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Act 194, A Bill Relating to Agricultural Marketing

Annua Report Period: July 2002 through December 2002.

The Agribusness Development Corporation (ADC), in response to Act 194, Sesson
Laws Hawaii (SLH) 2002, submits its response below.

The Twenty-Second Legidature requested that the ADC assigt exising agriculturd
cooperdives on the idand of Maui to develop a marketing plan and drategy that fully
represents al segments of the diversfied agriculture sector on Maui. ADC $dl provide
its knowledge and resources, as wdl as solicit asssance from successful local
agricultural entrepreneurs and other sources to develop a marketing plan and Strategy.

ADC met with representatives of Maui’s existing agriculturd cooperatives and farming
community. As a result of the meeting(s), ADC found that the solution to developing a
marketing plan and draiegy was nether smple nor identicad for dl the vaiadle
combinations of products, marketing channds, and customer target groups. Some of
their concerns were related to regulatory issues.

ADC is seeking the expetise of the Universty of Hawai’'s, College of Tropica
Agriculture and Human Resources (CTAHR), an entity that is successful in developing
plans and drategies for maketing Hawaii’'s agriculturd productss.  CTAHR has
submitted a proposa to the ADC Board of Directors for the marketing plan for Hawaii
agricultural products. The ADC board has reviewed CTAHR's initid proposa and has
requested clarification of some of the information, processes, and the subsequent steps
provided and is awating CTAHR's revised proposd. Although the study has a
statewide scope, it will aso be applicable to Maui.

The CTAHR project, titled “Proposal for a Marketing Plan for Hawaii Agricultura
Products’, ams a developing ided gods or targets for marketing agricultural products,
identifying drategies and techniques for reaching those goas, then outlines the deps,
and findly implement the drategies and techniques to progress from the curent
gtuation to the ided god. The fundamenta concept is to teach firms to market rather
than market for them, while providing a support network for services and information
that individud firms could not independently acquire.  The initid project proposal calls
for implementation to occur in three phases:

Phase I. Conceptud Plan. The conceptud plan phase will identify gods or targets,
identify Strategies and techniques, and identify the support network.

Phase Il. Basdine Information and Prototypes. Phase Il will demondrate selected
marketing drategies identified in Phase |, and provide the market information required
by those draegies. The intent is twofold: firdt, to nurture indudtry’s ability to execute
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the marketing drategy; and second, to plant the seed to provide the opportunity for
industry to learn by example. A demondration project will be put into action that
requires establishing relationships with and close cooperation from industry partners.

Phase Ill. Implementation. The intent of the find phase is that the educationd/training
efforts and demondration projects from earlier phases, coupled with the support
network, will eventudly result in indudtry-led adoption of new drategies. The Stuation
and outlook analyses and market intdligence programs will be ongoing, and information
ataned through long term activities will periodicaly update industry and market
information.



