Annual RF|

Basic Information Checklist June 2017

Agency Responding

South Carolina Department of Agriculture

Date of Submission

10/27/2017

(1) if information on each of the following topics below is not available on the agency's website, please enter "Not available on agency website
see agency's Program Evaluation Report.” if the information is available on the agency's website, please provide the link to the page on the
agency's website where each can be found.

2

History agriculture.sc.gov
Governing Body agriculture.sc.gov
Internal Audit Process Not Available on agency website, see agency Program Evaluation Report
Contact this Agency agriculture.sc.gov

(2) Is the information the agency has on its website {or submitted in its Program Evaluation Report, if not on the agency's website) related to
each of the following topics up to date as of the date this Annual RF! is submitted? (Y/N)

History Yes
Governing Body Yes
Internal Audit Process Yes
Contact this Agency Yes

(3) If the agency answered No to any of the items in question two, please either (1) enter "See emailed document," and submit a Word
document with complete, up to date, information so the Oversight Committee can post it on the Oversight webpage; or {2) enter the date the
information will be updated on the agency's website.

History

Governing Body

Internal Audit Process

Contact this Agency

The contents of this chart are considered sworn testimony from the Agency Director.



Annual RF Comprehensive Strategic Plan Summary

1 Department of Agriculture
Date of Submisslon

| Misslon: To promote and nurture the growth and develapment of South Carolina's agriculture industry and its related businesses
while assuring the safety and security of the buying public.

gal Basis: Act No. 104 of 1879

Wiion: For the State's economy to grow and prosper, providing everyone, producers and consumers, opportunities to enjoy the
benefits of agriculture.

Legal Basis: SC Code of Laws 46-3-10

2016-17 2017-18
Total # of FTEs Total amount  [Total # of FTEs available|Total amount
available / Total #  |Appropriated |/ Total # filled Appropriated
filled and Authorized land Authorized
$3 4 mert g Snend
Available; 138.00 $ 18320016 |Available: 138.00 $ 22,175,663
Filled: 123.65 Filled: 117.00

remaining

[ 640085 |

2016- 8
2017-18 C; Plan Part and Intended Public Beneftt/Outcome: # of FTE Totalamount  |# of FTE equivalents  [Total smount | Associated Performance Measures Employee Does this Partner(s), by segment, the
(2.8., Goal 1~ Insert Goal 1; Strategy 1 1 - Insert Strategy 1.1; Objective 1.1 1 - Insert (Ex. Outcome = incidents decrease and public |equivalents spent planned to utilize budgetad Unit{s} Name & Time staff member |personhave |agency works with to achieve the
Objective 1.1.1) perceives that the road is safer) utllized has been responsible for inputinto  [objective {Federal Government;
the goal or objective the budget  [State Government;Local
(e.g. John Doe i for this goal, Higher Education
less than 3 years) or Jane Doe [strategyor  [institute; K-12 Education Institute;
{responsible more than 3 objecttve?  |Private Business; Non-Profit Entity;
years)) {Y/N) Individual; or Other)
L: Improve agency operational readiness and workforce development Agency Operations Agron Wood (more than 3 Yes Federal, State, Private Business,
years] Non-profit, Higher Education
instituta
Arategy I 10 Pricetae tnd dsphoe infosmation Fechmalogy (77 progucts ana services |Evaluate new technology products and Infarmation Techrology Rhonda Moore (lessthan 3 Yes Federz|, State
services and impiement based on cost/benefit years)
anglyies
Objective 1.1.1 - Inventary and establish a replacement schedule for all agency IT Agenicy employees provide better customer 1 89,528 1 78,986 Information Technology Rhonda Moore {lessthan3  Yes Federal, State
equirment service and are more (i oductive years)
Objective 1.1.2 - See that 100% of apprapriate staff complete an annual information |Ensure that data is secure and handled 0.5 44,764 05 39,493 Percent of computer-using staff that Information Technology Rhonda Mocre {lessthan3  Yes Federal, State
security awareness training appropriately complete annual information security years)
awareness training
Objective 1.1.3 - Triage and acknowledge helpdesk tickets within 24 hours; provide |Agency employees provide better customer 125 111,910 125 98,732 Information Technclogy Rhonda Moore {lessthan3  Yes Federal, State
desktor sup ot to all agent s users service and are more sroductive years)
Objective 1.1.4 - Work with Division of Informatien Security {DIS) to develop and Ensure that dota is secure and handied 0.5 44,764 0.5 39,493 Information Technology Rhonda Moore {lessthan3  Yes Federal, State
implement INFOSEC policies gosrooriatels years}
Strategy 1.2 - Recruit and retam highly quaiified and motwated employees fetier serve inspayers Percent of supenvisors receiving supervisory Hurman Resource Kathleen Pierce (mare than 3 Yes Federal, State. Higher Education
skills training/pi plan  Devel years) Instrtute
Objective 1.2.1 - Perform all actions related to personnel {i.e.: E-Verify, SCEIS, |[Agency employees provide better customer 2.75 245,201 2.75 217,211 Human Resource Kathleen Pierce {morethan 3 Yes Federal, State
NeoGov, EPMS, Insurance, Retirement, documentation} within required timeframes |service and are more productive Deveiopment years)
320 danias 80 ifT Groced A0 luees
Objective 1.2.2 - Complete required EEJC reparting and focus on potential areas of |Employ @ workforce more representative of 0.25 22,382 0.25 19,746 Human Resaurce Kathleen Pierce (more than3  Yes Federal, State
improvement lagency constituents Development years)
Objective 1.2.3 - Complete planning stzge documents by 1 March each vearfarall  |Agency employees provide better customer 0.25 22,382 025 19,746  Percent of planning stage documents Human Resource Kathleen Pierce {more than 3 Yes Federal, State
existing employees and within 1 month of new hires service and are more productive completed within 2 months of the calendar Development /Al years); All supervisors
vear for existing employees and within 1 supervisors
month of hiring new emplovees
Objective 1.2.4-Offer an annual health screening for all employees and purchase |Agency employees provide better customer 0.25 22,382 0325 18,745 Human Resource Kathleen Pierce {morethan 3 Yes Federal, State
Persanal Protective Equipment (PPE) fer all field personnet service and are more productive Development / All years) / All supervisors
supervisors
Objective 1.2.5- Coach supervisors threugh intraductory and advanced training, Agency employees provide better customer 0.5 44,764 0.5 39,493 Human Resource Kathleen Pierce {more than 3 Yes Federal, State
writing personal di plans for i , and i ion of service and are more productive Development years)
Lot sabineg discipling poli
Strategy 1.3- Improve financial reporting and business procedures lissist agency managers in making better Adrnistration Carla Lindler (more than 3. Yes itate
deciions. vears)
Objective 1.3.1-Provide monthly financial reports to division directors and pregram |“ccacy employees provide better customer 0.5 44,764 0.5 39,493 Administration Carla Lindler {more than 3 Yes State
staff corvice 1ndt are more sroductive years)
Objective 1.3.2 - Ensure compliance with procurement code, enhance procedural prove slewardship of approprioted and 0.75 67,146 0.75 59,239 Administration Carla Lindler {more than 3 Yes State, Private Business
ledge and diversify ventor pool revenue funds years)
Objectlve 1.3.3 - Update fleet vehicle and equipment inventory and complete improve stewardship of appropricted and 1 89,528 1 78,986 Administration Carla Lindler {more than 3 Yes State
reports monthy: assess needs and establish an annual reslacement clan revenie lunds years)
Obijective 1.3.4 - Set up purchase orders, post payments received, and process Imoree ctewardship of appropriated and 2.25 201437 2.25 177,718 Administration Carla Lindler {more than 3 Yes State
i s within 2 weeks of recei; i evere funds years)
Strategy 1.4 Set, execute and monvtor a strategrc plan towards accomplishing the Every emploves knows how they contribute to Office of the Commssioner Cristina Conway (lessthan3  ves State, Private Business
agency mission the agency mizsion years
Objective 1.4.1 - Facilitate communication up and down the chain of command [Agericy empiiyees provide better customer 0.5 44,764 0.75 59,239 Office of the Commissioner Cristina Conway (lessthan3  Yes
through staff meetings, notifications, event attendance, and leading the service and are more productive / Public Information years
cefinitiestini i

The contents of this chart are considered sworn testimony from the Agency Director.



Annual RFI

Objective 1.4.2- Respond to constituent contacts within 3 business days of recelpt

Provide unbiased information to improve public|
safety, educate producers and consumers, and
[wcllitate the exchange of ogricufturol goods
ond services

Objective 1.4.3- Brief Commissioner Weathers daily regarding his schedule,
pertinent industry issues, employee news, and constituent contacts; represent

i lingl, yetnings st

1 Agency employees provide better customer
iservice and are more productive

fiing racipianty
Goal 2- Protect cansumers and businesses in the macketplace through physical
Inspectlans, laboratory analyses, product sampling, licensing, field testing,
auditing, and other compliance activities

Strateqy 2.1 Prowide food/feed saofety oversight of SC food manufactures,
\processors, and foad distribution facir es through routine, risk-based, compliance
inspections

wd funds are utilized as directed

Pl Eomprisd Az

Prawiele pubiie safety by ensuning quolity and
auantity of praducts in the morketplace are
accurate

Objective 2.1.1- Lead implementation plans for federal regulatory mandates such as
FSMA, MFRPS, AFRPS, and COOL

Provide public safety by ensuring quality and
1!ty of products in the marketplace are

Objective 2.1.2- Plan Reviewer should continue to provide assistance to food
entrepreneurs wishing to begin wholesale food businesses.

Provide public safety by ensuring quality and
quantity of products in the marketplace are

peria

Objective 2.1.3 - Participate in regional and national food safety events by way of
membership, attandance, work groups and forums

Frovide public safety by ensuring quolity and
quantity of products in the marketpluce are

Ohjective 2.1.4- Produce Safety Depariment within the Consumer Protection
Division will continue education and enforcement of the SC Produce Safaty Act 39-

ELLLY
Frowide public sofety by ensuring quaiity and
quantity of preducts in the marketpiace are

125

0.5

Strategy 2.2 Mainta the accuracy ard precision of the State's mass and volume
measurement systent by oroviding high aualtty calibration services to public and
private customers

Prowdes NIST traceable calibrations for mass
and volume standards, calibates qupment

lor our state nspectors and private scale and
ipump service companes for the enforcement
of weights and measures requiations.

Objective 2.2.1 - Enhance the Metrology Laboratory's credibility by becoming
accredited by the national Yoluntary Labaratory Accreditation Program iNVLAP]

Offer more services for public und private
customers

Objective 2.2.2 - Establish a new Quality Manager Position to provide ongoing
fualiiy assurance auditing and documentation.

Loffer more services for public and private

st

Objective 2.2.3 - Build a new metrology laboratory to mest the NIST requirements
for Echelon [ metrolog ¢ laboratory envi

| Civer more services for public and private
customers

Objective 2.2.4- Perform calibrations within 1 month of a work order

Offet more services for public and private
cuntamers

Strategy 2.3 - Ensure commoditres offered for sale are the correct quantity and
quality through Inspections of petroleun dispensers. retad scales, and storage
focilities

Provide public safety by ensuring qualty and
quantity of products in the marketplace are
occurate

0.75

0.25

Objective 2.3,1- Deploy new larga mass vehicles to provide service to large scale
firms

Provide public safety by ensuring quolity and
guorti*y of products in the marketplace ore
RN

Objective 2.3.2 - Perform routine inspections, consistent with policy, of 100% of
firms annually under SCDA regulatory oversight

Provide public safety by ensuwring guality and
quantity of products in the marketplace are

Objective 2.3.3 - Provide follow-up communication on 100% of consumer complaints.

Frovide public safety by ensuring quality ond
quantity of products in the marketpiace are
accurate

Strategy 2.4 Provide public safety asstrance that commodities purchased are safe,
wholesome, and adhere ta standards. through chennical and physical anatytical
analysis of fond, feed, seed, and petralzum products

Provide pubiic safety by ensuring quality ang
\quantity of products in the marketploce are
aceurate

0.5

18

Cbiective 2.4.1- Collaborate with other government agencies (Clemson, DOT, DHEC,
DOR, APHIS, FERN, FDA, USDA} to perfarm routine and emergency testing

Provide public sofety by ensuring quality and
quantity of products in the marketplace ore
BTeAtarie

Objective 2.4.2 - Develop and install a new Laboratory Information Management
System {LIMS) to enhance reporting and Interface with FERN and FDA compliant
Lt

Frovide public safety by ensuring quality ond
quantity of products in the marketplace are

Keuritte

Objective 2.4.3 - Develop S50Ps and protocols to enhance laboratory capabilities
through regulatory accreditation programs, such as ISO/IEC 17025

Provide public safety by ensuring quality and
quantity of products in the morketplace are

Objective 2.4.4 - Have 100% staff attendance at all technical trainings and safety
meatings

rovide public sofety by ensuring quolity and
g v of products in the marketplace are

Objective 2.4.5 - Analyze officiai and submitted samples and communicate resuits
within five business days

Goal 3 - Promote and market South Carolina agricutture, hoth domestically and
abroad, to Increase demand for agricultural praducts

Strategy £ - Expand Certified SC brand'ng ond marketing efforts

e vafety by ensuring guaiity and
[ trexducts in the marketploce ore

Imeresrse supoly snd demand of Certifred SC
[ TR

0.5

205

Objective 3.1.1 - Increase program merbership by 5%

Help the public identify and purchase more

luod grown in SC

Comprehensive Strategic Plan Summary

44,764 0.5

39,493 various various
89,528 125 98,732 Office of the Commissioner Cristina Conway (less than3  Yes
vears
111,910 0.25 19,746 Marketing & Premotions  Chad Truesdale {lessthan3  Yes State, Private Business

Pescent of Lme action 1s laken on inferior Food & Feed Safety / Angle Matthews {more than 3 =i Feoeral, Stats
petroleum samples, Percent of producers  Produce Satety years)
educated about oroduce safety rue under
FENA
38,738 0.5 47,889 Food & Feed Safety Angie Matthews (more than 3 Yes Federal
years)
77476 1 95,777 Focd & Feed Safety Angie Matthews (more than 3 Yes Federal
years)
77476 1 95,777 Food & Feed Safety Angie Matthews (more than 3 Yes Federal, State
years)
77,47 1 95,777 Produce Safety kelly Johnson {lass than 3 Yes Federal, State, Non-profit, Higher
years) Education (nstitute
Aumber af firms prov.ded metrology Metrology Robert McGee (more tha=3  Yes tederal, State, Private Business
lahoratory services. vears)
58,107 0.75 71,833 Metrology Robert McGee {more than 3 Yes Federal, State, Private Business
years)
19,365 0.25 23,944 Metrology Robert McGee (more than 3 Yes Federal, State, Private Business
years)
154,951 2 191,554 Metrology Robert McGee (more than3  Yes Federal, State, Private Business
years)
309902 4 383,108 Metrology Robert McGee {more than2  Yes Federal, State, Private Business
years)
Percent of time action 1s taken on inferor  Comsurmner Services John Stokes (more than 3 Yes Federal, State, Private Business,
petroleu™ samples yRars) Individua!
38,738 0.5 47,889 Consumer Services / John Stokes {more than 3 Yes Federal, Private Business
Metrology years}
1,394,560 18 1,723,987 Consumer Services Jtohn Stokes (more than 3 Yes Private Business
years)
116,213 15 143,666 Percent of consumer protection {consumer Consumer Services Alicia Attaway (mere than3  No Individual
services) requests and complaints with years)
same-day follow-up communication,
Percent of cansumer protection {food/fead
safety) requests and
Number of seed inspections performed for  Laboratary Phil Trefsgar fmore than 3 Yes Federal, State, Private Business,
Clemsen University, Percent of consumer years) individual, Non orofit
protection (food/feed safety) requests and
38,738 05 47,889 Laboratory Phil Trefsgar (more than 3 Yes Federal, State
years)
116213 15 143,666 Laboratory Phil Trefsgar (more than 3 Yes Faderal, State
years)
77476 1 95,777 Laboratory Phil Trefsgar (more than 3 Yes Federal, State, Non-profit
years)
1,588,249 205 1,963,430 Laboratory Phil Trefsgar (more than 3 Yes
years)
77476 1 95,777 Laboratory Phil Trefsgar {more than 3 Yes State, Individual

years)

Marketng & fromotions  Martn Eubanks {mare tham 3 Yes
years)

Ansley Turnblad Yes

Private Business

1,125,540 2.5 1,718,807 Number of Certified SC members, CSC

brand recognition

Marketing & Promotions Private Business

Thes contertts of this chart are considered sworn testimony from the Agency Directer.
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Objective 3,1.2- Post on each SCDA managed social media account 3-5 times per

neei LIt Los oy

Create mare awareness about SC agriculture,

Wi demiondl Ko AC sroidiess aid increg.

Objective 3.1.3 - Grow agritourism operater participation in SC programming by 5%
and consumer traffic at those venues by 10%

Provide more marketing opportunities for SC

producers

Objective 3.1.4 - Conduct participant evaluation at all events to determine
effectiveness and utilizalion

increase aworeness of SC agricufture

Strategy 3.2 -M Return on {RQY) of prog Imptee board research,

hoards through research, and edueation giied elicition

Objective 3.2.1 - Use merchandising and commodity-specific promotions to increase | coies (1 'C grown and made ogricultural
sales of SC products by 5% in retail food outlets and food service venues products

Objective 3.2.2 - Fund research of new technologies, science and best management
sraztices for production. packaging and pracesting

witment to increase their bottom

Objective 3.2.3 - Place more resources into export market analysis, access, and

i 5C grown and made agricultural

1t
Objective 3.2.4 - Use cross-promation of, and between, commodities to increase
demand b

i %C grown and made agricuftural

Strategy 3.3 - Expond direct safes appcriunitres through the State Formers Market
system, community based markets. roudsude markets. Farm to School, and niche
ity

Increase the vilue of South Caroling crops

(SFMs) to ensure producars and cansumers have safe and clean facilities

Objective 3.3.1 - Identify and prioritize critical upgrades at all 3 State Farmers Market! Provide more marketing opportunities for SC
producers

14,5

markets to expand SNAP/WIC usage of this program

Objective 3.3.2 - Pravide four training meetings for producers and community based | Frovide more marketing opportunities for 5C
\producers

Objective 3.3.3- In conjunction with Clemson University Extension, update producer
Good Agricuttural Practice (GAP} training and outreach efforts to increase

Provide more marketing opportunities for SC

producers

maintain database that compiles contzct and product information and update
1 e 1oty

Objective 3.3.4- Identify number of farmers currently selling to sehools, develop and (Provide more marketing opportunities for SC
producers

Objective 3.3.5 - Leverage earned media to reach consumers two weeks prior to
major events like Flower Festivals and Family Fun Day

Create more awareness abot SC agricufture,

drive demand for SC products and increase
pguiy vofue

0.75

L75

0.5

0.4

|Strategy 3.4 Provide doily market news reports and USDA quatity grading and
inspections far frur etables. sean.sts and other commodities

Objective 3.4.1 - Make weekly visits to six ivestock auctions and daily visits to
Lroduce wholesalers to record price_volume and other market information

Provide a level playing field for producers and
consume; arketniace
Help producers make marketing decisions

325

Objective 3.4.2 - Praduce and publish information daily and weekly through
Internet reports, printed reports, telephone recarding devices, daily radio programs,
WS A [V pag

Help producers make marketing decisions

Objective 3,4.3 - Perform grading and inspection at all statewide peanut buying

Provide more marketing opportumities for SC

oints and contracted grain and commodily buying soints = oducers

Objective 3.4.4 - Increase the diversity of USDA commadity certifications that SCDA
inspectors can issue upon request

Strategy 4.1 5

& vy g agrib
ond value added opportunities

reciwtment efforts

Provide more marketing opportunities for SC

procusers

Pravwse addinanal investment and 1ob

opurtintes in riral South Coroling

15

17

more $C agricultural products in their business jrocesses

Cbjective 4.1.1-Meet with 10 cusrent companies annually to encourage them to use |increase the value of agribusiness in SC

Obiective 4.1.2-Create collaborations between in-state farmers and food processors
to x-chain opportunities

Increase the value of agribusiness in SC

suz
Objective 4.1.3-Meet with state, locals and regional alliance officials quarterly about
ayribusiness opg ortunities

Increase the value of ogribusiness in SC

Objective 4.1.4-Participate in at least seven business events and/or trade shows per
cear to meet with prosuiective companies

Increose the value of agribusiness in SC

Objective 4.1.5- Perform an annual inventory analysis on agribusiness companies
who are primed for expansion in SCor the Southeastern United States

Increase the volue of agribusiness in SC

Strategy 4 2 -Research and advocate for responsible ogricultural pehcres which
lencowrage growth and resource stewardship

Expand easting industry and increase value-

added proguction

0.65

0.25

0.25

|Objective 4,2.2-Assess all industry policies before each legisiative session by

|uathering input from a cross section of at least 10 gifferent producers

Increase the value of agribusiness in SC

Objective 4.2.2- Be an industry voice in communicating factual information to
elected officials at the a:rocriate time

Provide factual, unbiased information which
will lead to sound -olicy decisions

Objective 4.2.3-Work with agency program staff to review current laws, regulations,
and policies to balance consurner safety and a business friendly environment

Increase the value of agribusiness in 5C

Strateqy 4.3 Provde credible and timel¢ informatron to South Carolinions to iciease | Ensure fimely detivery of information of both

awareness of I ruducer and consumer interest
Cblective 4.3.1- Update agency plan for crisis management and/or regulatory Frovide unbiased information to improve public
events. safety «iucate producers and consumers, and

facilitute the exchange of agricultural goods

CIMLE

business days

Objective 4.3.2-Respond to 100 percent of website information requests within two | /7o

i

e information to improve public

safety, educate producers and consumers, and

‘acilitate the exchange of agriculturaf goods

0.25

Objective 4.3.3- Develop relationships with media statewide to pitch positive
\agricultural news_events_stories as the, occur

increase demand for SC products

resources and enhanced customer servie tools

iStrategy 4 4 -Continue to faster externo’ ond ternal communications as educationsl | Be the voice of and source of informatron. for
South Carolina agrictiture

Number of attendees at Certified SC events

resioctions

Niamviber of agribrrness idestiled for
Prospect ve expans|on or projects n S¢

Percent of website Public Information
Requests answered within 2 days

Com ensive Strateaic Plan Summa
337,662 0.75 515,642
175000 1.5 175,000
337,662 0.75 515,642
451643 05 470,445
451,649 05 470,445
451,649 05 470,445
451,649 0.5 470,445

1,800,194 145 1,410,162
337662 0.75 515,642
177,589 1,75 195,130
225,108 0.5 343,761
180,086 0.4 275,009
325,807 3.25 362,383
152219 15 167,254

1,725147 17 1,895,544
202958 2 223,005
292,640 0.65 696,890
112,554 Q.25 421,881
225,108 05 593,761
450,216 1 937,523
112,554 0.25 421,881
180,086 0.4 275,009

90,043 0.2 137,505
180,085 0.4 275,008
45,022 0.1 68,752
112,554 0.25 171,881
337,662 0.75 515,642

Marketing & Pramotions
Marketing & Promotions
Marketing & Promotions
Marketing & Promotions

Marketing & Promations

Marketing & Promotions
Marketing & Promotions
Marketing & Promotions

State karmers Markets

State Farmers Markets

Marketing & Promotions

Grading & Inspection
Marketing & Promotions
Marketing & Promotions /
State Farmers Markets
Grading & (nspectior
Grading & [nspection

Grading & Inspection

Grading & Inspection

Grading & inspection

Anbusanss Dvalopment
Agribusiness Development
Agribusiness Development
Agribusiness Development
Agribusiness Development

Agribusiness Development

Exter=al Affars

External Affairs
External Affairs

External Affairs

Publc Intormation

Public Information

Various

Public Information

Publie Infarmation

Elizabeth Shuler Wood
Jackie Moore
Ansley Turnblad

Chad "ruesdale fiess than 3
years

Matt Cornwell (less than 3
years)

Chad Truesdale (less than 3
years

Martin Eubanks {more than 3
years)

Chad Truesdale (less than 3
years

Brad Boozer {more than 3
years)

8rad Boozer (more than 3
years)

vacant

lack Dantzler (more than 3
years)

Katie Pfeiffer (iess than 3
years)

Elizabeth Shuler Waod (more
than 3 years)

Jack Dantzier (more than 3
years}

Keflie Taylor (more than 3
years)

Kellie Taylor {more than 3
years)

Jack Dantzler (more than 3
years)
Jack Dantzler {more than 3
years)

Clint Leach {(more thans 3
years)
Jack Shuler {less than 3 years)

Jack Shuller less than 3 years)

clint Leach (more than 3
years)
Jack Shuler {less than 3 years)

Jack Shuler {less than 3 years)

Clint Leack {more thar 3
years)
Clint Leach {more than 3
years)
Ciint Leach {more than 3
years)
Clint Leach {more than 3
years)

Sally McXay {iess than 3
years)
Sally McKay {less than 3
years)

Various

Sally McKay {less than 3
years)
Saliy Mckay {less than 3
years}

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

e

Yes

Private Business

Private Business

Individual

Non #rofs, Individual, Hgher

Education nstitution
Private Business

Non-Profit, Individual, Higher
Education Institution
Federal, State, Non-Profit
Non-Profit, Individual

State, Private Busness, Private
Business, Individual. k-32 Education

Private Business, Individual

Higher Education Institutlon, Private
Business, Individual

State, Federal, K-12 Education

Private Business

Federal, Prvate Bus ness
Federal, Private Business

Federal, Private Business

Federal, Private Business.

Federal,

Stube, Local Government, Private
Busmess

State, Local Government, Private
Business

State, Local Government, Private
Business

State, Local Government

Local Government, Private Business

State, Local Government, Private
Business

State, Local Government, Private
Business, Non profit, Indvidual
Non-Profit, Individual, Private
Business

State, Non-profit, Private Business

Non-profit, Private Business
Federal, State, Private Business,
Indivdual

Federal, State, Private Business,
individual

Private Business, Individual

Private Business, indwidual

The contents of this chart are considered sworn testimony from the Agency Diractor.



Annual RFY Comprehensive Strateqic Plan Summary

Objective 4.4.1-Maintain a Market Bulletin subscription of 15,000 Provide unbigsed information to imprave public|2.5 41,524 2.5 192,730 Market Bulletin subscription reach Public informatien Sally MeKay (less than 3 Yes Individual
safety, educate prodicers and consumers, and years)
'acifitate the exchange of agricultural goods
il v
Objective 4.4.2- Public Information staff should conduct visits with different program | Provide unbiased information to improve public [0.25 112,554 025 171,881 Public Information Sally McKay {less than 3 Yes
staff at least monthly sofety, educate produters and consumers, and years)
('acilitate the exchange of agricultural goods
LT RPN S
Objective 4.4,3- Establish an accurate position on key issues and create consistent /Agency employees provide better customer 0.5 225,108 0S 343,761 Public Information Sally McKay (less than 3 Yes
[1e55aging across the agen: service and are more [ oductive years)
Objective 4.4.4- Leverage paid media to get a higher return on investment Grow sales of 5C grown and made ogricultural (0.5 225,108 0.5 343,761 Public information Sally McKay {less than 3 Yes Private Business, Individual
roducts years)

The contents of this chart are considered sworn testimony from the Agsncy Directar,





