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Increasing Agricultural Literacy through [State]’s 10% Local Food Campaign

Introduction

In the past few years, societal concerns have shifted from a focus on high yields to a concern for sustainability (Beus & Dunlap, 1990; Gamon, Harrold & Creswell, 1994).  While there has been some controversy over what the term sustainability means, in the 1990 Farm Bill, the U.S. Congress defined sustainability as:

“an integrated system of plant and animal production practices having a site-specific application that will over the long-term, satisfy human food and fiber needs; enhance the environmental quality and…sustain the economic viability of farm operations; and enhance the quality of life for farmers and society as a whole” (p. 3). 

Sustainable Agriculture is important to the growing population of the world, however, according to Gamon, Harrold and Creswell (1994), the reason that sustainable agriculture has a limited adoption rate is due to the “lack of dissemination of clear and reliable information”. 


Like, sustainability, agricultural literacy has many definitions. Frick, Kahler & Miller (1991) define it as “possessing knowledge and understanding of our food and fiber system” Frick et al. (1991) go on to explain that a person possessing this knowledge should be able to communicate and analyze basic agricultural information. Creating an agricultural literate society would mean creating a population that can critically and analytically think, evaluate and decide about agricultural issues (Powell, Agnew & Trexler, 2008). Agricultural literacy has declined in past years as rural areas become more urbanized (Hubert & Frank, 2000).


According to Terry et al. (1996), agricultural literacy is important based on two factors. First, people are consumers of agricultural goods; therefore need to have a basic understanding of food and fiber sources, as well as the nutrition and distribution of it. Second, they believe that because consumers play a large role in policymaking, people should have an understanding of how agriculture influences the economy, society and the environment (Terry et al., 1996). Improved agricultural literacy would “increase agriculture’s importance in America” (Hubert et al., 2000)  


In 2009, the Center for Environmental Farming Systems (CEFS) launch a statewide yearlong initiative that included a wide variety of organizations, agencies, and individuals across the state that resulted in a statewide action plan, From Farm to Fork, Building a Local Food Economy in [State] (Curtis et al, 2010).   One of the ideas presented in the Farm to Fork guide was development of a “10% campaign” (Curtis et al, 2010, p. 7).


The goals of the 10% Campaign include “building the [State] local food economy, improving the health of the general population, impacting [State] jobs in farming, food services and related industry [and] creating a sustainable food system in [State]” ([State] 10% Campaign, n.d.). The 10% Campaign is achieving this goal by educating both consumers and businesses about the significance of local food economy and motivating them to spend at least 10% of their food dollars on locally produced food each week ([State] 10% Campaign, n.d.). The 10% Campaign used various educational methods to build agricultural literacy among the people of [State]. Effective communication to the general public is the key to achieving success in this Campaign. The 10% Campaign effectively utilizes various communication strategies in order to educate people about the local food economy and improve agricultural literacy in [State].  

How it Works


According to the 10% Campaign’s website, the 10% Campaign has partnered with many different organizations to disseminate information to the general public  ([State] 10% Campaign, n.d.). Through CEFS, the Campaign has also partnered with [State] Cooperative Extension Service (CES), who has designated a Local Food Coordinator in every county in the state.  The CES agents encourage businesses and individuals to sign up for the campaign, and then help to connect them with local farmers as appropriate.  They are becoming engaged in helping solve some of the inherent problems in getting local foods to market through the campaign. 

Currently, the 10% Campaign uses a variety of methods to communicate with its target publics including an interactive webportal that tracks campaign member input and features a real-time display of the amount of money campaign participants have spent on local foods purchased. Tracking where consumer food dollars go, allows for the Campaign to increase information methods that are working and improve those that aren’t. Additionally, the website provides the public with direct links to find local foods, farms, restaurants and other businesses; and events and education statewide, tying directly into the County Extension websites and events calendars. The campaign staff hosts many outreach and education events, targeted webinars and workshops, and has a variety of marketing materials and fact sheets; and keeps members and partners abreast on activities and events via newsletter emails. Social media is also playing an important role in Campaign information access by having frequently changing content such as partner spotlights, or Campaign events, contests or announcements. 

Implications


Through this Campaign, people will be better educated about the local food economy as well as their contribution to it. The Campaign will lead to increased linkages between consumers, businesses, and local farmers. By increasing interactions with local farmers, consumers and businesses, not only are real differences being, but people in the state are able to see the importance of sustainable agriculture. 

While general agriculture literacy education programs tend to target young children to teach them the importance of agriculture, the 10% Campaign targets the consumers of all ages in order to increase agricultural literacy as a whole and motivate them to support local agriculture. 

Future Plans

Future plans include expanding Campaign activities to involve focused communications on certain target audiences. This could mean targeting consumers, learning institutions, college students, and community organizations. Events like an “All [State]” meal in dining halls of universities will increase agricultural literacy on new levels. Having a wide community base can only increase the understanding of sustainable agriculture and improve agricultural literacy. Agricultural literacy must be improved in order to keep “American agriculture one of the most productive and dynamic systems” (Alonge & Martin, 1995, p. 34). 

Costs/Resources Needed


The 10% Campaign is funded through a grants from Golden Leaf. The grants were for a total of  $475,000 to be used over a two-year span. Items that need to be considered when budgeting for a program like the 10% Campaign include marketing materials, staffing, transportation costs, data collection and website development.
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