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tired of being attacked?
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the research

A Maslansky Luntz + Partners
ol ndés what you say,
hear 0
I Experts in finding the messages that
build trust
A Research to learn more about
what consumers want to
hear

I Discussions with farmers, ranchers,
and opinion elite consumers across
the country

I Survey of 1,200 consumers, opinion
elites and food communicators
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* Size of word corresponds to how many times the topic
was mentioned across all 3 influencer sessions




old arguments fall flat

A TODAY, influencers are focused on higher -level
concerns like food quality and long -term health effects

you say they hear

OWe dondt know
SAFE antibiotics, or hormones are
: safeinthelong -t er mo

AFFORDABLE ,
qgual i ty?o

OWe have an atft
ABUNDANT food, and 1tds
" Americads heall




old arguments fall flat

Communicate as if everything
all farmers and ranchers do is
100% perfect

Acknowledge that there is
always room for improvement

Talk about using less: less
land, water, resources
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Focus on improvements your

audi ence i sno6t aTsilkriyougexamples tot
(safety, affordabillity, . address their real concerns
abundance, feeding the world)




The Credibility Gap

you say they hear

Our methods are benlgn ahd for the Your methods tamper with nature
common good

| Atwhatcosttoquahty’?
We keep food affordable A two-tier food system where only the rich

can afford quahty food’?

: No they re not and those that are are
Most farms are family-run
beholden to b|g ag

We care about our land and animals You WI|| take proﬂtable shortcuts |f you can

We NEED to produce more to FEED the You WANT to produce more to SELL to the
world world

We need a secure domestic food supply You want subsidies and lax regulation

Our methods are proven safe and safety is Pesticides, GMOs, antibiotics and
our number-one priority : hormones might not be safe in the long run
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they like you

A Audiences are favorable toward individual
farmers and ranchers

What i1 s your attitude towar ds:e

75%

21%

5%

The farmers and ranchers who grow and raise food

E Favorable (Top 2) ONeither B Unfavorable (Bottom 2)
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What is your attitude towar dseé

75%

The ways food is grown and raised  The farmers and ranchers who grow and rai
food

B Favorable (Top 2) O Neither B Unfavorable (Bottom 2)

MaSIanSky Survey, OCtOber 2011 y *»U.S. Farmer;*@l Ranchers Alliance *
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+ They believe big business controls most of the farms and
ranches in this country

Thinking about farms and ranches that provide the food in America today, what
’ percentage would you say areé

Total

= Owned or
controlled by
big
corporations

® Family owned
and run

MaSIanSky Survey, OCtOber 2011 ~»U.S. Farmers*@'l?anchers Alliance *
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+ Theyor e ¢ oneerythiegadve dob o ut

Al 6m
Extremely or Very aware of
Uncomfortable this
met h o {
Supplementing naturally occurring animal 5504 20
hormones
Using pesticides on crops 49% 1%
Administering animal antibiotics 48% 1%
Using genetically modified (GMOS) or biotech 43% 20
seeds
Using fertilizers on crops 26% -
Maslansky survey, October 2011 “Us. FarmersY@hanchers Allance
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n ot about
about t hel
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talk is not cheap

A Conversation is powerful
I It can change opinions
I It can enlighten
I It can inspire more conversation

Altds one of the most pow
Interactions

Productive, functional
conversation IS an art




What are the
elements of a

productive oA
conversation?
cknowledge
hare

arn Trust




4 Steps to productive conversation

wStart the wAcknowledge  wTalk about wMake it clear
conversation LIS 2 LX S & Q meaningful that you
guestions details about want to earn
and concerns how you their trust

grow food




concerns deserve respect

+ Consumers are not criticizing farmers and ranchers

+ Theyd o n 6t whanhhapgens in the food supply today, and
t hey O0r ereasosaklé quastions about something they
believe impacts their health

To the extent you have concerns about the methods conventional
farmer and ranchers wuse, what

Unintended long-term human health effects
Poor treatment of animals

Environmental harm

Unintended short-term health effects

None of these really concern me

Maslansky survey, October 2011




A Avoid defensive positions

IoWe have to do It | 1 k e
affordable food &

ol tdos necessary if
growling popul ati on &




share continuous improvement

+ You will not convince your audience their opinions are wrong
+ But discussing the future creates a space of shared interest

+ And how agriculture is continuously improving what we do
and how we do it is a universal positive

Which would you most
like to see in how
farmers and ranchers
grow and raise food for
tomorrow?

Improvement 51%
Innovation
Progress

Evolution

Dynamism

Maslansky survey, October 2011




Favorable

0=Very Unfavorable




Avoid Language Landmines

A When you talk about methods,  avoid technically - and
process -oriented language

»U.S. Farmers’ l& I Ranchers Alliance »
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Language Landmines

A Much of the language we use today to
describe methods revolves around process,

Innovation and technology
Technical words to lose & Natural words to use +

Pesticides Preventing bugs_ and other pests
s from eating crops
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Nurturing crops with nutrients at
Fertilizer and Nitrogen exactly thg right t_|me, at the right
. rate, and in the right amounts to

' make them thrive

................................................................................................................................................................................................

i Seeds that grow stronger, more
GMOs : - .
. resilient and better tasting crops
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U.S. Farmers & Ranchers Alliance

Needs You

*U.S. Farmers*@' Ranchers Alliance *
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3.1 million farm Ooperat

Can make a difference
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A Incorporate EASE into your existing social media
activities

A Register
I FoodDialogues.com

A Sign up
| facebook.com/USFarmersandRanchers

A Share the FoodDialogues and Discovery
Channel videos with your city family and friends

I http://www.youtube.com/user/usfraonline

A Tweet #FoodD



http://www.youtube.com/user/usfraonline

Join the Conversation

Jain threeMovemertn

*U.S. Farmers*@l Ranchers Alliance *
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Alabama Farmers Federation Indiana Soybean Alliance North Dakota Soybean Council

American Egg Board lowa Soybean Association Ohio Farm Bureau

American Farm Buredted. Kansas Farm Bureau Federation Ohio Soybean Council

AFR 2 YSy Qa [ S| RS NA& K7 Kansas Soybean Commission Pennsylvania Farm Bureau

AFB Youna FarmegsRanchers Kentuckv Farm Bureau Federation South Carolina Farm Bureau Federation
* U.S. Farmers ’l Ranchers Alliance*

American Sugar Alliance brGA2yFt /I GdGf SYSyY United Egg Producers

Arkansas Farm Bureau Fed. National Corn Growers Association United Fresh Produce Association

Assocof Agriculture Production Execs National Cotton Council United Sorghun€heckoffProgram

California Farm Bureau Fed. National Milk Producers Federation United Soybean Board

/GGt SYSyQa cre&df . : National Pork Board USA Rice Federation

Dairy Farmers of America National Pork Producers Council U.S. Grains Council

Federation of State Beef Councils Nebraska Farm Bureau Federation U.S. Poultry & Egg Association

Georgia Farm Bureau Nebraska Soybean Board Virginia Farm Bureau Federation

lllinois Farm Bureau New York Farm Bureau Federation Western Growers

lllinois Soybean Association North Carolina Farm Bureau Federation West Virginia Farm Bureau

Indiana Farm Bureau Federation




commonground

Conversations About Farming and Food
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What is CommonGround?

A Partnership between USB and NCGA

A A grassroots movement
I Connect consumers with the faces behind their
food

I Address common consumer misconceptions
about food and farming

L 1 Wy 1T
commonground

Conversations About Farming and Food +5. Farmers| @) Ranchers Atiance




Farmer Driven with Food Focus

A Female farmer volunteers are face and
voice of the program
I Focus on woman -to-woman conversations

I Combination of personal stories with scientific
facts

A Messaging focused on food

I Consumers want information on where food 1S
coming from -




Approach and Philosophy

A Inclusive
A Positive
A Credible

A Real
I Personal stories + Science/Evidence = TRUST

v

g e



Building CommonGround

A Media interviews Droblems & Soluf
A Presentations Foblems & Jolutions

A Social Media (Blogs, Facebook, Twitter,
Website)

A Restaurant partnerships
A Influencer dinners/outreach

FACES OF BUSINESS: Dawn Caldwell

Telling the ag story, woman to woman
R — Common Ground

ception.
In her own case, Caldwell’s

CALDWELL WANTS
TO HELP URBANITES
UNDERSTAND HOW
FOOD IS PRODUCED
Jewell County, Kan, that she

sald supports them with
lly enough ncome to

oMY HERRIAN

@hastngstitune com
FDOAR A mad Edg
woman is working with 2 cou-

AG AMBASSADORS LIKE
ple organizations that aim to

en:
KRISTEN EGGERLING TELL
Educat the general public Kaydee, 15 and Emmd, 13
about fam e “he family rises cattl and AGRICULTURE'S STORY, . |
Dawn Caldwell, 36, began farms dryland afilfa, milo and g .

her role in February as one of near Bun Oak, Kan.

the 15 women reprsenting “I think people who are
CommonGrou g vatevethe el
According to s webst, s, ae the best at getting

CommonGround was created

feed your familis right from
2t

farm life s
and more a0 he o ther food comesfom”she temoved fom a o
__ sud “Ifyoulookactossour  As people become more

SHOULD YOU ROLL YOUR
BEAN GROUND?

COVER COCKTAILS s
TEMPTED BY TWIN
ROWS ¢



http://www.whotv.com/videobeta/?watchId=6097df4d-3c11-4300-9f96-bc7317dc5ecd

CommonGround Goals

A Major urban media coverage
A Trusted source for consumers and influencers
A Measurable change in the food conversation




CommonGround Ohio

A Launched program as part of Phase Il (July
2011)

A Three female farmer volunteers

A Hosted dinner with influencers in Upper
Arlington, OH In August 2011

A Actively blogging, involved in social media

Ohio volunteers from left to right:
Kristin Reese, Rachael Heimerl and
Gretchen Mossbarger.
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