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Abstract 

State marketing programs are dedicated to promoting state grown and produced products. 

Currently, every state in the US has a state marketing program. At the same time, these programs 

vary in the extent of their efforts to promote state-specific agricultural products. To date, 

numerous studies have examined the impact of specific state marketing programs from a 

consumer perspective. To our knowledge, no studies have examined the producer side of state 

grown programs. The focus of this research is to identify specific factors that affect firm 

participation in the Georgia state marketing program, Georgia Grown.  

We rely on a unique data set identifying characteristics of participants in the Georgia 

Grown program along with their selection into a specific tier of marketing service. Importantly, 

each tier requires a specific sum for participation. Using this data, we are able to identify specific 

factors that influence participation including: industry sector and geographic region. The results 

of this analysis are relevant for understanding how state marketing programs can better interact 

with the suppliers who are interested in participating in their program. 

 

Keywords: State marketing programs, agribusiness marketing, willingness to pay 
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Agriculture is Georgia’s largest industry adding over $70 billion annually to the state’s economy 

and employing one in seven Georgians in agricultural and related fields (Georgia Farm Bureau). 

Georgia’s Department of Agriculture was established in 1874, making it the oldest state 

agricultural department in the United States (Georgia Department of Agriculture). Georgia 

Grown is a marketing and economic development program developed by the Georgia 

Department of Agriculture. The program’s main goal is to assist the “agricultural economies by 

bringing together producers, processors, suppliers, distributors, retailers, agritourism and 

consumers in one powerful, statewide community.” By participating in the program, members 

can experience different levels of service and benefits. Although Georgia Grown focuses on 

agriculture-related businesses, any business, regardless of its industry, can join. The Georgia 

Grown brand is used by businesses to promote Georgia’s locally grown products and services. It 

also helps consumers who are interested in identifying Georgia Grown products in the 

marketplace (Georgia Grown). In this paper, we examine the different types of businesses and 

services that join the Georgia Grown membership and which of these firms are more likely to 

participate in the higher membership levels of this program. By examining which members are 

expected to join these higher memberships, we can determine what aspects of Georgia Grown 

are effective in reaching these firms that are more likely to pay for a higher premium in their 

membership while investigating which categories need improvement in reaching the businesses 

or services that are not willing to pay for a premium membership.      

For this analysis, we ran an interval regression that allowed for us to determine which 

type of businesses and services will pay for a higher level membership which, in turn, will pay 

for more benefits and services sponsored by the Georgia Department of Agriculture. Out of all 

the categories that firms can choose from, we found that firms that identify themselves as a 
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restaurant, wholesaler, or business/service have a higher probability of becoming a higher-tiered 

member. However, firms that identify themselves in the industries of forestry or agritourism are 

more likely to pay less than the average Georgia Grown member. Based on these findings, we 

have determined that the Department’s marketing towards restaurants, wholesalers, and 

businesses/services is effective while their efforts towards the firms involved in forestry and 

agritourism need assistance.  

 

State Marketing Programs  

As with the growing trend of buying local, the number of state-sponsored agricultural marketing 

programs has also increased in the United States. Before 2000, less than half of the states had an 

agricultural marketing program, but now all 50 states have one (Onken & Bernard). These 

programs are intended to increase the demand for local products for their own state. Since each 

program is state-specific, these programs have their own rules, regulations and requirements for 

the businesses to join. Some require that businesses either produce, process or manufacture at 

least a certain percentage of the product in their state while others have more lax requirements. 

Figure 1 describes the minimum requirements that firms must posses in order to be 

eligible for their states’ marketing programs. This requirement is based on the percentage of how 

much of a firm’s product must be from the state itself (Onken & Bernard). As the minimum 

requirement increases, the number of states who enforce the minimum percentage decreases. The 

majority of state marketing programs do not even a minimum, including Georgia Grown. 

According to a Georgia Grown expert, if a Georgia Grown jam maker has to outsource its fruit 

from Alabama, it can still be considered Georgia Grown because the firm is selling to Georgia 

consumers and employing Georgia residents.  
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Out of all of these programs, many states follow certain trends regarding their marketing 

program’s logo. Figure 2 shows the number of programs that follow these common 

characteristics that these state marketing programs tend to exhibit. Almost half of the states have 

either a picture or the shape of their state on their logo while 70% of the programs have either the 

picture or shape of their state or the words “grows” or “grown” on the logo. Georgia Grown 

contains the words “grown” while other programs like GO TEXAN have a picture of the state in 

its logo (Onken & Bernard).  

California is the United States’ leader in agricultural production. Its program “California 

Grown – Be Californian, buy California grown” is used to “emphasize our strong ties to the land 

and to our neighbors; to take pride in our homegrown products and our work; and to support our 

economy and our Californian way of life” (California Grown). Started in 2002, California Grown 

is supported by the state government and growers and requires a minimum of 85% of the product 

to be produced in the state in order to be considered for eligibility. Not only does the program 

benefit the growers and retailers, but consumers have also gained more knowledge about the 

agriculture industry and the program itself. Research done statewide in California has shown that 

since the California Grown campaign has started, there has been a 7.1% increase in purchases of 

Californian agricultural products which results in almost $900 million in increased sales. 

Through the use of California Grown commercials, consumers are twice as likely to buy 

products specifically from California than they were six months prior to the commercials airing. 

California Grown’s presence in the agricultural economy has led to an increase in the percentage 

of consumers who feel that it is either “extremely or very important to buy California grown 

products” (California Grown).  
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Texas is also a major agricultural producer in the United States. The state’s program GO 

TEXAN, established in 1999, is similar to Georgia Grown in that different membership levels 

lead to different benefits and services. The Texas marketing program “celebrates, promotes, and 

supports … Texas agriculture. Whether it’s grown, sewn or served up on a plate, more than 26 

million Texans shop, travel and dine out in support of Texas business and agriculture, looking 

for the GO TEXAN mark to light the way” (Texas Department of Agriculture). In order to be a 

part of the GO TEXAN program, businesses are divided into two groups: product, associate & 

wildlife and restaurants. For the product, associate & wildlife requirements, companies that 

produce products must show that the products were either grown or processed in Texas in order 

to be eligible. Companies that make non-agricultural products are also eligible to apply but will 

receive limited benefits. However, the program usually restricts companies from applying that 

use Texas-produced inputs but are processed elsewhere. For restaurants, these eateries must 

physically reside in Texas and serve “products that are grown, made or have value added in 

Texas” in order to be eligible to sign up for GO TEXAN. Restaurants also have to submit an 

annual survey and be in compliance with state and local laws (Texas Department of Agriculture).  

Florida’s Department of Agriculture and Consumer Services and the Florida Agricultural 

Promotional Campaign (FAPC) both support the Fresh From Florida program that was started in 

1990. Since the majority of Florida’s agricultural producers are small farmers, the Fresh From 

Florida program assists them with “promotional and advertising campaigns to help market their 

products” (Florida Department of Agriculture and Consumer Services). Like most of these 

agricultural marketing programs, only members of the Florida Agricultural Promotional 

Campaign can use the Fresh From Florida logo. With this membership, associates “participate in 

industry trade shows at a reduced cost, receive point-of-purchase materials, have access to trade 
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leads, receive the ‘Fresh From Florida’ magazine and industry newsletter, tie-in to supermarket 

promotions that feature Florida products in newspaper and store circular advertisements, and 

receive a farm sign customized with the member’s business name” (Florida Department of 

Agriculture and Consumer Services). The Fresh From Florida membership is divided up into two 

membership levels: paying and non-paying. Paying members pay an annual fee to the FAPC and 

include producers, packers, repackers, processors, brokers, shippers, cooperatives, agricultural 

supports, and industry organizations. The non-paying members are comprised of retailers, food 

service, non-profits, wholesalers, educational organizations, and governmental organizations. 

Members can order marketing materials like point-of-sale and retail display materials that are 

free of charge but can only be used for Florida products. Participation in the logo incentive 

program is also encouraged for FAPC members “which offsets a portion of their consumer 

packaging and carton printing costs while promoting the ‘Fresh From Florida’ message” (Florida 

Department of Agriculture and Consumer Services).  

Pennsylvania has its PA Preferred program that is a “public-private partnership between 

the Pennsylvania Department of Agriculture and many companies” and works with these 

companies and stores to promote and support products that are produced, grown and processed in 

the state (PA Preferred). For its members, the PA Preferred program is committed to ensuring 

that they connect with the right distributors, retailers, restaurants and chefs and food service 

professionals.  The program, established in 2004, organizes and hosts buyer-vendor shows which 

then help bring in both local retailers and producers. These relationships between the retailer and 

producer make consumer accessibility of local products easier. PA Preferred offers free point of 

purchase promotional materials to authorized members in order to express the continuous 

commitment to Pennsylvania’s agriculture industry and economy as a whole (PA Preferred). In 
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order for a company’s product to be eligible, it must be at least 75% grown, processed, produced 

in the state (Onken & Bernard).  

The Heart of Washington program was developed by Washington’s Department of 

Agriculture from a one-time federal grant in 2001. The Washington State Legislature has found 

that this program is beneficial to the economy because it encourages Washington residents to 

purchase any Washington-grown or –processed food and products. However, with the end of the 

grant funding, Washington’s legislation has found that the program would be better off as private 

and not-for-profit corporation (Washington State Legislature).  

 

Georgia Grown 

Georgia Grown was started in 2001 but was recently revamped to accommodate the growing and 

increasing trend of buying local. Without any minimum requirement, any business or service 

provider, even those not specific to the agriculture industry, can select their level of membership. 

Each level requires a different fee, but the higher tiered levels yield more benefits and privileges 

that the company can use.  

Table 1 shows the different benefits that Georgia Grown firms receive at the different 

membership levels. The benefits are divided into three categories: business benefits, 

PR/impression benefits, and Georgia Grown Symposium benefits. No matter what membership 

level, Georgia Grown firms receive all of the business benefits. For the PR/impression benefits, 

higher membership levels receive more benefits including publications sponsored by the Georgia 

Department of Agriculture.  The Georgia Grown Symposium benefits have the most distinction 

amongst membership levels because this category of benefits could result in more opportunities 

for networking (Georgia Grown).  
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Georgia Grown also offers a “basic” membership where members pay between $0 and 

$99.99. Based on the less-expensive membership price, those in the basic level would receive 

less benefits and services provided by Georgia Grown. Silver members pay between $100 and 

$499.99 for their membership while firms who have a gold membership pay between $500 and 

$2,499.99. Platinum members pay between $2,500 and up to $9,999.99. Diamond firms pay 

$10,000 for their memberships while companies that are interested in becoming a part of the 

Founders’ Circle must contact the Georgia Department of Agriculture directly.  

Since agriculture is Georgia’s largest industry, the Georgia Grown program is designed to 

benefit both the state’s economy and local businesses. “By bringing together producers, 

processors, suppliers, distributors, retailers, agritourism and consumers,” Georgia Grown’s goal 

is to support and promote the agricultural economy (Georgia Grown).  

 

Benefits of State Marketing Programs 

There have been numerous studies that estimate consumers’ willingness to pay for local products 

(Carpio & Isengildina-Massa, 2009). Since consumers are now paying more attention to where 

their food comes from, state departments of agriculture are promoting their state-grown foods 

with their own programs. According to a study done with South Carolina’s campaign, over 70% 

of consumers stated that their first motivation in purchasing South Carolinian produce is to 

support both the local economy and local farmers (Carpio & Isengildina-Massa, 2009). Other 

studies have found that consumers expect for the local products to be fresher and/or of better 

quality, so they would prefer to purchase local products (Patterson). Findings have also 

suggested that advertising local products at farmers’ markets and high-end grocery stores is an 

effective way to further the state’s efforts in promoting these locally grown products. By 
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identifying the consumers who shop at farmers’ markets and/or specialty grocery stores and 

those who are willing to go out of their way to purchase local products, state branding may be 

effective. By offering products at special locations including agritourism sites, producers and 

food processors have the opportunity to find new market opportunities (Patterson). 

However, there have been far fewer studies examining the producers’ side of this recent 

phenomena. Some of these include research done by Carpio & Isengildina-Massa, and Xie, 

Isengildina-Massa & Carpio, and Govindasam, Schilling, Sullivan, Turvey, Brown & Puduri. 

More studies need and should be done in order to assist policymakers and marketers on how to 

properly label and promote locally grown products to consumers. For state governments and 

private investors, these studies can be used to determine the most efficient way to invest and 

allocate funds for these programs as well as figure out which campaign components work the 

best (Xie). With these state-sponsored agricultural marketing programs, the agricultural industry 

can experience increased economic activity, but other aspects of the industry including 

agricultural suppliers and service providers also experience the increased economic activity as 

well. With these state-marketing programs, state farmers received and continue to receive 

“substantial economic benefits” (Govindasamy, Schilling, Sullivan, Turvey, Brown, & Puduri). 

With direct benefits received by the farmers, the program will positively impact the rest of the 

economy as well (Carpio & Isengildina-Massa, 2010).  

The farmers are the main beneficiaries of these campaigns, but the consumers, restaurants 

and farmers’ markets in the economy are also beneficiaries.  By analyzing restaurants’ 

willingness to pay for program membership, policymakers and marketers can determine which 

aspects of the marketing campaign is most effective for the restaurants. In South Carolina’s state-

marketing program, the restaurants declared that their main motivation in joining the program 
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was to support the South Carolina economy as well as to increase sales by attracting customers 

who are interested in purchasing local products. Over 30% of these restaurants saw increased 

sales as well as an increased clientele who visited the restaurant. 70% of these eateries have a 

positive willingness to pay for the Certified South Carolina label and any other campaign 

components. By examining the South Carolina campaign, the South Carolina Department of 

Agriculture was able to determine that a restaurant’s image, satisfaction with program and 

motivation to become a part of the program had the most impact on their willingness to pay for a 

membership in the state’s agricultural marketing campaign (Xie, Isengildina-Massa, & Carpio).  

 

Data 

All 159 Georgia counties are divided up into 12 economic regional commissions: Northwest 

Georgia, Georgia Mountains, Atlanta Regional Commission, Three Rivers, Northeast Georgia, 

Middle Georgia, Central Savannah River Area, River Valley, Heart of Georgia Altamaha, 

Southwest Georgia, Southern Georgia and Coastal.  

For this study, the Georgia grown members are divided into their respective commissions 

in order to determine whether the economic situation of each commission has an affect or is 

correlated to number and level of the memberships.  

The Atlanta Regional Commission is comprised of nine counties: Cherokee, Cobb, 

Douglas, Fayette, Fulton, Gwinnett, Henry and Rockdale. The Atlanta Commission ranks first in 

number of Georgia Grown members, average median household income for all the counties and 

employment. Despite the Atlanta region hosting the most members, the commission is last and 

second to last in the percentage of agriculture-related industries and the annual payroll for these 

agriculture establishments, respectively. Even though agriculture is not the most significant 
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industry in the Atlanta commission, the commission still hosts a lot of businesses, including 

those involved with agriculture in some way.  

Based on Table 2, it appears that the more Georgia Grown members a commission is 

home to, the number of agriculture establishments and the payroll for these establishments is 

lower. However, some commissions with a higher number of memberships tends to show that 

they also have a higher median household incomes and employment rate.  

Similar to the Atlanta Regional Commission, the Georgia Mountains commission 

exhibits a large number of Georgia Grown members, so we tend to see that the number of 

agriculture establishments and their annual payroll is lower compared to other regions with very 

agricultural-intensive communities. With 10 counties including Banks, Dawson, Forsyth, 

Franklin, Habersham, Hall, Hart, Rabun, Union and White, Georgia Mountains is not in the top 

third percentage of the commissions in terms for median household income, employment 

percentage and the percentage of agriculture-related industries in the region; however, it appears 

that these factors have no affect on the number of memberships compared to the Atlanta 

commission. 

The Southwest Georgia regional commission is one example where the factors appear to 

be completely independent of one another. Southwest Georgia consists of 14 counties: Baker, 

Calhoun, Colquitt, Decatur, Dougherty, Early, Grady, Lee, Miller, Mitchell, Seminole, Terrell, 

Thomas and Worth. Ranked fifth in the number of Georgia Grown memberships, this region is in 

the bottom third of household income and overall employment, but it is in the top third of 

agriculture-related industries, the number of agriculture establishments and the annual payroll for 

these establishments. It appears that for this commission, income and employment are tend to 
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move in the opposite direction compared to the overall situation of the agriculture sector but 

appears to have no real effect on the number of Georgia Grown memberships.  

Based on information provided from Table 2, most commissions seem to follow the same 

type of pattern as the Southwest Georgia region: an inverse relationship between the economic 

situation of the commission and its agriculture situation with no influence on the number of 

Georgia Grown members. In some instances, like the Atlanta Regional Commission and the 

Central Savannah River area, the rankings between the number of memberships, income and 

employment are almost identical, but a majority of the commissions show that these rankings 

have no relation with the number of Georgia Grown memberships.  

For the Georgia Grown program, the sample size includes 949 Georgia Grown members, 

as of May 2014. Members are identified by their membership level, the type of industry they are 

involved in, and their geographic location. The geographic information includes the zip code, 

city, county and the economic regional commission. The different industries that members 

identify themselves with include seasonal crops, livestock/seafood, farmers market, agritourism, 

restaurants/retailers, wholesalers/distributors/packers, forestry products and services, products 

and business & services. When businesses are applying for their membership, they fill out which 

categories they are involved in and may choose as many and whichever ones as they see fit. 

When choosing their membership, firms list what type of products they offer as well as 

what business type they identify as. Out of these nine categories, seasonal crops has the most 

subparts with over 35 different types of produce. Like seasonal crops, livestock/seafood allows 

for firms to list what type of livestock or seafood it offers. The farmers market is a unique 

category because members can either consider themselves a farmers market or not. Members can 

also choose whether or not they see themselves as a source of agritourism. With five different 
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aspects of agritourism, firms can select what type of agritourism destination they are. The 

restaurants/retailers is one of the categories that hosts the most members with higher tiered 

memberships. This category includes restaurants like barbecues and creameries, grocery stores, 

craft breweries, and stores that supply farm equipment, hardware, and other agriculture-related 

necessities. Like the farmers market category, firms can choose whether or not they classify 

themselves as a wholesaler/distributor/packer. In this category, firms then select what seasonal 

crops and/or livestock/seafood they wholesale/distribute/pack. With timber being one of 

Georgia’s top commodities, the forestry products & services gives those involved in the forestry 

industry the opportunity to distinguish themselves from the other Georgia Grown members. Like 

seasonal crops and livestock/seafood, the products category lists different products that members 

can offer. These products range from environmental goods like grass and compost to food and 

drink like sauces and spirits. The last category is businesses & services. This category offers the 

most variety since the majority of the non-agricultural related members place themselves in this 

category.  

The state of Georgia is divided into 12 economic regional commissions (Figure 3). We 

separate the Georgia Grown members based on the regional commission that they belong to. 

With this division, we can determine which economic region is more prone to host certain 

industries and at what membership level.  

From Tables 3 and 4, we can see that seasonal crops and then products are the two most 

offered goods while business/services is the top business type followed by agritourism and 

wholesalers for both the Georgia and overall total. For the economic regions, the Atlanta 

commission has the most members that belong to the Georgia Grown program. It is important to 

note that firms have been counted more than once if they selected multiple characteristics for 
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their membership profile. For example, if a Georgia Grown restaurant located in the Atlanta 

commission identifies itself as both a restaurant and a provider of seasonal crops, then the 

member would be counted in both the restaurant and seasonal crops category for the Atlanta 

region. Although Table 3 does not depict the true value of how many members are in each 

commission, it does demonstrate that the Atlanta commission has the most Georgia Grown 

options while the River Valley region offers the least.  

We also calculate membership level by economic regional commissions (Table 5). Based 

on population, both with businesses and people, it is understandable that the Atlanta commission 

has the most members in the overall total as well as in the founders’ circle and basic membership 

levels. Compared to Table 3, this table shows the exact number of members in each commission. 

It does follow the same pattern though with Atlanta hosting the most members and River Valley 

with the least. In fact, there are more out-of-state members than there are for River Valley. The 

Mountains commission hosts the second most members with their gold and silver members being 

in the top third percent for each level.  

In Table 6, we calculate membership level based on industry. Each member can choose 

what different goods it offers and what type of business/services it describes itself as. This 

explains why the overall total is much larger than the actual number of members. 

Once again, seasonal crops is the most popular in what goods are offered. When choosing to 

select which seasonal products a business offers, there are 36 different seasonal products to 

choose from ranging from apples to Vidalia onions. For example, one business may offer an 

assortment of fruits while another may offer only one seasonal crop. For this study, both 

businesses are considered to offer seasonal crops, despite the difference in how many different 

crops are actually being offered.  
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This same type of situation occurs for all of the other categories except for farmers 

markets and wholesalers/distributors/packers. In this case, there is only one type of farmers 

market, and wholesalers/distributors/packers are based on what type of seasonal crops and 

livestock/seafood they sell, distribute and/or pack.  

Because the basic membership “members” has an annual cost that ranges from $0 to 

$99.99, then it is to be expected that this level will have the most members, as seen in Table 7. 

As price increase, the number of memberships in the higher-tiered levels decrease. However, the 

Founders’ Circle has twice as many members than the diamond level. Founders’ circle members 

receive the most benefits, so if someone was debating between a diamond and founders’ circle 

membership, then the founders’ circle benefits could outweigh the extra costs.  

Coca-Cola is one of Georgia Grown’s Founder’s Circle members. Headquartered in 

Atlanta, Coke’s relationship with Georgia’s Department of Agriculture is a way for both the firm 

and department to support one another and the local economy.  

 

Analysis 

With almost 950 observations, we conducted a simple analysis to determine which types of 

companies are more prone to select the different membership levels. This is important because 

the Georgia Department of Agriculture can use this information to determine which aspects of 

the marketing program are effective in attaining members, especially those who are interested in 

purchasing a higher membership level. By determining which types of firms and what products 

they offer are more inclined to certain membership levels, the state marketing program can 

address these firms’ needs on a categorical basis. By identifying which categories will lead to 

memberships above the basic level, Georgia Grown can increase their marketing efforts towards 
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the categories that lead to higher-tiered memberships while altering their methods for the 

categories that do not lead to the premium memberships.  

To estimate what membership level each firm i chooses, we treat the various levels of 

membership as discrete steps and estimate which 𝑗 industries are more likely to select into which 

price step where 𝛾 is a dummy variable for members that have an out-of-state address gives 

members a 1 for out-of-state members and a 0 for members headquartered in Georgia. We also 

clustered the standard errors by the regional commissions because we believe that the firms in 

the same economic region will be similar in some unobservable ways. Specifically, we estimate: 

(1)   𝑀𝑒𝑚𝑏𝑒𝑟𝑠ℎ𝑖𝑝 𝐿𝑒𝑣𝑒𝑙𝑖 =  𝛼 +  ∑ (𝛽𝑗
8
𝑗=1 × Industry Type 𝑗) + 𝛾𝑜𝑢𝑡−𝑜𝑓−𝑠𝑡𝑎𝑡𝑒 +  𝜀𝑖 

We estimate the equation (1) as an interval regression based on the various membership 

level costs. Each category is a dummy variable, so when a firm selects seasonal crops and 

restaurants/retailers for its profile, the member will receive a 1 for these industries and a 0 for the 

rest. An interval regression allows us to estimate which category of membership price a Georgia 

Grown member falls into. By running an interval regression, we want to predict the price range 

of each membership level that a firm chooses based on what categories it selects as well as 

identify which categories are indicators for which membership level a firm will purchase.  

 

Results 

We estimate equation (1) using two data sets. The first includes only Georgia Grown members 

that are headquartered in Georgia; the other includes all members, including out-of-state. With 

only members with addresses located in Georgia, the variable for out-of-state members is 

dropped from equation (1).  
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The constant variable shows what a member would pay for their membership, if the firm 

decides not to identify itself with any category, so if all of the dummy variables were 0, the 

membership would cost $112.30 (Table 8). For this regression, only the restaurant, wholesalers, 

forestry and business/services variables are significant. 

Georgia Grown restaurants will be willing to pay $27.45 more than the average member. 

Since this added increase is still in the same membership level as the average member, there are 

opportunities that can help increase this coefficient so that more restaurants can be gold 

members. GO TEXAN, the state marketing program for Texas, has a separate application and 

process specific for restaurants. If the Georgia Grown program can adopt a method similar to GO 

TEXAN by catering towards restaurants’ unique needs, then the Georgia program has the chance 

to increase both the number of members and their membership level.  

Even though the forestry variable is significant, members in this category pay $76.32 less 

than the average member. This can be explained by the fact that labels are not important in the 

forestry industry; therefore, special promotions are needed in order to entice more firms to join 

and become members. Since timber is Georgia’s second largest manufacturing employer, there is 

the opportunity for these private landowners to join Georgia Grown. With the lack of 

differentiation among forestry products and how often consumers buy wood-related goods, the 

Department of Agriculture should work with the Georgia Forestry Commission to help 

emphasize the benefits that the industry brings to the state. Georgia forestry has contributed more 

than $20 billion into the economy as well as created more than 100,000 jobs. However, the 

forestry industry also helps Georgia’s environment with keeping water clean, improving air 

quality and protecting wildlife habitats (Georgia Forestry Commission). By promoting the 

benefits that the forestry industry exhibits for the state, especially the environmental gains, and 
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working with the Georgia Forestry Commission, The Department can help increase Georgia 

Grown memberships among landowners.  

The United States Department of Agriculture’s Agricultural Marketing Resource Center 

defines agritourism as “the act of visiting a working farm or any agricultural, horticultural or 

agribusiness operation to enjoy, be educated or be involved in activities” (Agricultural Marketing 

Resource Center). Georgia’s agritourism sector generated almost $140 million dollars for the 

state in 2011. However, for Georgia Grown members, being an agritourism destination has no 

significant effect on their membership level. Like the forestry industry, it comes into question 

why these firms are not participating in the state marketing program, and when they are, why is 

their membership at a lower level? Like restaurants and businesses involved with forestry, 

special marketing efforts are needed in order to attract more agritourism sites to become a part of 

the program. With a Georgia Grown membership, especially with the label, agritourism 

destinations will have the authenticity to show their visitors what it truly means to be a Georgia 

agribusiness (Lockman).  

There are 37 Georgia Grown members that are located out of Georgia. Walmart is a 

Georgia Grown member headquartered in Arkansas that earned over $475 billion in revenue in 

the past year (Fortune). With a “commitment to sourcing local grown produce whenever 

possible,” Walmart’s membership proves to its customers, and even to its stockholders, that its 

commitment can be relied upon. By sourcing its produce from local famers, Walmart is 

providing its customers with food that is healthy, affordable and fresh (Walmart Green Room). 

By joining with Georgia’s farmers, Walmart is using their membership to provide Georgia 

customers with Georgia Grown products at their convenience. If the Department of Agriculture 

can work together with other supercenters and supermarkets, then the Georgia Grown program 
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has the opportunity to grow its membership, to become more easily recognized by consumers 

and to help support the local economy (Table 9).  

 

Discussion 

Through state agricultural marketing programs, the Departments of Agriculture aims to help out 

the local economy and businesses by increasing the demand for their own states’ products and 

services. Georgia Grown, sponsored by the Georgia Department of Agriculture, is designed to 

assist Georgia’s agricultural economy by gathering all different types of firms to help promote 

local products, businesses and services. Unlike some states’ marketing campaigns, Georgia 

Grown has no minimum requirements for its members to be admitted into the program. Instead, 

Georgia Grown's goal is help both the local and agricultural economy. By determining which 

categories lead to premium memberships, the campaign can alter their marketing efforts towards 

the firms that are not willing to pay for a higher membership level. By focusing their efforts on 

businesses involved in the forestry industry, Georgia Grown can capture these businesses that 

currently pay less than the average member. However, compared to these categories that 

coincide with the basic membership level, Georgia Grown can continue their marketing efforts 

towards restaurants, wholesalers, and businesses/services because these types of members are 

willing to may more than the average firm which, in turn, will lead to more silver, gold, 

platinum, diamond, and founders' circle members. Through the support of the Georgia 

Department of Agriculture, Georgia Grown is becoming a well-known marketing tool used by 

many Georgia businesses that has lead to increased exposure of local products and services with 

consumers. With efforts catered towards businesses that have unique and specific marketing 

needs as well as the continuation of the campaign to members that are currently benefiting, 
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Georgia Grown has the potential to become one of the nation's leading state agricultural 

marketing programs.  
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Tables 

 

Table 1: Benefits for Georgia Grown Members  

 

 
Silver Gold Platinum Diamond 

Founders 

Circle 

Annual Membership $100 $500 $2,500 $10,000 Contact Us 

1-Year usage of rights for 

the Georgia Grown logo 

x x x x x 

PDF usage guide for the 

Georgia Grown brand 

x x x x x 

Business Benefits      

Discount on Credit & 

Debit, EBT, and other 

transactions 

x x x x x 

Upload product guides/sell 

sheets so buyers can find 

you 

x x x x x 

Admission to Georgia 

Grown events (includes 

Symposium) 

10% 

off 

25% 

off 

25% off Free Free 

Inclusion in online Holiday 

Gift Guides 

x x x x x 

PR/Impression Benefits      

Free Business Profile on 

our searchable directory 

x x x x x 

Priority placement on 

web/mobile search displays 

x x x x x 

Discounts on Georgia 

Grown merchandise 

10% 15% 20% 20% 20% 

1-Year usage rights for the 

Georgia Grown 

Advertising Pack 

 x x x x 

Feature story in the 

Georgia Grown newsletter 

 x x x x 

Feature story in the 

Market Bulletin (40-45K 

distribution) 

 x x x x 

Custom business signage 

promoting your 

sponsorship of Georgia 

Grown 

  x x x 

Featured in statewide press 

release 

  x x x 

Custom public/media 

relations 

   3 events 

annually 

As 

requested 
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Table 1 (continued) 

Participation in event 

opportunities 

   x x 

Customized marketing 

opportunities 

   x x 

Georgia Grown 

Symposium Benefits 

     

Booth Space at the Georgia 

Grown Annual Symposium 

  x x x 

Two custom-designed 

banner stands with your 

company + Georgia Grown 

logo 

   x x 

Corporate name/logo 

included in all Georgia 

Grown collateral 

  x x x 

Table sponsorship of 1 

keynote breakfast or 

luncheon speaker 

  x x x 

Guest passes to the 

Symposium including the 

Economic Development 

networking reception 

  2 4 6 

Corporate materials in 

goody bag placed in guest 

rooms  

  x x x 

Source: GeorgiaGrown.com 
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Table 2: Rankings of Georgia Regional Commissions 

Commission 
% of GA 

Members 
Rank 

Median 

HH 

income 

Rank 

% in 

labor 

force - 

employed 

Rank 
% Ag 

industry 
Rank 

# of Ag. 

Establishments 
Rank 

Annual 

Payroll 

(in 

$1,000) 

Rank 

Atlanta 20% 1 $59,938 1 61.57 1 0.28 12 57 8 $2,435 11 

Central 

Savannah 
4% 11 $33,613 11 46.19 10 4.81 5 84 5 $14,936 5 

Coastal 7% 7 $46,944 3 52.69 4 1.64 9 70 6 $9,538 7 

Heart 7% 6 $33,964 10 44.73 11 5.88 3 151 1 $40,448 2 

Middle 6% 8 $41,490 7 49.69 7 2.85 6 54 9 $12,409 6 

Mountains 12% 2 $44,364 5 51.49 6 2.14 8 35 12 $1,929 12 

Northeast 9% 4 $47,308 2 54.84 2 2.54 7 59 7 $7,022 9 

Northwest 6% 9 $42,291 6 53.2 3 1.32 10 41 10 $8,227 8 

River Valley 3% 12 $35,143 8 44.14 12 5.9 2 87 4 $27,096 3 

Southern 12% 3 $34,757 9 49.04 8 5.52 4 144 2 $45,579 1 

Southwest 8% 5 $33,394 12 47.23 9 7.29 1 128 3 $26,810 4 

Three Rivers 5% 10 $44,739 4 52.24 5 1.21 11 37 11 $3,683 10 

 100%            
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Table 3: Georgia Grown Members by Industry and Region 

  

Industry 

 

Region 
Seasonal 

Crops 
Livestock/ 

Seafood 

Farmers 

market 
Agritourism Restaurant Wholesalers Forestry Products 

Business/ 

Services 
Total 

Northwest 33 22 12 20 5 6 0 21 10 129 

Mountains 47 32 16 30 15 9 2 53 53 257 

Atlanta 66 36 35 22 34 31 5 95 38 362 

Three 

Rivers 
25 12 4 9 2 5 2 24 2 85 

Northeast 30 28 9 14 9 5 0 35 6 136 

Middle 32 11 7 5 3 3 0 18 4 83 

Central 

Savannah 
26 12 8 9 4 11 1 14 2 87 

River Valley 17 7 6 5 5 7 1 9 4 61 

Heart 46 10 5 10 6 11 4 21 9 122 

Southwest 37 13 3 8 9 17 2 25 13 127 

Southern 62 15 12 15 10 25 1 31 16 187 

Coastal 29 22 13 9 8 18 0 28 10 137 

Georgia 

Total 
450 220 130 156 110 148 18 374 167 1773 

Out of State 17 3 1 0 3 8 0 7 13 52 

Overall 

Total 
467 223 131 156 113 156 18 381 180 1825 
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Table 4: Percentage of Members by Industry 

 

Industry Number of Members Percentage 

Seasonal Crops 467 26% 

Livestock/Seafood 223 13% 

Farmers market 131 7% 

Agritourism 156 9% 

Restaurant 110 6% 

Wholesalers 156 9% 

Forestry 18 1% 

Products 381 21% 

Business 135 8% 

Total 1777 100% 
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Table 5: Membership Levels Based on Regional Commissions  

Members 

Region Founder Diamond Platinum Gold Silver Members Total 

Northwest 0 1 0 0 10 43 54 

Mountains 0 0 1 9 15 87 112 

Atlanta 2 1 3 6 36 132 180 

Three Rivers 0 0 0 1 6 38 45 

Northeast 1 0 0 1 18 60 80 

Middle 0 0 0 4 20 34 58 

Central Savannah 0 0 0 0 11 29 40 

River Valley 1 0 1 1 10 17 30 

Heart 0 0 0 2 18 48 68 

Southwest 0 0 0 6 20 47 73 

Southern 0 0 1 12 30 64 107 

Coastal 0 0 0 3 13 49 65 

Georgia Total 4 2 6 45 207 648 912 

Out-of-State 0 0 0 3 5 29 37 

Overall Total 4 2 6 48 212 677 949 
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Table 6: Membership Levels Based on Industry  

Industry 

Membership 
Seasonal 

Crops 

Livestock/ 

Seafood 

Farmers 

market 
Agritourism Restaurant Wholesalers Forestry Products 

Business/ 

Services 
Total 

Founder 0 0 0 0 0 1 0 1 1 3 

Diamond 1 0 0 0 0 1 0 1 0 3 

Platinum 3 3 2 1 0 2 0 3 2 16 

Gold 24 8 4 10 11 15 0 18 15 105 

Silver 98 39 34 47 42 65 4 99 35 463 

Members 341 173 91 98 57 72 14 259 82 1187 

Total 467 223 131 156 110 156 18 381 135 1777 
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Table 7: Percentage of Members by Membership Level 

Total Memberships Number of Members Percentage 

Founders 4 0.42% 

Diamond 2 0.21% 

Platinum 6 0.63% 

Gold 48 5.06% 

Silver 212 22.34% 

Members 677 71.34% 

Total 949 100.00% 
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Table 8: Results for Georgia Members 

Type Coefficient p-value 

Seasonal Crops 2.892034 0.898 

Livestock/Seafood 6.267128 0.843 

Farmers market -7.097991 0.806 

Agritourism 18.55313 0.428 

Restaurant 27.45431 0.041 

Wholesalers 89.62597 0.006 

Forestry -76.32424 0.006 

Products 1.872593 0.932 

Business/Services 80.49694 0.002 

Constant 112.2959 0.000 

N 819 

Wald chi2(1) 60.64 

Prob > chi2 0.000 
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Table 9: Results for All Members 

Type Coefficient p-value 

Seasonal Crops 1.634478 0.941 

Livestock/Seafood 5.796158 0.853 

Farmers market -8.051415 0.775 

Agritourism 18.59706 0.426 

Restaurant 31.57961 0.024 

Wholesalers 94.08939 0.002 

Forestry -74.61705 0.006 

Products 0.5540297 0.980 

Business/Services 70.44542 0.006 

Out-of-State -35.4986 0.059 

Constant 113.7596 0.000 

N 854 

Wald chi2(2) 69.90 

Prob > chi2 0.000 
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Figure 1: Minimum Requirements for State Marketing Programs 

Source: Onken, K. A., & Bernard, J. C. 
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Figure 2: Common Characteristics for State Marketing Programs’ Logos 

 Source: Onken, K. A., & Bernard, J. C. 
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Figure 3: Georgia Regional Commissions 

 

 

 

Source: Georgia Association of Regional Commissions 


