone and said, “For me it’s everybody. The
biggest thing about Ag, if there is no one doing Ag there is no food for the world. We have a growing
population. We have to find out how to feed all of those people.”

Another participant discussed two types of audiences and said, “Teachers. | think also younger kids for the
gardening is a good way to incorporate agriculture and teach kids about it.”

The participants were read a description of Ag in the Classroom, which said

“Florida Ag in the Classroom is a nonprofit organization that develops and trains teachers and agriculture industry

volunteers in its agriculture curricula and materials, which they in turn use to educate students about the importance of

agriculture. It also provides grant money to teachers and volunteers for projects that teach students where there food

comes from, and the important contribution Florida Farmers make to their communities and their state.”

After hearing the descriptions, participants discussed what they thought of the description. Participants generally had

questions to ask after hearing the statement.

One participant discussed the facilitation of the program and asked, “It is a lofty purpose statement, but how is
it facilitated?”



Another participant asked how teachers get involved with program and said, "l guess | wonder what is the
outreach and how do teachers get involved with it. Do they send stuff to every teacher or do teachers say they
want to participate?”

Another participant discussed if Ag in the Classroom was just for Ag teachers, or different types of teachers and
asked, “Is it just Ag focused teachers. Or is chemistry and other teachers?”

Participants stated that description of Ag in the Classroom was too broad and needed to be more specific to get them

to support the organization.

One participant discussed focusing more on the end goal of the program and said, “Me personally? Just reading
it, it is more of a broader generalization of what they are trying to do not exactly what they are aiming for. |
would be less likely to support it if | was not already involved in agriculture. It would require a statement of what
we are going to do for a pin point coverage.”

Another participant discussed that she would volunteer but would not buy something based on the description
and said, “The description is kind of broad. If someone called me up and said do you want to be involved based
on this description by having kids coming out to your farm or me going to the farm, OK yes. But in terms of
buying something, like the Ag Tag, based on the description probably not.”

Participants agreed the most likely person to support the organization would be people in agriculture.

Participants were told money generated from the Florida Ag Tag program goes to support Florida Ag in the Classroom.
Participants discussed how this made them feel. Participants generally agreed that it made them happy. Participants
said they would be more likely to purchase the tag because it helps to support the organization.

A participant said that he/she was happy with the amount from the plate going to Ag in the Classroom but still
had reservations. This participant said, “That’s a higher portion than | was thinking would go towards it, but
what are the statistics? Is it really worth it? Donating time and experience to be involved in Ag in the classroom
would be better if it is not really going fully into the program.”

Another participant discussed that knowing where the plate proceed went to made him/her more likely to
purchase a tag. This participant said, "It makes me more likely to do it. Knowing that the proceeds go to help
support education.”

A participant said, | would be more likely to buy this over another specialty tag.”

Another participant discussed how knowing where the proceeds go to makes him/her more likely to purchase
the Ag Tag and said, "Knowledge of existence makes me more likely to buy it [the Ag Tag].”

Participants discussed other ways to support Ag in the Classroom including volunteering time and experience.

One participant said that it [the tag] was an acceptable way, but he/she thought volunteering would be better:
“Yes, it is a good way to support. Especially for people who can’t take the time to donate experience. But | think
the hands-on portion of it is crucial. | know that for me, as soon as | had the opportunity | was in it.”

Another participant stated that he/she wished there were more ways to donate and said, "“It's acceptable [Ag
Tag]. | wish there were better ways to get more bang for your buck.”

The participants also discussed the idea that the government was charging more money to facilitate the fundraiser
through the Ag Tag.

A participant said. | would rather just donate $35 dollars than giving part of it to the government and the rest
to Ag in the Classroom.”



e A participant discussed how people might be leery of spending more money and not all of it going to the
organization and said, “The Ag demographic is all about limiting any excess margins with fees.”

e Another participant discussed how having the tag helps to reach a large audience and said, “In terms of
reaching a really wide audience, anyone that drives has to go to the tag office to get their tag, you will reach a
lot of people.”

Participants discussed other ways of supporting Ag in the Classroom.

e Anparticipant discussed donating online and asked, "“Is there somewhere to donate on a website? Everything is
online.”

e Another participant discussed volunteering and said, “"People have a stronger connection to things they are
personally connected with, like volunteering time. It will make people more invested. People more likely to
donate if you have volunteered. It is continuing a relationship.”

Participants agreed those involved in the Ag industry would be interested in visiting local classrooms to talk about their
farms, but time may be a limiting factor.

e One participant discussed that farm visits would depend on the producer and said, “Its probably 5o/50. Some do
and some don't.”

e Another participant discussed that class visits may correspond with harvest times making it harder for a
producer to go in and talk to people. This participant said, “A lot of times it does happen during a big crop
harvesting time. It is hard to bring people in during these times. But, if they want to do it, they will seek it out.”

e Othersdiscussed how it was hard to give that time. One participant said, "l am interested in being involved, but
I have a relativity new business so it is hard to justify that time | have to take out. Like is there some other
benefit.”

The participants discussed that barriers that prevent people from supporting the program include lack of knowledge
that support is needed and state laws on curriculum.

e Anparticipant discussed that more needs to be done to show people support is needed and said, “"Not having it
out there. You need to show that support is needed. Everybody can have the opportunity to think other people
are doing it, when in actuality there are not that many people doing it.”

e Another participant discussed how teaching is dependent on state curriculum and said, “As far as barriers, it is
probably the demand in curriculum. What are these teachers having to teach on a regular basis?”

e Another participant discussed that curriculum needs to be developed, if it isnt there already, to teach
agriculture and the other subjects at the same time. This participant said, "The projects that | was involved in
[when involved in Ag in the Classroom in another state] were developing curriculum to teach those other
subjects. You are going to have to teach math and writing, and you should make your curriculum focused
around agriculture to teach them both at the same time. If they had that accessible you know it might make it
better.”

The participants were told that Ag in the Classroom was preparing to launch a new marketing campaign and were
asked what audiences should be targeted through the campaign.

Participants discussed that those in the agricultural industry and parents with kids should be the target audience for the
campaign.

e One participant described how people throughout all stages of production and distribution of agricultural
products should be included in the target audience. This participant said, "People that are connected to



agriculture. Even those that are connected indirectly, like selling produce, they are not directly in the
production but in the end result.”

Another participant discussed how parents could be the target audience when pushing the educational aspect
of the campaign and said, "I would say a target group would be parents, that have young kids in school.
Communicate that this is going to enrich their experience and tell them that this is a big industry in our state
and this is where jobs are at, potentially. This is going to round out their learning. Or anyone that has kids.”

Participants discussed that social media would be the best channel to communicate the campaign. However, they
identified that other methods of communication should still be used.

One participant discussed Facebook and how advertisements could be placed to reach the target audience.
This participant said, “Social media is huge. | know that Facebook is overwhelmed with ads. Some people may
overlook them, but I know that a lot of people still see them.”

A participant discussed how television commercials had been used in the past and said, "I think | have seen Ag
Tag commercials on TV recently.”

Promotional material 1: Next Year’s Bumper Crop

Participants were asked to discuss the Flyer 1 found in the Appendix A of this report. They were asked to discuss what
they liked and disliked about the flyer, what message it was trying to convey, and how it would affect their purchase of
the Florida Ag Tag. In addition, participants were asked to discuss what improvements could be made to reach a target
audience and increase the sales of the Florida Ag Tag.

The participants discussed the magazines that the flyers were placed in. Participants generally thought the flyers
should not just be placed in trade magazines but in broader magazines in Florida.

A participant discussed how placing the flyers in trade magazines minimize the target audience who sees the
flyer. This participant said, “These are in trade magazines. You are preaching to the choir. It sounds like you are
trying to broaden your demographics. | wouldn’t want to isolate them to a trade magazine.”

One participant discussed placing the flyers in coupon books parents could pick up at the grocery store and
said, "l would be more apt to put them in broader magazine tags. When you get people who are getting the
Florida grower or citrus and vegetable they are already pretty involved. It's still good to have them in there, but
you should put them in things parents are going to pick up, that are not connected to agriculture. Like in
supermarkets in their coupon things they give up. It would be nice to have that in there.”

Another theme that emerged was the discussion of the kids in the picture on the flyer.

One participant made an observation and said, “This definitely looks like young kids. It doesn’t really get
anything to me about FFA or 4-H or older kids being involved. It looks like young kids.”

Another participant discussed how they would want more pictures of kids working with different agricultural
products and said, "l would be more apt to want to see some kids actually doing something agricultural. These
are pretty generic, these could be used for any type of classroom setting.”

Participants discussed how listing the proceed amount and more specifics about how the Ag Tag supports Ag in the
Classroom could be beneficial in improving the flyer.



e This discussion between participants explains this theme:
o “Maybe they could state what last year's bumper crop was.”
o “Orwhat do they do with it.”
o "“Yeah, you look on here it is to support the next generation and understanding it, but how much of a
change is it really making?”

e Another participant questioned the relationship between Fresh from Florida and Ag in the Classroom. This
participant asked, "It says to send me a Fresh from Florida bag. So, Fresh from Florida is the marketing
campaign, so is the funding from Fresh from Florida going into Florida Ag in the Classroom? Or is totally
separate? What is the connection between those two?

e A participant stated, “Just more specifics [need to be listed on the tag]. It is kind of vague in terms of what the
impact is and why is it important.”

When asked if they would be more willing to purchase an Ag Tag based on the flyer, participants discussed how they
would not pick up this magazine, and would not see the flyer.

e Anparticipant said, "l wouldn’t read any of these magazines so | wouldn't see it.”
e Another participant discussed how he/she would purchase the Ag Tag, if the flyer was in a magazine that he/she
read. This participant said, “If it was in something that | frequently pick up, yeah maybe.”

Promotional material 2: Buy an Ag Tag

Participants were asked to discuss Flyer 2 found in the Appendix A of this report. They were asked to discuss what they
liked and disliked about the flyer, what message it was trying to convey, and how it would affect their purchase of the
Florida Ag Tag. In addition, participants were asked to discuss what improvements could be made to reach a target
audience and increase the sales of the Florida Ag Tag.

The participants generally liked the Buy an Ag Tag flyer more than the Next Year’s Bumper Crop flyer:

e One participant discussed how he/she liked the Buy an Ag Tag flyer more than the Next Year’s Bumper Crop
because it actually showed the proceed amount. This participant said, "I like the second one [Buy an Ag Tag]
better than the first [Next Year’s Bumper Crop]. But | think these are better at giving their actual mission. Itis
more generalized here; when they do see it they are more intent. It says $20 goes to our kids. Which makes
people more incentives wise to do it.”

e This participant liked how the kids were interacting with agriculture in this flyer. One participant said, “In terms
of the interactive-ness of the kids with agriculture, it is the better image.” Later, the same participant stated,
“Improvement over the last one, but | would still like to see it more hands-on.”

Although the participants liked this flyer, they still had reservations about the design and the message:

e One participant commented on the design and said, “This is like totally Photoshopped. They are not really
there.”

e Another participant discussed the message and said, "It does a better job of explaining. But it still doesn't do
what you mentioned earlier, the facilitation of it. What are they going to do to accomplish these goals, or what
have they done previously.”



Participants were made aware that two different logos were on the flyer. Participants were asked to identify which of
the two logos, Ag in the Classroom Logo found in Appendix A of this report or Fresh from Florida logo found in
Appendix A of this report, they liked better and why. Participants said that people would associate the Ag in the
Classroom logo with agriculture and education.

One participant discussed how they liked the Ag in the Classroom logo better and said, "I like this one [Ag in the
Classroom Logo] better. This one [Fresh from Florida] could be general. It could be pasture anywhere.”
Another participant discussed how the Ag in the Classroom logo connects education to agriculture and said,
think the one with the paper and pencils. It is a really good generalization because it does connect the
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agricultural tag to you know the direct education of it.”

Promotional material 3: Watch Me Grow

Participants were asked to discuss the Flyer 3 found in the Appendix A of this report. They were asked to discuss what
they liked and disliked about the flyer, what message it was trying to convey, and how it would affect their purchase of
the Florida Ag Tag. In addition, participants were asked to discuss what improvements could be made to reach a target
audience and increase the sales of the Florida Ag Tag.

Participants generally liked this flyer better than Buy an Ag Tag and the Next Year’s Bumper Crop flyers.

A participant discussed how the flyer was more specific about what the Ag Tag was supporting and said, “This
one is a little more specific about the kinds of things, like supporting.”

A participant discussed how the flyer mentions previously discussed improvements and said, I thought it
addressed the things we have already addressed, where the money is going to, what they are doing with it.”
Another participant stated that the flyer catches your eye and gives information. This participant said, "I like
how it this one really broadens and catches your eye with one side, and you can get more information on the
other side. If they want to know more they still have to look further. When they are in these catalogs, it is really
easy to skim through, whereas this they have to physically grab it and throw it away. You can’t miss it.”

Participants did not like the kid in the flowerpot.

A participant stated, "It is kind of contrived. Like this kid in the flowerpot. They are still not really actual plants
or anything actually agricultural in the picture. Even if they were just holding a vegetable or something. It's
OK.”

Participants continued to discuss the theme of adding specifics about the program and how the program will help to

support kids.

One participant discussed the improvement of adding more information about the educational aspect of Ag in
the Classroom and said, “"How does agriculture in the classroom help to benefit kids. How does agriculture help
benefit kids more than another interest group saying we need kids to learn about this [agriculture]. Because
there are a million things that kids can learn about.”

Another participant stated, “Just have more specifics, it's [learning where food comes from] more important

than ever, but why?”

Promotional material 4: Billboard



Participants were asked to discuss the Billboard found in the Appendix A of this report. They were asked to discuss
what they liked and disliked about it, what message it was trying to convey, and how it would affect their purchase of
the Florida Ag Tag. In addition, participants were asked to discuss what improvements could be made to reach a target

audience and increase the sales of the Florida Ag Tag.
Participants discussed the message and the design of the billboard.

e One participant stated, "It is very busy for a billboard.”

e Another participant liked the connection with kids and agriculture but said that it would be hard to read driving
down the interstate. This participant said, "l like that it has a better connection. A direct product that Florida is a
staple at producing. You are on the turnpike that is all you are passing by, so it definitely connects that in the
classroom a lot better. But, yeah, is it something that | would be able to read in the time | was driving on by,
probably not.”

When asked what message the Billboard was trying to convey, participants discussed how it was teaching kids where

food comes from.

e One participant stated, “Teaching kids where food comes from. There are piles of them that have no clue. They

will tell you Publix.”
Participants discussed how the billboard could be improved.

e A participant discussed that the billboard needed to be: “Short sweet and to the point.”

e Another participant stated that the website, agtag.org, needed to be more prevalent on the billboard. This
participant said: "Make the agTag.org more prevalent. Because they are not going to look it up going down the
interstate. They will think OK what is that web address. | would have that be the most prevalent on the board.”

e Another participant liked the look of it, but probably wouldn't remember seeing it afterwards. This participant
said: “The layout and the design of the ad is better than the previous ones. But once | am off the road, | have
cleared my head of anything else. You have to remember to go look it up later.”

Participants stated that the billboard would not convince someone to buy an Ag Tag, unless they had thought about in
the past.

e One participant said, "l think that it would more likely for the people that have already been thinking about it.
For something that someone that hasn’t thought about it, | don't see why that this would motivate them to
that point [of buying the product].”

In this final section, participants were asked to create their own message or campaign to increase the purchase of the
Florida Ag Tag, targeted to an audience of people like them. Participants were asked to indicate what modes of
communication should be used for this revised campaign. In addition, participants were asked to tell Florida Ag in the
Classroom how to improve their current campaign and increase the purchase of the Ag Tag.

Participants discussed the specifics and the statistics about Ag in the Classroom and how they should be part of the new

campaign.



e One participant discussed the specific goals and accomplishments and how they should be listed in the
campaign. This participant said, “"State what your goals are, what we want to accomplish in the classroom, and
how much money we have previously given in previous years to that.”

e Another participant recommended listing the amount of kids benefited in the new campaign and said, “The
amount of kids that have went through the program. Especially those who have gone into an Ag type degree,
be it chemistry or whatever. That would be nice to know, even if it is not here, but at least on the information
when you go to look it up.”

Participants discussed new ways of reaching the target audience in the new campaign.

e One participant recommended targeting the horse industry. This participant said, “The horse industry. The
horse industry is huge here in Florida. Due to the thoroughbred racing and things like that. That uses ag. We use
god-awful amounts of feed and hay every year. With them, they would be more willing if you showed them how
much of an impact that it makes.”

e Another participant discussed making a video and said, "“If | was one the website and | was like should | get it or
not get it. Maybe a video — where you have teachers or students saying what the impact was. What is the
impact of it? Ag ventures OK what is that?”

Participants discussed the modes of communication the new campaign should be channeled through:

e A participant discussed how advertisements, in local produce stores, would be the most beneficial. This
participant said, “For me it would be of advertisements, not so much generalized, but broader where normal
nonagricultural people are going to pick up, like at a grocery store you know and you are by Florida organic stuff
and you are not getting organic stuff in Taiwan, having the direct correlation between that agriculture product
and where it comes from.”

e Another participant commented on the produce store statement and asked, "What if they just stuck them in
the produce department?”

e A non-social media-savvy participant said, “Facebook would not work for me. | would never see it. | would see it
in my trade magazine, like Florida Cattleman’s magazine.”

e Anparticipant talked about having a representative at industry meetings to talk to the target audience about the
Ag Tag and Ag in the Classroom. This participant said, “Industry meetings, like if you go to contest, you have a
booth and you have someone representing it there. | went to Ag and small enterprises or alternative [small
farms conference] last year and you go and look around, if there is someone there they talk to you, you will
actually remember talking to that person about it. That to me is a good way to reach people. People have set
time aside to talk to people, if | am not setting aside time, | am not looking at it. The things that comes to me in
the mail, it goes straight to the trash.”

e Another participant discussed using the Extension program as a resource and asked, “Can it be connected to 4-
H or Extension?”

Participants discussed improvements that should be made to make a new campaign better. Topics included explaining
where the money is going to and what the impact of the Ag Tag is.

e Aparticipant stated, "Do a better job of explaining where the money is going.”



e Another participant discussed that the new campaign should focus on the impact the program has on kids’
lives, “What kind of impact that it has. Show much that impact really is. Is it going to make a difference in 20
years?”

This participant was a science teacher who has used Ag in the Classroom in the Gainesville area for the last 37 years.
She owned an Ag Tag at the time of the interview and indicated that she has had it for over four years.

In this section the participant described her general tag buying preferences. General tag buying preferences included if
she has bought or currently owns a specialty license plate. In this discussion, the participant talked about what
influences her decision or what barriers prevent her from purchasing a specialty tag.

This participant liked having the option to buy a specialty license plate and believed those involved with agriculture
would be the most likely to buy an “*Ag Tag.”

e This participant elaborated on who would be likely to buy an Ag Tag and said, “Farmers. Those who teach
Agriculture and | hope others who realize the importance of agriculture would buy an Ag Tag”

The participant felt that cost was the largest barrier preventing people from buying a specialty tag.

e Discussing the cost associated with specialty plates the participant said, “The initial cost of just having a license
plate is so expensive, technically they are not much more, but you add that on top of the plate and it is a lot.”

The participant indicated that if the cost of the plate was less, then more people might be willing to purchase it. In
addition, the participant identified that a lack of knowledge could be a barrier to Ag Tag sales and more advertising and
information about what the proceeds of the Ag Tag support could help to increase sales.

e The participant discussed that there is probably a lack of knowledge surrounding Ag in the Classroom and said,
“Maybe if they [potential Ag Tag buyers] understood what is happening more with the money. | know this is
where | get my grant money, but unless you go to the Florida Ag in the Classroom, you will not know where the
money comes from.”

In this section, the participant discussed the specific license tag in Florida, the Ag Tag. The participant described what
came to mind when they heard the words Ag Tag and their general opinions about the Ag Tag.

When asked what comes to mind when she heard the phrase Ag Tag, the participant indicated that the phrase reminds
her of her vehicle, Lisa Gaskalla [Florida Ag in the Classroom — Executive Director], her curriculum, and her school. She
believed the phrase was referring to the license plate.

e Describing the association of the Ag Tag with the license plate, the participant said, “The Ag Tag is pretty
clever, and it is referring to a license plate.”

When reflecting on the appearance of the Ag Tag, the participant discussed that she liked how the Ag Tag was not
cluttered. Additionally, she really liked the word agriculture at the top of the Ag Tag because it made it obvious that the
plate was about agriculture.



e Describing her reflections on the appearance of the plate, the participant said, "It kind of uses the Fresh from
Florida symbol but in a different way, but it is clear, not confusing, and not too busy. It is really specific”

However, the participant stated that she would not know what the tag was supporting just from looking at it.

e The participant described the Ag Tag's association to agriculture and not Ag in the Classroom and said, "l would
think the money went for something in agriculture, but not for what, it makes me think of saving agriculture.”

The participant stated that she believed the Ag Tag was trying to reach everyone in Florida.

In this section, the participant discussed Florida Agriculture in the Classroom. The participant discussed if she had heard
of Florida Agriculture in the Classroom previously, the purpose of the organization, and the audiences it is trying to
reach

When asked what comes to mind when she hears the phrase Florida Ag in the Classroom, the participant stated that
curriculum comes to mind. She stated that the purpose of the organization was “to help children and their parents to
understand the importance of Ag in Florida.” The participant stated that the program was most likely to benefit school-
aged children, but that it was trying to reach both children and their parents.

The participant was read a description of Ag in the Classroom, which said

“Florida Ag in the Classroom is a nonprofit organization that develops and trains teachers and agriculture industry
volunteers in its agriculture curricula and materials, which they in turn use to educate students about the importance of
agriculture. It also provides grant money to teachers and volunteers for projects that teach students where there food
comes from, and the important contribution Florida Farmers make to their communities and their state.”

e Referencing the description, the participant said, “This is why | started using [Ag in the Classroom], it sounded
like a sensible way to market a product.”

When discussing who could support Florida Ag in the Classroom, the participant identified that farmers and teachers
would support the program. Additionally, the participant really liked the idea that the Ag Tag supported the Ag in the
Classroom program.

e Discussing who would support Ag in the Classroom, the participant said "One, Farmers, those in the agricultural
industry, that’s who | think financially support the program. And two, teachers, particularly science teachers.”

The participant believed there could be other ways to support Florida Ag in the Classroom, such as different fundraising
and monetary donations. The participant was already highly involved with Ag in the Classroom. The main ways she
supported the program was by owning an Ag Tag, being a member of the advisory board, field-testing curriculum, and
volunteering at different events.

The participant identified that the main barriers to supporting Ag in the Classroom were knowledge of the program,
money, and donations. She stated that educating people about the program was essential.



e When discussing the lack of knowledge people have about Ag in the Classroom, the participant said, “People
just don’t know. People don‘t know about Ag in the Classroom or they may think that is not important to teach
about agriculture and keeping our state green and healthy.”

In this section, teachers were asked specific questions about Florida Ag in the Classroom including how they have used
the program in the past and what are ways that the program could be improved to help teachers like themselves.

The participant discussed how she had used Ag in the Classroom in her classroom. She stated that she had field-tested
curriculum, worked with Ag literacy day and had people read books in the classroom. The participant also helped find
the graphic designer for the Ag Literacy Day books and had received many Ag in the Classroom grants.

e Discussing some of the things she had done with her Ag in the Classroom grants, the participant said, *“When |
first started with Ag in the Classroom, my colleague and | bought student version of the Land Remembered
(Volumes one and two), and that was the first Ag in the Classroom grant we received. We bought books and
tied it to our Florida studies and social studies. We also grew a garden for our math and science [classes]. We
also have all of my science equipment through Ag in the Classroom since we don’t get much money from the
state. | get enough to buy one balance from the school system and that is not enough, so all of my beakers,
graduated cylinders, microscopes, and balances are from Ag in the Classroom grants.”

The participant stated the curriculum and the grant money was a key reason to support Florida Ag in the Classroom.

e Explaining the benefit of Ag in the Classroom to her classroom, the participant said, "l would not have my
science equipment or the novels or the food to cook for cattle drives without Ag in the Classroom. It enriches
our program tremendously.”

The participant identified that there was a need to educate other teachers about the program.

e Expressing this need the participant said, "Letting teachers know the curriculum is out there, and that it is easily
accessible since it is online now.

The participant was told that Ag in the Classroom was preparing to launch a new marketing campaign and was asked
what audience(s) should be targeted through the campaign.

The participant stated everyone should be the target audience for the new Ag Tag campaign. However, she did identify
those most like to buy the Ag Tag, including “Farmers, people in the Ag industry, teachers, other people.” The
participant discussed that many communication channels that could be used in the campaign including TV
advertisements, social media, newspaper, radio, gator sporting events, and online newspapers.

Due to lack of time, the promotional materials section was not completed during this interview.

In this final section, the participant was asked to create her own message or campaign to increase the purchase of the
Florida Ag Tag, targeted to an audience of people like herself. Participants were asked to indicate what modes of
communication should be used for this revised campaign. In addition, participants were asked to tell Florida Ag in the
Classroom how to improve their current campaign and increase the purchase of the Ag Tag.



When asked to create a message for Ag in the Classroom’s new promotional campaign, the participant stated a
message, such as “Grow with Florida Agriculture” might do well as a campaign. In addition, she stated that it might be
good to promote the gardening aspect of the program. The participant suggested using online communication as the
primary communications tool because “everyone’s online.”

This participant was a Florida Extension Agent. He owned at the time of the interview an Ag Tag and indicated that he
had it for more than a year.

In this section the participant described his general tag buying preferences. General tag buying preferences included if
he has ever bought or currently owns a specialty license plate. In this discussion, the participant talked about what
influences his decision or what barriers prevent him from purchasing a specialty tag.

The participant had purchased two different specialty tags before, including the University of Florida tag and the Ag
Tag. The participant stated that he has had the Ag Tag for around three years and decided to get it to support the
agriculture industry.

e When describing the specialty plates that he had owned, the participant said, "My first was the UF, the Gators,
and my second when | got my current vehicle, | purchased the Ag Tag . | deal with a lot with agricultural
producers and commodity groups, and so when | got my new vehicle and had that option | made the choice to
switch to support agriculture in someway. Contribute to agriculture.”

In this section, the participant discussed the specific license tag in Florida, the Ag Tag. The participant described what
came to mind when he heard the words Ag Tag and his general opinions about the Ag Tag.

When asked what comes to mind when he heard the phrase Ag Tag, the participant said the phrase reminded him of
agriculture. However, the participant indicated that he had not heard of the phrase Ag Tag before the interview. The
participant had seen the Ag Tag before, especially in the Gainesville area, but did not see it reqularly in Nassau County
where he was originally from.

The participant seemed to like the look of the Ag Tag. However, there was one thing he disliked.

e Discussing his dislike toward the message on the Ag Tag the participant said, “The one thing that pops out of
me is ‘Keeps Florida Green,’ and there might be confusion because people think go green, no pesticides, no
herbicides.”

The participant did not know where the money generated from the tag went but felt that the audience could be anyone
that owns a vehicle.

In this section, the participant discussed Florida Agriculture in the Classroom. The participants discussed if he had heard
of Florida Agriculture in the Classroom previously, the purpose of the organization, and the audiences it is trying to
reach.



When asked what comes to mind when he hears the phrase Florida Ag in the Classroom, the participant thought of
specific terms and indicated that the organization is most likely to benefit school-aged children

e The participant explained that Ag literacy was one of the things that came to mind when he heard Ag in the
Classroom and said, "I think of Ag literacy. And | know that we have an Ag in the classroom department and
they make curriculum.”

e The participant stated that the purpose of Ag in the Classroom is to increase Ag literacy in the classroom and
make more Ag competence. He said, “Increase that competence and awareness with Ag information.”

The participant was read a description of Ag in the Classroom, which said

“Florida Ag in the Classroom is a nonprofit organization that develops and trains teachers and agriculture industry
volunteers in its agriculture curricula and materials, which they in turn use to educate students about the importance of
agriculture. It also provides grant money to teachers and volunteers for projects that teach students where there food
comes from, and the important contribution Florida Farmers make to their communities and their state.”

After hearing the short description about Florida Ag in the Classroom, the participant stated words like partnerships,
resources, and training.

e The participant discussed these words and said, “Partnerships. Partnerships are key. . . . Resources. Training,
training teachers to use curriculum.”

The participant indicated that he would support the organization and recommended that organizations such as 4-H,
FFA, Florida Farm Bureau, and the school board may also be willing to support the organization.

e Describing his willingness to support the participant said, "I think first professionally because | am the 4-H
agent, and we have the same goal. And secondly | would support the organization personally. If | were asked to
give money, | definitely would.”

The participant liked learning that the money form the Ag Tag went to Ag in the Classroom.

e Displaying excitement toward the proceeds of the Ag Tag the participant said, "Now | know where the money
actually goes, that | spent towards the Ag Tag. | like it better now that it goes to Ag in the Classroom instead of
Ag research or something. | like that it goes to school-aged children.”

After learning that the proceeds of the Ag Tag went to Ag in the Classroom, the participant said he would be more
likely to support the organization and would be more willing to tell others to buy an Ag Tag because it does support
children.

The participant stated that the Ag Tag was an acceptable way to raise money for the program but suggested that there
may be additional alternatives, such as luncheon fundraisers with commodity groups. The participant stated people
needed to be more aware of what the Ag Tag is and how the Ag in the Classroom program is related.

e Discussing the funding for Ag in the Classroom the participant said, “[Ag Tag] is an easy way to earn money or
proceeds, but | think there are a lot of other ways that they could be supported.”



The participant stated he would be willing to support the program in other ways, but he is not sure how else he can
support the organization.

e Highlighting the need for more information about ways to support Ag in the Classroom, the participant said,
“Knowing ways that | could contribute. Do they have initiatives? Do they have a newsletter? | feel like | have to
go out of my way to support, and it should be the other way.”

The participant was told that Ag in the Classroom was preparing to launch a new marketing campaign and was asked
what audiences should be targeted through the campaign.

The participant thought Ag in the Classroom should make different partnerships and sell the Ag Tag to these groups.

e The participant referenced certain groups that should be targeted to buy the Ag Tag and said, “Agricultural
commodity groups should be a big target if they are not already, as well as Farm Bureau.”

The participant thought people that work or are interested in agriculture would be the most likely to buy the Ag Tag.
Additionally, he thought Ag in the Classroom should use social media or mailers to communicate with their target
audience.

Promotional material 1: Next Year’s Bumper Crop

The participant was asked to discuss Flyer 1 found in the Appendix A of this report. He was asked to discuss what he
liked and disliked about it, what message it was trying to convey, and how it would affect his purchase of the Florida Ag
Tag. In addition, the participants was asked to discuss what improvements could be made to reach a target audience
and increase the sales of the Florida Ag Tag.

The participant liked that the flyer showed children in the photos. The participant believed that flyer was trying to
convince someone to buy an Ag Tag but identified that only the Ag Tag was referenced.

e |dentifying that there may be other means of support that were not highlighted on the flyer, the participant
stated, "There is no where to send a check. Could we just send in money?”

Promotional material 2: Buy an Ag Tag

The participant was asked to discuss Flyer 2 found in the Appendix A. He was asked to discuss what he liked and
disliked about it, what message it was trying to convey, and how it would affect his purchase of the Florida Ag Tag. In
addition, the participant was asked to discuss what improvements could be made to reach a target audience and
increase the sales of the Florida Ag Tag.

The participant liked that the Buy an Ag Tag flyer showed where and how much of the proceeds were going to the
program.

e Discussing the clarity of the Buy an Ag Tag flyer, the participant said, "I like this because you know where the
money and how much is going.”

Promotional material 3: Watch Me Grow



The participant was asked to discuss Flyer 3 found in the Appendix A of this report. He was asked to discuss what he
liked and disliked about it, what message it was trying to convey, and how it would affect his purchase of the Florida Ag
Tag. In addition, the participant was asked to discuss what improvements could be made to reach a target audience and
increase the sales of the Florida Ag Tag.

The participant liked the slogan, the photo, and the ease of reading in the Watch Me Grow flyer.

e Showing his favoritism toward the Watch me Grow flyer, the participant said, “Its the cutest one. | like the kids
in the pot.”

However, the participant did not like that the flyer did not discuss where the proceeds of the Ag Tag went.

e Identifying the opportunity to promote the program in the flyer, the participant said, “There is nothing about
what has been done. There are no success stories. There are no numbers about how many youth had been
reached.”

Promotional material 4: Billboard

The participant was asked to discuss the Billboard found in the Appendix A. He was asked to discuss what he liked and
disliked about it, what message it was trying to convey, and how it would affect his purchase of the Florida Ag Tag. In
addition, the participant was asked to discuss what improvements could be made to reach a target audience and
increase the sales of the Florida Ag Tag.

e The participant really liked how children and agriculture where put together on this billboard and said, "I like
how the orange is cut open.”

The participant also like the phrase “Ag Tag” on the billboard. However, the participant indicated that he did not like
billboards.

In this final section, participant was asked to create their own message or campaign to increase the purchase of the
Florida Ag Tag, targeted to an audience of people like him. The participant was asked to indicate what modes of
communication should be used for this revised campaign. In addition, the participant was asked to tell Florida Ag in the
Classroom how to improve their current campaign and increase the purchase of the Ag Tag.

The participant liked the message from one of the flyers shown during the interview.
e Explaining his favoritism toward the message, he said, "I like buy an Ag Tag, watch me grow. It makes me think
about children and growing.”

The participant recommended that the promotional materials need to be more simple and clean, but he did like the
bullet points because it gives the message in a short and concise way.

The participant stated that social media should be the main focus of the future campaign. In addition, the participant
recommended that Ag in the Classroom develop a listserv to send out newsletters, dates, and other fundraising events
in order to “keep the audience engaged.”



The participant suggested partnering with different agricultural commodity groups to see if they will help to support
the Agin the Classroom program. The participant stated that additional types of fundraising should be pursued.

Key Findings
The results of these focus groups, group interview, and individual interviews provide a detailed look into public
perceptions of the Florida Ag Tag and Ag in the Classroom. The summary below compiles the results.

e Participants purchased a specialty license plate due to allegiance to an organization, cause, or industry.
Participants discussed how people would purchase a tag if they believed strongly in the message the plate had.

e Participants liked the idea or the option of buying a specialty license plate.

e Participants agreed that they liked to have the option to donate to a specific charity or cause if they wanted to.

e Barriers preventing participants from purchasing a tag previously included cost, added expense, lack of
convenience, too many options, and lack of knowledge of where proceeds go. In addition, many participants
discussed that cars purchased from the dealer are automatically given a default Florida tag.

e Participants stated targeting audiences, creating interest, and educating the consumer would make consumers
consider purchasing a different specialty plate, or purchasing one for the first time.

e Participants were asked what the Ag Tag means to them. One theme that emerged from these discussions is
that the tag would be used for someone in Agriculture.

e Participants agreed that general public would understand that the tag was made to support someone or
something in agriculture. However, participants stated they would still have to explain to the general public the
importance of the industry.

e Most of the participants had seen the Ag Tag license plate in the past.

e Participants agreed that the purpose of the tag was to financial support something in agriculture. A few
participants knew that it was used to support Ag in the Classroom, but the majority of participants did not.

e Participants had a lack of association with Florida Ag in the Classroom and the Ag Tag.

e Participants lacked knowledge of the plate’s proceeds.

e Most participants liked the colors in the Ag Tag and thought the overall design was attractive. However,
participants did not like the message “Keep Florida Green” at the bottom, as it brought up images of the green
movement, and thought this should be changed to align more with the Ag in the Classroom program.

e Participants tended to be confused with the letters, "I AM 4 AG"” and suggested SAMPLE should be written
instead.

e Participants agreed those most likely to purchase the Ag Tag would be those involved with agriculture,
educators, and parents of children in the Ag in the Classroom program. Participants suggested that the primary
audience for the Ag Tag would be the agricultural industry. Participants suggested that the secondary audience
for the Ag Tag would be the elementary school educators and parents.

e Participants agreed that they have heard of Florida Ag in the Classroom before taking part in the study.



Participants were aware of the program; however, participants were unaware of the scope of the program.
Participants referred to 4-H and FFA instead of directing toward Ag in the Classroom.

Participants agreed the purpose of Florida Ag in the Classroom is to educate children about agriculture. Those
who were more familiar with the program believed that this program would be a good supplemental program
to prepare kids for the FCAT and their futures and brought up specific activities, such as Ag Literacy Day, field
trips and classroom gardeners.

Participants agreed those most likely to benefit from the program are children, parents, and society.
Participants stated a variety of audiences for Ag in the Classroom including elementary school to junior high
students, parents, educators, and the entire society.

Participants added that the brief description was a very lengthy mission statement, and it needed to be more
specific to overall goals of the program/organization.

Participants discussed how they would be likely to support the organization in many ways, including donating
financially, volunteer work, and distributing information.

Participants believed social media needed to be a communication channel, where kids and educators could
have access to the information.

Educators and those in the agricultural industry were those who participants agreed would be the most likely to
support the program.

Participants generally agreed that the Ag Tag was one way to support the organization. However, participants
suggested many different types of fundraising such as direct donation, volunteering, luncheons, farmers, or
organizations donating food for events and partnering with grocery stores or industry groups.

Participants agreed that the primary target audience for the campaign should be those in the agricultural
industry and educators.

The secondary audience should be the general public or parents of school-aged children, especially with a
campaign emphasis on education.

Participants believed social media would be a good communication channel to use. In addition, participants
discussed partnering with stores, such as Publix, industry organizations such as FNGLA, and local markets, as
well as distributing take home flyers, mailers, and emails.

Participants tended to like the slogans, such as "Next Year’s Bumper Crop” on the flyers.

Participants liked the Ag in the Classroom logo, with the paper barn and pencil silo.

Participants stated that the Ag in the Classroom logo should be used on the plate.

Participants stated that the flyers had too much information. In addition, the message tended to be unclear due
to the excess amount of information.

Participants questioned the idea of the $20 proceed amount not being on the majority of the flyers.
Participants strongly agreed that this needed to be listed on all promotional materials.

Participants stated other ways to donate needed to be placed on the flyers.

Participants liked the diversity of agricultural products shown on the Flyer 2 and the kid holding the sign.
Participants noticed the child in the pot on Flyer 3 was stretched out and not proportional. Participants stated
that this was not a good design and needed to be revised.



e Participants agreed materials had too much information and consumers should be directed to a website, such
as agtag.org, to find more information.

e Participants discussed the presence of unwanted information on the flyers, such as emphasis on the collector’s
office.

e Participants did not like the idea of the flyers or advertisements being solely placed in industry magazines.
Participants agreed that the flyer needed to be placed in general informational magazines, such as coupon
books at grocery stores or other Florida magazines.

e Participants believed there needed to be more of a focus on children or educating students in a future
campaign.

e Participants gave recommendations on being more specific on goals and accomplishments of the program,
such as money generated from the Ag Tag. Participants agreed that the brand needed to be more fully
developed and to be used consistently on messages and curriculum.

e Participants discussed communication channels, such as social media, informational videos, PSAs, mailers, and
emails to distribute information.

e Participants agreed the campaign needed to be revised into simpler messages and more attractive designs.

e The campaign needed to focus on the agricultural education aspect of the Ag Tag and participants suggested
adding the $20 proceeds amount on the campaign materials.

Recommendations

Based on the results and findings of this research, the following recommendations have been made.

e The revised campaign needs to have a primary target audience of those in the agricultural industry. Participants
identified the target audience as those who work with agriculture.

e The secondary audience should be educators and parents of elementary students. Participants discussed how
these educators and parents of elementary students are involved with Ag in the Classroom.

e Communicators should improve advertising of the Florida Ag Tag to include the purpose and highlight the $20
proceeds donation to Florida Ag in the Classroom. Several participants indicated that they did not know the
purpose of the Florida Ag Tag and where the proceeds go. Participants identified a need for further advertising
to highlight the purpose and where the proceed donations go.

e Promotional materials need to specify more than one way to donate. Participants discussed how the
promotional materials only referenced the Ag Tag; instead, promotional materials should also direct consumers
to a website for direct donation to the program.

e Promotional materials should contain specific information on how the $20 proceeds amount has benefited
children in the past. For example, one participant described how they liked that the promotional material said
next years bumper crop but wondered what was this years bumper crop was.

e Promotional materials should have limited information. Participants agreed the promotional materials
contained too much information. Bullet points will help to limit and list important information.

e Promotional materials need to be consistent throughout in regards to websites, logos, and phone numbers.
Researchers identified two different phone numbers on one promotional material. In addition, participants



noted on some materials agtag.org was listed and on others www.agtag.org. All materials should contain the
same information.

Communicators should develop a short promotional video highlighting the benefits and reasons to buy an Ag
Tag. Participants tended to be unaware of what the program supports. In addition, participants were unaware
of the plate supporting Ag in the Classroom grants.

Ag in the Classroom should work to develop an online campaign. Participants discussed the benefits of
communicating online to all types of audiences and that the new campaign should be focused to an online
audience.

Campaign materials should be listed in industry specific magazines as well as generic Florida magazines or
coupon books. Participants discussed how promotional materials placed in industry magazines would target
the agricultural industry; however, more promotional materials need to be placed in generic magazines to
target parents and educators.

Ag in the Classroom should improve advertising of the Florida Ag Tag. Several participants indicated that they
did not know the purpose of the Florida Ag Tag and where the proceeds go.
The Ag Tag needs to have a stronger association with Florida Ag in the Classroom. Several participants
indicated that they did not know that plate supports Florida Ag in the Classroom.
The Ag Tag should be revised to include the Florida Ag in the Classroom logo. Participants generally liked the
Florida Ag in the Classroom logo, and could identify education with agriculture, and suggested it should be
placed on the plate.

o Participants also confused this logo with the Fresh from Florida logo. Since, the plate does not support

Fresh from Florida, this logo needs to be revised.

The message on the bottom of the plate, Keep Florida Green, needs to be revised. Participants tended to
associate the message with the "Green Movement” and suggested the message needed to incorporate
educating children about agriculture.
The sample license plate should have SAMPLE written instead of | AM 4 AG. Participants tended to be confused
with this lettering.
Florida Ag in the Classroom needs to be aware of the barriers preventing consumers from purchasing an Ag
Tag, such as cost, inconvenience, and lack of knowledge. Participants agreed that the major limiting factor for
consumers to buy a tag is that they did not know about the tag.

Awareness of the Florida Ag in the Classroom needs to be raised. Participants had heard of the program but
were unaware of the scope of the program.

The audience needs to be made aware of the difference between Ag in the Classroom and other agricultural
organizations, such as FFA and 4-H. Participants tended to be confused on the difference between
organizations.

Programmers should develop relationships with agricultural commodity groups, such as Florida Fruit and
Vegetable Association, etc. Participants agreed that if Florida Ag in the Classroom partnered with these
organizations, there would be higher awareness of Florida Ag in the Classroom and more support toward the
program.



e The mission statement needs to be revised to be much shorter in length. Participants agreed this statement
was too lengthy and wordy.

e Other ways to support the organization need to be emphasized. Other support options include volunteering,
donating directly, or other fundraisers. Participants agreed that not everyone will want to buy an Ag Tag or
they already have an Ag Tag and would like to support the program further.

Appendix A: Marketing and Promotional Materials
The Ag Tag License Plate




Flyer 1: Next Years Bumper Crop
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Classroom, Inc. at (352) 846-1391.

A\
X | Florida Agriculture in the Classroom, Inc.
“Educate Students About Florida Agriculture”

YES, send me a free “Fresh from Florida” gift bag
and tell me more about the Florida Ag Tag.

Name.

=

Address.

Gty ' State(FLony)Zp_____
Phone Email

Fax this form to Florida Ag in the Classroom

at (352) 846-1390. FG 06-6
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NEXT YEAR'S
BUMPER CROP

If you think it Is important for the next generation

to understand Florida’s diverse agriculture industry,

;‘»:;udlowywrwpponbyp\mhmtm
ag.

For more information, contact your local tag office,
visit www.agtag.org or call Florida Ag in the
Classroom, Inc. at (352) 846-1391.
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|
YES, send me a free “Fresh from Florida” gift bag |

and tell me more about the Florida Ag Tag. |
Name_

Address,
Cty ____  State(FLony)Zip_____
Phone. Email,

Fax this form to Florida Ag in the Classroom

at (352) 846-1390. CvV03-08
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Flyer 2: “"Buy An Ag Tag”

Florida Agriculture in the Classroom, Inc.
is a non-profit association funded by the

N 7/
agriculture specialty license plate < &
with the mission of expanding youth @
awareness and understanding of our
agriculture and natural resources in Florida.

For more information, call (352) 848-1391, T

visit www.agtag.org or contact your local  the Classroom, Inc.
tax collector’s office.

$20 of your purchase goes to our kids.

AUGUST 2008 | CITRUS & VEGETABLE MAGAZINE 19

EdiEcaie Studentsiab
Floxida Agriculture

BUY AN

Florida Agriculture in the Classroom, Inc.
Is a non-profit association funded by the

S
agriculture specialty license plate ey 2
with the mission of expanding youth ~
awareness and understanding of our

agriculture and natural resources in Florida.

For more information, call (362) 846-1391, .!,f:',""":, in

visit www.agtag.org or contact your local  the iroom, Inc.
tax collector’s office.

$20 of your purchase goes to our kids.
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Flyer 3: “Watch me Grow”

~~BUY AN AG
/' \TAG AND
L)

<40

WATCH ME

\

P

AGRICULTURE KEEPS FLORIDA GREEN
AGRICULTURE KEEPS FLORIDA GREEN

WatchjMej
Grow/!)
t's more important than ever to teach our youth

the value of Florida's agriculture products.
Please purchase a Florida Ag Tag.

Growmg .Inm'uctions
or Florida Students
© Apply Agricultyre j the
Tossroom lessons
© Begin with seodling slage
. 0nd confipyy fo
Maturity (K.jo¢h grade)

fi . R“’ﬂply lessons al
equen! inferygl fo
Oplimum 9rowth gng
owledge
© Adoptabje 1, indoor ang
ouldoor Condifions

Buy an

20 of your purchase

* Apply Agricultyre in the
55100 lessons

Buy an Ag Tag
$20 of your purchase
helps educatesourkids!*
For more information, call (352) 846-1391,

Florida Agriculture
in the Classroom, Inc Z um"‘l“mw
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Billboard

Teach Students Where
Food Comes I‘rom

-Buyan Ag Tag
agtag org |
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Appendix B: Marketing the Ag Tag Survey

CENTER FOR PUBLIC ISSUES EDUCATION IN AGRICULTURE & NATURAL RESOURCES
& FLORIDA AGRICULTURE IN THE CLASSROOM
PRODUCER SURVEY

Y & 7
1. County of Residence: M 2. Occupation:

3. Have you ever bought a specialty plate? (Circle one of the following) Yes @6\ )

4. If you answered No to question 3, why have you never bought a specialty plate?

Mt afhliahoo  dhivers , Ao ot wae hinpel S, ek o b

5. If you answered Yes to question 3, which specialty plate(s) have you purchased?

6. If you answered Yes to questions 3, why did you buy a specialty plate?

7. How do you feel about having the option to buy specialty license plates?

Jc:‘l»u 'Hf\o (mp% U~ (OL( ‘[- Huz)u& ahe '{‘D‘i‘" /}’V\C’vrug C"/ﬁwﬁ COA_..

8. What things do you think influence the decision of people like yourself to buy a certain specialty license plate? (Circle one of the

following)
- T
Hobby Friends Allegiance < Support a group d Other:
9. What barriers prevent people like you from buying a specialty license plate? (Circle one of the following)
— _’"“>——\\
Money @e/convenience ) Don't support any of the specialty plate groups or causes Other:

10. What comes to mind when you hear the words Ag Tag? ) / 4
»LWML}/ /‘ﬂym colfure o

11. What do you think the phrase Ag Tag is referring to?

\QYL 2y /51(‘7[ C’/ZMA/ N ‘fﬁg/dwhap Zhwﬁfﬁgﬁaj&/ué caltle ?

Here is a picture of the Ag Tag. Please take a moment to look at it.




12.

13.

Have you seen this license plate before? (Circle one of the following) Yes ) No

How do you feel about the Ag Tag?

w M«L mmg er SN \rﬁ(gudﬁ/

14.

What do you like about it?

15 calofll. ¢ wiliad.

15.

What do you dislike about it?

16.

What do you think is the purpose of this Ag Tag?

Jﬂ J\(M/L?J/L/MAA)A/ jw’\/ /Jé\n

17.

What do you think the money generated from this Tag supports?

18.

What audience(s) do you believe the Ag Tag is trying to reach?

19.

Who do you think is most likely to buy this-specialty license plate?

Aohbnedd, 2luilichs ¢ Qhenisehd

20. What barriers have prevented you from buying the tag? (Circle one of the following)
Money Interest in alternative plate (i.e. FFA) Farm truck tags Appearance Other:_27u gx_c 4 ﬁi"{U
dface { Jox e,
21. What comes to mind when you hear Florida Agriculture mﬁt:e Classroom? 2 Lye Ay
/17/7// 2 //}7)9’/&/ /) b L’{ i /7,-4:
22. What do you think is the purpose of this orgamzatlon?

luca i Hu um//

23.

What audience(s) do you believe this organization is trying to reach?

24,

() , 5
all. 2%78.4 s é{)}& /Q&&/MJJ,

Who do you think is most likely to benefit from this organization?

% @Z’LD/VI Afm/f/l&.cz/ 7[(/1/@/{//3 4 /ff//)x LoD

Florida Ag in the Classroom is a nonprofit organization that develops and trains teachers and agriculture industry volunteers in its
agriculture curricula and materials, which they in turn use to educate students about the importance of agriculture.
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It also provides grant money to teachers and volunteers for projects that teach students where there food comes from, and the
important contribution Florida Farmers make to their communities and their state.

25. After reading this description, what thoughts come to mind about Florida Ag in the Classroom?

Rop 7 Srmos !/
7 A

<

26. How likely would you be to support this organization based on the description and why?

ey /&/@é;
J 4

27. Who do you think is most likely to support this organization?

28. Money generated from the Florida Ag Tag program goes to support Florida Ag in the Classroom. How does this make you feel?
¢ jmf)("{ 7/ gl d ] Ndrded - %7/ ity mogd 32eo/d 4}'7///‘3//[),474
( | ,<

v

29. Knowing that the proceeds of the Ag Tag go to Florida Ag in the Classroom, does this affect your preference to buy an Ag Tagin
any way? (Circle one of the following)
N
es No

30. Is buying an Ag Tag more or less acceptable than other means of supporting Ag in the Classroom? (Circle one of the following)

Yes @%ﬁ, No

//

Monetary by direct donation_- Volunteer time -~ gut local classrooms and talk about my farm orbu%sv
Other: T

32. What other types of fundraisers would you suggest implementing statewide to provide additional support to Florida Ag in the

Classroom? . J p , )
LL‘L(:@(/(D MJU wwﬂ'm A Ao Lo O Seendagio
&% ML@{’ A (J&AMJM paV 4 // ﬂ

33. Who do you think should be the target audience of Ag in the Classrooms campaign to increase Ag Tag sales? Why?

‘H/\L (Pndlime /Llu/w/m 44;{“(( [l (72/%

34. What communication channels should Ag in the Classroom use to reach the target audience you suggested? (Examples: Print,
radio, tv, social media, email?)

Soasd_m2diz ; M’u()?é/% At o

35. Who do you think is most likely to buy Ag Tags? Why?

i 7 / / eLf. 7 p
Z&wﬂm// : wﬂ Lo~ a /5 '(L%' A 7/ " #» [/?awm ) 74%(,/4M d%ﬁw;i«/_
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CENTER FOR PUBLIC ISSUES EDUCATION IN AGRICULTURE & NATURAL RESOURCES
& FLORIDA AGRICULTURE IN THE CLASSROOM
PRODUCER SURVEY

1. County of Residence: <[_:7, / ’:”/”’ // /o 2. Occupation: : <—(/ /%’}Mﬁ?/

7

3. Have you ever bought a specialty plate? (Circle one of the following) @ No

4. If you answered No to question 3, why have you never bought a specialty plate?
Seepozel Lo g
77 174

5. If you answered Yes to question 3, which specialty plate(s) have you purchased?

o g . L
Gt

6. If you answered Yes to questions 3, why did you buy a specialty plate?

ﬁ S AL 7 7 Aw L0527 S 7 41 / }é/ s”//f/ xSttt At T 41’
BT W P R § J zF
L/%’//’V(/ S ’)é/ S &€

7. How do you feel about having the option to buy specialty license plates?

T 4le HHeo {/7[7(.‘_//“75

8. What things do you think influence the decision of people like yourself to buy a certain specialty license plate? (Circle one of the

following)
Hobby friends Alicgiance upport a group_ ) Other:

9. What barriers prevent people like you from buying a specialty license plate? (Circle one of the following)

Money "~ Time/convenience on’t st.;pport any of the specialty plate groups orcauses Other:
Anya atyplaies

10. What comes to mind when you hear the words Ag Tag?
Friveiole o5 /;481

11. What do you think the phrase Ag Tag is referring to?

<;L/ﬂ/)/"/7/ ()7Z /‘ixu
A Y

Here is a picture of the Ag Tag. Please take a moment to look at it.




———
12. Have you seen this license plate before? (Circle one of the following) @ No
13. How do you feel about the Ag Tag?

Lot e

14. What do you like about it?

4L o /Z / (71 6/,////],/77/)4

15. What do you dislike about it?

16. What do you think is the purpose of this Ag Tag?

?”/u/f ‘/[—’ s//?/u/:/’:hf vij‘/ /\73 (A // SLL2zpe ] 2 /317(%;//

’ /4 S N il ,/21/1%“‘
d 7 J
17. What do you think the money generated from this Tag supports?

//-;Zg* ‘N (Voss oo mn

18. What audience(s) do you believe the Ag Tag is trying to reach?

é-/"//‘/!f‘ = _[ro /7%"/%'/)/& Sreeidc T a0 gde.e
§ J 7 7 J 7

19. Who do you think is most likely to buy this specialty license plate?

A() AR (yyn (o
20. What barriers have prevented you from buying the tag? (Circle one of the following) T2 ou (’('(/k {\ { 7/_ /

Money Interest in alternative plate (i.e. FFA) Farm truck tags Appearance Other:

21. What comes to mind when you hear Florida Agriculture in the Classroom?

'.nJr/Aa"zcj 1,//4,4,/'1? bids S g luzs oo m

22. What do you think is the purpose of this organization?

— variV. //D/"/J? Ll pac

23. What audience(s) do you believe this organization is trying to reach?

Jes {/{ s T’iz;/?//" S vt ‘4’/ 4? ;
24. Who do you think is most likely to benefit from this organization?

i
Luled y g e

Florida Ag in the Classroom is a nonprofit organization that develops and trains teachers and agriculture industry volunteers in its
agriculture curricula and materials, which they in turn use to educate students about the importance of agriculture.
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It also provides grant money to teachers and volunteers for projects that teach students where there food comes from, and the
important contribution Florida Farmers make to their communities and their state.

25. After reading this description, what thoughts come to mind about Florida Ag in the Classroom?

[: I"/v’ #ﬁ_(? T B AL sl 7 £
A /l B v

26. How likely would you be to support this organization based on the description and why?

/;{'/f// i‘/l 4 /‘//'Q S &0 ¢

27. Who do you think is most likely to support this organization?

Ao /a

<
°© J

28. Money generated from the Florida Ag Tag program goes to support Florida Ag in the Classroom. How does this make you feel?

@ éﬂ/‘ 2. 7Z /

29. Knowing that the proceeds of the Ag Tag go to Florida Ag in the Classroom, does this affect your preference to buy an Ag Tag in

any way? (Circle one of the following) ; 6( e, ‘]L /
Yeep AU T,

30. Is buying an Ag T@r less acceptable than other means of supporting Ag in the Classroom? (Circle one of the following)

> No

31. What other ways you would be willing to support Florida Ag in the Classroom? (Circle one of the following)

e
Monetary by direct donation Volunteer time @cal classroo\mﬁnd talk about my farm or business

Other: I

32. What other types of fundraisers would you suggest implementing statewide to provide additional support to Florida Ag in the
Classroom?

33. Who do you think should be the target audience of Ag in the Classrooms campaign to increase Ag Tag sales? Why?

Al ac 7 g A el )/t/ 2 IS
7 7 T * / / (4

34. What communication channels should Ag in the Classroom use to reach the target audience you suggested? (Examples: Print,
radio, tv, social media, email?)

<SwCiol / s d@)

35. Who do you think is most likely to buy Ag Tags? Why?

A Decpls
SN




CENTER FOR PUBLIC ISSUES EDUCATION IN AGRICULTURE & NATURAL RESOURCES
& FLORIDA AGRICULTURE IN THE CLASSROOM
PRODUCER SURVEY

1. County of Residence: :PO\S (‘.0 2. Occupation: Salgg t m(lfwﬁﬂé'

3. Have you ever bought a specialty plate? (Circle one of the following) Yes No

4. If you answered No to question 3, why have you never bought a specialty plate?

5. If you answered Yes to question 3, which specialty plate(s) have you purchased?

f\o\ pla te

6. If you answered Yes to questions 3, why did you buy a specialty plate?

Becaunr My husbands chmAl[m is inYhe Timber, Cibus
And _cattl€ AnDuS‘rw )

7. How do you feel about having the option to buy specialty license plates'r‘

T like 4o show support gnol alad We don
Nave  pphons

8. What things do you think influence the decision of people like yourself to buy a certain specialty license plate? (Circle one of the

following)
Hobby Friends Allegiance. Support a group Other:

9. What barriers prevent people like you from buying a specialty license plate? (Circle one of the following)

one ' Time/convenience Don’t support any of the specialty plate groups or causes Other:

10. What comes to mind when you hear the words Ag Tag?

Ag in +he Class raovn

11. What do you think the phrase Ag Tag is referring to?

flo culbre in Flomde

Here is a picture of the Ag Tag. Please take a moment to look at it.




12. Have you seen this license plate before? (Circle one of the following) No

13. How do you feel about the Ag Tag?

—

1 (ke dhe design and feel prowet

14. What do you like about it?

e eloe

15. What do you dislike about it?

dhe tooyine  — Veep o roibe Green

16. What do you think is the purpose of this Ag Tag?

SupLport if\@f( Cu fwre

17. What do you think the money generated from this Tag supports?
Qo poarams
whk ¥ J
18. What audience(s) do you believe the Ag Tag is trying to reach?
G ncatns & Torm Fumad
AcaAns & LL©
19. Who do you think is most likely to buy this specialty license plate?

People In the flg industrwy

20. What barriers have prevented you from buying the tag? (Circle one of the following)

None

Money Interest in alternative plate (i.e. FFA) Farm truck tags Appearance Other:

21. What comes to mind when you hear Florida Agriculture in the Classroom?
. D H —t i 3 c ) -
Locatnm Yor Kids 1p €U goowt NASHiu~
22. What do you think is the purpose of this organization?

To_ Pomdi< HMondar  fan ultwe
“Imfi;lbm?) v Thuweate

23. What audience(s) do you believe this organization is trying to reach?
— : e m
(‘/Q{\gu/m@rs v \lachers A
24. Who do you think is most likely to benefit from this organization?

school ¥Kids

Florida Ag in the Classroom is a nonprofit organization that develops and trains teachers and agriculture industry volunteers in its
agriculture curricula and materials, which they in turn use to educate students about the importance of agriculture.

2



It also provides grant money to teachers and volunteers for projects that teach students where there food comes from, and the
important contribution Florida Farmers make to their communities and their state.

25. After reading this description, what thoughts come to mind about Florida Ag in the Classroom?

“Themed _BraXs

26. How likely would you be to support this organization based on the description and why?

Very l/'{\ub} ‘

27. Who do you think is most likely to support this organization?

Flonde Yarmes + Tnpuckuy (€p5

28. Money generated from the Florida Ag Tag program goes to support Florida Ag in the Classroom. How does this make you feel?

AR
)

29. Knowing that the proceeds of the Ag Tag go to Florida Ag in the Classroom, does this affect your preference to buy an Ag Tag in

any way? (Circle one of the following)

30. Is buying an Ag Tag more or less acceptable than other means of supporting Ag in the Classroom? (Circle one of the following)
.
31. What other ways you wouid b2 willing to support Florida Ag in the Classroom? (Circle one of the following)

Monetary by direct donation Volunteer time Visit I‘ocal classrooms and talk about my farm or business

Other:__)OM {Y\w('f‘l’va.- “Teachers

32. What other types of fundraisers would you suggest implementing statewide to provide additional support to Florida Ag in the

Classroom? On UY\-( 5‘\—0({/

33. Who do you think should be the target audience of Ag in the Classrooms campaign to increase Ag Tag sales? Why?

Teachers = o by into the progmm

34. What communication channels should Ag in the Classroom use to reach the target audience you suggested? (Examples: Print,
radio, tv, social media, email?)

paink - Cmair

35. Who do you think is most likely to buy Ag Tags? Why?

comd 0% WW\ 14
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CENTER FOR PUBLIC ISSUES EDUCATION IN AGRICULTURE & NATURAL RESOURCES
& FLORIDA AGRICULTURE IN THE CLASSROOM

PRODUCER SURVEY
- , | .
1. County of Residence: H'\ 1S b@Y@UC\l \ 2. Occupation: /Ll %) ’ J{)}"’ﬁ@ (oM
3. Have you ever bought a specialty plate? (Circle one o;‘tf)e following) @ No O g%}( ‘Sﬂf@id"

4. If you answered No to question 3, why have you never bought a specialty plate?

5. If you answered Yes to question 3, which specialty plate(s) have you purchasgd?
iyeh Cj\ ¢ and L Lng (%’kal of Centxal Elovida

&

6. If you answered Yes to questions 3, why did you buy a specialty plate?

FIW%%\\J{( ULL, th ’F(uw\tj an(“'f d&u’\gh%( went 4y UCE.

7. How do you feel about having the option to buy specialty license plates?

T ke Tl SO ‘Jij p\aJ(ec;.

8. What things do you think influence the decision of people like yourself to buy a certain specialty license plate? (Circle one of the
following)

_—

Hobby Friends Allegiance  ( SW&h) Other:

9. What barriers prevent people like you from buying a specialty license plate? (Circle one of the following)

v 2 ¢ :
(Money - Time/convenience Don’t support any of the specialty plate groups or causes Other:

10. What comes to mind when you hear the words Ag Tag? = N : o
o  license pl a-+e O DS TNG r{c ribusines S,

5
A
- N}

11. What do you think the phrase Ag Tag is referring to?

Soo  0s adoae.

Here is a picture of the Ag Tag. Please take a moment to look at it.




12. Have you seen this license plate before? (Circle one of the following) Yes - No

13. How do you feel about the Ag Tag? 7 _
T il s fne.

14. What do you like about it?

T | Ke the phiew  davictue  Yeps
e de,  Alvodn . ) ‘

15. What do you dislike about it?

P@%w(\a/ Coqllu
&) &)

16. What do you think is the purpose of this Ag Tag?

10 poweto  Roviceue e H sdab of (londa.

17. What do you tr;ink the mopey genefated from ‘this Tag supports?
Ao, o e ClassmoM
18. What audience(s) cQ) you believe the Ag Tag is trying to reach?
lo, oupluees, (@ncers, Ao Aoﬁudw
19. wm(a doyan Sirk I moskilirto aythisspediiity fcensepiate?

SOUML (4 Gbole

20. What barriers have prevented you from buying the tag? (Circle one of the following)

Money Interest in alternative plate (i.e. FFA) Farm truck tags Appearance Other: (7 &C/ ﬁ
ha L( CLHUTY
21. What comes to mlnd when you hear Florida Agriculture in the Classroom? - )L( { CL —} Y ) CL‘I'Q——
e | ey | S (n class —eachine 0 r

22. What do you think is the purpose of this organization?

b _leach woung Childe 10w thow food

COWg o €8 34 .

23. What audience(s) do you believe this organization is trying to reach?
e Leimu ntay aqe students-
24, Who do you think is most likely to benefit from\ti'u)is orgamzatlon?
SaxU QS afodve.

Florida Ag in the Classroom is a nonprofit organization that develops and trains teachers and agriculture industry volunteers in its
agriculture curricula and materials, which they in turn use to educate students about the importance of agriculture.
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It also provides grant money to teachers and volunteers for projects that teach students where there food comes from, and the
important contribution Florida Farmers make to their communities and their state.

25. After reading thi§ description, what thoughts come to mind about Florida Ag in the Classroom?
Sesades ld RS - deachn % PR (S v: € ¢ la.ssiooM.

T

26. How likely would you be to support this organization based on the description and why?

1 feel dhis 1s o worthole O\f(&(w&?c&h’ovw

27. Who do you think is most likely to support this organization?

anchos, froowe  pacents deaclacs

28. Money generated from the Florida Ag Tag program goes to support Florida Ag in the Classroom. How does this make you feel?
“The Specia ity Jra@ oy ts @ uov+\mgx V4
X0 ek . OTTnes a cmw Jm\m

29. Knowing that the proceeds of the Ag Tag go to Florida Ag in the Classroom, does this affect your preference to buy an Ag Tag in
any way? (Circle one of the following)
Yes @

30. Is buying an Ag Tag more or less acceptable than other means of supporting Ag in the Classroom? (Circle one of the following)

@ No

31. What other ways you would be willing to support Florida Ag in the Classroom? (Circle one of the following)

Monetary by direct donation @ Visit local classrooms and talk about my farm or business
Other:

32. What other types of fundraisers would you suggest implementing statewide to provide additional support to Florida Ag in the
Classroom? -

For e vho chat wish 4o puchese o llwage p@Q lorcau e
SUNTIN GV\MG;\\U&\ ade. opathod Plade, ~ Malle. donabdis an gehon  when
I UwO\“%ghomd\) s . Hold @ e 4D Checl o dowm\u\;m | QMo

33. Who do you thin be the target audience of Ag in the Classrooms campaign to increase Ag Tag sales? W

‘P(_ODI{ oo ol T AW \r\(\v\gu\JN‘(e business and %L\CJQ
YW meoY\V\u WG, 1 SYlovidas

34. What communication channels sho£1>d Ag in the Classroom use to reach the target audience you suggested? (Examples: Print,
radlo tv, social media, email?)

W\M/ e ({WS ot hiowe Aou s.Chool and &ou(ﬂ V\L@dk’@)
\QLC(M\QO A (S wwﬁ \\wwymb\ .V) aSgell &S Y

35. Who do you think is most likely to buy Ag Tags? Why?
Fayoeys  (anchec ?Menj& . toCkece Ty afe
uaeieedod 1y, < wppcﬂwid) \N(Jm alDe p,  Elocida .
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