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Presenter
Presentation Notes
USDA released the Census of Horticultural Specialties on 12/13/2010.

In this survey, the average firm had sales of $541,456.

In comparison, the average farm in the 2007 Census of Agriculture had sales of just $134,807.  So the average operation in the Census of Horticultural Specialties had four times the sales of the average farm in the U.S.

Granted the definition of the operation was slightly different, with the farm in the 2007 Census of Agriculture having $1,000 or more in sales, while the farm definition in the 2009 Census of Horticultural Specialties was defined as sales of at least $10,000.

So, as further comparison, the average corn farm in the 2007 Census of Agriculture had sales of $114,835 and used 248 acres.  The average corn farm in 2007 for farms with at least $10,000 in sales had an average of $128,426 in sales.  So, the average horticultural specialty operation still had sales over 4.2 times the sales of the average corn farm of similar size two years earlier, but the average horticultural specialty operation did it all on 1.46 acres.

Hence, these operations do exemplify the definition of horticulture as intensive agriculture.
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Presentation Notes
At the release, USDA presented some great summary slides that showed the concentration of firms in each state…
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Presentation Notes
… and the concentration of sales by state.

Note that every one of the 50 states has some firms and some sales in this Census.
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Presenter
Presentation Notes
One slide, which I did, that proved helpful to me, was seeing a pie chart of the dollars by horticultural specialties segment.  You can see that there are some major categories and some very small slivers.
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Presenter
Presentation Notes
Something in the report’s first table that we don’t see elsewhere in the report is the total finished floriculture sales grouped, which would represent all of the categories on the right from annuals to cut cultivated greens.  Together, these segments represent 42.9% of the total dollars in the survey. 
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Presenter
Presentation Notes
I also prepared a series of maps, which help to show the diversity of the horticultural specialties geographically.  Here we see the top five states by firm count (FL, CA, PA, OR, MI) …
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Presenter
Presentation Notes
And here we see a slightly different perspective if we look at the top five states by sales (CA, FL, OR, TX, MI).
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Presenter
Presentation Notes

If we look at the totals for finished floricultural sales, the ranking five states are CA, FL, MI, NC and OH.
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Presenter
Presentation Notes
The top five in nursery sales are CA, OR, FL, TX and TN.
(Incidentally, the top five states for nursery firms by count are FL, CA, OR, NC and PA.)
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Presenter
Presentation Notes
Top five turf states are CA, TX, FL, GA and AL by sales (or TX, FL, AL, MN, and GA by firm count).
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Presenter
Presentation Notes
Christmas Tree sales: OR, NC, MI, PA, WI for $ (and NC, PA, OR, WI and MI for firms).


Top S States - Sales of Food Crops Grown Under Protection
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Presenter
Presentation Notes
CA, NY, PA, MN and OR for $ (and PA, CA, NY, MA and WI for firm count). 
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Presenter
Presentation Notes
There are 22 different states that rank in the top five for one or more horticultural specialty segments in either firm count and/or sales.  So, for many of these states, the horticultural specialties are an important part of agriculture.  (For that matter, for several of the other states, the horticultural specialties are a huge percentage of the total ag dollars.)
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Presentation Notes
So, what does this mean in the larger scheme of agriculture?  If I return to my pie chart …
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Presentation Notes
… I note 10% - 11% may be other than floriculture or ornamental horticulture or related input crops.  That is, finished floriculture, or the inputs like flower seeds, or bulbs or plugs and liners or nursery crops and their liners, and sod, sprigs or plugs, represent about 89% to 90% of the sales of this pie if we remove the food crops, the vegetable seeds, the vegetable, strawberry, tobacco or short rotation woody crops sold (the latter two categories being a big part of the other here).

If we look at this 89% - 90%, it is not food, fuel or fiber.  It is what I call “the other part of agriculture.” 
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Presenter
Presentation Notes
This “other part of agriculture” is a very important part of agriculture for a number of economic, environmental, and psychological or sociological reasons.
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Presentation Notes
Looking at Economic issues, we have many stories of the value of green spaces for economic issues, from driving the convention and tourism business, to attracting shoppers, to creating space for athletic teams and golfers.  From several studies in a number of cities, we know people will pay a premium for a house within view of a public park.  We know that shoppers will patronize businesses more frequently if the surroundings are well landscaped versus non-landscaped shopping alternatives.  And we know businesses locate in areas where employees can enjoy a better quality of life as evidenced by good park systems, good urban forestry programs or the like.


Environmental Issues

e Stormwater Management

e Pollution (wind erosion, water runoff,
light & noise, etc.)

* Energy reduction (cooling in summer,
heating in winter)

o Attracting wildlife


Presenter
Presentation Notes
Whether discussing moderating urban climate extremes, mitigating urban heat islands, or ameliorating pollution, erosion or flooding, our horticultural specialties contribute to the environmental scene.  First, 40% of the tree canopy in the U.S. is in urban areas.  And we know that a properly situated tree can save a homeowner heating costs in winter and/or cooling costs in summer.  Unlike other infrastructure elements in a city, e.g., roads, sidewalks, buildings, etc., trees increase in value over time, instead of depreciating over time.  We know that flowers and trees and shrubs and turf and groundcovers attract birds and bees and butterflies and other animals important to the ecosystem balance in the urban environment.


Psychological/Sociological Issues
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Presentation Notes
Plants are also important indicators for the quality of life.  Besides just looking pretty, plant - people interaction studies have shown plants help to reduce stress, improve productivity, introduce calm, and spawn creativity.  We know that in neighborhoods with green spaces, crime is reduced.  We know that hospital patients exposed to views of green spaces recuperate faster.  We have an entire field of horticultural therapy that works with people to improve mind, body and spirit in long-term facilities such as prisons, senior or long-term care facilities and the like.  And we know that school children who get to have recess in a green space exhibit greater self-discipline, focus better, have better study habits and get better grades.


PLANTS
ARE
GREAT!!!


Presenter
Presentation Notes
So, the fact that most of the horticultural specialties are not food, fuel nor fiber does not concern me for our plants are Food for the Soul.  Our plants are great!


Dr. Marvin N. Miller

Market Research Manager
Ball Horticultural Company
622 Town Road

West Chicago, IL 60185
U.S.A.

630/231-3600 X1381
mnmiller@ballhort.com
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