
 
House Budget and Research Office 

COVERDELL LEGISLATIVE OFFICE BUILDING, ROOM 412 
ATLANTA, GEORGIA  30334 

         404-656-5050     MARTHA R. WIGTON 
DIRECTOR 

 

Growing Georgia Grown 

 

With poultry, cotton, and timber among Georgia’s top commodities, there is no doubt that 

agriculture is a key industry in Georgia’s economy. According to the University of Georgia’s 

Center for Agribusiness and Economic Development, this industry is responsible for $73.7 

billion and upwards of 392,000 jobs. One in seven Georgians work in agriculture, forestry, or 

related fields.1 Farm Gate Values are up to $13.76 billion, which is an increase of $10 million 

since 2016. The increased recognition of Georgia’s agricultural industry can be primarily 

attributed to the success of the Georgia Grown program. 

 

Georgia Grown is a marketing and economic development program within the Georgia 

Department of Agriculture. The primary purpose of Georgia Grown is to aid agriculture 

economies by bringing together producers, processors, suppliers, distributors, retailers, 

agritourism, and consumers into one powerful, statewide community. This helps new 

agribusinesses grow and established ones thrive. The program was created by legislative 

mandate in 2001. O.C.G.A. §2-8-5 (b) states: “The Commissioner shall be authorized to take all 

actions necessary and appropriate to create, register, license, promote, and protect a 

trademark for use in connection with the general promotion of agricultural commodities as 

being Georgia grown.”   

 

In 2011, a new comprehensive plan was developed and put in place for the Georgia Grown 

program. There were no additional dollars appropriated to the 

Department of Agriculture for Georgia Grown, so the program 

was modeled after Texas’ member-supported “Go Texan” 

program. In 2013, the Agricultural Commodity Commission for 

Georgia Grown products was implemented by House Bill 298. The 

difference between the Georgia Grown Commodity Commission 

and other commodity commissions is voluntary membership. This 

allows members who see the value in the program to buy in, with 

                                                           
1 Georgia Farm Bureau 
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one of the perks being the use of the highly-recognizable Georgia Grown logo. The creation of 

the commission allowed the Department of Agriculture to implement a licensing fee for use of 

the logo. The price for using the logo ranges from $100 to $2,500 and is determined based on 

the member’s intended use. All collected fees stay within the commission, as they are industry 

or “other” funds.  

 

The Department of Agriculture’s Marketing and Promotion program was appropriated 

$7,202,950 in state funds for Fiscal Year 2019. After advertising expenses for farmers markets, 

the Georgia Agriculture Tax Exemption (GATE) program, Market Bulletins, and commodity 

commissions, the department spent the remaining $2.8 million on increasing efforts for the 

Nation’s Favorite State campaign and the creation of a domestic marketing program. Of the 

$2.8 million, $1.4 million was spent specifically on Georgia Grown programs. The following 

table illustrates Georgia’s marketing and promotion budget compared to surrounding states for 

FY 2019. 2 

 

Southeast States’ FY 2019 Agriculture Marketing Budgets3  

 
As shown above, Georgia spent approximately five to seven million dollars less than 

surrounding states in FY 2019 to market and promote its agricultural interests. In addition, the 

Fiscal Year 2020 marketing budget for the Georgia Department of Agriculture is $7,133,959. 

Compared to the department’s Fiscal Year 2009 budget of $8,339,788, this is a $1,205,829, or 

14 percent, reduction. When adjusted for inflation, it equates to a 28 percent reduction.4  

                                                           
2 Funds exclude farmers’ market funds, market bulletin funds, and commodity commission funds.  
3 Ibid. 
4 Georgia Department of Agriculture 
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Limited funding creates certain obstacles, such as the necessity to charge a fee for membership 

or the inability to offer cost-sharing services that are provided in Tennessee and Kentucky. 

Given these obstacles, the efforts of Georgia Grown have been nothing short of remarkable. 

Membership has grown by 943 members over the last 5 years, as seen in the following graph. 

 
In Fiscal Year 2019 alone, Georgia Grown attended, sponsored, or managed over 95 events. 

Some of these events included the:  Sunbelt Farm Expo; operation of the Baby Barn at the 

Georgia National Fair; Southeast Georgia Regional Fair; Georgia Grown Symposium; and Farm 

to School Source Show. These events offer opportunities for small Georgia Grown businesses to 

sell products directly to consumers. Additionally, a new marketing and promotion campaign has 

been launched with the help of IdeaBar, a full-service advertising and marketing company. In 

the digital sphere, Georgia Grown promotional advertisements were delivered a total of 16.8 

million times to online viewers in the Atlanta, Savannah, and Albany markets. Specialty produce 

promotional advertisements received over 113,600 clicks, which increased traffic to 

GeorgiaGrown.com by over 12,300 interactions. It is important to note that the Georgia 

Department of Agriculture is facilitating these great growth opportunities in addition to the 

important promotional programs currently being administered, such as the Farm to School 

program and the Vidalia onion certification mark program.  

 

The Marketing and Promotions Division of the Georgia Department of Agriculture is allocated 

50 positions, compared to North Carolina’s 96 positions and Florida’s 101 positions. Out of the 

50 employees on Georgia’s team, 17 people work on Georgia Grown in addition to their 

primary responsibilities. So, how does Georgia achieve so much with limited people and a 

limited budget? The answer:  public-private partnerships. These partnerships facilitate 

connections, bring people together to further the industry, and allow the Georgia Grown 
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program to leverage financial support for events that are not possible with state dollars alone. 

These public-private partnerships permit Georgia to create networks with people in the private 

sector who want to enhance Georgia’s brand, while connecting businesses to the resources that 

will help them achieve their goals and get their product into retail stores. 

 

Georgia Grown is a successful, valued program. Even so, there is room for growth and work to 

be done. Currently, a study by the Georgia Department of Agriculture shows 40 percent of 

Georgia adults are aware of the Georgia Grown program, 80 percent of Georgia shoppers would 

purchase a Georgia Grown product, two-thirds of Georgia shoppers would be prompted to seek 

Georgia products if they saw the Georgia Grown logo in a store, and slightly more than one-

third of Georgia shoppers would pay a 15 percent premium for Georgia products. Using this 

information, connecting major retailers to Georgia farmers is an opportunity for growth. Often, 

larger retailers do not spend the time to connect with new local growers, and farmers, typically, 

do not have the time or experience to effectively work with major retailers. With this in mind, 

consumers are pushing for the ability to shop for local products in the larger retail stores. The 

Georgia Department of Agriculture is working with Kroger, Publix, and others to lay the 

groundwork for this by proposing a Georgia Grown broker position. This position would be 

dedicated to retail interface, work closely with Georgia farmers and national retailers to 

improve communication and educate where necessary, and create an opportunity for increased 

success for the state of Georgia and all Georgia Grown members. 

                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                          


