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tired of being attacked?  
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Youõre not alone 



We Can Turn Todayõs War  

Into a Conversation.  
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Led by Farmers and Ranchersé 

 



the research  
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ÅMaslansky Luntz + Partners  
ïôItõs not what you say, itõs what they 
hearõ 

ïExperts in finding the messages that 
build trust  

ÅResearch to learn more about 
what consumers want to  
hear  
ïDiscussions with farmers, ranchers, 

and opinion elite consumers across 
the country  

ïSurvey of 1,200 consumers, opinion 
elites and food communicators  



Your Audienceõs Truth 
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* Size of word corresponds to how many times the topic 

was mentioned across all 3 influencer sessions  

Å When influencers hear the words òAmerican agriculture,ó 

they think abouté 



old arguments fall flat  

Å TODAY, influencers are focused on higher -level 

concerns like food quality and long -term health effects  

you say  they hear  

SAFE 

òWe donõt know if pesticides, 
antibiotics, or hormones are 

safe in the long -termó 

AFFORDABLE 
òHow? At what expense to 

quality?ó 

ABUNDANT 

òWe have an abundance of  

food , and itõs part of 

Americaõs health problemsó 



Donôt - Do +  

Communicate as if everything 

all farmers and ranchers do is 

100% perfect 

Acknowledge that there is 

always room for improvement  

Talk about producing MORE  
Talk about using less: less 

land, water, resources 

Focus on improvements your 

audience isnôt asking about 

(safety, affordability, 

abundance, feeding the world) 

Tailor your examples to 

address their real concerns 

old arguments fall flat  



The Credibility Gap  
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they like you  

ÅAudiences are favorable toward individual 
farmers and ranchers 

What is your attitude towardsé 

42%

31%
27%

The farmers and ranchers who grow and raise food

Favorable (Top 2) Neither Unfavorable (Bottom 2)

75% 

21% 
5% 

Maslansky survey, October 2011 



but theyõre not sure about the food you produce 

What is your attitude towardsé 

42%

75%

31%
21%27%

5%

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

Favorable (Top 2) Neither Unfavorable (Bottom 2)

Maslansky survey, October 2011 



70%

30%

Total
Owned or

controlled by
big

corporations

Family owned

and run

whatõs the disconnect? 

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

  

 

 

Q. 

+ They believe big business controls most of the farms and 

ranches in this country  

Maslansky survey, October 2011 



whatõs the disconnect? 

Extremely or Very  

Uncomfortable  

ñIôm not 

aware of 

this  

methodò 

Supplementing naturally occurring animal 

hormones 
55% 2% 

Using pesticides on crops 49% 1% 

Administering animal antibiotics  48% 1% 

Using genetically modified (GMOs) or biotech 

seeds 
43% 2% 

Using fertilizers on crops  26% - 

+ Theyôre concerned about everything we do 

Maslansky survey, October 2011 
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Itõs not about you. 

Itõs about their food. 



talk is not cheap  

ÅConversation is powerful  
ïIt can change opinions  

ïIt can enlighten  

ïIt can inspire more conversation  

ÅItõs one of the most powerful human 
interactions  

Productive, functional  

conversation is an art  
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What are the 
elements of a 
productive 
conversation?  

Engage  

Acknowledge  

Share  

Earn Trust 



4 Steps to productive conversation  

E-A-S-E 
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Engage  

ωStart the 
conversation 

Acknowledge  

ωAcknowledge 
ǇŜƻǇƭŜǎΩ 
questions 
and concerns 

Share 

ωTalk about 
meaningful 
details about 
how you 
grow food 

Earn Trust 

ωMake it clear 
that you 
want to earn 
their trust 



concerns deserve respect  

+ Consumers are not criticizing farmers and ranchers 

+ They donôt know what happens in the food supply today, and 

theyôre asking reasonable questions about something they 

believe impacts their health 

To the extent you have concerns about the methods conventional 

farmer and ranchers use, what concerns you most é? 
Total  

Unintended long-term human health effects 37% 

Poor treatment of animals 23% 

Environmental harm 12% 

Unintended short-term health effects 11% 

None of these really concern me 17% 

Maslansky survey, October 2011 



acknowledge  

Å Avoid defensive positions  
ïòWe have to do it like that to produce 
affordable food é 

ïòItõs necessary if we are going to feed a 
growing population é 

 



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? 

Maslansky survey, October 2011 
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Avoid Language Landmines  
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Å When you talk about methods, avoid  technically - and 

process -oriented language  
 

òTechnologyó  

òInnovationó  

òGMOsó  

òAntibioticsó  

òHormonesó  

òPesticidesó   

òFertilizeró  

òNitrogenó  

 



Language Landmines  

ÅMuch of the language we use today to 
describe methods revolves around process, 
innovation and technology  

 Technical words to lose ð Natural words to use + 

Pesticides  
Preventing bugs and other pests 

from eating crops  

Fertilizer and Nitrogen  

Nurturing crops with nutrients at 

exactly the right time, at the right 

rate, and in the right amounts to 

make them thrive  

GMOs  
Seeds that grow stronger, more 

resilient and better tasting crops  

Antibiotics  Keeping animals healthy  

Hormones  MAINTAINING growth  



U.S. Farmers & Ranchers Alliance  
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Needs You  
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3.1 million farm ôoperatorsõ é plus your families 

Can make a difference  



join the conversation é online  

ÅIncorporate EASE into your existing social media 
activities  

ÅRegister  
ïFoodDialogues.com  

ÅSign up  
ïfacebook.com/USFarmersandRanchers  

ÅShare the FoodDialogues and Discovery 
Channel videos with your city family and friends  
ïhttp://www.youtube.com/user/usfraonline  

ÅTweet #FoodD  
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http://www.youtube.com/user/usfraonline
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Join the Conversation  

Join the Movement  
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Alabama Farmers Federation Indiana Soybean Alliance North Dakota Soybean Council 

American Egg Board Iowa Soybean Association Ohio Farm Bureau 

American Farm Bureau Fed. Kansas Farm Bureau Federation Ohio Soybean Council 

AFB ²ƻƳŜƴΩǎ [ŜŀŘŜǊǎƘƛǇ /ƻƳƳƛǘǘŜŜ Kansas Soybean Commission Pennsylvania Farm Bureau 

AFB Young Farmers & Ranchers Kentucky Farm Bureau Federation South Carolina Farm Bureau Federation 

American Farmers for the Advancement 
and Conservation of Technology 

MI Farm Bureau Family of Companies Southern Peanut Farmers Federation 

American National Cattle Women MN Soybean Research&Promotion Council Tennessee Farm Bureau Federation 

American Sheep Industry Missouri Farmers Care Texas Farm Bureau 

American Soybean Assoc. National Association of Wheat Growers U.S. Soybean Federation 

American Sugar Alliance bŀǘƛƻƴŀƭ /ŀǘǘƭŜƳŜƴΩǎ .ŜŜŦ !ǎǎƻŎƛŀǘƛƻƴ United Egg Producers 

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

Assoc. of Agriculture Production Execs National Cotton Council United Sorghum Checkoff Program 

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

/ŀǘǘƭŜƳŜƴΩǎ .ŜŜŦ .ƻŀǊŘκ.ŜŜŦ Checkoff 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 

Illinois Farm Bureau New York Farm Bureau Federation Western Growers 

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

Indiana Farm Bureau Federation 
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What is CommonGround?  

ÅPartnership between USB and NCGA  

ÅA grassroots movement  
ïConnect consumers with the faces behind their 

food  

ïAddress common consumer misconceptions 
about food and farming  

 
 



Farmer Driven with Food Focus  

ÅFemale farmer volunteers are face and 
voice of the program  
ïFocus on woman -to -woman conversations  

ïCombination of personal stories with scientific 
facts  

ÅMessaging focused on food  
ïConsumers want information on where food is 

coming from  

 



Approach and Philosophy  

ÅInclusive  

ÅPositive 

ÅCredible  

ÅReal 
ïPersonal stories + Science/Evidence = TRUST  



Building CommonGround  

ÅMedia interviews  

ÅPresentations  

ÅSocial Media (Blogs, Facebook, Twitter, 
Website)  

ÅRestaurant partnerships  

ÅInfluencer dinners/outreach  

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


CommonGround Goals  

ÅMajor urban media coverage  

ÅTrusted source for consumers and influencers  

ÅMeasurable change in the food conversation  



CommonGround Ohio  

ÅLaunched program as part of Phase II (July 
2011) 

ÅThree female farmer volunteers  

ÅHosted dinner with influencers in Upper 
Arlington, OH in August 2011  

ÅActively blogging, involved in social media  

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