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Elijah Sharp
NRV Regional Commission
esharp@nrurc.org

940.639.9313
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GCOLLABORATION — PRIMARY FUNDING

VIRGINIA DEPARTMENT
OF AGRICULTURE AND
CONSUMER SERVICES

‘. VIRGINIA

\/

$39,000 $30000 $11,667 $11667 $11667
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BUDGET VS. GRANT DELIVERABLES

Contract Execution  —

Research & Evaluation
Education & Outreach
Marketing Strategy

.
Strategic LT
.

Project Management
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NRU MANAGEMENT TEAM STRATEGY

NEW RIVER VALLEY
® IDENTIFY AGRICULTURE ASSETS IN COMMUNITY |

® DEVELOP A PLAN OF WORK FOR AGRIBUSINESS
® DEVELOP A PLAN OF WORK FOR AGRITOURISM
® DEVELOP A BRAND/IDENTITY




AGRIGULTURE IN VIRGINIA

® VIRGINIA’S LARGEST & OLDEST INDUSTRY

® S52 BILLION (ANNUALLY)

® 357,000 JOBS _
® FACING A DECLINE OF MARKET VALUE

NOTE: DATA COURTESY OF VIRGINIA COOPERATIVE EXTENSION, 2014.




AGRIGULTURE IN THE NEW RIVER VALLEY

®BEEF AND FORESTRY/TIMBER = LARGEST SECTORS

®$60 MILLION (ANNUALLY)

®1,426 FARMS :
®269,442 ACRES OF FARMLAND
® AVERAGE FARMER AGE = 57

NOTE: DATA COURTESY OF VIRGINIA COOPERATIVE EXTENSION, 2014.




AGRIBUSINESS — PLAN OF WORK

® AGRICULTURE DEVELOPMENT BOARD(S)

® PRODUCTION INFRASTRUCTURE FOR MEATS & PRODUCE

® SMALL PRODUCER NETWORK(S) _
® OPPORTUNITIES FOR BEGINNING FARMERS

® WHOLE FARM PLANNING TEAMS




AGRIGULTURE DEVELOPMENT BOARD

County Hpard of
WHAT: COUNTY-LEVEL, LINKED TO Superviurs

B.O.S.

OUTCOME: LINK LOCAL
GOVERNMENT TO AG-COMMUNITY

TIMELINE: JUNE 2016

WHO: COUNTY ADMINISTRATION,
B.O.S.




PRODUCTION INFRASTRUCTURE

Transportation
Gosts and
animal stress

WHAT: PROCESSING FACILITY

OUTCOME: FACILITY PLAN, COST ANALY SIS,
BUSINESS PLAN, & COMMUNITY SUPPORT

TIMELINE: JUNE 2018 Accessiility,
WHD: ADB, VDACS, NRHRCED, NRV MEAT increase tax #
COALITION, § DATA FROM LOCAL PARTNERS revenue, and




VIRGINIA STATEWIDE TALMADGE/AIKEN SLAUGHTER AND PROCESSING FACILITY
PROJECTED SERVICE AREAS

Legend
0-60 Minutes ® Meat Processing Facility®
60-90 Minutes Virginia Counties

90-120 Minutes

120180 Minutes




Kelli H. Scott
Virginia Gooperative Extension — Montgomery Gounty | ©
Agriculture & Natural Resources
kescotti@ut.edu

540.382.5790
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Virginia
Cooperative
Extension

VIRGINIA

Beginning Farmer & Rancher
COALITION PROGRAM —




DEFINED BY VIRGINIA CODE SECTION 3.2-6400: ANY ACTIVITY ON
A FARM THAT ALLOWS MEMBERS OF THE GENERAL PUBLIC ON
PROPERTY.

® GENERATED OVER $21.2 BILLION IN 2012

®TOURISM VISITORS:
®1.4 MILLION IN 2007 :
®2.3 MILLION IN 2012

NOTE: DATA COURTESY OF VIRGINIA COOPERATIVE EXTENSION, 2014.




®CREATES OPPORTUNITIES FOR FARMS TO DIVERSIFY INCOME

® ADDITIONAL EARNINGS HELP OFFSET LOSSES IN DIFFICULT
GROWING SEASONS

®47% OF VENUE USERS WILLING TO TRAVEL 30-60 MINUTES
®65% SPEND $11-530 AT EACH VENUE

NOTE: DATA COURTESY OF VIRGINIA TECH DEPARTMENT OF AGRICULTURE AND APPLIED ECONOMICS, 2015. EXPLORING CONSUMER INTEREST IN AGRITOURISM
VENUES LOCATED IN THE NEW RIVER VALLEY.




® DEVELOP AND ENHANCE MARKETING STRATEGIES /| - ad A 75 = 1.
® INCREASE NUMBER OF FESTIVALS/EVENTS

® CREATE AN INTERACTIVE WEB-BASED TOOL TO
PROMOTE & GROW AGRITOURISM

® PROVIDE EDUCATIONAL OPPORTUNITIES

® INCREASE ON-FARM DIRECT SALES OF LOCAL
PRODUCTS




SOUTHWESTERN VIRGINIA
LOGAL FOODS GUIDE
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SOUTHWESTERN VIRGINIA
LOCAL FOODS GUIDE
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WHAT: EDUCATION PROGRAMS, NETWORKING,
MARKETING, & SHARING RESOURCES

OUTCOME: PROGRAMS, SKILLED FARMERS,
LOCAL FOOD BUYERS, & REFERENCE MATERIALS

TIMELINE: FEBRUARY 2016

WHO: VCE, VA BEGINNING FARMER, NRHRC&D,
VDAC, SO FRESH, & LOCAL FARM COMMUNITY
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VIRGINIA

Beginning Farmer & Rancher_‘

COALITION PROGRAM
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Join Us for a Twilight Farm Walk at Brann-King
Farms on Tuesday, July 28th from 6-8pm.

We will be discussing:

& Pumpkin Production

w Wheat Com, Soybean Production & Rotation

/.; Leasing Farmiand Options and Ideas

7 Wholesale Marketing " " W

RSVPs are Necessary

Kelli H. Scott
Virginia Cooperative
Ixtension

Montgomery County

kescottl@vt.edu

540-382-5790

Light refreshments will be
provided.
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Lisa Bleakley
Montgomery Gounty Tourism Director
hleakleyts@montgomerycountyva.gov

940.394.2120



mailto:bleakleyts@montgomerycountyva.gov

DEVELOPING OUR BRAND/IDENTITY

®WHILE SPEAKING TO AGRITOURISTS AND LOCAL RESIDENTS,
THE REGIONAL BRAND WILL ENCOURAGE STAKEHOLDERS TO
COOPERATE IN BUILDING STRONG EXPERIENCES AND A
LARGER AGRITOURISM ECONOMY.

®IDENTIFYING CONSUMER SEGMENTS & STRATEGIES




DEVELOPING OUR BRAND/IDENTITY

® AGRITOURISM IS THRIVING IN VIRGINIA

®*NUMBER OF FARMS OFFERING SOME FORM OF
AGRITOURISM HAS INCREASED 42% FROM 2007-2012

®INCOME INCREASED S$S2.3M OVER SAME PERIOD
®NRV ACTIVITIES INCREASED 27%-400% (BY COUNTY)




DEVELOPING OUR BRAND/IDENTITY

®CONSUMER SEGMENTS
®55% FEMALE
®67.8% LIVE IN NON-URBAN A
®83% HAVE A HIGH SCHOOL D
®69% WILLING TO DRIVE 50 M

REAS
PLOMA OR BACHELOR’S DEGREE

LES EACH WAY




DEVELOPING OUR BRAND/IDENTITY

®CONSUMER: “EAT LOCAL”
®GREEN TREND
®INTERESTED IN FOODS WITH LOCAL SOURCES

®CONSUMER: “DIRECT-TO-CONSUMER MARKETING”
®CSA, U-PICK, FARMERS MARKET, ROADSIDE STANDS




DEVELOPING OUR BRAND/IDENTITY

®CONSUMER: “FOODLE”

®PEOPLE WHO ENJOY COOKING AND ENJOYING SUBTLE
FLAVORS OF FOOD.

®SEEK OUT FRESH AND DISTINCTIVE FOODS BOTH AT HOME
AND WHEN DINING IN RESTAURANTS




DEVELOPING OUR BRAND/IDENTITY

®CONSUMER: “HOMESTEADING”
®MILLENNIAL LED
®PREPARING FOOD, CLOTHES, AND FURNISHINGS THEMSELVES

®CONSUMER: “ORGANIC EATING”
®VEGETARIANS AND OTHER SELECTIVE INDIVIDUALS




DEVELOPING OUR BRAND/IDENTITY

®CONSUMER PROFILES, WHO’S INTERESTED:
® UPSCALE OLDER/MIDDLE AGE WITH OR WITHOUT KIDS
® COLLEGE EDUCATED
®DUAL INCOMES
®BUY LATEST TECHNOLOGY
® ACTIVE LIFESTYLES




DEVELOPING OUR BRAND/IDENTITY

®NRV POPULATION: 179,000 RESIDENTS
®NRV MARKET: 50,984 MATCH WELL/TARGET CONSUMER

*V/IRGINIA TECH/RADFORD UNIVERSITY VISITORS _
®PASSING THROUGH I-81
®FLOYD-FESTERS: 12,000 :




DEVELOPING OUR BRAND/IDENTITY

®COMMUNICATING EFFORTS OF
THIS PROJECT WITH RACK
CARD.

NEW RIVER VALLEY
FARMERS MARKETS
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DEVELOPING OUR BRAND/IDENTITY

Score

1.0

I-’GRO“ THE BLUE RIDGE noum\lms
A Ficting @
BLUE:NEW /[ e o

0.8

s BLUE TONEW :-
o
RIDGE RIVER e Bk .
Explore " Fun B
m::z Fieting @ Explore
T3
o Fun b fun &
firting @
A 8
o ] §
BLUE <« NEW :
RIDGE  RIVER \\/\/\/\/\/\/\/\/\// !
— = \\/\/\/\/\/\/\/\/\// 4

BLUE/NEW —

Lt R
e © @

BLUE -NEW

-1.0




QUESTIONS OR
OMMENTS?




