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The success of every business venture depends upon its ability to earna profit ' Agricultural ventures are no exception to this basicprinciple' The last decade has seen a steady decline in agribusinegs,ability to operate at a profit. Duindling markets, uncontrollableproduction cost and competition from producers in other siates and foreigncountries lead the list of reasons for the decline. uuny 
-iurr.ru 

haveIost even their ,abiiity to secure production financing. liorth carolinahas an abundance of produltion resources and quite williig fiooucers whowiII be able to remain in business only if'frofitabrliif 
"in u. returnedto farming.

Llhiie millions of dollars have been spent on production research, suchresearch tends to increase supply but does nothlng for demand. sinceagriculture is quite susceptible to ine taw of supply and demand, we mustfind ways to balance out increaslng supply with increasing demand. rnyears past when the volume of production ,"r'mor" balanced ,iin availablemarkets, our marketing effoits were more service oriented. t{hi}e thesestrategies contlnue to serve us well, new and expanded markets must be ourtop priority.

Reailzing this need led us to request funding from the GeneralAssembly to support an organized, multi-faceted program to expand marketsfor North carolina agricultural products, - -Th; 
I9g5 Geneial Assemblyauthorized funding for market development and required u r"poii on theseactivities in section I33 of chapter 419 of trre tggs session riws.

I EACKGROUND

II PREVIOUS MARKETING STRATEGIES

The Division of Marketing is basically service oriented, providingfarmers and the agricuttural community wiih assistance in marketing theirproducts, and in creating new outlets for those products. There are twoprimary functions of ihe oivision of Marketing--service, and grading andregulatory. Many of the services rendered UV the division are on arequest basis' 0ther services include interpreting and ""rtiiiing"rt.official grade of farm products according to prescribed standards. Thisis handled strictly on a voluntary 'basii and is supported from feescollected for the service -v vgr!'vt e\

A. GRADING AND REGULATORY

The North carolina Department of _Agriculture provides grading to bothproducers and proceseors on a number of -commoditiei. 
ir,ir iermits theofficiat usDA Grade Mark to be applled througt 

" "ooperative arrangenentbetween NCDA and usDA. products include grain, poultry, frults and
a
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vegetables and red meats. Products under these various groupings will be

gria"a on a fee basis and pald for by the user. The Williamston grading
offic., located centratly in the peanut and vegetable production area of
the state, serves as headquarters tor the temporary fieid based grading
work force. Grain graOing offices are Iocated in Bonlee, fayetteville,
Greenville and Rateigh. itr. regulatory phase of work consists of
enforcing the provisions of the following: I) North Carolina Egg Law; 2l
North Carolina Apple and Peach Labeling Law; 3) Apple l'laturity
Regulations; and, 4) United States E99 Surveillance Act'

B, SERVICES

This phase of work is organized under the heading of Market
Developmenl and includes the following prograns: t'larket News; Domestic
and International Trade; Horticultural Crops; Livestock; Grain, Cotton and

Transportation; and, Tobacco. Service work also includes an Engineering
erogrim and three state-owned Farmers Markets Iocated in AsheviIle,
Charlotte and Raleigh plus the Vestern North Carolina Agricultural
Center. The latter inituals the Horse Arena. The Earmers Markets and

Horse Arena all operate on a user fee basis. The Bngineering Program is
also included among available services.

The Market News Program accurately coIIects, analyzes, summarizes and

disseminates market information (prices, supply, demand and conditions) on

aII major agricultural corunodities in North CaroIina. Dissemination 1s

through daily radio programs, Market Newsline on educational television,
toll iree teliphones and printed weekly and seasonal reports through the
mail.

personnel within the Domestic and International Trade Program are
avai Iable to help producers and processors Iocate buyers, identify
potential marketing ireas, develop ne!, uses for products, promote products
at trade, food and consumer shows, design new packaging and promote
producrs through radio, television and newspapers. This program is also
responsible for the "Flavors of Carolina" and "Goodness Grows In North
Carolina" campaigns.

The objective of the Horticultural Crops Program is to assist the
North Carolina horticultural industry to obtain the best market for their
products. Growers are assisted in marketing through harvesting, grading,
iransporting and promoting their crops. The program also administers the
Handler 's Law.

The objective of the Ltvestock Program is to assist the livestock
industry of North Carolina in the orderly and profitable marketing of
Iivestock and Iivestock products. This includes dairy and beef cattle,
swine and sheep with the additional objective of improving guality and

nrarketabi t ity of the product and income for the producer . These
objectives aie accomplished through working with various segments of the
industry, including producers of both purebred and commercial animals,
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livestock market operators and packrng plant operators. The Livestock
Program also conducts grading services for slririe sales withln the state ona self-supporting basis

The Grain, Transportation, Cotton and Cooperatives program covers abroad area- Grain producers, buyers and processors are provided, onrequest, information and assis[ance re]ative to quality contiol in the
larvggtinv, drying, handling, storing and processing of grain. Economicfeasibiiity studies are made to determine the need for ni, or expandedmarketing, storage and processing facilities. rn regard totransportation, information and assistance is provided to public carriersin developing rate structures that wiIl aIlow the shippeis and receiversto better serve the agricultural interest of the state. Information andassistance is provided in developlng cotton marketing procedures andcriteria which wr11 enable the producer to maintain the inhlrent qualityof the cotton as it enters the domestic and or export market. finallylthis program also provides the technical asslstancl to aiI interestidgroups deslring !o form cooperatives. North Carollna statutes require
annual reports be filed reporting the status of cooperatives. These arefiled ln the Division of },tarketing.

The Tobacco Program responds to requests for infornatlon relative toaII facets of the tobacco program. tobacCo sales data is, collected fromall markets and each of the 190 auction warehouses annualIy. The TobaccoBuIletin is prepared containing aII major statistlcal data annualIy.-
The Division of Marketing also houses the tdr"" state-owned FarmersMarkets. Markets are Iocated in Asheville, Charlotte and Raleigh. eifthree markets operate on a fee basis, providing facilities for farurers tosell fruits, vegetables and other farm produits. Facilities are providedfor both trholesale_and retail operations. These markets contact buyersrnforming them of products available. In addltion, the ltlestern NorthCarolina Agricultural Center, Iocated near AsheviIle, houses the HorseArena, attractrng events fron across the natlon. This facility is alsofee supported.

The Engineering Program provides assistance to the North Carolinaagricultural industry through consulting with, and making recommendationsto, clients concerning better rrethods and facilities foi the handling,process.ing, storing and marketing of agricultural products to achievegreater efficiency and quality control.

III - EXPANDED MARKETING STRATEGIES

A. IJHAT THE GENERAL ASSEMBLY PROVIDED

The General Assembly provided additional funds for personnel
operating support for developing new and expanded marketsCarolina agricultura] products.

and other
for'North
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a The total funds appropriated amounted to $429,060. 0f this amount

S8g, IB5 was for equlpment such as a needed garbage truck for the Vestern
North Caroiina Farmers Market, dgricultural equipment for the llestern
North Carolina Agricultural Center, renovation of the test kitchen and

office furniture and equipurent for three new positions. For the 1986-87
f iscai year the program l,ras continued at 5347,38I.

Three nehr positions that uere allocated were an Agricultural
Development Representative and two Agricultural Marketing Specialists.
The tr^ro Marketing Specialists were employed in September and 0ctober. The

Agricultural Development Representative reported to work on March 3, 1986.

B. PROGRAM ELEMEN?S

1. "Flavors of Carolina" is a new marketing concept where ue take our
prooucts to a target audience with decision making responsibility for
Luying. This program was started in 1982 here in Raleigh on very ]imited
funOs. tt was first tried out of state in Cincinnati,Ohlo, in 1983, by
targeting the tri-state area of 0hio, Kentucky and Indiana. The next out
of state "f'lavors of Carolina" rllae conducted in Philadetphia on April 16,

1985, and ApriI L7, 1985, in Columbia, Maryland. llere we reached the
metropol itan areas of Phi Iadelphra, Baltimore and lrrashington, DC.

The program is designed by surveying agricultural processors, packers,
shippers and other agribusinesses to determine uhat cities they think
tneii products have the greatest market potential. Once the survey is
completld, "Flavors of Carolinan receptions are scheduled for a specific
plale and date. Major chain store buyers, convenience store buyers,
institutional buyers and brokers are lnvited to attend the function. The
"Flavors of Carolina" reception is usually held from 5:30 p.m. to 8:00
p.m. wirh from twenty to thirty-five North Carolina exhibitors
lprocessors, packers, shippers, etc.) displaying their products from North
Carolina in a well planned, professional manner, usually giving at^,ay

samples . Heavy hor d'oeuvres are served featur ing North Carol ina
products. only buyers and seI lers are permi tted to attend, giving
dedicated time for sellers to meet buyers. The people exhibiting are
prepared to write orders on the spot as sales are finalized. Immediate
ioIlow-up is necessary to seeure additional sales contacts. Buyers have
been very complimentary of the program becauge it exposes them to so many

di.fferent products in such a short period of time.

The sel)ers participating in the "F1avors of Carolina" receptions have
been a good representation of North Carolina agricultural commodities.
For example, dt past receptions we have had such products represented as
chickens, eggs, turkeys, corn meal products, fresh pork, country ham,

cheese, mountain trout, wine, peanutsi Seafood, apples, tOmatoes, Sweet
potatoes, jam, jellies, hot sauces, honey, snack toods, ducks, etc. The
sellers have reported some successful sales and are very pleased to be
able to participate in the program. Participation is based on a first
come tirst serve basis with no more than 10 percent of any specific
product represented.
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The additional marketing funds have permitted this successful program

to be expanded. This fiscal year, five "Ilavors of Carolina" receptions
hrere planned as follows: November 7, 1985, Charlotte, NC; January 14,
I986, Jacksonville, FL; January 16, 1986, Tanrpa, FL; ApriI 23, 1986,
Atlanta, GA; and, AprLl 24, 1986, Birmingham, AL. The latter two have not
taken place at this writing.

The three "FIavors of CaroIina" receptions held in Charlotte,
Jacksonville and Tampa cost approximately SI9,000. ?hese three functions
assisced fifty companies in exposing North Carolina products to 565 major
buyers. Sellers of these products are reluctant to report sales because
oi the confidentiality of private enterprise, but tlrenty respondents to a
survey have reported 53,353,100 in sales over the next twelve months wtth
projected sales for the fitty companies estimated at 14 million dol}ars.

2. Trade Shows - The purpose of trade shows is to introduce North
Carolina agri.cultural products to buyers in other states and foreign
countries. In some cases, North Carolina firms rent booth spaces and
sometimes they wiIl work out of booth space operated by the North Carolina
Department of Agriculture. Certain shows are appropriate for specific
commodities while other shows are suited for aIl commodities. Buyer
contacts are nrade by Marketing Specialists and specific trade leads are
referred back to North Carolina firms or producer groups for follow-up and
successful sales. Buyer contacts that are made at shows are placed in a
computer and are cataloged by commodity and location for future use when
inquiri.es are received frorn North Carolina tirms seeking a market for a
specific conrnrodity. Our participation in some domeetlc trade shows are
scheduled ln strategic areas to research the potential for a "F1avors of
Carolina" reception and serve as a recruiting tool for buyers.

Statistical information available through the National Association of
Exposition Managers indicates that direct cost per trade show visitor
versus sales cost is $89 versus 5209. It takes 5.I calls to close a
direct sale and.8 calls to close a trade show lead. Sixty-three percent
of attendees purchase as a result of a trade show, 55 percent place orders
by telephone and 22 percent piace orders by mail.

The expanded marketing funds are permitting the staff to participate
in thlenty trade shows of which seven are remaining on the schedule. The
domestic shows are ae follows:

Aug.
Aug.
Oct.
0ct.
Oct.
Feb.
March
March
April
April

L9-2T,
I8-20,
19-23,
26-29,
27 -29 ,

16-19,
2- 4,

I6-I9,
13-15,
26-28,

1985
1985
I9B5
I9B5
r9B5
I98 6

I 986
I98 6

I 986
19 86

South East Petro
Georgia Restaurant
Product Marketing Assoc.
Maryland Food Dealers
Florida Food Dealers
United Fresh Fruit & Veg.
East South Restaurant Show
National Grocers Assoc.
North East Food Service
Tennessee Food Dealers

Charlotte
At I anta
San Francisco
Ocean City
Or Iando
New 0rleans
Washington
New 0rleans
Boston
Nashvi 1 I e
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The international shows are as follows:

National Restaurant Assoc.
South Carolina Food Dealers
Pennsylvania food Dealers

US International Food Show
Canadian Fruit Vholesale
Middle East Food Exhibition
Tokyo Food Exhibition
US Products '86
US Food Exhibition
Hotel and Food Asia

May
June
June

Dec. 4- 6,
Jan. 26-28,
Feb. 22-26,
March I0-I4,
March 24-28,
May 6- 7,
May I3-16,

i7-22,
7-10,

15- l7 ,

19 B6
I 986
I 986

Chicago
MyrtIe Beach
Phi Iadelphia

Los Angeles
Calgery
Bahrain
Tokyo
Taiwan
Hong Kong
Singapore

I 985
I 986
I 986
1986
I9 86
I 986
I 986

Thus far our expenditures in the trade show area have been
approximately $43,000. \rle have exhibited I06 products from 62 companies
in the state. Our primary emphasis at these shous has been to market neu
products and the response has been overwhelming. In some situations we

created more demand than ue have supply. I,Ie also try to highllght our
traditional agricultural crops and expand existing markets for these
coinmodities.

We strongly encourage company representatives to attend the
exhibitions but when financial restraints prohibit, we exhibrt for them.
Companies view our state booth as a tremendous opportunity for then in
that they can receive excellent exposure for their products at a minimal
expense.

Sales resulting 1n an average thirty-day period following an
exhibi tion were estimated at 5586,000 . PreI iminary twelve-month
projections are $6,500,000 1n North Carolina products. Although all
figures are estinrated and confidential, we feel these are on the low side
and anticipate uruch higher figures if other anticipated sales materialize.

3. (a) The Agricultural Development Representative positlon has been
filled by J. Bryan Smith, Jr. effective March 3, 1986. He brings to the
work a reputation established by contacts throughout the nation and with
nrany foreign countries. He is recognized as bei.ng one of the best
agrrcultural industry recruiters in the United States.

There are several paramount reasons why agribusiness/food processing
is rmportant, for North Carolina. It creates neu and expanding markets for
our farm comrnodrties. Agribusiness furnishes steady grohrth and has
exhibrted near lmmunity to fluctuations in business activity and develops
more opportunity for the labor force in our state. The productive
agricultural areas of our state, coupled with geagoned and willing
f armers , serve as enormous sources ot raw products. l,Ie are ideal ly
situated to Iarger populated consumer areas of our country which minimizes
distribution costs. At the same time, markets for food products are
expand i ng .
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The fact that North Carolina has unusually strong programs to attract
alI types of industry makes it easier to refine a program to attract
agribusrness industries. !lith more than one-fourth of the nation's
consumer dollar going for foods, beverages and related products, it is
easy enough to Justify increased activity to attract agribusiness
industry. Several rnajor agribusiness industries are considering North
Carolina for location presently. ModeI studies of costs, including labor,
transportation, utilities and taxes will determine Iocation decisions.

hlorking with all state agencies for maximum productivity wilI be a
prlme objective of this program. The Department of Comnerce has primary
responsibility for ne!', industry growth. our department wants North
Carolina to receive every opportunity for agribusiness to grohr. It has
been over five years since North Carolina located a new agribusiness
rndustry. Conferences have been held between Conmissioner Jim Graham and
Secretary Howard Haworth to estabi ish lines of commqnication and
cooperation between the two departments. Additional conferences have been
heid between the 0irector of Marketing, the Assistant Secrelary of
Comrnerce, bJhr te Uatkins , and AIvah Ward, Director of Economic
Development. At these conferences specific methods of cooperation have
been discussed and agreements reached on ways and means of working
together to accomplish goals and benefiting the people of North Carolina.

(b) Institutional Sales - The number of meals served outside the home
lias i.ncreased tremendously over the past several years. FasE food
establishments, restaurants, schools, hospitals, penal institutions,
nursrng homes, youth camps, etc. are examples of institutions that are
using a large percentage of our agricultural products. For example, a
state-owned hospital with 3,000 patients will serve approximately I0,000
meals per day lncluding those meals eaten by support personnel. It is
imperative that North Carolina agriculture gets its share of this
bus i ness

The marketing specialist working in this area is developing a program
already showing results. One of the first projects was to develop a set
of institutional specifrcations on poultry products that have been
approved by the United States Department of Agriculture. These
specifications now permit state institutions to bid on a competitive basis
and a turkey processor is now getting his product into the
Charlotte-Mecklenburg school system as a result of these speciflcations..
Exhibiting in institutional trade shows is proving to be a valuable tool
in nraking contacts to get our products into these markets. An example of
these results is one North Carolina flrm that has made a contract with a
national chain that has put his product in eighty-tlro restaurants. 0ther
activities include working wi.th restauranl chains encouraging them to
include North Carolina items in their [renus such as serving ralr sh,eet
potaEoes in salad bars. Exaurples are Golden Corral, Red Lobster and K & !l
Cafeterras. A firm that processes and freezes fruits and vegetables is
nold selling to the North Carolina Department of Correction and the
Mecklenburg Schoo} System.



D
This marketing specialist has also assisted the staff in the Marlne

Fisheries Division of Natural Resources and Community Development in
marketing some seafood. Assistance tas given to Mid-AtIantic Smoke llouses
in getting seafood into the Big Star and Farm Fresh chains.

The results of this area of work have been very encouraging thus far

iHnr:; nl;rrln.tcipated 
that many additional returns wiII be reaped as rhe

(c) The Marketing Specialist for promotion of North Carolina
agricultural products has developed a new promotional program known as
"Goodness Grows In North Carolina.' The purpose of this program is to
increase consuner ardareness of North Carolina agricultural products. The
"Goodness Grows" logo is also to serve as a seal of quality indication to
the consumer that the products which bear the logo on its label exceeds
nrinimum USDA or NCDA requirements.

The logo has been registered with the Secretary of State in order that
its use can be controlled. It wiIl permit Marketing Speclalists to
promote specific products rather than having to promote generic products.
Once a firm makes application and ls approved for use of the logo, the
tirm can then print the logo on their label as representing a specific
hiqh quality product. The process of identifying and approving products
has begun. Guidelines have been established, agreenents written, sales
presentations developed, etc. The Iogo and "Goodnesg Grows" program are
now being introduced to media and retailers. Details of an advertislng
campaign are being finalized with the help of a major media blitz
scheduled for May, 1986.

Once the program is in fuli swing, shelf talkers can be placed in the
grocery stores to point out to the consumer that a particular product i3 a
North Carolina product and will result in consumer awareness.

The "Goodness Grows In North Carolina" program will serve the citizens
of North CaroI ina in the f oI }owing lrrays:

I. Creates awareness and visibility of North Carolina
produced products.

2. 0ffers a short, catchy and memorable marketing slogan.
3. Projects a positive, visual image of North Carolina agriculture.
4. Provides a cost-efficient promotional program.
5. Promotes continual exposure in electronic and print media.
6. Impacts on state, national and international markets.
7. Promotes pride in North Carollna agricultural pqoducts and our

her i tage .

8. Reinforces current marketing efforts for products.

Even though the marketing programs described in this report , are nerr,,
they are being developed at a fast pace and the initial results are verypositive. It is believed that when they are fulty developed and in fuIl
operation, they wi I I be recognized as being a part of the best
agricultural marketing program in the United States, resulting in higher
sales of our agricultural goods--both in volume and value.




