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USFRA Vision

We want consumers fo know that America'’s
farmers & ranchers share their values and are
commiftfed to answering American’s guestions
about how we raise our food — while being
stewards of the environment, responsibly caring
for our animals and maintaining strong
businesses and communifies.




USFRA Basic Framework

- A movement to address consumer attitudes
toward agriculture

« Codlition of willing partners from across the
food chain

- Commitment to specific, measureable goals
and objectives centered around changing
consumer perceptions




Since forming in November 2010...

* USFRA has grown from 22 to 60 affiliates
(farmer- and rancher-led organizations)

» USFRA has grown from a board of nine
participating organizations to 19

» USFRA has grown from zero industry partners
to nine industry partners and seven
supporting partners
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The Credibility Gap

You say ...

are proven
safe.

We NEED to
produce more to
FEED the world.

family-run.

” ave "!

safest food supply in
the world thanks to
the ag industry.

We care about
our land and
animals.

AQri
for our abundant food

supply

They hear ...

We don’t know if they're safe in the
lona-term.

At what expense to quality?

Most farms are beholden to big
processors and the bottom line.

You will take profitable
short cuts when and if
you can.

You WANT to produce more
to SELL to the world.

An abundance of unhealthy
food is not a good thing.

Pesticides, antibiotics and hormones
might not be safe in the long-run.



Key Moments in Time -
April through September 2011

Launch
Public Launch Ad fooddialogues.com/
Campaign Begins TCCEII0ORARIE
Ketchum/CAC palgn beg
Immersion Mtg.
NY
Media
Complete Message Testing Tour/

: | | :
April I | September
2011 Present Plan to Board Farm Progress 2011

Show
Launch Farmer/Rancher Teaser Ad Town Halls
Campaign S
Re-Launch USFRAOnIine.org urveys
Ag Media Summit

Shoot 4 Video Documentaries




Discovery Networks’ Partnership

+ Ciritical call-to-action to encourage people
to know where their food comes from

+ Expanded scope of movement
- Alred November 14 - December 25

- Network and digital distribution reaching
over /8MM P25-54 on-air and over 4MM users
online

— Discovery Science, Planet Green, Discovery,
Animal Planet, Discovery Fit & Health,
ldentification Network and TLC
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http://www.google.com/imgres?imgurl=http://www.broadwayworld.com/columnpic/TLC.jpg&imgrefurl=http://tv.broadwayworld.com/article/TLC_Announces_Robust_Programming_Slate_For_201011_20100408&usg=__z9FCce2MREsKjDMjkxWDcWF0LvE=&h=480&w=480&sz=35&hl=en&start=8&zoom=1&tbnid=7QaSSwZLDRx1GM:&tbnh=129&tbnw=129&ei=raNmTobgJuS50AHF9KH6CQ&prev=/search?q=tlc+network+logo&hl=en&gbv=2&tbm=isch&itbs=1
http://www.google.com/imgres?imgurl=http://www.bigcitypix.com/image/planet-green-bigcitypix-client-environment-climate-eco-logo-image.jpg&imgrefurl=http://www.bigcitypix.com/planet-green-interstitials-treehugger-graham-hill-we-did-it&usg=__rzdpNiTp3-y7o0LOqiCL9GmTQaM=&h=95&w=165&sz=38&hl=en&start=10&zoom=1&tbnid=sb1ppJWoTjkCiM:&tbnh=57&tbnw=99&ei=3rdmTrzeIung0QHhurz3CQ&prev=/search?q=planet+green+logo&hl=en&gbv=2&tbm=isch&itbs=1
http://www.google.com/imgres?imgurl=http://images.wikia.com/logopedia/images/e/e8/Discovery_Fit_&_Health.png&imgrefurl=http://logos.wikia.com/wiki/Discovery_Fit_&_Health&usg=__7mJeAm_f7xWr-ptZH4RHAQu5-3Y=&h=282&w=1001&sz=31&hl=en&start=2&zoom=1&tbnid=R_K6Ak3tkTEgLM:&tbnh=42&tbnw=149&ei=_6dmTvDSDoTx0gHHyf3TBA&prev=/search?q=discovery+fit+&+health+logo&hl=en&gbv=2&tbm=isch&itbs=1
http://adsales.discovery.com/media/uploads/networks/logos/downloads/ID_SD_TAG_pos_4c_.eps
http://www.google.com/imgres?imgurl=http://www.goodlogo.com/images/logos/discovery_channel_logo_3060.gif&imgrefurl=http://www.goodlogo.com/extended.info/3060&usg=__MRfIu2DnJwuc1MxC30bDrRmVufo=&h=151&w=325&sz=14&hl=en&start=6&zoom=1&tbnid=sCAK83mLfn28JM:&tbnh=55&tbnw=118&ei=qLNmTqToFY7F0AH2__mmCg&prev=/search?q=discovery+channel+logo&hl=en&gbv=2&tbm=isch&itbs=1
http://www.google.com/imgres?imgurl=http://4.bp.blogspot.com/_3J67iYJfiMw/SjBZPZCczeI/AAAAAAAADDc/HKf3QAjeOaY/s400/SCIENCE-CHANNEL-LOGO.jpg&imgrefurl=http://watch-happening.blogspot.com/2009/06/news-blancpain-appearing-on-science.html&usg=__e5nTjcDHz9dkhSrNW7u6dqtUYsA=&h=400&w=400&sz=16&hl=en&start=2&zoom=1&tbnid=mIbfFGZiS3FrgM:&tbnh=124&tbnw=124&ei=krNmTv3RCeXw0gGCsuCKCg&prev=/search?q=how+its+made+logo&hl=en&gbv=2&tbm=isch&itbs=1
http://adsales.discovery.com/media/uploads/networks/logos/downloads/ANIMAL_PLANET_rev.eps

2012 Milestones

2011 Milestones

Develop strategic
communications plan

Achieve industry
alignment on messages

ldentify and engage
targeted influencers
based upon strategic
objectives

Execute national
launch

Achieve initial progress
as defined by metrics

2012 Key Priorities

Maintain and strengthen an ongoing
“Movement”

Expand industry alignment on
messages

Activate targeted influencers

Expand with broader regional, state
and grassroots activities

Measure progress as defined by
metrics



We've done the research

We've built the "*mainframe”

We've set the conversation

We've garnered attention

Now we heed to EXPAND ENGAGEMENT WITH MORE VOICES

1/10/2012
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www.usfraonline.org

www.fooddialogues.com

Facebook and Twitter
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http://www.usfraonline.org/
http://www.fooddialogues.com/

