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Email: hweathe@scda.sc.gov; skitchen@scda.sc.gov

Primary Agency Staff Contact for Oversight Study

Name: Stefanie Kitchen
Phone: 803-734-2179
Email: skitchen@scda.sc.gov

Main Agency Contact Information

Phone: 803-734-2200

Email:

Mailing Address: PO Box 11280, Columbia SC 29211

Agency Online Resources
Website address: agriculture.sc.gov

Online Quick Links:
Please provide any links to the agency website the agency would like listed in the report
for the benefit of the public.

certifiedscgrown.com; freshonthemenu.com; palmettoseries.com; phillipsmarketcenter.com

Social Media Addresses:
https://www.facebook.com/SouthCarolinaDepartmentOfAgriculture

https://www.facebook.com/SCFarmersMarket
https://www.facebook.com/PalmettoSeries

Instagram: @certifiedsc
@ palmettoseries

Twitter: @Certified_SC



@PalmettoSeries

Snapchat: CertifiedSC

Agency Office Locations
Please list the physical address, mailing address, and phone number for each office location.

You can continue onto the next page if additional space is needed.

Wade Hampton Building
Mailing:

PO Box 11280

Columbia, SC 29211
Physical

1200 Senate St.

Columbia, SC 29201
803-734-2210

Metrology

237 Catawba Street
Columbia, SC 29201
803-253-4052

Consumer Protection Division (Lab)
123 Ballard Court

West Columbia, SC 29172
803-737-9700

Philips Market Center
117 Ballard Court

West Columbia, SC 29172
803-737-4588

Grain Grading

PO Box 669

Mount Pleasant, SC 29465
843-375-3158

State Farmers Market
3483 Charleston Hwy
West Columbia, SC 29172
803-737-4531

State Farmers Market Administration Building
3501 Charleston Hwy
West Columbia, SC 29172
803-737-4531

Greenville Farmers Market
1354 Rutherford Rd
Greenville, SC 29172
864-244-4023

Pee Dee Farmers Market
2513 West Lucas Street
Florence, SC 29501
843-665-5154
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A. QUESTIONS

Please type the agency’s responses to each question directly below the question. For the questions
which ask the agency to complete an Excel chart, complete the chart and attach it to the end of this
document when the agency submits the .pdf version.

Agency Snapshot
1. What are 3-4 items the agency considers as successes?
a. The growth, popularity, and recognition of the brands under the Certified SC umbrella
b. The Metrology Department’s national ranking
¢. The Farm Aid grant program development and execution

2. What are 3-4 items the agency considers as its current challenges or issues? These can include
things the agency already has a plan to improve.
a. Increasing retail traffic, and thus demand, at the State Farmers Market (Columbia)
b. Employee recruitment and retention due to being one of the lower paying state agencies
¢. Balancing communications with a wide variety of consumers, customers, and target
audiences

3. What are 3-4 emerging issues the agency anticipates having an impact on its operations in the
upcoming five years?
a. More federal work under cooperative agreement, particularly related to the Food Safety
and Modernization Act (FSMA)
The evaluation and implementation of technology products and services
Implementation of information security policies
d. The construction and opening of a new metrology laboratory

0 o

History and Structure
4. Please provide the history of the agency by year, from its origin to the present, in a bulleted list.
Include the names of each director with the year the director started, and major events (e.g.
programs added, cut, departments/divisions changed, etc.).

a. A.P. Butler 1880-1890
b. Mr. Moore 1890-1891
c. Ebbiel. Watson 1904-1917
d. A.C. Summers 1917-1919
e. Bonneau Harris 1919-1925
f. James W. Shealy 1926-1932
g. J. RoylJones 1932-1956
h. William L. Harrelson 1956-1976
i. G.Bryan Patrick, Ir 1976-1982
j. D. Leslie Tindal 1982-2002
k. Charles R. Sharpe 2002-2005
l

Hugh E. Weathers 2005-present
*See PowerPoint presentation previously provided for historical timeline.
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5. Please provide information about the body that governs the agency and to whom the agency head
reports. Explain what the agency’s enabling statute outlines about the agency’s governing body
(e.g. board, commission, etc.), including, but not limited to: total number of individuals in the body;
whether the individuals are elected or appointed; who elects or appoints the individuals; the length
of term for each individual; whether there are any limitations on the total number of terms an
individual can serve; whether there are any limitations on the number of consecutive terms an
individuai can serve; and any other requirements or nuisances about the body which the agency
believes is relevant to understanding how it and the agency operate. if the governing body
operates differently than outlined in statute, please describe the differences.

a. The office of Commissioner of Agriculture became a Constitutional Office in 1982, and is
the chief executive of the agency.

6. Please provide information about the agency's internal audit process including: whether the agency
has internal auditors, a copy of the internal audit policy or charter, the date the agency first started
performing audits, the names of individuals to whom internal auditors report, the general subject
matters audited, name of person who makes the decision of when an internal audit is conducted,
whether internal auditors conduct an agency-wide risk assessment routinely, whether internal
auditors routinely evaluate the agency’s performance measurement and improvement systems,
the total number of audits performed in last five fiscal years; and the date of the most recent Peer
Review of Self-Assessment by SC State Internal Auditors Association or other entity (if other entity,
name of that entity).

a. The agency does not have internal auditors that are solely dedicated to that purpose.
Administration staff evaluates internal controls and often consults peers in other
agencies for that purpose. Supervisors frequently evaluate their performance
measurements against historical and target levels.

General Information
7. Please complete the Laws Chart, which is a tab in the attached Excel document

8. Please list all entities and individuals the agency considers stakeholders. A “stakeholder” is a
person, group or organization that has interest or concern in the agency or that can affect or be
affected by the agency’s actions, objectives and policies. Since the agency is providing information
about its partners and customers in response to other questions, the entities who are partners and
customers do not need to be listed again here.

a. Employees

b. Farmers/Producers

¢. Every person who purchases a food, feed, or seed product, a product sold by weight or
volume in South Carolina

d. Businesses or entities the agency regulates

e. Public customers for which the agency provides services

9. List all entities the agency worked with in 2015-16, or plans to work with during 2016-17, that help
the agency accomplish one or more of its goals, strategies or objectives (i.e. partners). Below each
entity, list the applicable year, objective(s) the entity is helping the agency accomplish and ways in
which the agency works with the partner to accomplish that objective(s).

2015-16
a. DHEC:2.1.4;24.1;3.1.2;3.34,3.3.5;3.44
i. Share resources and leverage each agency’s expertise
b. SC Department of Commerce: 5.1.1; 5.1.3; 5.1.4; 5.2.1
i. SCDA recruits, Commerce takes projects through the standard process
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c. SCDsS:3.34
i. SCDA trains farmers on how to accept Supplemental Nutrition Assistance
Program (SNAP) and Farmers Market Nutrition Program {FMNP)
d. SC Department of Education: 3.3.5; 3.4.4
i. SCDA trains school cafeteria staff and prepares nutrition information for teachers
e. Clemson University: 2.1.3; 2.1.4; 2.4.1;3.2.2; 3.3.3; 3.4.4;4.2.3;5.1.2;5.1.4; 5.2.5
i. Utilize Clemson PSA’s extension service county offices to provide education on
various topics; and faculty to provide food safety education and agribusiness
research; and evaluation component of Farm to Institution
f.  University of South Carolina: 3.3.5
i. USC conducts evaluation components of Farm to Institution
g. South Carolina State University: 3.2.2; 3.3.2; 3.3.3; 3.34;5.1.2
i. Utilize SCSU’s extension presence to reach farmers and previde education
h. SC Department of Parks, Recreation and Tourism: 3.1.1; 3.1.5
i. Partner to coordinate Chef Ambassador program
i. SC Department of Natural Resources: 3.3.1; 2.1.4; 24.1
i. Coordinate seafood regulatory programs to prevent overlap while increasing
efficiency of service; DNR is a tenant at the State Farmers Market
j.  Admin: Division of Technology: 1.1.2;1.1.5;1.2.1;1.2.2;1.2.3
i. Access DTO’s expertise; standardize service and product offerings; follow lead on
INFOSEC policy development and implementaticn

10. Please provide the following information regarding the amount of funds remaining at
the end of each year that the agency had available to use the next year (i.e. in 2011-
12, insert the amount of money left over at the end of the year that the agency was
able to carry forward and use in 2012-13), for each of the last five years.

Year Amount Remaining at end of year that agency could
use the next year

2011-12 | $1,757,450

2012-13 $2,472,562

2013-14 $4,712,809

2014-15 $5,426,456

2015-16 | $5,382,093

11. How much does the agency believe is necessary to have in carryforward each
year? Why?

The amounts carried forward are necessary to support associated programs year-round. Many
sources of funds do not receive a steady stream of revenue all year long, rather, the revenue may be
received over a two-to-three month period, and then nothing will be received for the rest of the year
(example, seed licenses, feed registrations, commodity board assessments). If the agency does not
carry forward appropriate revenue, we run the risk of being unable to meet operating expenses for
the portion of the year when revenue is not coming in steadily. Additionally, commodity board
assessments are based on annual crop output. If there is a year in which weather affects crops
(soybean, peanuts, watermelon, cotton, tobacco) negatively, the boards would not receive crop
assessments sufficient enough to meet the next year’s operating expenses. SCDA acts as a fiduciary
agent for commaodity board assessments, but does not control the amount of remittances or how/
when the funds are spent. Also, built into the carryforward for 2014, 2015 and 2016 are amounts for
non-recurring funds received through provisos which will NOT be available after this fiscal year.

3|Page



12,

13

Please complete the Employees Available Chart, which is a tab in the attached Excel document.

Please complete the Agency Daily Operation Programs Chart, which is a tab in the attached Excel
document and applies to 2015-16 and 2016-17.

2015-16 Strategic Plan, Programs, Employee Allocation and Spending

14.

15.

16.

17.

18.

19.

Please complete the 2015-16 Customers & Potential Impacts Chart, which is a tab in the attached
Excel document.

Please review the 2015-16 Public Benefit and Responsibility Chart, which is a tab in the attached
Excel document.

Please complete the 2015-16 Employee Allocation by General Appropriation Act Program Chart,
which is a tab in the attached Excel document

Please complete the 2015-16 Programs and Objectives Chart, which is a tab in the attached Excel
document.

Please complete the 2015-16 Employee Allocation by Objective Chart, which is a tab in the
attached Excel document

Please complete the 2015-16 Strategic Spending Chart, which is a tab in the attached Excel
document, to provide the Committee information on how the agency spent its funding in 2015-16

2016-17 Strategic Plan, Programs, Employee Allocation and Budgeting

20.

21.

22.

23.

24,

25,

Please complete the 2016-17 Customers & Potential Impacts Chart, which is a tab in the attached
Excel document. [f the agency’s General Appropriation Act Programs - Daily Operations
subprograms; services/products provided; and customer segments are the same as in 2015-16, the
agency can simply type on the first line, “Same as 2015-16 Customers & Potential Impacts Chart.”

Please review the 2016-17 Public Benefit and Responsibility Chart, which is a tab in the attached
Excel document. If the agency’s strategic plan and employees responsible are the same as in 2015-
16, the agency can simply type on the first line, “Same as 2015-16 Public Benefit and Responsibility
Chart.”

Please complete the 2016-17 Employee Allocation by General Appropriation Act Program Chart,
which is a tab in the attached Excel document

Please complete the 2016-17 Programs and Objectives Chart, which is a tab in the attached Excel
document.

Please complete the 2016-17 Employee Allocation by Objective Chart, which is a tab in the
attached Excel document. If the agency’s strategic plan and employee allocation are the same as in
2015-16, the agency can simply type on the first line, “Same as 2015-16 Employee Allocation by
Objective Chart.”

Please complete the 2016-17 Strategic Budgeting Chart, which is a tab in the attached Excel
document, to provide the Committee information on how the agency plans to utilize the funds it is
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receiving in 2016-17, including any additional funds it plans on applying for during the year such as
federal grants.

Program Structure
26. Please provide the following information regarding the agency’s program structure
in the General Appropriations Act.
a. Does the agency have the ability to request a restructuring or realignment of
its General Appropriations Act programs? (Y/N)
a. YES

b. In what year did the agency last request a restructuring or realignment of its
General Appropriations Act programs? (see

example of what is meant by General I. . Programs and Services
Appropriations Act programs to the right) A. Water Quality Management
a. FY 2017 2. Water Management

c¢. What was requested and why?

a. Werequested a realignment to combine our Laboratory Services Division
and Consumer Services Division into one division called Consumer
Protection. This restructuring was requested to put the two divisions under
one budgetary umbrella due to the fact that they were merged internally
several years ago to be supervised by one Assistant Commissioner. This
internal restructuring was necessary since many of the job duties of the
Laboratory and Consumer Services Divisions overlapped and were better
managed by one person to ensure each division was meeting its mission
without allowing essential elements to fall through the cracks. The
budgetary realignment aids in budgeting operating costs for the division as a
whole rather than two separate department entities.

d. Was the request granted? (Y/N) If no, who denied the request and why was it
denied?
a. YES.

e. Would an individual be able to clearly see how much the agency is spending
toward each of the goals in its Strategic Plan by looking at the hierarchy of
agency General Appropriation Act programs? (Y/N)

a. NO

f. Could the agency make a request to the Executive Budget Office, Senate
Finance Committee, and House Ways and Means Committee to realign or
restructure its General Appropriations Act programs so that the agency’s goals
from its strategic plan were the highest leve! of its General Appropriations Act
programs in the hierarchy? (Y/N)

a. YES

Performance Measures
27. Please complete the Performance Measures Chart, which is a tab in the attached Excel document.

28. After completing the Performance Measure Chart, please provide the following: Graphs/Charts
which shows trends over the last five years for at least three performance measures (separate
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graph/chart for each performance measure) the agency believes are vital to knowing whether the
agency is successful, and:

a.

b.

Three agency, government, non-profit, or for-profit entities the agency considers the best

in the country in this process or similar process and why.

i. New Jersey Department of Agriculture (NJDA) —“Jersey Fresh” Branding Program.
NJ was the first state in the country to put resources into branding their state’s
agricultural products.

ii. Florida Department of Agriculture & Consumer Services (FDACS) - “Fresh From
Florida” Branding Program is highly visible, using vast amounts of funding and
resources. Also, Florida has an excellent seafood regulatory program because of
the size of the industry and many miles of coastline.

iiil. North Carolina Department of Agriculture & Consumer Services (NDACS) — Food
Safety Regulatory Programs. NDACS has the staff, resources, and a very
progressive legislature that allows them to make proactive statutory changes.

If the agency did not use results from another entity as a performance benchmark, why
not? What did the agency choose as the benchmark, and why?

i. N/A

Comparison to Others
29. Are there other agencies that have goals similar to those at this agency? If so, which agencies and
which goals?

a.

Some agencies have goals in the area of administration, operations, or support services
that are somewhat topically similar. However, the strategies and objectives (performance
reviews, safety equipment, etc.) are unique for each agency because of size, function,
capacity, etc. SCDA does network with other agencies in the Economic Development,
Transportation, Natural Resources, and Regulatory arena, and often exchanges
operational ideas and information.

30. For each of the agency’s goals that are similar to goals at other agencies,

a.
b.
c.

How are what the other agencies, and this agency, striving for the same goal?

How are what the other agencies, and this agency, striving for different?

Are there ways this agency and those other agencies could work together to accomplish
the goals more efficiently?

Are there ways this agency and those other agencies could work together to accomplish
the goals more effectively?

Looking Ahead - Agency ldeas/Recommendations
31. Please list any ideas the agency has for internal changes at the agency that may improve efficiency
and outcomes. These can be ideas that are still just ideas, things the agency is analyzing the
feasibility of implementing, or things the agency already has plans for implementing. For each,
include the following details:

b.
c.
d

e.

Stage of analysis;

Objectives and Associated Performance measures impacted and predicted impact;
Costs of the objectives that will be impacted and the anticipated impact;

On which objective(s) the agency plans to utilize additional available funds if the change
saves costs, or obtain funds if the change requires additional funds, and how the
objective(s) receiving or releasing the funds will be impacted; and

Anticipated implementation date.

Restructuring of the Marketing and Promotions Functional Area

Complete
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b. Objectives: 3.1.1;3.1.2; 3.1.3; 3.1.5; 3.2.1; 3.2.3; 3.2.5; 3.3.2; 3.4.2
Performance Measures: 1,2, 3, 4

c. negligible

d. The restructuring within Marketing aligned all activities related to value-added
agriculture under a “Brand Coordinator;” and all commodity marketing specialists under
a “Commodity Coordinator.” Creating these two teams and team leaders aligns
programs with similar outcomes to increase communication, collaboration, and
workflow.

e. 17 May 2016

32. After completing the Laws Chart (see Excel Charts in the next section). As the agency likely already

has planned, please review the laws with executive management, as well as other employees, to
determine ways agency operations may be less burdensome, or outcomes improved, from changes
to any of the laws. Also, check if any of the laws are archaic or no longer match with current
agency practices. Afterward, list any laws the agency would recommend the Committee further
evaluate and possibly recommend revision or elimination of in the Committee's Oversight Report.
For each one, include the information below. An example of the information to include and how to
format the information is below and on the next page.

Law;

Summary of current statutory requirement and/or authority granted;

Recommendation and Rationale for recommendation;

Current law wording;

Instructions and proposed new Wording of law; and

Other agencies that would be impacted by revising or eliminating the law.

P o0 oW

Feed 36-25-210 and 40-7-1

1.

Model Feed Law, American Association of Feed Control Officials: Adopt this feed law into our
current feed law.

Current feed law was written in 1967 and places consumers and feed mills at a disadvantage.
Current law does not provide specifics for feed inspections that federal FDA currently performs
(Medicated feed, BSE, and GMP at mill operations).

Feed (animal or pet food) is being categorized much like human food. SCDA wishes to protect
animals, pets, and growers thru adopting AAFCO model feed bill to anticipate and educated
industry prior to FSMA.

FSMA will affect feed mills, animal/pet food operators and feed stores in SC. SCDA wishes to
adopt this model feed bill in order to be the primary regulatory body to educate and regulate
these facilities prior to and in conjunction with federal agencies.

Will require registration of facilities with SCDA to facilitate recalls, food borne outbreaks, animal
welfare and potential issues prior to an event.

Food Quality {Consumer Protection Lab

1.

Habitual violations for food testing (butter fat, meat fat, etc. under minimumy),such as fat
content, affects prices at grocery store. A 90-10(lean to fat) hamburger meat vs 70-30(lean to
fat) hamburger meat has a substantial price difference.

Adding administration fees to samples that are in violation... lab must retest, validate and print
reports, send out inspector and utilize extra resources due to a violation or a mislabel food.

Recommend a $100 admin fee for violators.
Feed Registration fees. Currently at $15, recommend $25 to mirror sister states. Tonnage Fees

will not be used (this is very industry friendly).
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Consumer Services

1. Petroleum Law... add registration fee for products/facility. 39-41-250

2. 66,000 dispensers in SC. $5 per dispenser will generate $330, 000 for more inspectors, more
equipment to test, better response time for complaints and accountability. 39-9-68

3. SCDA needs the authority to administer penalty (Not ALJ) for repeat violators and habitual
offenders. Firms that cheat customers, inaccurately advertise cash credit prices, have repeat
dispenser issues (meter creeping), or repeat dispensers out of tolerance (shorting the consumer)
should have a monetary penalty to protect the buying consumers in SC. Recommend 1% Offense
$50 (current), 2™ $200, 3™ $500. 39-9-200 thru 39-9-210, 39-41-190

4. Warehouse receipts...add verbiage to allow electronic receipts (per HEW). 39-22-80, 39-22-200,

and regulations Article 13, 5-493

Food/Feed Sa 39-25-10

1. Introduce Fee for Registration Verification Certificate (RVC) (SCDA Permit) application. Allows for
department to collect fee at time of application. Applications are reviewed including business
plan, product analysis, certifications and training requirements, and labels. Much like DHEC plan
Review. Recommend $25. 39-25-210

2. RVCannual renewal...based on tier system based on risk/length of inspection, size of firm
(distribution) to prevent small prospective manufacturers from being burdened. RVC renewals
will allow for more inspectors, better equipment, and faster response time for recalls, complaints,
illnesses and enforcement. Public Health and Food Safety must be top priority. Recommend a
renewal fee based on DHEC model. 39-25-210

3. Add enabling legislation to enact FSMA (including Produce Safety Rule) at state level with no
exemptions or changes. SCDA will be the face for outreach, education (along with Clemson
University), and regulatory oversight, in lieu of Federal Food and Drug Enforcement. New Section
to be created.

Lessen Restrictions for businesses, stop duplication of inspection
Cottage Bill (Remove SCDA involvement): This is a DHEC law and the new food code aliows DHEC to
regulate 100%. 44-1-143 DHEC new Food Code allows for nonhazardous foods to be sold at retail
and this law is MORE restrictive. SCDA does not regulate retail food sales directly to the end
consumer in South Carolina, therefore, the approval of any operation as exempt from Regulation 61-
25 is solely the responsibility of Department of Health and Environmental Control’s Food Protection
Division (DHEC).

Changes to Egg Law: Will exempt USDA Graded facilities from applying. Will focus on small egg
producers in SC and will continue to require registration and licensing to continue but will add more
exemptions for small producers. 39-39-10 to 39-39-40

Changes to Salvage Food Regulation: Since RVC is required for food manufactures under SCDA
purview; this actually will eliminate duplication and will shore up database. Also, regulation verbiage
needs updating to modern language and terminology used by FDA and DHEC. This will prevent
duplication of inspection and licensing/permitting. 5-360 through 5-373

Reports and Reviews
33. Please provide a list of the reports and reviews the agency must submit to a state or federal entity
and the month of the year each are due.
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a. The state report list was previously provided in the 2016 Annual Restructuring Report
submitted on 12 January 2016.

b. Federal Grant, Cooperative Agreement, and Contractual reports will be made available to
the Committee during the staff study, and if deemed relevant, submitted electronically.

'B. ADDITIONAL DOCUMENTS TO SUBMIT

Please submit the following additional documents in electronic format, saving them as instructed in the
guidelines.

34. Please submit electronic copies of the following:

a. Audits performed on the agency by external entities, other than Legislative Audit Council,
State Inspector General, or State Auditor’s Office, during the last 5 years;

b. Audits performed by internal auditors at the agency during the last 10 years;

c. Other reports, reviews or publications of the agency, during the last 10 years, including
Fact Sheets, Reports required by provisos, Reports required by the Federal Government,
etc.; and

d. Organizational chart for the current year and as many years back as the agency has
available.

Note: The Oversight Committee will collect the foilowing documents, so do not provide
copies of these:

a. Audits performed by the State Inspector General;

b. Audits performed by the Legislative Audit Council;

c. Audits or AUPs performed by the State Auditor’s Office during the last 5 years; and
d. Agency Accountability Reports.

35. Please submit a Word document that includes a glossary of terms, including, but not limited to,
every acronym used by the agency.
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C. FEEDBACK (OPTIONAL)

After completing the Program Evaluation, please provide feedback to the Committee by answering
the following questions:

36.

37.

38.

39.

40.

41.

What other questions may provide the Committee and public information about the agency that
will allow them to understand how the agency operates, budgets, and performs?
a. Staff interviews

What is/are the best way(s), in the agency’s opinion for the Committee to be able to compare the
specific results the agency obtained with the money it spent? The Committee is asking how the
agency could determine the amounts spent and the exact results obtained and be confident these
numbers aligned

What changes to the report questions, format, etc. would the agency recommend?

a. There is so much redundancy in the spreadsheets and questions. Aiso, there are some
objectives, particularly in administration that don’t have direct outcomes, but are
indirectly linked. For examples, recruiting and retaining better employees and investing
in safer, newer equipment leads to higher productivity, less training or lost time, and
better quality work.

What benefits does the agency see in the public having access to the information in the report?
a. Hopefully it will create awareness about all of the ways that SCDA serves ALL people who
live, work and play in South Carolina.

What are two-three things the agency could do differently next time (or it could advise other
agencies to do) to complete the report in less time and at a lower cost to the agency?
a. It would’'ve been helpful to know this was the endgame before Goals, Strategies, and
Objectives for 2015-16 were developed. We will drastically reduce the Strategic Plan,
and establish a clearer link between objectives and budget in 2016-17.

Please provide any other comments or suggestions the agency would like to provide.

a. It would have been better to engage more field staff to contribute and cross-check
information gathered by administration. However, with many routine and special
projects occurring during the reporting period, that was not prudent as they were busy
serving the public.
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Agency Responding

Department of Agriculture

Date of Submission

8/24/2016

INSTRUCTIONS: In this Chart, the agency will find all of the laws it listed as applicable to that agency in its Restructuring Report. Please do the following:
(a) If the agency grouped any laws together when completing the Restructuring Report, go back through and list each law individually (as the Annual Restructuring Report informed the agency it would have to do in this report);
(b) Make any revisions needed, including adding or removing laws or modifying the summary of each, to ensure the list is accurate as of the date the agency submits this report; and
(c) List which objective(s) in the Agency’s strategic plan satisfies each law.

Please cite Law Number as follows:

State Constitution: Article #. Title of Article . Section #. Title of Section (Example - Article IV. Executive Department. Section 12. Disability of Governor)
State Statute: ## - ## - ##. Name of Provision . (Example - 1-1-110. What officers constitute executive department.)

Federal Statute: Title #. U.5.C. Section # {(Any common name for the statute)
State Regulation: Chapter # - Section # (Any common name for the regulation)
Federal Regulation: Title # C.F.R. Section # {Any common name for the regulation)
State Proviso: Proviso ## .# (Proviso Description ), 2015-16 (or whichever year is applicable) Appropriations Act Part 1B {Example - 117.9 (GP: Transfers of Appropriations), 2014-15 Appropriations Act, Part 1B.)

ftem # Law Number Jurisdiction Type of Law Statutory Reguirement and/or Authority Granted 2015-16 Objective(s) 2016-17 Objective(s) which
g which satisfy the law satisfy the law
1 46-3-10 State Statute Establishes duties of Department-The Department of Agriculture shall {All
execute the laws of this State pertaining to agriculture except such
LS,
2 46-3-20 State Statute Establishes SCDA's authority to issue food manufacturers, processors, [2.1.1, 2.1.2, 2.1.3
and packers permits.
3 46-3-25 State Statute Establishes a program within SCDA to foster relationships between 3.35,3.44
S.C. farms, school districts, and other institutions and to provide them
with fresh and minimally processed foods for consumption by
is
4 46-3-30 State Statute Establishes gualifications of the Commissioner of Agriculture.
5 46-3-40 State Statute Establishes election process for the Commissioner of Agriculture.
6 46-3-50 State Statute Establishes the bond of the Commissioner of Agriculture.
7 46-3-60 State Statute Ailows for the appointment of a clerk by the Commissioner.
8 46-3-80 State Statute Establishes duties of the Commissioner-promotion of agriculture;
i registry
9 46-3-90 State Statute Establishes the Commissioner's authority to regulate the sale of marl
or ground limestone.
10 46-3-100 State Statute Establishes the Commissioner's authority to regulate the sale of
inoculating material.
11 46-3-110 State Statute Establishes the disposition of moneys derived from sale of inoculating
12 46-3-120 State Statute Establishes that other Departments and agencies shall furnish
information to the Commissioner as necessary.
13 46-3-130 State Statute Establishes the authority of SCDA to enter into contracts or 214,241
agreements with any State agency.
14 46-3-140 State Statute Establishes the requirement of an annual report of SCDA's work.
15 46-3-145 State Statute Establishes the definition of "beneficiary class” and SCDA's
involvement with loan programs.
16 46-3-160 State Statute Establishes the Commissioner's authority to enter into agreements
with the U.S. government for the conduct of aquatic plant control
projects
17 46-3-170 State Statute Establishes that the Commissioner may sue or be sued.
18 46-3-175 State Statute Establishes the authority of SCDA to issue agribusiness licenses. 3.4.2
19 46-3-180 State Statute Establishes the authority of the Commissioner to revoke registrations
or licenses.




Laws

20 46-3-190 State Statute Establishes that a hearing must occur before a license is revoked.

21 46-3-200 State Statute Establishes the procedural powers of the Commissioner at license
revocation hearing,

22 46-3-210 State Statute Establishes the bond to stay revocation.

23 46-3-220 State Statute Establishes the appeals process for revocation of registrations or
licenses.

24 46-3-230 State Statute Establishes release of certain itemns from restraining orders.

25 46-3-240 State Statute Establishes the authority of the Commissioner and inspectors to 211,212,213
enforce regulations relating to food and drugs.

26 46-3-260 State Statute Establishes the South Carolina Renewable Energy Infrastructure
Development Fund and gives SCDA authority to prescribe procedures,

27 46-3-270 State Statute Establishes the authority of SCDA to waive the remittance of indirect
co jes for the Specialty Crop Grant.

28 46-15-10 State Statute Establishes the general duties of SCDA. All

29 46-15-20 State Statute Establishes the general powers of SCDA. 231,232,233,

234245

30 46-15-21 State Statute Establishes the abolition of the State Agricultural Marketing
Commission.

31 46-15-30 State Statute Establishes that any rules and regulations must be filed with the
Secretary of State.

32 46-15-40 State Statute Establishes that inspection, grading, and buyers' services shall be 241,245
made available to private markets at reasonable charges.

33 46-15-50 State Statute Establishes that SCDA must keep markets' records. 16.1

34 46-15-60 State Statute Establishes that funds from the operation of the wholesale farmers' [1.6.1
markets must be deposited monthly with the State Treasurer.

35 46-15-70 State Statute Establishes the Agricuttural Marketing Advisory Council with the 3.2.1,3.2.2,3.23,3.2.4,
Commissioner as chairman. 325

36 46-15-80 State Statute Establishes meetings and compensation of the Agricultural Marketing |3.2.1, 3.2.2,3.2.3, 3.2.4,
Adyisory Council 325

37 46-15-90 State Statute Establishes duties of the Agricultural Marketing Advisory Council. 3.2.1,3.2.2,3.2.3,3,2.4,

325

38 46-17-340 State Statute Establishes that SCDA shall provide administrative support to S.C. 3.2.1,3.2.2,3.2.3,3.24,
Commodity Boards and Associations, 325161

39 46-19-40 State Statute Establishes that SCDA shall approve, assist, and supervise local 3.2.1,3.22,3.2.3,3.2.4,
marketing authorities. 3.2.5

40 46-19-210 State Statute Establishes the authority of the Commissioner to establish and 3.3.2
supervise the Roadside Market incentive Program.

41 46-19-220 State Statute Establishes the authority of the Commissioner to prescribe standards [3.3.2
for participating in the Roadside Market Incentive Program.

42 46-19-230 State Statute Establishes the application process for the Roadside Market Incentive {3.3.2
Program.

43 46-19-240 State Statute Establishes the Commissioner's authority to make signs for the 3.3.2
Roadside Market Incentive Proj

44 46-19-250 State Statute Establishes periodic inspections of approved roadside markets. 3.3.2

45 46-19-260 State Statute Establishes notice and hearing on disapproved market application. 3.3.2

46 46-19-270 State Statute Establishes penalty for displaying an unauthorized market sign. 3.3.2

47 46-19-280 State Statute Establishes transfer of market signs. 332

48 46-19-290 State Statute Establishes the authority of the Commissioner to expend funds for the|3.1.1, 3.1.2, 3.1.3, 3.1.4,
promotion and expansion of agricultural products. 3.1.5,3.2.1,3.23,3.2.4,

331332




Laws

49 46-19-300 State Statute Establishes the authority of the Commissioner to adopt rules to 3.3.2
implement the Roadsi centive Program.
50 46-19-310 State Statute Establishes the authority of the Commissioner to apply for an
injunction
51 46-21-25 State Statute Establishes the authority of SCDA to enforce state seed law. 24.1
52 46-21-35 State Statute Establishes the SCDA seed laboratory. 24.1
53 46-27-410 State Statute Establishes the authority of SCDA to inspect and take feed samples.  [2.4.1,2.4.2
54 46-40-10 State Statute Establishes the SC Grain Dealers Guaranty Fund. 2.3.2
55 46-41-40 State Statute Establishes the authority of SCDA to issue agricultural dealers and 2.3.2
handlers licenses.
56 46-42-10 State Statute Establishes the authority of SCDA to sample, grade, and inspect grain |2.3.2
eds.
57 46-51-10 State Statute Establishes the Aquaculture Permit Assistance Office within SCDA.
58 39-9-68 State Statute Charges SCDA Consumer Services Division with performing weights  {2.3.4,2.2.1
and measi functions.
59 39-9-70 State Statute Charges the Commissioner of Agriculture with maintaining and 234,221
enforcing weights and measures inspections and standards.
60 44.1 State 2015-16 Appropriations Act}Establishes the authority of SCDA to charge a yearly subscription for [4.3.1
Part 1B the Market Bulletin
61 442 State 2015-16 Appropriations Act| Establishes fruit/vegetable inspectors subsistence. 245
Part 18
62 443 State 2015-16 Appropriations Act|Establishes SCDA use of the Warehouse Receipts Guaranty Fund. 23.2
Part 18
63 44.4 State 2015-16 Appropriations Act|Establishes a weights and measures registration fee. 234
Part 18
64 445 State 2015-16 Appropriations Act|Establishes the authority of SCDA to retain revenues assaciated with
Part 1B the sale of its property.
65 44,6 State 2015-16 Appropriations Act|Establishes an account for revenue associated with the State Farmers
Part 1B Market.
66 4.7 State 2015-16 Appropriatians Act{Establishes the authority of SCDA to charge for export certification. [2.4.5
Part 1B
67 448 State 2015-16 Appropriations Act|Establishes the authority of SCDA to charge for registration of feed 2.4.2
Part 18 labels
68 5-150 State Regulation State Farmers Markets; rules and regulations 3.3.1,332
69 5-200 through 5-207 State Regulation Commercial feeding stuffs 2.4.2
70 5-210 through 5-235 State Regulation Egg grading and packaging 2.4.1
71 5-300 through 5-322 State Regulation Food labeling 24.1
72 5-360 through 5-373 State Regulation Salvage operations dealing in foods and cosmetics 21.2
73 5-420 through 5-426 State Regulation Livestock sales licenses
74 5-440 through 5-449 State Regulation Petraleum products 2.3.2
75 5-450 through 5-459 State Regulation The Roadside Market Incentive Program 33.2
76 5-460 through 5-483 State Regulation Seeds 2.4.1
77 5-490 through 5-497 _State Regulation Warehouse system 2.3.2
78 5-500 through 5-572 State Regulation Weights and measures 234221
79 5-581 State Regulation Dealers and handlers of agricultural products 2.3.2
80 5-610 through 5-613 State Regulation Milk Producer Tax Credit




Agency's Daily Operations Programs (2015-16)

Department of Agriculture

|Agency Responding
Date of Submission

8/24/2016

INSTRUCTIONS: In this Chart, the agency will find information in the second two columns which it provided in its Restructuring Report. Please do the following:

(a) Review the programs listed and make any additions or other modifications needed. Please, do not consider the General Appropriations Act programs. Instead think of what the
agency considers programs in the agency’s daily operations (this may not have been clear in the Restructuring Report). These may be divisions, departments, programs it is
working on related to grants, etc.
(b) Regardless of whether the agency selected yes or no in the previous column, in the last column titled, “Other agencies whose mission the program may fit within,” list other
agencies whose mission the program may fall within based on the agency’s knowledge of the program and reference to the list of all other agency missions, attached to these

euidelines

Fiscal Year (i.e. 2015-16;
2016-17; or both)

Daily Operations Program

Purpose of Program

Other agencies whose mission the program may
fit within

2015-16 and 2016-17

State Farmers Markets

The State of South Carolina owns and manages three regional state
farmers markets in Columbia, Florence, and Greenville which provide
consumers with a wide variety of locally grown produce and specialty
products

None

2015-16 and 2016-17

Grading/Inspections

Under a cooperative agreement with USDA, fruit, vegetable, poultry
and egg, and commodity grading and inspection services are

provided. Includes Good Agricultural Practices (GAP) training.

None

2015-16 and 2016-17

Market News Services

A contract service provided by SCDA to USDA that analyzes and
distributes price, volume, and other market information to all
segments of the produce, grain, and livestock industries, and to
consumers

None

2015-16 and 2016-17

Marketing

Maintains and develops broad-based marketing programs that
increase consumer awareness and product demand for quality SC

agricultural produ local, nati i ional levels.

None

2015-16 and 2016-17

Consumer Services

Protects consumers by ensuring that the net content statements on
packages and weighing or measuring devices are correct; and that
agricultural products are measured accurately for commerce

None

2015-16 and 2016-17

Labaratory Services

Protects consumers from unsafe, ineffective, or fraudulent goods
which may be offered for public sale; assures that goods meet
acceptable standards of quality; and issues registrations, licenses, and
permits to certain businesses. (Food Laboratory, Feed Laboratory,

Seed Labaratory, Chemical Residue Laboratory, and Petroleum
Products | ahnratary

DHEC

2015-16 and 2016-17

Metrology

Provides NIST traceable calibrations for mass and volume standards,
calibrates equipment for our state inspectors and private scale and
pump service companies for the enforcement of weights and
measures regulations

None

2015-16 and 2016-17

Food & Feed Safety and
Compliance

Ensures that foods and feeds are manufactured under safe and
sanitary conditions through routine surveillance inspections.

None




Agency's Daily Operations Programs (2015-16)

2015-16 and 2016-17

Administration

Provides agency support services, including: procurement, supply,
fleet management, accounting and financial services, information
technology, facilities management and other administrative services.

SFAA Procurement Services, Admin Division of
General Services, Admin Division of Technology

2015-16 and 2016-17

Office of the Commissioner

This office provides executive leadership, constituent services, special
projects, events briefings, scheduling, and strategic planning.

None

2015-16 and 2016-17

Human Resources

The Human Resources Department manages personnel matters,
including benefits administration, state classification plan, payroll,
leave accounting, and staff development. Human Resources also
ensures that SCDA personnel practices are compliant with state and
f ulationg

Admin Division ¢f Human Resources

2015-16 and 2016-17

Public Information /
Communications

The Public Information Department communicates SCDA’s mission,
and the importance of SC agriculture and agribusiness, through
traditional and social media, websites, and the SC Market

Bulletin. Public Information also informs industry members and the
general public of pertinent agricultural issues, and responds to various

None

2015-16 and 2016-17

Market Bulletin

[aal S

Publication issued twice a month as a marketplace for agricultural
goods and services, and provide consumer interest articles; available
printed and electronically

None

2015-16 and 2016-17

Agribusiness Development

Works to continually promote agribusiness in SC through research
and recruitment of prospective agribusinesses that may have an
interest in locating or growing their agribusiness in SC, via the
production of SC grown products or value-added services/processing.
Works with elected officials and business/state leaders at all levels to
facilitate sound public policy and serve as an unbiased source of

infarmatinn

Department of Commerce

2015-16 and 2016-17

Grants Coordination

Cooperate with the federal government to implement the Specialty
Crop Block Grant (SCBG), Farm to School Grant (F2S), Manufactured
Food and Regulatory Program Standards (MFRPS); pursue and secure
other grants to benefit the agriculture industry and SCDA.

None




Employees Available

Department of Agriculture

ency Respondi
Date of Submission

8/24/2016

INSTRUCTIONS: This chart requests the number of authorized, filled and unfilled ful! time equivalent (FTE) positions at the agenty by general fund, other fund and fede
last five years. It also asks for the number of temporary non-FTE and temporary grant non-FTE positions during the same time period.

ral funds during each of the

General Fund Full Time Equivalent Positions (FTEs)

2011-12 2012-13 2013-14 2014-15 2015-16
Figures below are as of... 6/30/2012 6/30/2013 6/30/2014 6/30/2015 6/30/2016
Authorized 56.51 58.51 58.51 58.51 58.51
Filled 46.6 38.05 45.8 51 50.65
Unfilled 9 13.41 11 7 10
Other Fund FTEs
2011-12 2012-13 2013-14 2014-15 2015-16
Figures below are as of... 6/30/2012 6/30/2013 6/30/2014 6/30/2015 6/30/2016
Authorized 79.49 79.49 79.49 79.49 79.49
Filled 70.15 76.95 74.85 74.65 70.15
Unfilled 10 7.59 5 5 6
Federal FTEs
2011-12 2012-13 2013-14 2014-15 2015-16
Figures below are as of... 6/30/2012 6/30/2013 6/30/2014 6/30/2015 6/30/2016
Authorized 0 0 0 0 0
Filled 0 0 1 0 0.85
Unfilled 0 0 0 0 0
Total FTEs {General + Other + Federal Fund) & Non-FTEs
Unfilled FTEs Filled FTEs Temporary Non-FTEs Temporary Grant Non-FTEs Total
2011-12 19 116.75 13.929 3 152.679
2012-13 21 115 35.448 3 174.448
2013-14 16 121.65 29.159 1 167.809
2014-15 12 125.65 134.736 1 273.386
2015-16 16 121.65 123.212 2 262.862

The practice of delimiting seasonal
temporary positions at the end of the
season was discontinued in FY14-15.
Creating over 100 seasonal positions in
SCEIS is tedious and time-consuming.
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INSTRUCTIONS: In this Chart, please do the following:

(a) Take each General Appropriation Act Program and think of the agency daily operations that fit within it. Then group those daily operations prog

[D.O. prog

Customers and Potential Impacts (2015-16)

General Appropriation Act Program it relates to, in the first column. The agency may need to insert additional rows between the existing Gneral Appropriations Programs to include each of the D.O. Programs that relate to that General Apprapriation Act Program
{b) In the second column, provide a brief description of each D.O. Program.

{c) In th2 column titled, "Service/Product provided,” type the service or product the D.O. Program provides. If the D.O. Program p
information may be compared with the services and prad p

ided by other ies to d

services or pi

if there is any duplication amang agencies.

(d) In the column titled, "Customer Segment," select the applicable customer segment from the drop down menu. Insert additional rows as needed to ensure each customer segment who receives a particular service or product, is listed on a different row.

(e) In the column titled, "Specify for the following Segments,” provide the additional i

Public* customer segment option into more specific and defined segments within the public.
{f) In the column titled, “Best potential impact if agency over performs,” provide a brief description of the best potential impact on that customer segment if the agency performs better than it ever thought possible.
{g) In the column titled, "Most potential negative impact if the agency under performs,” briefly describe what the agency considers the most potential negative impact to that customer segment that may occur as a result of the agency underperforming or performing at the worst levet possible.

{h) In the column titled, "What is monitored to determine if outside help is needed,” typ= what the agency monitors on a daily, weekly or monthly basis to ensure the agency performance is at the level neaded.

d if the C: g

{i}) In the column titled, "Outside Help to Request,” type the entities to whom the agency reaches out if the agency begins to see low performance;
{i} In the column titled, "Level Requires Inform G.A.," type the level at which the agency thinks the General Assembly should be put on notice;

1l In the enlimn titled "1-26G A Nntinns " tvna nna tn threa nntinns far what tha Ganeral Accambly ronld dn tn haln recalue tha issliee hafara thara ic a natantial ericic far pach riictnmar saoment

is best for the agency {i.e. by division, grants, etc.) to discuss each of the different services and/or products it provides. List each of those D.O. Programs, beside the
, insert additional rows to ensure each service or product is listed on a diffcrent row. Be as specific as possible when listing the services and products provided because this

is {1} industry; (2) Professional Organization); or {3) General Public. The additional information providzd about the "General Public" customer ~2gments served may be utilized to help change the current “Gener

Best potential impact on the Most | negative impact on the ‘What Is monitored to Outskle Help to Request Level Requires inform G A. 1-3 G.A Options
o 5 allo i segment {f the agency over perft if the agency under determine if outside help is
Al sl o performs {needed
p only one Bof praduct per o o :
products provided =ted
i A ive Services -A Provides agency support services, including: procurement, Perfect and timely execution of all other | The agency shuts down number of IT help tickets; DTO, State Fleet, Generat Services | Working conditions become unsafe or | 1. increase funding for agency support
supply, fleet ing and financial daily operations programs vehicle conditions; building agency fails to operate services; 2. approve office building
services, information technology, facilities agency support services Executive Branch/State Agencies n/a Jiti office li improvements
and other administrative services. level;
1. Administrative Services- Office of the This office provid i hip, includi New, expanded, and improved projects, |The agency has no leadership type of constituent requests  |Any ather relevant agency or
Commissianer constituent services, special projects, events briefi ings, executive leadership Executive Branch/State Agencles o/ programs, and plans that enable.the organization that would have the
heduling, and strategic p; agency to go above and beyond in answer to a question that SCDA
fulfilline its mission. doss nat
|. Administrative Services-Human Resources The Human R Department | nfa Fully staffed agency with qualified, Under staffed agency with a poor work Number of employenss; temp agency; outside counsel; 1. direct 5CEIS to work more closely
matters, including benefits administration, state satisfied employe s who have no i ployee feedt-ack  |State HR with regarding its op t
classlﬂcatlon plan, payroll, leave accounting, and staff personnel managament Executive Branch/State Agendies |outstanding personnet issues or usage
I Human also ensures that SCDA |complaints
p | p are with state and federal
1. Administrative Services-Public The Public Inf Department SCDA's{traditlonal and social media relations and all Instantaneous knowledge of agency and |No knowledge of agenrcy and industry Number of media mentions; }media consultant
Information/Communications mission, and the importance of SC agriculture and {communications industry programs, events, and perti agrams, events, and news, which could  |level of crisis
agribusiness, through traditional and social media, news range fram an inconvenience (missing a
websites, and the SC Market Bulletin, Public Information General Public favorite event) ta a safety issue (missing a
also informs industry members and the general public of food recall)
pertinent issues, and ds to various
i i il
I Administrative Services-Public The Public Information Department communicates SCDAsfinformation requests all Immediate answers to questions No answers to questions Number of information Any other relevant zgency or
Information/Communications mission, and the importance of SC agriculture and requests via phane, email, and{ organization that would have the
agribusiness, through traditional and social media, website answer to a question that SCDA
websites, and the SC Market Bulletin. Public Information General Public does not
also informs industry members and the general public of
pertinent agricultural issues, and responds to various
" L
I. Administrative Services-Public The Public Information Department communicates SCDA’s| traditional and social media relations and agriculture Instantaneous knowledge of agency and |Na knowledge of agency and industry Number of media mentions; |media consultant nfa
Information/Communications mission, and the importance of SC agriculture and communications industry programs, events, and pertinent|programs, events, and news, which could  |level of crisis
agrit through traditional and social media, news range from an inconvenience {missing a
websites, and the SC Market Bulletin. Public Information Industry favorite event) to a safety issue {missing a
also informs industry members and the general public of food recall)
pertinent agricultural issues, and responds to various
S
Ii. Laboratory Services Protects consumers from unsafe, ineffective, or fraudulentjfruit and vegetable residue testing all No consumer comes in contact witha  |Consumers become ill If sanctions are needed; FDA; Food Emergency Response  fchanges in the law or new federal 1. harmonization of state and federal
goods which may be offered for public sale; assures that fruit or vegetable that exceeds the I number and type of violations |Network fmandates authority
goods meet acceptable standards of quality; and issues |accepted residue tolerance level
registrations, licenses, and permits to certain businesses. General Public
(Food Laboratory, Feed Labaratary, Seed Laboratory,
Chemical Residue Laboratary, and Petroleum Products
ok )
Il. Lzboratary Services Protects from unsafe, ineffective, or fraudul line and diese! fuel products inspections and analysis all No consumer receives a low quality or  |High amount of low quality and unsafe Number of consumer sister state agencies current regulatory authority or 1. increase funding 2. update law
goads which may be offered for public sale; assures that unsafe gasoline or diesel fuel product.  |gasoline and diesef fuel products on the number of eugipment cannot handle demand for
goods meet acceptable standards of quality; and issues market violations inspections
|registrations, licenses, and permits to certain businesses. General Public
(Food Laboratory, Feed Laboratory, Seed Labaratary,
Chemical Resldue Laboratory, and Petroleurn Products
Ll
Il. Laboratory Services Protects consumers from unsafe, ineffective, or frauduk and purity testing agriculture Any consumer wishing to sell seed has | No consumer has the ability to sellseed in | Number of testing requests  |Clemson overlapping of duties between 1. Adjustments to SC Seed Law, Seed
goads which may be offered for public sale; assures that immediate access ta testing to fulfifl South Carolina and availzble staff agencies Regulations, and/or Noxious Weed Act
goods meet acceptable standards of guality; and Issues requirements set by the SC Seed Law,
registrations, licenses, and permits ta certain businesses, Industry Seed Regulations, and Noxious Weed
{Food Lab y, Feed Lab Y, Sezd Lab Y, Act.
Chemical Residue Laboratory, and Petroleum Products
" N
Hl. Laboratory Services-Food & Feed Safety and |Ensures that foods and feeds are f: d under safe} food and analysis all No consumer cames in contact with Consumers become ill {number and severity of FDA |changes in the law or new federal 1. harmonization of state and federal
Compliance and sanitary conditions through routine surveillance General Public d food {outbreaks/violations mandates authority
Il. Laboratory Services-Food & Feed Safety and |Ensures that foods and feeds are manufactured under safeJchemical and microscopic analyses of feed products agriculture; pet No animal is harmed by unsafe feed Animals becorne ilt number and severity of FDA changes in the law or new federal 1. harmonization of state and federal
Compliance and sanitary conditians through routine survzillance Industry outbreaks/violations mandates authority
I insopections,
Ill. Consumer Services Protects cunsumers by ensuring that the net content weighing and measuring devices inspections all No consumer receives less product than |Consumers are consistently cheated out of  |number of inspections and slster state agencies
on and wei or measuring General Public they paid for product that they paid for available staff
devices are correct; and that agrlcultural products are
measured hy for
1ll. Consumer Services Protects consumers by ensurlng that the net content weighing and measuring devices inspections SC businesses using commercial scales  |Able to conduct business Unable to conduct business number of inspections and sister state agencies
on and g or Industry available staff

devices are correct; and that agricultural products are
1 accurately for of
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lll. Consumer Services Protects consumers by ensuring that the net content public weigh masters weights and measures All individuals verifying the accuracy of |No individuals verifying the accuracy of nfa
statements on packages and weighing or measuring Industry welghts and other measurementsare  |weights and other measurements are
devic=s are correct; and that agricultural products are licensed. licensed.
d acenrataby for commerre
11l Consumer Services Protects consumers by ensuring that the net content bonded dealers and handlers licences agriculture Adherence to the D2alzrs and Handlers [Violations of the Dealers and Handlers of claims on Grain Dealers statutory changes Fund falls below 54 million 1. Eliminate Grain Dealers Fund and roll
an pack and v2ighing or of Agricultural Products Law, ensuring  [Agricultural Products Law, leading to farmers [ Guaranty Fund balance into Grain Producers Guaranty
avices are correct; and that agricultural products are Industry farmers receive prompt and full payment] being cheated by buyers. Fund
measured accurately for commerce. from buyers through licensing and
IIl. Consumer Services Protects consumers by ensuring that the net content licensing and bonding of warehouses agriculture Safe keeping of stcred commodities Farmers are overexposed value of commodities bought |statutory changes If farmers are overexposed and 1. Givv= SCDA flexbility to adjust
statements on packages and wzighing or measuring Industry and sold at each location; levell warehouses do not carry adequate banding requirements
devices are correct; and that agrlcultural praducts are of farmer exposure bonds relative to the value of the
d accurately for peoduct
111. Consumer Servicas-Metrology Provides NIST traceable callbratlnns for mass and valume |calibration services all All weights and measures equipment Would have to use out-of-state calibration |turnaround time nfa industry driven certifications cannot bef 1. Fund new laboratory
standards, calibrates for our state i $ used for public purposes, i.e. highway  [services to be able to operate, leading to achleved or maintained
and private scale and pump service companies for the Executlve Branch/State Agencies scales, is ly calibrated, negating |i d costs and turnaround time and
enforcement of weights and measures regulations. any safety or other consumer decreased customer service
il Consumer Services-Metrology Provides NIST traceable calibrations for mass and volume |calibration services any All weights and measures equipment is | Would have to use out-of-state calibration |turnaround time
dards, calil quip for our state inspectors acurately calibrated, allowing business to| services to be able to operate, leading to
and pnvate scale and pump service companies for the Industry function smoothly, without a loss in increasad costs and turnaround time and
enforcement of weights and measures regulations. revenue. drcreased customer service
IV. Marketing Services. A. Marketing & The State of South Carolina owns and manages three a place to buy locally grown produce and specialty all cansistent and convenlent source of poor retum on investment usage public-private partnerships
Promotions -State Farmers Markets regional state farmers markets in Columbia, Florence, and |products locally grown produce and speclality
ille which pravide with a wide variety af] General Public products
locaily grown produce and specialty products.
IV. Marketing Services. A. Marketing & The State of South Carolina owns and manages three a place to sell locally grown produce and specialty agriculture reliable market for South Carolinia poor return on investment usage public-private partnerships
Promotions -State Farmers Markets reglonal state farmers markets in Calumbia, Florence, and |praducts farmers, increasing their revenue as well
Greenville which provide consumers with a wide variety off Industry as the economic impact to the state
locally grown produce and specialty products.
V. Marketing Services. A. Marketing & Maintains and develops broad-based marketing programs | promotion of SC agricultural products agriculture 100% of consumers choosing SC No demand for SC agricuitural praducts, CSC brand recognition; sales
Promotions -Marl.eting that increase consumer awareness and product demand agricultural products over all other {eading to a collapse of the industry of local products; event
for quality SC agricultural prod at local, nati and Industry products 100% of the time, leading to attendance
international levels. significant increases in revenue and
V. Markeﬂng Services. A. Marketmg & Works to inually p agrib in SC through |agribusiness recruitment agribusiness The economic |mpact of the SC The economic impact af the SC agribusiness |indirect and direct economic |industry partners (Clemson, Farm 1. Restructure budget program
Pi -Agribusil D pi research and recruitment of prospective agribusinesses agribusiness industry increases beyond  |industry declines. impact of SC agribusiness Bureau, etc.)
that may have an interest in locating or growing their the goal of $50 billion by 2020.
agribusiness in SC, via the production of SC grown Industry
products ar value-added services/processing. Woarks with
elected officials and business/state leaders at all levels to
facmtane sound publlc policy and serve as an unbiased
IV. Marketing Services. A. Marketing & Cooperate wnh the federal government to impl the |grant ob and impler agribusiness All available federal grant funding goes |No available federal grant funding goes to  |amount of funding industry partner: {Clemson, Farm [Programs end due ta lack of funding | 1. Fund programs that are reliant on
Promotions -Grants Coordination Specialty Crop Block Grant (SCBG), Farm to School Grant to SC, allowing an i in prog SC, leading to programs ending. Bureau, etc.) grant funds
(F25), f d Food and Regulatory Program Industry
Standards lMFRPS), pursue and secure other grants to
henefit the i ol and SCOA
1V. Marketing Services. B. Commodity Boards - |Serves as a llason to commadity boards, associations and |education; marketing and promotion of agricultural agriculture Highest level of marketing and Boards shut down, leading to decreased funding levels; animal health |national commodity boardsand  |Commodity boards lose their 1. Procurement code exemption
the state's Agriculture Commission to aid in marketing commodities promotion leads to increased revenue  |revenue and failure by producers to stay emergency issues associations autonory or suffer due to being
state commodities, as well as fund various research Industry and highest levet of education ensures allinformed of regulations haused under a state agency.
projects relevant to the commeodity praducers are up to date on regulations
and currept issues
IV. Marketing Services. C. Market Survices - A contract service pravided by SCDA to USDA that price, volume, and other agricultural market informatior agriculture Access to timely and accurate market  |No access to market information Number and lacation of sales; |USDA
Market News Services analyzes and distributes price, volume, and ather market Industry information whenever needed available staff
information to all segments of the produce, grain, and
livestork industries and to
IV. Marketing Services. D. Inspection Services - |Under a cooperative agreement with USDA, fruit, fruit and vegetable grading and inspection agriculture All produce growers have access to Produce growers are unable to sell their Numberof needed inspectiang USDA
Grading/Inspections veget_ble poultry and egg, and commodity grading and Industry grading and inspection services that product. and available staff
services are provided, Includes Good allow them to sell their products.
Aprirnitural Practices {GAP) training
IV. Marketing Services. D. Inspection Services - |Under a cooperativz: agreement with USDA, fruit, peanut grading and inspection agriculture All peanut praducers have access to Peanut producers are unable to sell their Number of needed inspectionsf USDA
Grading/Inspections vegetable, poultry and egg, and commodity grading and Industry grading and inspection services that product. and available staff
lnrpectlon services are pravided. Includes Good allow them to sell their praducts.
Itural Practicas {GAP) training
V. Marketing Services. D. Inspection Services - |Under a cooperative agrecment with USDA, fruit, poultry and egg grading and inspection agriculture All egg producers have access to grading |Egg producers are unable to sell their Number of needed inspectiong USDA
Grading/Inspections vegetable, poultry and egg, and commodity grading and Industry and inspection services that allow them |product. and available staff
services are p 1. Includes Good to sell their products.
Apricultural P {GAP) training
IV, Marketing Services. D. Inspection Services - |Under a cooperative agreement with USDA, fruit, grain grading and inspection agriculture All grain producers have access to Grain producers are unable to sell their Number of needed inspectiong USDA
Grading/Inspections vegetable, poultry and egg, and commodity grading and Industry grading and inspection services that product. and available staff
services are provided. Includes Good allow them to ship and market their
i | Practices {GAP) training prain
V. Marketing Services. D. Inspection Services - Undera cooperative agreement with USDA, fruit, Guod Agricultural Practicas (GAP) training agriculture producers fail GAP audits praducers are prepared and pass GAP audits jconflict of interest between  [Clemson
Grading/inspections vegetable, poultry and egg, and commodity grading and Industry training and certification
p services are provided. Includes Gead
Aericultural Practices {GAP) trainine
Market Bulletin publication all reliable and informative source for waste of subscription nfa nfa

IV. Marketing Services. E. Market Bulletin -

Publication issued twice a month as a marketplace for
agricultural goods and services, and provide consumer
interest articles; available printed and electronically.

General Public

consumer interest articles and a
marketplace for agricultural goods and

seryvices
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INSTRUCTIONS: In this Chart, the agency will find information it provided in its Restructuring Report for 2015-16. Please cnsure all cells are completed and the goals, stratagies, ubjectizes, intended public benefits and staff responsibie are accurcte for 2015-13, Cells wwhich were leit blank in

the Rastructuring Peport and need to completed are highlighted in yellov. Please highlight, in green, uny cells where the agency provided information in the Restructuring Report, but there were changes in the plan r- who was responsible afir submission of the report. In another chart in
this report the agency will provic: information related to its Z016-17 Strategic Plan. As a reminder, the instructions for how the agency was to complete the chart are below:

1) Under the "Strategic Plan Part and Description” column, enter the strategic plan part number and description {i.e. Goal 1 - Incre:

2) Under the "Publi. Benefit/intended Qutcome” column, enter the Intended outcome of accomplishing each goal and objective.
3) Under the "Responsible Person" columns, provisi informatien about thie individual who has primary responsibility/accountabilit; for each goal and objective. The Responsible Person for a gral has diifereat teams of employees beneath himyher to help accomplish the goal. The

Ii»sponsible Person for an objective has emplery

the strategy and obje-.tives needed to accomplish the goal. The Responsible Person for an objecti 2

¢5 and possibly different teams of employees b=neath him, iier to help accamplish the objective. The Rzsp-

2 the number =7 job opportunities available ko juzniles to 20 per juvenile within the next 2 years).

ible Person for a goal is th= gzrson who, in conjunction with his/her team({s) and approna! from higher level superiors, determines
s the person who, in conjunction with his/her cmployees and appre «al from higher level superiors, sets the perfarmance measure targets and hea!s th» game plan for how to accomplish

the objecti«2 for which he/she is rusporsible. Under the "Position" column, enter the Masponsible Person's position/title at the agency, Under "Ofiice Ariziress” column, enter the address for the office from which the Responsible Person works. Under the “Department/Di~ision” caluma,
entzr the departn.ent or divi.ion at the agency in whict: the Re:ponsible Person works. Unc:r the *De sartment/Division Summary" c=lumn, ente: a brief summary {no more than 1-2 sentences) of what that department or division r'oes in the agency.

Objective 1.1.5 - Work with vendors and service provic'srs ta

‘chieve 100% copmpletion of the US Department of De;

Frruere that data is secure and handied aued)

iy

e ool

Lesd thiwt 3 years

T Crariethant

Meodquartsrs

Misslon: To , romate and nurture the growth and development of South Lagal Basls: Act No. 104 of 1879

Caralina's agriculture industr » and its related businesses vhile assuring

the safel and security of the buing public,
Vislon: For the State's economy to grow and prosper, providing everyone, Lesl Easis: 46-3-10

and itles to enjoy the benefits of
agriculturs.
T iption (2015-16) tervd=d Pubc s Jong 2 stal
(Fx Oufcoine = iiadents decreasa and pubkc neiceives thar iha road i membar hean
safar| Jus: enler i uiiended oucora Responsible Employse | rasponsible for the goal Office A .
Name: or objectve: : b i = n v
e mave o7 less can 2
yagzs)
Goal 1- readiness and Agency em; loy.es provide better customer service and are more | Agron Wood More than 3 years Headguarters (1200 Senote | Agenty Operations (AQ) Division works to ensure that peaple, equipment, and infrc tructure are
0 Street, Sth Floor Wade Division availchie and pasitione | acress the state to keep the agency mission ready.
Hampton Building, Columbio}
uniess otherwise noted
Strategy 1.1 Evalunte new technology producs and services and implement based
on Analvses
Ohjective 1.1.1 - Place all internal agency forms on the network G;x¢S provide better cusiciner sefvice and are more Coira Lindler LESS i1 3 yelis Headquarters | Agministration {AQ) Finance, Procurement, Sugnly and Faciliiss
Objective 1.12 - "2place personal computers & <=ry three years | Agency employees provide buter customer service and are more Jored Cam,:bell Less than 3 yeors T Consultant Heacquarters T (A0} Responsible for IT equipment ond service
(Objective 1.1.3 - Cor-2rt Wac'z Hampton Office phone systems to Voice G-2r 1P |Agency employées provide better customner sei vice and are more | Jared Campbelt Lass than 3 y-2ars IT Consuitant Headquerters IT (AD) Respcnsible for IT equipment and service
system
Objectiva 1.1.4 - Equip 100% of Consumer Protection field inspectors with 4G |Agency employees provide better customer sesvice and are more lJored Compbell Les: than 3 yeors T Consuftant Headquarters IT {AO) Responsible for IT equipment ond service
mobile network gecess i
B current | Agency employzes provide better customer service and are more Jored Compbell Less than 3 yzars IT Consuttant Headguarters 1T (AD} Responsible for IT equipment und service

ming)

Hespangiile for T equament ond setiice

<:rutegy 1.4 - Fully utilize annual Employee Fziformance Management System
[EPMS)asa ication tool

|Agency empicyees provide better customer service and are more
il

information Securit Awareness Proeram by 31 Oc;pber € 'ery vear

Ohbjective 1.2.2 - Hav:2 Executi<a and IT staff participate in Stite of SC INFOSEC Ensuwre thet doto iz secure and handied apoyre rigtely Aaved Compbelf Legs thon 3 prans T Consuttont Heodguarters T {aay Aesppnmble for [T egugnrent and seiice

project by attending quarterly me-tings or as directed by Division of Technolog:

Chiective 1.2.3 - Implerment all 13 INFOSEC policies by ;016 Crwre thit dite i securs ard handied searcariatel Lired Camnteld Leas thun 3 penrs iT Comauftont 7 (A0 flesponeible fur (T enuipment ord serice

Strategy 1.3 - Provide more professional de--elopment of:portunities for

(Objective 1.3.1 Encourage employees to identif;’ relevant tzchnical training Ageicy empioyees provide Betier CUSTOIMET SEVICE Tl Gre IaTe Kaifieen Plerce Less than 3 years HUMIGA RESOWNCES | HEOAquUDTiers HR (AD) THE HUATION RESOWCEs DEpariment ManLyes Persoi el MIGIiers, mciuomg

during their yearly EPMS planning stage productive Director benefits odministration, state classification pian, payroll, fecve accounting, and
stuff Human Jsi that SCM personnel
B actices are compliont with stu'e and federu) regidations.

Objective 1.3.2 - Expand training delivery plaiforms *o be more convenient and  {Agency employees provide better customer service and are more Multiple Less than 3 years | Supervisors Various Various A gency wide

2 it Jfferent learning stvles i
Objective 1.3.3 - Offer In-house training at least quarterly |:gency employees provide better customer service and are more Kathisen Pierce Less thon 3 years Humon Resources |Heodquarters £ (AO) The Humen Resources D iartment manages personnel motters, including
productive Director benefits inj state plan, payroll, leave .counting, and

staff Human also ensures that SCO* personnel
prictices are compliant with st-te and federal reguations.

Objectiv 2 1.3.4 - Solicit suggestions for training on troad topics beneficial toall  |“gency emplc;ees preide better customer service 1nd are more Kathleen Pierce Lass thon 3 years Humt 1 Re*nurces |Headquarters HR (AO) The Human Resources Depc:-tment manages persannel matters, including

employees procuctive Director benefits adminustrution, state essifice lon pi-y, payroll, leo- e accounting, an.d|
staff development, Human Resources o'-0 ensures thot SCGA personne!
practices are compliant with state ond fe.eral regugtions.

Dbjectize 1.3.5 - Staff will participate In trade groups i:nd Industry assoclations Unit supervisors Less than 3 yeors |Supervisors Vari:us Various Agerzy wide

Objective 1.5.3 - Encourage more frequent meetings between siper.isors and

Agency employees previde better customer servive and are more

5

QLjective 1.4.1 - Complete planning stage documer:ts within 2 manths of the Agency emplopees aravide better CUSTOmar Serwee ond e mafe Al Superwaars Less than 3 yeuss | Supenvison Vavious Varous Agency wide
calencar year for ail exIsting empio: - =s or within 1 month of hiring new productive
employe:
Objuctie 1.4.2 - Evaluate and counsel 100% of emplo, 2es by the end of annual,  |agenty emplovees provice better customer sende and ore mone Al Superiiions Less thm 3 yoors  Scpenasars Variou Variu Agency wide
j period
Objecti:e 1.4.3 - Includ:: personai de\ 2lopment plan for 100%  |Agancy empiowecs prowde BErmer CLELOMEr SEnioe ong Gre more All Superdsars Less than 3 yeqrs  Supenasors VOrOLE Variows Agency side
of smolo: zes .
Strategy 1.5 - Empows supervisors to be better decision makers and personnel
Objective 1.5.1 Pro ide montht; financial reports to «spropriate program riaff | Agency employees provide better customer service and are more Corla Lindler Less than 3 years | Administration Hea:fquarters | Administ, 2tion (AO} Finance, Procurement, Supply and Facilities
A Director
Objetive 1,5.2 - Concuct annual introructory and advanced training for [ Agency empl.-yees provide better cusiomer service and a.e more DVyision Directors Less than 3 years | Assistant Vurious Various | Agency wide
X B -
Division Directors Less than 3 ;2ars Assistant Various Various |Agency wide




Public Benefit and Staff Responsibility (2015-16)

Object, e 1.5.4 - Designi:te training officers for all Consumer er .ice programs |Agency employecs provide better cusi..mer s=rvice and are more | John Stokes Less than 3 veors Director of 123 Baklord Crwt, \ Consumer Services {CP] Consumer Sei .ices protects consumers by ensuring thot the net content
and staff | productive Consumer Services | Columbia, £2 st.tements an pockcges anJ welghing or meJsuring devices are correct; and
thot ag; icuitural products are measured accuratel, for commerce. This
depurtment is responsible for <:ax.ing ofjiciol samples of motor fuels, some
| foods, feed, ond ogricultural preduct for the Deportment's Laboratory Divisian
to ensure the quality of these prodcts. Consumer Services also regulates
it cusdmcai fmaitit
Objecti 5 - Review agency and departmental policies annually; edit anc/or  JAgency employees provide better custemer s:rvize and are more Kathieen Pierce Less than 3 years Human Resources |Headquarters HR [0) The Human Resources Department manoges personnel maotter ; including
draft ne policies as net zssary productive Director benefits administration, state clossificc tian plan, payrol), leave accounting, cad)
stoff ¢ Human R A that SCDA personnel
practices cre complunt with state and federol reguiations.
ra 6- Impro 2 financial reporting and business procedures
Objective 1.5.1 - Provide monthly financial reports te Civision directors for Agenc empioyees provioe DETLer CuSIOMer Service Gno are more Caria Lmaler Less thon 3 yeors | Adrmnirotion Hec-‘guarters | Adminis*-ation {AG) Finence, Procurement, Supply and Facifides
ing funds in thei g i - i
Objecti= 1.6.2 - Asslstant Commissloner for Agency Operations and Director of | Agency employees rr-wide letter customer service and are mor 2 | Aoron Wood Less thon 3 years | Assistant Headgquarters | Agency Dpercacns {AO) Disision works to ensure that pecple, equipment, and infrastructure are
Administration il re e all agency financlals manthly productive Compmissioner L wsion ovailable (1d positioned r-ross the state to keep the ogency missic
Ob; =ctive 1.6.3 - Expand procurement raining and Livcedural knowizdge Lo Improve stewart' hip of ¢y roprigted ond revenue funds Carlo Lindler Less than 3 yeors Admaist: ition Heo-*quarters | Administration (AC) Finance, Procurement, Supply an Fuilities
ensure compliance with procurement code, expand advertising scope, and Director
diversify
Objectise 1.6.4 - Achleve a higher agenc s procurement certification from MMO | improve stevsardship of oppropricted ond revenue funds Carto Lindler Less then 3 yeors Administration Feadque.ters Administration (A0) Finance, Procurement, Supply and Fociliies
Strategy 1.7 - Diversify agency workforce by EEOC categorizs, gz, education,
i 2nd gerspecti-e
Objective 1.7.1 - Attend at least twx recruitment events annually Employ a workforce more representctive of ogency constituents Kathleen Pierce Less than 3 years \Human Resources |Headquarters HR {AQ} The Huriian Resources Depas .ment manages personnel motters, inciuding
Director benefits ¢ state Pplan, peiroll, leave ing. ond|
staff development. Humon Resources also ensures thut L "4 personnel
|1 acti_es ore compliant with state and federal requiotions.
Object. e 1.7.2 - Use at least three additional &-'2nues, other than NeoGo, to Emplo: o workfo: e more representutive of o sency con<tituents Kathleen Pierce Less than 3 years Human Resources |Heaayuortars HR (AD) The Human Resources Department m. nages personnel motters, including
advertis2 position acancies over the course of the 2ar Director benefits administrrtion, state classification ~fan, payroli, leove accounting, and|
stuff development. Human Resources ¢'so ensures thir* SCDA personnel
practices are compliant '~ (h stute and federal regutations,
Objective 1.7.3 - Complete rcauii »d EEOC reporting and focus on potentlal areas | Employ o workforce mare representative of agency constituents Katsleen Plerce Less than 3 years Human Resources | Heodquarters HR (AD) The Human Resaurces Department manaces personnel matters, including
of improvement. Di. actor benefits administrali:n, stote dassificotion piun, payroll, k- ve act »unting, ond|
staff devzlopment. Hum.n Resources also ensures that SCD* persannel
2 Ictices ore com,:Kant with state and federol regudations.
Stral .8 - Emphasize employee health and safety on and off the job |
Objective 1.8.1 - Offer an annual health screening for all employees |Agenc, empioyees provide betler customer service and ore moie Ruthieen Frerce Less than 3 years Humon Resources |Headguarters HR {AD) The Human Resc irees Denartment manages personnel matters, including
| productive Director benefits administ.ution, st te clussificotion plon, payroli, leave accounting, ond|
st=ff cavelopment. H:man Resources olso ensures that SCDA parsonnel
practices are compliont with state and federol regulations.
Objective 1.8.2 - Certif,’ and maintaln currenc; for 10% of strateglcally placed | Agency amployees provie better custoi'.er service and ore mere | fustin Marshall Less thon 3 1 ors Scfety Coordinator | 121 Baflard Court, st Levoratory (CP) |Laborotary Services protects consumers from unsfe, ineffective, «'r freudulent
agency employer s in first aid, CPR, and #ED productive Columbia, SC gooc's which may be offered {3r putlic sole; assures that goods meet
acce; ‘able standare’i of qualit,; und issi:us registraticas, licenses, and permits
Objective 1.8.3 - Ensui = that all agency office buildings with 10 or mare | Agency employees provide better curtomer service »nd are mare Kathleen Pierce Less than 3 s ears Humnan HR (AQ) The Hum.un Resources Department manages personnel matters, including
wmploaes are equipped with AED machinas | produrtive Director | benefits administration, state classification plan, pa.voll, leave occounting, €10
staff der2lopment. Human Resources also ensures thu SCOA personnel
 practice: are compliant 1+ ith siute ond federal regulations.
Objective 1.8.4 - Purchase Personal Protective for all fleld “gency provide better customer service and are more Unit supen sors Lass thin 3 yeors | Supervisors Varisus Vorious (Agenr ;wide
ugtive
Goal2 - through Provide public safety by ensuring qualit;’ crd quontity of products in the | Derek Underwood More thon 3 yeors | Assisiant 123 Ballord Court, West Consumer Protection {CP] The Consumer Prctection Division (CPD) is comprised of four (4) mcin
analysls, Issulng sampling i are accur e Commissioner Columbia, SC Divisica depar:mer.ts: Laboratory Services Depurtment, Consumer Sarvices
licensing, auditing, and providing commodity oversight of storage Department, Metrolo; - Servizes Department, and Feed, "ood St ety &
warehouses and facllities. Comptionce Deportment of SCOA: ali wark together to enforce state
Strateg:r 2.1 - Provide food, feed safety oversight at 5C food manufacturing and
storage facilities through routine pariodic inspections based an product 1 aes,
i ion history, and risk analvsls
Objective 2.1.1 - Provide advanced classroom training, on-the-job training, and Frovide puoiic sajety 'y enswring quaity ond quanti's of progucts n me |,'ngie Culler Less than 3 years Direcior 123 Buiiara Court, v'est Food and reed Safetly {CFj Foow Feed Safely & Complionce ensures et foods und feeds ure
~ntinuing education courses for entire foot! feed inspection team marketplace are occurate | Cotumbia, SC manufactured and marketed under safe and sanitary conditions through
rotine surveilance inspec::ons. inspectors ensure that food is pure end
wholesome, safe to eat, and properly labeled accor Hing to luas cad
Objective 2.1.2 - Hire Feed Control Official replacement to cover feed industry Provide public safely by ensuri.g quality and quantity of products in the |Angie Culler Less then Z yeors Director 123 Ballard Court, \Vest Food and Feed Safel ; (CP} FeodfFeed Safety & Complionce ensures bt foc.is und feeds ore
inspections in SC morketploce ore occurate Columbla, £C manufactured and marketed under safe an scuilory conditions through
routine strveiliunce Inspectians, inspectors ensure that food is pue and
wholesome, safe to eat, and properly I beled accor.ing tolovs and
Objective 2,1.3 - Participate In the Food and Drug *dministration's MFF.S by Provide public safety '+ ensuring cu:lity on-’ quantity of products in the |Angie Culler Less than 3 years Director 123 Folic.. | Court, ' st Food .\nd Feed Safety (CP) Foou/Feed Safety & Compliance ensures thot foous ond fees are
2015 mrketplace ore accurate Cotumivig, SC d murketed under safe and sanitary concitions through
routine surveillance inspections. Inspectors ensure that food is ure on
vwholesome, sofe to eat, and prorerly labeled ace v Ing tolows and
Objective 2,1.4 - Create 4 working and viz'sle MOUSs with other state agencies Provide public s\fet,: by ensuring quality ond quantity of praducts in the |Oerek Under:-od Less than 3 years Assistant 123 Ballard Court, \*'est Consumer Fotction {CP) The Consumer Protection Division (CPD) Is compr.sed of four (4) ma:n
including DHEC, DNR, and SC LPH mirketplcee ure a.curate Camnmiss, one: Columbi SZ Division departments: Lobor:tory Services Decortment, Consumer Services
Deyartment, Metrology "1 sices Depcriment, rnd Feed/Food 5: fety &
Compliance Deartment . £ SCT.%; oll voork tog<iher ta enforce stuie
Olje five 2.1.5 - Make all 42 public forms able to be submitted online Provide eosier and quicker public occess to informition [Jored Compbell / Less than 3 years T Consuitont/ 123 Bafliard Court, Vv'ost T {AC)/ €P The Consumer Protection Division {CPD) is comprised of four (4) main
Lauren Gunn Adinini rati2 Columbia, SC i L 'y Servi_es Dy Consumer Services
| Assistant Depo.tment, Metroic gy Services Cepartment, und Feeri:Focd Safety &

Compliance Department of SCDA; oll w7k together to enforce state




Public Benefit and Staff Responsibllity {2015-16}

Strategy 2.2 - Maintain the accur:cy of the state's measurement system b
| providing high pracision callbration services to public ai private sector
atthe SC Lahoratory.

‘Objecti2 2.2.1 - Bacome accredited by the National Voiuntary Laboratory Offer more services for public ond | rivate customers Robert McGee Less than 3 -ears Lab Director 237 Cota-bo Street, Columbia | Met-olocy {CP) The Mt ole.Ty Lah provides NIST treceobiz cofibystions §..r mass and volume
Accreditation Program (NVLAP} SC standords, carbrates equipment for our stute inspe_tors and privcte scale and
|~ump service companies for the enfo. cement of v.eights and mepsures
Objective 2.2.2 - Establish a new Quality Marager Position to provide ongoing Offer more services for public ond priv:.te customers Robert McGee Less thon 3 yeors Lab Directis 237 Cutav-2a Street, Columbia [Metralogy (CP) The Metrology Lab provides NIST traceable calfbrati: s for mess and volume
auditing and ion of the guality I<E program sC colbrat=s for our state i “nd private scale and
pump service companies for the enforceviient of weights ond meusures
Ohjectize 2.2.3 - Design and build a new metrology laborator # to meet the Ofjer more services for public ond privite customers Robert McGee Less than 3 years Lob Director 237 Cotawbo Street, Columbia | Me‘rolog: (CP) The Metrolag, Lab provides NIST traceable cafibrations for m. ss end volume

requirements for 2:1 Echelon | metrology lehorat-y

Eirategy 2.3 - Provic2 the publlc with assurance that commodities purchased are
the ceirect quantity and quality, throuzh routine inspections >f

SC

stundords, cal’ <ctes equizment for our sta'2 Inspectors and private scole o !
[pump ser- e companies for the enforcement of weights ond measures

Objecti2 2.3.1 - Establish a subjc:t matter expert position for in-the-field Provide ublic safet, by ensuring quulity ond quent’y of products in the |John Stekes Less than 3 yeors Directar 223 Boflard Court, Vst Consumer Str 2s (CP) Consumer Cervices protec’s consumers by ensuring that the net content
assessments and knowledge exchange \marketploce are occurate Columbia, 5C sttements on pockuges and weighing - meosuring devices are correct; and
that agricultural products are megsured ac:u ately for commerce. This
department is responsible for draving of;iciol samples of mcior fuels, some
lfooc’, feed, and agricuitural product for the Deportme. s Laboratory Di Aisicn
to ensure the quality of these praducts. Consumer Senvi. =s olsn reguiates
cotton ond grain warehouse storage facilities.
Objective 2.3.2 - Routinely I pect 100% of regulated firms arnually Provide public safety by ensuring quality and quantity of products in the |fohn Stokes \More than 3 years Director 123 Ballard Court, West Consumer Servic:s {CFP) Consumer Sen ces j rotects consumers by ensiring that the net content
|marketplace are cecurate Calumi+'o, SC statements on packeres ¢ad vizighing or measwring devices are correct; and
th: t caricuftural products are measured occursiely for commerce. This
department is responsible f: i~ drawing oi;icial samples of mtor fuels, some
| foods, feed, ond pr-duct for the Dep: s Loborat. vy Division
to ensure the uolity of these praducts. Consumer Serices aiso reguiates
cotton and grain warehouse storage facilities.
Objective 2.3.3 - Ensure same-da' follow-up coymmunication on 100% of Provide public safet - by ensuring quolity and quantity f products in the %zl Attoway Mare than 3 years | Administiuive 123 Balard Court, V.'est Consumer Servicas {CP) Consumer Servicas protects consumers by ensuring that the net content
consumer complaints maorketplace ure accurote Assistant Coilanbig, SC staten:ents on packages and ww;;thing or mecsuring devices are correx; and
thot og. icultural procucts are 1:-easured occurately for commerce. This
dep:irtment i responsible for drawing official samples of motor fuels, some
nods, feed, and agri:ultural product for the Department's Laboratory Divizion
to enswe the quality of these products. Consumer Sevvices also reguiates
" Lmalli,
Objective 2.3.4 - Continue field level supervision of Welghts and Measures Provide public safety b enswring quality and quantity of r.oducts in the |John Stokes Less than 3 yeors Director 123 Bollard Court, ! Vest Consumer Services (CP) Conswmer Services protcts consumers by rasuring that the net content
pregram for 10-0% of "C Counties marketplace are ocewr te Columbn, SC statements on packoges ond w-ighing or measuring devices are correct; ond
thot agriculturol products are measyred ricew stely for commerce. This
deportment is r-sponsible for urawing eificlol sainples of motor fuels, some
|foods, faed, and agricuitur 4 product for the Department’s Laboratory Di dsion
to ensure the qualit, of these products. Consumer Services also regulates
cotton and grain warehouse storage faciiles.
Strategy 2.4 - Frovide the public with assurance that commodities purchased are
safe, "holesome, and adhere to standards, through chemical and physical
analvsls of food. animal feed, seed. and oroducts
ObJective 2.4.1 - Collabarate and ensure apen communication with other state | Prov..fe public safety by ensuring quality and quontity of products in the | Derek Undsr-ood Less thon 3 years Assistant 123 LaWerd Court, M est Consumer Pretection (CP) iAe Consumer Protection Division (CPD) is compirsed of jour () moin
agencles to perform routine and emergency testing morket "lace ore accurate Commissioner Columbig, SC Di.ision departments: Laboratory Services Department, Consumer Services
Dupartment, Services ond Feed)/ Safety &
Complianc: Department of SCD.; ot \ork together to enforce stote
Objecti~a 2.4.2 - Ensure technical t-aining of 100% of new and existing staff Provide public scfety by ensuring quality and quentity of products in the | Phil Trefsgor L1351 thon 3 years Diractor 123 ullard Court, West Laboratory (CP} Lobaratory Services protects Jrom unsafe, or
market nir <e ore accurate Columbio, SC goods viich mo.+ be offer2d for public sole; assures the. goods meet
acceptable standords of quality; and issues regiutrut ons, licenses, an ! permits
o cartain
C'jective 2. 3 - B aluate and track national and state organization memberships | Provide public sofety by ensuring quolity and quontity of preducts in the | Al Supervisors Less than 3 years | Super isors Various Various | Agency wide
for the valye gained by SCDA i
Objecti -2 2.4.4 - Develop SOPs and protocals to enhance laboratory capabilities | Provide public sofety k2 ensuring quelity cad quanth; ¢* products in the | Phit Trefsgar Less than 3 years Director 123 Bakiird Court, '* est Lehoratory (CP) Laboratory S rvices protects from unsafe, i ive, or,
through naticnal and regulatory accreditation programs. marketpia:: @12 secu;rte Columbiz, SC goods which may be offered for public sale; assures that ¢~0:s meet
occeptable standords of quality; ond issues registrations, licenscs, and ~ermits
Objectiv2 2.4.5 - Increase and broaden sampling of fruits and vegetables in the Provide public sofety by ensuring quulity and quantity of products in the |Sher: - Garris Less thon 3 yeors Chemist, Pesticide 1123 Baftard Court, 1Vast Laboratory (CP) L oreory Services potects  from unsafe, i ive, or
chemical residue |::borator; b 10% marketplace are czcurs'e Residue Columbin, SC goods which may be offered for public sale; assures that gouds meet
occeptable stondards of quality; and =sues registrations, ficenses, and permits
Objecti-2 2.4.5 - As current positions become oper.. ele rate prerequisites and Provide public safety by ensuring quality ond quantity of products in the |Laboratory Supervisors | Less than 3 yeors | Supenisors 123 Boilurd Court, Vst Laborgtory (CP) ¥ ices protices from unsafe, is or Tauduent
¢ lucational le-el far 50% of new hires marketplace are occurate Columbla, SC 10ds which may be offere. [ - public sale; assures that goou's meet
acceptable stonciirds of quality, «nd ssues reyictrations, licsnses, and permits
Objective 2.4.7 Der »lop and maintain Laboratory Safet, Program with 160% Provide public safety by ensuring quality and quantity of ~rodue s in the |urtin Marsholl Less than 3 yeors Safety Coorcinator | 123 Ballard Court, West 1Lorboratory (CP) Lak-oratory Szrvices protects cori-umers from unsafe, inefjective, ¢, fraudulent
attenc'ence at all safet; meetings and trainings ore cocurate Cofumnbia, ZC 520ds vhich may be offered for public sale; assures it goods meet
occepte dle stondards cf quulity; and i sues registr..tions, icenses, ond permits
Goal 3 - Promote and both Gra's the volue (per unit, total) of mge.cuttu: 3l prodits ond by-prociucts § Martin Eubonks More than 3 yeors Assistant Fioadquorters |Agricultural Serw.es (AS) The Agricuitural Services Division consists of the Sout’) Cu, ofing Ayricuiture
and abroad, to Increase demand for agricultural products in the state Commissioner Divisian Commission, Morketing wnd Promotion, Agritouw ism Program, State Formers

I8
Objecti-= 3.1.1 - Increase program membership by 10%

Hel,s the public iv'*ntlfy ond purchase more food yrown In SC

| Ansley Turnbiac

Less tnan 3 years

Brand Cooramnator

#aietng (75}

Markets, Market Nev's Servize ond the Grocing and Inspection Program.

ne Murke':ng and Fromotion Division's mission (s te mintain ond deveiop
broad-bosed marketing progr=mns that increr . : ansum > aw. eners ond
product demand jor qually South Caroling a:viculturof ~re-fucts at locc !

aatinnal and i Lieyels




Public Benefit and Staff Respansibility (2015-16)

Cbjective 3.1.2 - Use merchandising > grow sales of lacal produ=ts in retail Heip the public identify and purchose 1.ore food grav1 in SC S anny Dickinson Less than 3 years Merchandiser Heac"yuorters M- keting (AS) The May :eting ond Prometion Division's mission is to maintain ond ¢* velc)
outlets by 5% bre:d-bo-ed morketing proizains that increase consumer awareness ond
product demond for quah(y South Caroling ag.iculturol preucts r* focal,
aotinnal and i leyels
OLj rtive 3.1.3 - Grow sales in NC, VA and Mid-Atlantic region with key retailers | Grow sales of SC grown ond m: de ogricultural products Martin Eubanks Less than 3 years | Assistant {AD) The Murketing «.nd Promotion Division's missian s to m-intgin and develop
by 10% in key measurable areas of fresh produce through combined radio and Commissioner/ broad-based m.i.keling prog. ams that increase consumer awareness iad
merchandising efforts Marketing proiuct demand for qualrl Sourh Croling agricdit ! -roducts at local,
Direcrar naticnal and
Objective 3.1.4 - Increase e-2nt attendance by 10% and adjust future direction | /nzrease av-ureness of SC ogriculture | Ansfey Turnhloo lLess than 3 years 8rand Ct Hendg {As} The Marketing ond Promahan Dlmvan& mission is to mointain ond de eiop
based on proje ¢t utilization and evaluation -road-hased marketing programs that increc se consumer a-<orenass und
|product demund for quolicy South Caroling agricuturt] products ot ic2ol,
national . leals
Objecti2 3.1.5 - Increase CSC brand recognition by 107¢ Help the public tify and purchase more food grovn in SC |Ansi-y Turnblao Less than 3 years Brand Cooi . 10tor | Headyvarters Morkel. g (AS) The Marketing und Promolion Di isica’s mission is ta muaintain ond develop
|broad-based marketing p. ogram: thot increase consumner »wareness and
product dema:d for quelity South Carolina ogricuitural products ot locol,
1 inteay
Strategys 3.2 - Expand ity board research, pi tion and ed
Objecti- 3.2.1 - Dev2lop commodity specific strategies to highlight crop Grew sales of SC grown 0.1d mode cgricuftural ; roducts Chod Trur “daole Less than 3 yev. Commoacities Hen.uarters Marketing (AS) The Marketing and Pramc':on Division's missi~n is ta maintain and dev2lop
conditions, outlooks, and timin, to increase o erall sales in-state & 5% Coardinator bropd-hased marketing pragroms thot increase consumer owareness and
rroduct dem:nd for quulity South Caralina agricuttural products at local,
aatinpal lavals
Objecti-= 3.2.2 - Fund research of new technologies, science and best Produ or investment ta Increase their bottom line Chad Truesdale More than 3 years Ct ter Markel:ng (AS) The Marketing and Promotion Divisizir's mission is to maintain ¢ develop
manag:ment practices for production, packaging and processing Coordinutor broad-based marketing p. sgrams thot increase consumer v areness and
|product demand for quamysau\’h Corolina ag..2utural products at locl,
natinoal oo
Objecti-2 3.2.3 - Increase cross-promotion 7, and between, commodities Grou sales of 5C grown ond made ogricultural products Chad True:dale More thon 3 years Commoities Headquorters Mc; keting {AS) The My ketin: and Pmmaﬂ:n Division’s micsion is to maintoin and develop
Coordinator broad-based marketing pregrams that iicrease consumer owareness ond
praduct demond for qu«.hty South Carolir:) agriculturol products at local,
narional and i leupis
Objectiv 3.2.4 - Devate more resources Into e:oort market analvsis, access, and | C.ov sales of SC grown and made agriculturol procucts Martin Eubaitks Less than 3 years | Assistant Heac Juarters IMc. eting {AS) The Marketing and Promotica Divisian's mission is to maintein and deveiop
Commissioner broad-based marketing programs that increrse consumer avareness and
|1 oduct demand for quality South Caroina agricts tural pro Jucts at locel,
national and Jevels
Objective 3.2.5 - Explore curent and new marketing =vents and activities Grow sales f SC yrovn and made & Mortin Eubanks More than 3 years | Assistant Heo-quo. ters Marketing (AS) The Mrireting and Promotion Division’s 1'tission is to muointein and develop
{commissioner broad-based morketing p1.;vams that increase consumer aworeness ond
product (-:mend for qualtly Sth Caroling agriculturgl products at focal,
inbac Lioasl
Strategy 3.3 - Ex;-and marketing opportunitics thraugh the State Farmers Market
styetemn, community based markets, roadsid: markets, and agritourism operators.
Objective 3.3.1 - kientify and prioritize critical upgrades at all 3 market facilities | P-ovide more marketing coportunities for SC producers Less thon 3 yeors State Farmers 3483 Chrarieston Highway, Farmers Mockels [AS) Frovide consumers walh o wide variety of locaily gri: v produce und specizty
Markets Manezer |Viest Columbio, SC 29172 rroducts. Consumers moy shog in farmers sheds, retail centers, ond ot major

based on consumer safety, overall appearance, and functionality

that, each market

minor events

Objective 3.3.2 - Recruit new farmers, identify demand for new products, and Provide more marketing opportunities for SC producers Brod Boozer Less thon 3 years Stute Far-ners 3484 Che Aeston Highway, Farmers Markets (AS} Provide consumers with a wide variety of localfy grov:n produce and specialty
align resources to meet the needs of producers and consumers Morkets Manger | West Columbio, SC 29172 products. Cesumers may sho,: in farmers sheds, retail centors, and ot major
that aoerate at eoch merk-s
Objective 3.3.3 Develop producer Good Agricultural Practice (G/P) trainingand | Provide more marketing ornortunities for 5C producers | Jack Dontzler Less thon 3 yeors Directcr 117 C=Hord Court, West Gradin; ond inspzction (AS) |Provide ccnsumers with o v-ide varie !y of locolly gros-n produce and speciulty
¢ wetification schedule and outreach efforts during pra-season and production to Columbia, ZC 29172 products. Consum -rs may shop In farmers she s, retoil centers, and at major
lincrease GAP certified farms by 15% that. te.at each market,
Qhjective 3.3.4 - Provide 4 training meetings for producers interested in Pr wide more ing opr ities for SC prod Emily Joyce Lass thin 3 years ters Marketin,? (AS) The Marketing and Promotion Division's mission is to maintain and czveles:
accepting WIC/SNAP vouchers across the state  Special. hroad-based murketing progroms the! increase consumer owareness un
product der nd[or qwlny South Curaling oy rictitural products ot Jocal,
antinnal
Objectir 2 33,5 - Consintue to increase school participation in direct purchases of | Provide more m..ketng opportunities for SC producers Betsy Dorton Less than 3 sears Farm to Institution | Headguarters M irketing (AS) The Marketing and Promotion Divis.on's m.ssion is to malntain and develop
loral product with increase in sales of 10% statewide Coordinator broad-based marketin,: pregrams thot Increase consumer c'«areness and
roduct deman ifor qualit; South Cevlina « gricultural preducts et local,
| satieni
Tirategy 3.4 - Increas of nea-tradional
Objective 3.4.1 - Cre :te 3 state «ide food hubs Priviv'z more morketing op soctunities for SC producers Clint Leach Less than 3 years | Assista.t Headquu, ters Economic Development and | Promote and ad'vocate for the growth of existing ond new v yribusiness
Commissioner Externc! Affairs Divizion crportunities throughout the state. This Is done by working witi1 elected
(EDE") oy, iclals and business/state leaders at oil levels to push for ¢ efficient policy
gad. I it
Objective # 1.2 - Increase the number of agritourism operatians participating in | Provide more marketing opnortunities for SC pr. ducers | Jockie Moore Less than 3 yeors | Agritourism Hec "qus ters Ma: keting {#S) The Marketing ond Promotion Division's missicn is to maintain and deveic.,
SCDA programming by 10% Director broad-based marketing programs that increase consumer owareness ond
product demuad for qmllly South Cu:ofina o gricultural products at local,
national ood i uels.
Objecti» 3.4.3 - Educate the general public on the divarse ¢ pportunities of increase c'zmand for SC products | tephe e Sox Less than 3 y 2ars Communications |Hea:'quarters Public Info.motion (EDEA) Communicates SCO.'s mlss)an, and the i:nportance of SC agriculture and
nontraditional agriculture, on a monthly basis Director ag..bu:.vess, through traditional and social medi, «vebsites, and the SC
Market Culletin. Public information also informs industry members and the
| generol public of periinent agricuftural issues, ond responds to various medio
Objectie 3.4.4 - Collabrrate on a monthly basi« with DHEC, Clemson, USC and Increase demand for SC products Betsy Curton Less thon 3 years Farm to Institution {Hcr-‘quarters Marketing (°S) T%;;Mm*etinn and Promotion Division's mission is to maintain and develop
Department of Education to promote farm to school program to current :chool Coardinator broad-based morketing proarams that increose consumer awcreness and
nutrition officials and fao:1 serice employees | product denion.d for quulll., Soum Carolina agricuit wra) products at loce!,
naticani and.
Goal 4 - Provide credibl publk Provide unbiised information i improve public sofety, educate Stephenie Sox Less thon 3 years Communications |Heacyuarters Public ir“oryi: stion (EDEA} Communicates SCDA’s mission, ar. the importance of 5C agricuiture and
awareness of the agricuttural Indulrv and knowledge of :alwltlnl Issues | producers ind consumers, and fodilitate the exchange of agricultural Director agribusiness, through tr ditionol ond acial media, v. sbsites, vad the SC
0ds and services Morket Zufletin. Public Information olso informs inCustry members and the
generol public of pertinent agricultural issues, and responds to wrious medig
Strategy 4.1 - Ensure timely delivery of informatio of both producer and
interest
Objective 4.1.1 - Develop strategles to raach consumers directl; on Internet €1 2gte more awareness about 5C agricuilure, drive tlemond for 1T £l Shuter Less than 3 year - Aarkeiag He caguorters fdcrketing (45} Tne Marketing ond Fromotion DIVISIDN's mISSION 1S [0 MGINtain ana deveiop
channels with messaging one month before major events and two v.aeks before | products and ineregse industry value Specialist broa:-bosed mrkating programs that Increase consumer g «areness and

\product demand for quamysauth Caroling cgicultural j:roducts at local,
antinnal gnd i




Public Benefit and Staff Responsibility (2015-16)

Objective 4.1.2 - Ur'ate plan for crisis management and "or regulatory Provide puhlic safety f ensuring quolity and :uantity of pro+ucts In the |Derek Underwood Less than 3 yeors Assistant 123 3ali-wd Court, Viest Consumer Pre: 2ction (CP) The Consumer Protection Divisian (CPD) is comprised of fowr (4) main
enfarcement events | morketplace are accurate Commissioner Columbia, SC Division repartments: Laboratory Services Deportment, Consumer Services
Denartient, Metroic gy Services Department, und Feer), "ood Safety &
Compliance Department of S2N<; oll veork Logethcr to en;srce state
Objecti ‘e 4.1.3 - Respond to 100% of »websit2 information requests within 2 Ans:: or quastions correctly cnd quickly | Stephanie Sox Less th-n 3 years [ Public (EDEA) [« i SCDA's mission, ond the iinportance of SC agriculture end
business deys. Di.ector agribusiness, through trodisional and s xciol media, wwebsites, and the SC
Market Bulletin, Public infor.nation also ii.forms industry members and the
general public of pertinent ogr.cultural issues, and responds to - arious media
inmicer
Objective 4.1.4 - Actively use sociai media messaging and maintain activiwy lev 2| |Create more owareness ohowt 5C ogriculture, ¢ “ve demand for SC Elizubeth Shuler Less than 3 years Marketing rs fAS) The Morketi'g and Promot.on Division's mission is to maintain and vevelop
ofat least b3 posts per day rroducts cad increvse inc'str - value Speciafist broad-based morketing progre as the increase consumer awgreness and
\product demand for quality South Ceroling ogricuitural products ot focal,
eatianal and i leuale
(Objectls: 4.1.5 - Ensure market news raports maintain 98% ac-urac,' Help producers make marketing decisions Kellie Taylor Less than 3 years Area Supervsar 117 Ballard Court, *V'2st Morket News (AS) The M. ket News Service is o USD: market service thot analy es ond
Columbia, SC 29172 ristributes price, volume and other market inform mion from producers,
shippers, wholesolers, brokers, morket vendurs and auction markets to af
| segments ~f the produce, grain and livestock industries 1 nd to consumers
through internet reports, printed reports, telephone recording o wvices, daily
radio progra:ns, as well os daily and weekly ne-vspapers. South Carolina
Straf 4.2 - Increase media cov-vage of agenc act s and functions
fObjective 4.2.1 - Inc ease earned media coverage year over and abo+22012-13 | Provide unbiuse information to improve public 3. ety, educate Stephanie Sox Less than 3 yeors Commun.cations |Headquarters Public in (EDEA) Ci i SCDA’s mission, and the i.nportance of SC ogriculture vnd
performance results producers ond consumers, and facilitate the exchange of agriculturol Director agribusiness, through trc fitional ond socic! me..a, websites, and the 7€
| 700.5 and seyuices Markt Bulletin, Public Information ofso i;iforms industry members and the
general pul: e of pertinent agricuitural Jssues, and responds to various media
Objective 4.2.2 Lererage paid media for a higher 401 Grow sales « £ SC grown ond mode agricuttural products Martin Eubanks More thon 3 years Assistant Heac'juo. ters Marketing {A5) The Marketing and Promotion Divislon's mission is to maintoin and develcy
Commissioner broad-bosed marketing programs (it increa..z consumer owareness ond
product demand for quality South Carolino agricultural products at local,
antinnal and is innol levels
‘Objective 4.2.3 - Develop relationships with media stateid.: for ke’ story Increase demand for 5C products | Stephanie Sox Less than 3 years Ce Pubhfic Infarmation (EDE") Communicotes SCDA’s mission, and the Im,:artance of SC agriculture and
opportunitic ; related ¢~ positi:2 ag nes and rvents as they occur Diractor ¢y ibusiness, through traditional and social media, websites, and the 5C
Market Bulfeti.:. Public Information ako informs industry: members :nd the
general public of ~ertinent agricultural issues, 1:nd responds to various 1'1etia
Strateg 4.3 - Expand reach of Market Bulletin/Markc: Newws Servic2 as an
i hicly j IBSQUILE
Objecti2 4.3.1 - Malntain subscription raach of 15,525 Provide unbiased information to improve publi: safety, e.!cate | Siephanie Sox Less ihan 3 yeais Commumcations | Ferdquorters Pubiie: inft (EDEA) " SCOA's musswon, and the importonce of 5C rgnculture and
producers ar.f consumers, und facilitote the exchange of ogricultural Direci-r agribusiness, through tucii’anal and sodol media, vvebsites, ok the SC
yoods .'nd senices Market Bulletin. Public informotion alsc informs incustry members ond the
general public of ~ertinent agriculturol icsues, ond respors to varicus mecio
inouicies
Objective 4,3.2 - Engage staff to contribute articles and photographs for all 24 Provile unbic. ed information to improve public sofety, e:ucate Mirrsha Hewitt Less than 3 yeu.s Editor Heac\ju ters Public. (EDEA) SCDA's misslon, and the importance of SC agriciiture and
issues producers and consume s, and fe.atate the exchonge of ogricultur ogribusiness, through traditional and sodiaf me Jio, wehsites, ond the SC
grods cod servie-s Morket Cuilfetin. Public information also informs industry members and the
generol public of pertinent agriculturul issue. and responds to 1 oious medio
Obje ~tive 4.3.3 - Reduce fixed costs, excluding postage, during FY1S Provide w' siosed information to improve publi: safety, educate Marsha Hewitt Less thon 3 years Editor He:dquarte™s Public (EPEA) it SCDA’s nnissiun, an ' the importance of SC agricutture and
"0 icers and consumers, and fac..«tate the exchange of agricuiturol ibusine. s, through itionol ond sociil medio, websites, and th> SC
goods and services Market Bulletin, Public Informati; 1 olso informs industry members ond the
general public of pertinent & gricuitural issues, and responds to verious media
Objective 4.3.4 - Conluct reader interest survey every three years Provide unbiased information to improve public safet; educcte Marsha Hewitt Less than 3 veors Ediior Heac'qu-: ters Public information (EDE ) Communicates SCDA’s mission, and the importance of SC ogricutture and
|producers andf consumers, cnd focilitate the exchange of agricultural agribusiness, through t aditionof ond sodal media, websites, and the 5C
|goods ond services Migricet Bulletin, Public Information oiso informs industry members and the
| general public of pertinent agricuitural issues, and resnonds to vorious media
Strategy 4.4 - Improve internal agenc; communication and access to infarmation
to enhapce custgmer service
Objective 4.4.1 - Public Information Office staff should conduct visits with Frovige o iy it 0 fety, egucare | Arephome Sox Less than 3 years Communici'ions | Headgquarters Putilic mfarmation (ECQE) Communicotii SCDA'S 17IS510, ond the imporiance of ST Giriculture ond
different program staff at least munthly | prevducers and consumers, and facifitate :iie exchange of ozricuitural Director agribusiness, through troditional and social media, websites, an ! the SC
goods and s xvices Market Bulietin. Public information also iny orms incustry members and the
general ;ublic of pertinent caricultural issues, sad 1.7 20nds to varizus media
ipauicies.
Cbjective 4,4.2 - Organize, clean up and increase use of the shared net=ork drive |Agency employees provide better customer service and are more Stefonie Kiichen Less than 3 years C-mmicsioner's  |Heodgrirters Cc nmissioner's Office (\0) | The Ofiice of the Commissivner can be consiczred the centi i hub of the
produ. tive Office Directcr department. it serves u's the p1 :nory pint of contact for Commissioner
\veathers and coordinates and minoges such areas as the Commissioner's
schecde, communic tions, and events, The Qffice of the Commissioner works
with all divisions to execute the duties and responsibilities of th = South
Cacal £ Ansi
ive 4.4.3 - Establish an z-curate position on key Issucs an' crente | Ag 2ncy employees [rovide better customer service und o, 2 more Stefanie Kitchen Less than 3 years Commissioner's  |Head juerters Commissioner's Cyjice (#0) | The Office of :'.e Ccxamissioner cun be considered the centrol hub of the
consistiit messaging across tha ageicy productie Office Director depa:tmeat. It serves os the primor; point «f contact for Commissioner
Weathers and coor Jinates und m.-nages such vreos os the Commissioner’s
schedule, communications, and events. The Ojj.ce of the Commissicner works
with olf divisions 10 execute the duties ond responsibilities of the South
Lacali £ i
Objecti.e £.4.4 - Inuease staff professional development related to Agency employees prov-de better custorner service and ore more | Stephanle Sox less than 3ye. rs C-mmunicat’ans | HecJguarters Pubi.c in; rmation (EDEA) Communicates SCDA’s n:ission, and the i-nportance of 5C ogricufture ond
communications and hot topics | productive Director agribusiness, through tre itionol ond s)cial i+ 2¢i, websites, and the SC
Market Eulletin. Public Infe matian olse informs inc'ustry members ond the
general public of pertinent agricultural issues, and resg.ands (0 vorious media
Objective 4.4.5 - Nevly created C icati il tail [ Agency provide better customer service and are more Stefanie Kitchen Less than 3, ears Comnmissioner's | Heo dquorters Commissioner's Office {#0}) | The Office of the Commissioner con be considered the central hub of the
evaluate and update communications plan | productive Office Director depcitment. It serves as the priniry point of contact for Commissloner

V eathers cad coordinates and manages such ar 23 s the Commissioner’s
schizchile, communications, ond events. The Office of the Commissioner works

with ofl divisions to execute the duties an ! responsibilisies of the South
Carali of Aci




Public Benefjt and Staff Responsibllity (2015-16)

Goal 5 - Enhance growth and expansion of the state's total agricuftural Increase the value of agribusiness in €€ Clint Leach Less thon 3 ; zors |Assistant Des and | Promote and advocate for the gra=4 of existing and nev: agribusiness
o d capital Commissioner Legisiatise ~ffairs (EDLA)  |oppartunities throughout the state. This is done &, working with elected
officials and business/state leaders at all levels 13 ush for an efjicient paficy
 — .
Strategy 5.1 - Expand existing industry and increase value-added production
Objecti -2 5.1.1 - Help five current in-stat- companies use more 5C produetsin Increase the :aiue of ogribusiness in 5C | Jack Shuler Less then 3 years Director | Headquarters | Ag..business Devalopment Recruxt new ogribusinassas 0 SC, help existing farmers and agribusi.esses
their business grocess £x2a0d.0 ect farmers with aaw & i)
Obju_tive 51,2 - Creat> collaboratlsns betwaen In-state farming oper=tions and | /¢ = se the volue ¢ f ogribusiness in SC [Jock Shuler Less than 3 years Director Hec “quorters 2 gribusiness Develeoment Recruit new ryribusinesses to SC, help existin = farmers and a ribusinesses
l rtynities 2xpand, gi J connect fgrmers with new val i
Objecti-2 5.1.3 - Encourag ~ new business incentives for agribusiness increcse the salue cf ogrbusiness in SC Clat Leach less than 3 years | Assistant Heod:juarters EDLA Promote and udvecote for the grawth « f existing ond nev: acribusiness
Cammlssicner (opportunities throug'aut the state. This is done by vrorking v-ith elected
officiuts and business/state lea Jev at all levels to push fer on efficient policy
" it el 3
Objective 5.1.4 Engage stakeholders in the business de2lopment community to  |increase the v-lue of ayibusiness in SC Clint Leach Lers than 3 years Assistc.t Headquarters EDLA Prorm wte and advacate for the growth of existing and new sgribusiness
bstacles relatzd to infr Commissianer op,artunities throt:ghout the state. This is done by we tking wi.h elected

consider ¢portunities and

Stral 5.2 - Increase agribusk recruitment efforts

ofyicials and business/state leaders at all levels to puch for on efficient policy

Objecti-e 5.2.1 - Engage state, local, and regianal alliance afiicials about Increase the vaiue of oy Susiness in SC Cint Legen Less tnon 3 years |Assiszant | Hegaguarters EDLA Promote ¢ng GOVOCALE for the growth of existing and nexy agri> smess
agribusiness opportunities by meeting with state commerce officials and regionai Commissioner oppo:tunites throughout the state, This is done by v-orking with electec’
alliance directors and staff on a quarterly basis officials and business/state leac'zrs at alf levels to push for an efficient policy
4 ic el i
Chjecti~2 5.2.2 - Participate in at least © business events and tradeshows per year |increc:e the volue of ogribusiness in SC fack Shuler Less thon 3 years Director Headquarters | Agr usiness Development Recruit nev. agi:husinesses to SG, help existing formers and ogribusinesses
DL expond, and connect farmers with nev: dided it
(Objecti - 5.2.3 - Perform an annual inventory analysis on agribusiness companies | iereose the ialue of agribusiness in SC Jack Shuter Lass thon 3 wors Director Headquarters | Agrisusiness Develcamant Racruft new agrikusinesses to SC, help exisiing y:rmers ond agribusinesses
whp are i in ion in SC and th uUs J expond, god connect frmers with new value-gdded i
Chjective 5.2.4 - Engage with at least three existing industr players to ic:+ntify Incregse the value of cgridusiness in SC Clint Leach L5 Uion 3 yeors | £zsistunt Headquarters EDIA Promote and advocate for the growth +f existing c::J new ogribusiness
barrl=rs to grovsth, promote opportunities for exnansion, and encourag2 Commissioncy opportunides throughout the state. This is done b, -=arking with elected
additional investment ofyicials anf business/state Jeaders at oll levels to push for an ejjicient palicy
Objective 7.2.5 - Complete the Develupment /e Increase the value of agribusiness in SC Clint Le:ch Lass then 3 years Assistant Heodgquarters ENA Promote cad adv. cute for the grow'h of exising and new cariusiness
portal with Clemson University F3* Commissioner opportuniies throughout the state. This is done by working v.ith elected
officlals and business/state leaders at all levels to push for an efjicient policy
Strategy 5.3 - Take a leading rol~ In advocating for sound, resp._nsible agribultrual
lidies that busi yth and resource dshi
Objertive 5.3.1 - Assess all industry palicies prior to the beginning af each Increase the volue of rg.ibusiness in SC Martin Eubanks / Clint | Less than 3 1ars Assisant Headquorters |AS / EDLA Fromate aid odyacele for the growth of exiting and new agribusiness
legislative session hy gathering input from at lezst 10 different producers Lesch Commissioners opnortui.des throughout the stote. This is done by working with elected
«Jicials and business/sta 2 leaders at off levels to push for an efyicient policy
and. i o i
Obj~ctive 5.3.2 - Be an industry voice in communicating factual inforamtion by Provide foctu, unbiased information which will lead to sourd poicty | Clint Lei ch Less tha 3 years | Assiztant Headguarters EDLA Promote and odvocote for the growih of existing and new agribusiness
making polic; statzments to elect-d officials at the appropriate time decisions Commissioner opportunities throughout the stote. This is cune by wos ting with elected
officiols and business, state leaders at ol lev2ls to push for an efficient policy
” i dovel i
Objective 5.3,2 - Work with r2gulator y and marketing program staff to review Increase the value of v jiibusiness in SC | All Assistont Less than 3 years Assistant Various Various | Agency wide
Commissioners Cammissioners

current laws, regulations, and policie :to find the most efficient balance of
afety and a business friendly envis




Employee Allocation by General Appropriation Act Program (2015-16)

| Agency Responding

Department of Agriculture

Date of Submission

8/24/2016

Disclaimer: The Committee understands the number of employee equivalents are estimates from the agency. The information is acceptable as long as the agency has
a logical basis, which it can explain, as to how it reached the numbers it provided.

INSTRUCTIONS: In this Chart, please do the following:
(a) Consider the total number of FTE and non-FTE positions at the agency in 2015-16, which will auto-fill from the Employees Available Chart.

(b) Then, in the column titled, “Number of physical employees working on the budget program in 2015-16,” list the number of physical employees working on each
budget program. These employees may spend 100%, 50% or even 10% of their time working toward accomplishing the program.

(c) In the column titled, “Number of employee equivalents associated with the budget program in 2015-16,” list the total number of employee equivalents working on
the program in 2015-16. The agency may calculate the figure utilizing the method outlined in the Instructions and Examples for the Program Evaluation Report

Anriimant

General Appropriation Act Program (2015-16)

Number of physical employees
working on the program in 2015-
16

Number of employee equivalents working on
the program in 2015-16

Number of FTEs Available

121.65

Number of Temporary Non-FTEs Available

123.212

Number of Temporary Grant Non-FTEs Available|2
Total Number of Employees Available]262.862
I. Administrative Services|16 15
Il Laboratory Services{21 20.5
IIl. Consumer Services|35 34.5
IV. Marketing Services. A. Marketing & Promotions|13 12.5
IV. Marketing Services. B. Commodity Boards}2 2
IV. Marketing Services. C. Market Services|13 14
IV. Marketing Services. D. Inspection Services|26 + seasonal temps 26 + seasonal temps
IV. Marketing Services. E. Market Bulletin|3 2.5
V. Empioyee Benefits|O 0

Each year, seasonal temporary
employees are hired to grade
peanuts. This number flucuates
with the number of acres planted
and demand from buying points.

These seasonal employees are
fiindad fram athar fiinde




lertment of Agriculture

ncy Respondin,
Date of Submission

|8/24/2016

Programs and Objectives (2015-16)

Disclaimer: The Committee understands amount the agency spent per objective and amount of employee equivalents that are associated with costs of each program are estimates from the agency. The information is acceptable as long as the agency has a
logical basis, which it can explain, as to how it reached the numbers it provided.

INSTRUCTIONS: In this Chart, please do the following:

(a) In the first two columns, the agency can copy and paste the information from the Accountability Report, “Major Programs,” chart.

{b} In the column titled, “Money Spent on Program in 2015-16,” list the amount of money the agency spent on the program in 2015-16.
{c) In the column titled, “Number of employee equivalents associated with the budget program in 2015-16,” list the total number of employee equivalants working on the program in 2015-16 from the Employee Allocation by Budget Program Chart.
{d) In the column titled, “Objective the Program Helps Accomplish,” list each objective the program helps the agency accomplish. Please list only objective per row. This may require inserting additional rows between programs.
(e} in the column titled, “Approx. amount of money spent on objective that is associated with costs from program,” consider the total amount actually spent on the program and what portion of that amount was related to each objective. If the agency adds up
the amounts for each associated objective, it should 2qual the total amount spent on the program.
(f) In the column titled, “Approx. amount of employee equivalents utilized on objective that are associated with the program,” consider the total amount of employee equivalents utilized on the program and what portion of that time was related to each
objectiva. If the agency adds up the amounts for each associated objective, it should equal the total number of employee equivalents utilized on the program.

General Appropriation Ast Programs {2015-16)

Description of Program

Money Spent on
Program in 2015-16

Number of employee
equivalents associated
wth this Program in
2015-16

Objective the Program Helps Accomplish
({The agency can cupy the Objective
number zad description from the first
columri of the Strategy, Objective and
kesponsibility Chart)

List ONLY ONE straiegic objective par

Appiox. amount of money
spent on each ohjective In
2015-1€ that Is associaied
with £osts from ihis
progtam (i€ you add up the
amouncs for each ohlective
it should equal the total

Approx. amount of employee
equivalents (n 2015-16 utilized
on each objective ihat are
assoriated with this program
(i you add up the amounts foi:
2ach objective it should equa!
the total amoun: ernployes

relevant technical training during their

Hvearly EPMS olanning stage

row amount spent ori the equivalents for the prograra)
program;j
1. Administrative Services $1,286,022 1111 Place all internal agency forms on $51,440.88 0.6
Provides executive leadership, network
support, policy development and
review, financial services,
information technology, facilities
management and other
administrative services.
1.1.2 Replace personal computers every $77,161.32 0.9
hree years
1.1.3 Convert Wade Hampton Office $34,293.92 04
phone systems to Voice Over IP {VOIP)
1.1.4 Equip 100% of Consumer Protection $42,867.40) 0.5
field inspectors with 4G mobile network
1.1.5 Work with vendors and service $60,014.36| 0.7,
providers to refine current products and
offer best-in-breed technology to staff
1.2.1 Achieve 100% completion annually $17,146.95 0.2
of the US Department of Defense
Information Security Awareness Program
Ibv 31 October
1.2.2 Have Executive and Information $25,720.44] 03
[Technology (IT) staff participate in State of
SC INFOSEC project by attending quarterly
meetings or as directed by Division of
L nal
1.2.3 Implement all 13 INFOSEC policies $64,301.10 0.75|
by 2016
1.3.1 Encourage employees to identify $8,573.48| 0.1




Programs and Objectives (2015-16)

1.3.2 Expand training delivery platforms
to be more conventent and offer options
for di i

$25,720.44

0.3

different learningstvles
1.3.3 Offer in-house training at least
quarterly

$42,867.40

05

1.3.4 Solicit suggestions for training on
broad topics beneficial to all emplovees

$8,573.48|

0.1

1.3.5 Encourage participation in trade
ups and ind associations

$4,286.74

0.05

(o]
1.4.1 Complete planning stage documents
within 2 months of the calendar year for
all existing employees or within 1 month
of hiring all new employees

560,014.36|

0.7

1.4.2 Evaluate and counsel 100% of
employees by the end of annual,
i il iod

$51,440.88

0.6

1.4.3 Include comments and/or personal
development plan for 100% of employees

$42,857.40

0.5

1.5.1 Provide monthly financial reports to

$34,293.92|

0.4

appropriate program staff
1.5.2 Conduct annual introductory and
ladvanced training for supervisors

$17,146.96

0.2

1.5.3 Encourage more frequent meetings
between supervisors and subordinates

$17,146.96

0.2

1.5.5 Review agency and departmental
policies annually; edit and/or draft new

$42,867.40

05

1.6.1 Provide monthly financial reports to

dlvision directors for personnel and
loperating funds in their areas of
"

$34,293.92]

0.4

ity
1.6.2 Assistant Commissioner for Agency
Operations and Director of Administration
will review all agency financials monthly

$25,720.44

0.3

1.6.3 Expand procurement training and
procedural knowledge to ensure
campliance with procurement code,
expand advertising scope, and diversify

dornoal

$154,322.64]

18

1.6.4 Achieve a higher procurement
certification to enable more in-house

procurement actions and shorter
Im:;x;ess‘ng time for new contract:

$51,440.88

0.6

1.7.1 Attend at least two recruitment
events annually, other than those
il it

$17,146.96

0.2

1.7.2 Use at least three additional
avenues, other than NeoGov, to advertise
position vacancies over the course of the
[vear

$25,720.44

0.3

1.7.3 Complete the required EEOC
reporting and focus on potential areas of

$17,146.96

0.2

i
1.8.1 Offer an annual health screening for
all emplovees

$8,573.48

Q.1




Programs and Objectives (2015-16)

1.8.2 Certify and maintain currency for $4,286.74 0.05
10% of strategically placed agency
lemployees in first aid, CPR, and use of
AFD machings
1.8.3 Ensure that ali agency office $4,286.74 Q.05
buildings with 10 or more employees are
Protective $25,720.44] 0.3
Equipment (PPE} for zll field personnel
4.1.3 Respond to 100% of website $8,573.48 0.1
irformation Requests within 2 business
4.4.2 Organize, clean up, and increase use $51,440.88| 0.6
of the shared network drive
4.4.3 Establish an accurate position on key $42,867.40 0.5
issues and create consistent messaging
acros & 3eency
4.4.4 Increase staff professional $42,867.40 0.5
development related to communications
and hot topics
4.4.5 Newly created Communications $42,867.40 0.5
lcommittee to implement, evaluate, and
Ragie 1100 Rigd
Il. Laboratory Services $1,428,696 20.5 2.1.5 Make all 42 public forms able to be $1,359,003.51 195
submitted online
Protects consumers from unsafe,
ineffective, or fraudulent goods that
may be offered for public sale;
assures that goods meet
acceptable standards of quality;
monitors labeling; registers animat
and pet foods, frozen desserts,
gasoline and antifreeze; issues
licenses for butterfat testers and
milk samplers, grants permits to
salvage food operations; issues two
to three thousand licenses, permits
and registrations; provides
assistance regarding food safety
and security in the event of a
natural disaster or an accidental or
international emergency related to
Homeland Security.
2.4.7 Develop and maintain Laboratory $69,692.49) 1]
Safety Program with 100% attendance to




Programs and Objectives (2015-16)

lll. Consumer Services $2,580,998 345 1.5.4 Designate training officers for all $14,962.31 0.2
IConsumer Service programs and staff
Draws samples for analysis in the
SCDA's laboratories; protects the
people of the state, farmers and
non-farmers, from fraud by ensuring
the accuracy of weights and
measures; inspects food and
cosmetic manufacturing and
storage facilities; assures farmers
that they receive full and prompt
payment for the products they
produce and that their stored cotton
and grain crops are protected in
warehouse facilities; inspects gas
pumps, grocery store scales,
vehicle tank meters, and liquid
petroleum gas measuring devices;
collects official samples of
petroleum, produce, meat and
feeds for laboratory analysis;
licenses, bonds and audits
warehousas and dealers; inspects
storage facilities for sanltation
compliance.
2.1.1 Provide advanced classroom $52,368.08 0.7,
raining, on-the-job training and
continuing education courses for entire
foad/feed insnection tea
2.1.2 Hire Feed Control Official $59,849.23 0.8
Replacement to cover feed industry
inspections in SC
2.1.3 Participate In the Food and Drug $157,104.23) 2.1
Administration's MFRPS by 2015
2.1.4 Create 4 working and viable $74,811.54 1
Memorandum for Understanding (MQUS)
with other state agencies including DHEC,
R_AND SC1PH
2.2.1 Enhance lab's credibility by $149,623.07 2
becoming accredited by the National
Voluntary Laboratory Accreditation
Program {NVI AP}
2.2.2 Establish a new Quality Manager $44,886.92 0.6
Position to provide ongoing auditing and
documentation of the quality assurance
2.2.3 Design and build a new metrology $149,623.07| 2
laboratory to meet the requirements for
helon | metrology [aboratory
2.3.1 Establish a subject matter expert $44,886.92 0.6

position for in-the-field assessments and




Programs and Objectives (2015-16)

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

$1,271,796.12|

17

2.3.3 Ensure same-day follow-up
communication to 100%of consumer

$149,623.07

2.3.4 Continue field leve! supervision of
\Weights and Measures program for 100%

$149,623.07,

2.4.1 Collaborate and ensure open
communication with other state agencies
(Clemson, DOT, DHEC, DOR and APHIS,
FERN, Produce inspection) to perform
routine and emergency testing

$44,886.92

0.6

2.4.2 Ensure technical training of 100% of

$29,924.61

0.4

jnew and existing staff

2.4.3 Evaluate and track national and state
organization memberships for the value

$29,924.61

0.4

2.4.4 Develop SOPs and protocols to
enhance |laboratory capabilities through

nationz! and regulatory accreditation

roeram

$119,698.4T

16

2.4.5 Increase and broaden sampling of
fruits and vegetables by 10%

$29,924.61

0.4

2.4.6 As current positions become open,
elevate prerequisites and educational

$7,481.15

0.1

IV. Marketing Services. A. Marketing & Promotions

Develops and implements broad-
based marketing programs;
provides programs and services
designed to increase consumer
awareness and product demand for
quality South Carolina agricuttural
commodities; strives to improve the
economic vitality of business and
individuals in the industry of
agriculture; encourages expansion
and development of existing
industries that use South Carolina
agricultural commodities, both fresh
and processed, to increase the
marketability of locally-grown
products; domestic and
Intemational marketing assistance;
certifies roadside markets;
promotes specialty crops and
specialty products; assists small
farmer and provides support for
locally grown certification;
promotes the green industry
{nursery, greenhouse, landscape,
etc); authorizes individual farmers
and farmers markets to be able to
accept coupons from those who are
nutritionally at risk to buy fresh,
unprepared produce issued in the
WIC and Seniors Farmers Market
Nutrition Programs.

$4,558,048

125

3.1.1 Increase program membership
participation by 10%

$374,929.02




Programs and Objectives (2015-16)

[3.1.2 increase in-state merchandising
efforts, resulting in a 5% increase in total
sales of local products in retaif outlets

$337,436.12

0.3

3.1.3 Future outreach: Grow sales in
North Carolina, Virginia, and Mid-Atlantic
region with key retailers by 10% in key
measurable areas of fresh produce
Ithrough combined radio and

handicing affarts

$299,943.22]

0.8

3.1.4 increase event attendance by 10%
and sdjust future direction based on

$149,971.61]

04

3.1.5 Increase CSC brand recognition by
10%

$262,450.31

0.7

13.2.4 Place more resources into export
market analysis, access, and development

$374,929.02

3.2.5 Explore current and new marketing
events and activities

$749,858.04

3.3.4 Provide 4 training meetings for
producers interested in accepting
'WIC/SNAP vouchers across the state
during the months of November through

lanuans

$149,971.61)

04

3.3.5 Continue to increase schoal
participation in direct purchases of local
product with increase in sales of 10%
statewide via direct consultation and
promotion efforts under Farm to School

$149,971.61

0.4

3.4.1 Create three statewide food hubs

$149,971.61

04

3.4.2 Increase the number of agritourism
loperations participating in SCDA
ing by 10%

$100,000.00|

3.4.3 Educate the genera! public, by
written communication and social media,
lon the diverse opportunities of
nontraditional agriculture, on a monthly

hasis

$149,971.61

04

3.4.4 Collaborate on a monthly basis with
SC Department of Health and
Environmental Control, Clemson
University, and SC Department of
Agriculture to promote farm-to-school

program to current school nutrition
Fhinlal, nd fand i 1

$37,492.90)

0.1

14.1.1 Develop strategies to reach
consumers directly on internet channels
jwith messaging one month out on major
events and two weeks out on minor

yont

$33,743.61

0.09)

4.1.2 Update plan for crisis management
land/or regulatory enforcement events

$3,749.29)

0.01

4.1.4 Actively use social media messaging

and maintain activity level of at least two
12

$18,746.45

0.05]

4.1.5 Ensure sound management of
infarmation systems used by producers in
regards to market pricing in order to
renart at Q8% accuracy,

$412,421.92

11




Programs and Objectives (2015-16)

4.2.1 Increase earned media coverage $18,746.45 0.05
year over and above 2012-13

4.2.2 Leverage paid media to get higher $18,746.45) 0.05)
return on investment

14.2.3 Develop relationships with media $7,498.58 0,02]
statewide for key story opportunities
related to positive ag news, events, etc. as
Sthev occur

4.4.1 Public Information Office (PIO) staff $7,498.58 0.02
should conduct visits with different

5.1.1 Meet with five current companies to $29,850,75| 0.08
lencourage them to use more SC products

5.1.2 Create collaborations between in- $11,194.03| 0.03
state farming operations and food
processors to determine supply chain

5.1.3 Encourage new business incentives $14,925.37 0.04
for agribusiness
5.1.4 Engage stakeholders in the business $22,388.06 0.06

development community to consider

opportunities and overcome obstacles
L:alatad.m.i.nﬁnasmlrfurﬂ

5.2.1 Engage state, local, and regional $29,850.75 0.08
alliance officials about agribusiness
lopportunities by meeting with state
commerce officials and regional alliance
directors and staff on a quarterly basis

5.2.2 Participate in at least 7 business $26,119.40 0.07
Jevents and tradeshows per vear
5.2.3 Perform an annual inventory $11,194.03 0.03

analysis on agribusiness companies who
are interested in expansion in SC &
utheast USA

5.2.4 Engage with at |east three existing $186,567.16| 0.5
industry players to identify barriers to
growth, promote opportunities for
expansion, and encourage addltional

investmant

5.2.5 Complete the “Agribusiness $11,194.03 0.03]

Development” application/online portal
jty PSA
5.3.1 Assess all industry policies prior to $14,925.37 0.04

he beginning of each legislative session
by gathering input from at least 10

rent nroducers

5.3.2 Be an industry voice in $373,134.33 1
communicating factual information by
making policy statements to elected

i time
|5.3.3 Work with regulatory and marketing $18,656.72 0.05
program staff to review current laws,

regulations, and policies to find the most
efficient balance of consumer safety and a
Ibusiness friendly environment




Programs and Objectives (2015-16)

IV. Marketing Services. B. Commodity Boards

Serves as a liaison to commodity
boards, associations and the state’s
Agriculture Commission to aid in
marketing state commodities, as
well as fund various research
projects relevant to the commodity.

$1,813,116

3.2.1 Develop commodity specific efforts
to highlight crop conditlons, outlooks, and
timing backed up by promotional efforts
to increase overall sales in-state by 5%

$861,230.10

0.95

3.2.2 Fund research of new technologies,
cience, and best management practices
for production, packaging, and processing

$90,655.80

0.1

3.2.3 Increase cross-promaotion of, and
between, commoditie

$861,230.10

0.95

IV. Marketing Services. C. Market Services

Oversees and operates the three
state farmers markets in Lexington,
Florence and Greenville. These
markets provide central points for
farmers and producers to sell their
products.

$1,539,830

14

3.3.1 Identify and prioritize critical
necessary upgrades at all 3 market
facilities based on consumer safety,
overall appearance, and functionality

$1,110,877.36]

10.1

13.3.2 Recruit new farmers, identify

demand for new products, and aiign

resources to meet the needs of producers
Bars

$428,952.64]

39

IV. Marketing Services. D. Inspection Services

Provides quality grade standards
and up-to-date first-hand market
news to the allied industry through
a cooperative agreement with the
USDA,; provides grading and
inspecting of poultry products and
fruits and vegetables.

52,491,536

26

3.3.3 Deveiop producer Good Agricultural
Practice (GAP) training and certification
schedule and outreach efforts to meet
needs during pre-season and production
to increase GAP certified farms by 15%

$2,491,536.00

26

V. Marketing Services. E. Market Bulletin

Publishes the Market Bulletin which
is designed as a vehicle for farmers
and non-farmers fo buy and sell
agricultural and agricultural-related
items, a resource for economic
stability especially In rural areas.

$147,643

25

4.3.1 Maintain subscription of 15,625

$117,228.54§

1.985

4.3.2 Engage staff to contribute articles
and photographs f j

$29,528.60}

0.5

4.3.3 Reduce fixed costs, excluding
ostage, during FY 15

$295.29

0.005

4.3.4 Conduct reader interest survey
every three vears

$590.57

0.01




Employee Allocation by Objective (2015-16)

|Agency Responding

Department of Agriculture

Date of Submission

8/24/2016

Disclaimer: The Committee understands the number of employee equivalents are estimates from the agency. The information is acceptable as long as the agency has a logical

basis, which it can explain, as to how it reached the numbers it provided.

INSTRUCTIONS: In this Chart, please do the following:

(a) Review the agency’s strategic plan, which is provided in the chart based on the information from the agency’s Restructuring Report.
(b} In the column titled, “Number of employee equivalents working on the goal or objective in 2015-16,” list the number of employees working toward each objective, by totaling

the amounts from the Employee Allocation by Budget Program Chart.

(c) The total number of employees working toward each goal should automatically sum based on the numbers you enter for the number of employees per objective.

Strategic Plan Part and Description (2015-16) Number of physical Number of employee
fi.e. Goal 1 - Insert description, Strategy 1.1 - Insert Description, Objective 1.1.1 - Insert Description) employees working on the | equivalents working the
goal or objective in 2015- | goal or objective in 2015-
16 16
Number of FTEs Available 121.65
Number of Temporary Non-FTEs Available 123.212
Number of Temporary Grant Non-FTEs Available 2
Total Number of Employees Available 262.862
Goal 1 - Improve agency operational readiness and workforce development 148 13
Strategy 1.1 - Evaluate new technology products and services and implement based on cost/benefit analyses 11 3.1
Objective 1.1.1 - Place all internal agency forms on the network 2 0.6
Objective 1.1.2 - Replace personal computers every three years 2 0.9
Objective 1.1.3 - Convert Wade Hampton Office phone systems to Voice Over IP (VOIP) system 3 0.4
Objective 1.1.4 - Equip 100% of Consumer Protection field inspectors with 4G mobile network access 2 0.5
Objective 1.1.5 - Work with vendors and service providers to refine current products and offer best-in-breed technology to 2 0.7
staff
Strategy 1.2 - Prioritize information security activites 5 1.25
Objective 1.2.1 - Achieve 100% completion of the US Department of Defense Information Security Awareness Program by 31 2 0.2
October every year
Objective 1.2.2 - Have Executive and IT staff participate in State of SC INFOSEC project by attending quarterly meetings or as 1 0.3
directed by Division of Technology
Objective 1.2.3 - Implement all 13 INFOSEC policies by 2016 2 0.75
Strategy 1.3 - Provide more professional development opportunities for employees 12 1.05
Objective 1.3.1 Encourage employees to identify relevant technical training during their yearly EPMS planning stage 4 0.1
Objective 1.3.2 - Expand training delivery platforms to be more convenient and offer options for different learning styles 2 0.3
Objective 1.3.3 - Offer in-house training at least quarterly 1 0.5
Objective 1.3.4 - Solicit suggestions for training on broad topics beneficial to all employees 1 0.1
Objective 1.3.5 - Staff will participate in trade groups and industry associations 4 0.05
Strategy 1.4 - Fully utilize annual Employee Performance Management System (EPMS) as a communication tool 87 18




Employee Allocation by Objective (2015-16)

Objective 1.4.1 - Complete planning stage documenits within 2 months of the calendar year for all existing employees or 29 0.7
within 1 month of hiring new employees

Objective 1.4.2 - Evaluate and counsel 100% of employees by the end of annual, probationary, or trial period 29 0.6
Objective 1.4.3 - Include comments and/or personal development plan for 100% of employees 29 0.5
Strateqy 1.5 - Empower supervisors to be better decision makers and personnel managers 12 1.5
Objective 1.5.1 Provide monthly financial reports to appropriate program staff 2 0.4
Objective 1.5.2 - Conduct annua! introductory and advanced training for supervisors 1 0.2
Objective 1.5.3 - Encourage more frequent meetings between supervisors and subordinates 5 0.2
Objective 1.5.4 - Designate training officers for all Consumer Service programs and staff 2 0.2
Objective 1.5.5 - Review agency and departmental policies annually; edit and/or draft new policies as necessary 2 0.5
Strategy 1.6- Improve financial reporting and business procedures 7 3.1
Objective 1.6.1 - Provide monthly financial reports to division directors for personnel and operating funds in their areas of 1 0.4
responsibility

Objective 1.6.2 - Assistant Commissioner for Agency Operations and Director of Administration will review all agency 2 03
financials monthly

Objective 1.6.3 - Expand procurement raining and procedural knowledge to ensure compliance with procurement code, 2 18
expand advertising scope, and diversify vendor pool

Objective 1.6.4 - Achieve a higher agency procurement certification from MMQ 2 0.6
Strategy 1.7 - Diversify agency workforce by EEQC categories, age, education, experience, and perspective 6 0.7
Objective 1.7.1 - Attend at least two recruitment events annually 2 0.2
Objective 1.7.2 - Use at least three additional avenues, other than NeoGov, to advertise position vacancies over the course of 2 03
the year

Objective 1.7.3 - Complete required EEOC reporting and focus on potential areas of improvement 2 0.2
Strategy 1.8 - Emphasize employee health and safety on and off the job 8 0.5
Objective 1.8.1 - Offer an annual health screening for all employees 1 0.1
Objective 1.8.2 - Certify and maintain currency for 10% of strategically placed agency employees in first aid, CPR, and AED 2 0.05
Objective 1.8.3 - Ensure that all agency office buildings with 10 or more employees are equipped with AED machines 1 0.05
Objective 1.8.4 - Purchase Personal Protective Equipment for all field personnel 4 0.3
Goal 2 - Protect the consumers in the marketplace through compliance inspections, laboratory testing and analysis, issuing 97 54.8
certifications, sampling, licensing, auditing, and providing commodity oversight of storage warehouses and facilities.

Strategy 2.1 - Provide food/feed safety oversight at 5C food manufacturing and storage facilities through routine periodic 16 241
inspections based on product types, inspection history, and risk analysis

Objective 2.1.1 - Provide advanced classroom training, on-the-job training, and continuing education courses for entire 4 0.7
food/feed inspection team

Objective 2.1.2 - Hire Feed Control Official replacement to cover feed industry inspections in SC 2 0.8
Objective 2.1.3 - Participate in the Food and Drug Administration's MFRPS by 2015 4 2.1
Objective 2.1.4 - Create 4 working and viable MOUs with other state agencies including DHEC, DNR, and SC LPH 2 1
Objective 2.1.5 - Make all 42 public forms able to be submitted online 4 19.5
Strategy 2.2 - Maintain the accuracy of the state's measurement system by providing high precision calibration services to 11 4.6
public and private sector customers at the SC Metrology Laboratory

Objective 2.2.1 - Become accredited by the National Voluntary Laboratory Accreditation Program (NVLAP) 3 2




Employee Allocation by Objective (2015-16)

roadside markets, and agritourism operators

Objective 2.2.2 - Establish a new Quality Manager Position to provide ongoing auditing and documentation of the quality 2 0.6
assurance program

Objective 2.2.3 - Design and build a new metrology laboratory to meet the requirements for an Echelon | metrology 6 2
laboratory

Strategy 2.3 - Provide the public with assurance that commodities purchased are the correct quantity and quality, through 33 216
routine inspections of gasoline/petroleum dispensers, scales, and commodity storage facilities

Objective 2.3.1 - Establish a subject matter expert position for in-the-field assessments and knowledge exchange 3 0.6
Objective 2.3.2 - Routinely inspect 100% of regulated firms annually 20 17
Objective 2.3.3 - Ensure same-day follow-up communication on 100% of consumer complaints 4 2
Objective 2.3.4 - Continue field level supervision of Weights and Measures program for 100% of SC Counties 6 2
Strategy 2.4 - Provide the public with assurance that commodities purchased are safe, wholesome, and adhere to standards, 37 45
through chemical and physical analytical analysis of food, animal feed, seed, and petroleum products

Objective 2.4.1 - Collaborate and ensure open communication with other state agencies to perform routine and emergency 3 0.6
testing

Objective 2.4.2 - Ensure technical training of 100% of new and existing staff 5 0.4
Objective 2.4.3 - Evaluate and track national and state organization memberships for the value gained by SCDA 2 0.4
Objective 2.4.4 - Develop SOPs and protocols to enhance laboratory capabilities through national and regulatory 4 1.6
accreditation programs

Objective 2.4.5 - Increase and broaden sampling of fruits and vegetables in the chemical residue laboratory by 10% 19 0.4
Obijective 2.4.6 - As current positions become open, elevate prerequisites and educational level for 50% of new hires 2 0.1
Objective 2.4.7 Develop and maintain Laboratory Safety Program with 100% attendence at all safety meetings and trainings 2 1
Goal 3 - Promote and market South Carolina agriculture, both domestically and abroad, to increase demand for agricultural 117 52.1
products

Strategy 3.1 - Expand Certified SC (CSC) branding program 28 3.8
Objective 3.1.1 - Increase program membership by 10% 3 1
Objective 3.1.2 - Use merchandising to grow sales of local products in retail outlets by 5% 3 0.9
Objective 3.1.3 - Grow sales in NC, VA and Mid-Atlantic region with key retailers by 10% in key measurable areas of fresh 3 0.8
produce through combined radio and merchandising efforts

Objective 3.1.4 - Increase event attendance by 10% and adjust future direction based on project utilization and evaluation 4 0.4
Objective 3.1.5 - Increase CSC brand recognition by 10% 15 0.7
Strategy 3.2 - Expand commodity board research, promotion and education 27 5
Objective 3.2.1 - Develop commodity specific strategies to highlight crop conditions, outlooks, and timing, to increase overall 3 0.95
sales in-state by 5%

Objective 3.2.2 - Fund research of new technologies, science and best management practices for production, packaging and 2 0.1
processing.

Objective 3.2.3 - Increase cross-promotion of, and between, commadities 15 0.95
Objective 3.2.4 - Devote more resources into export market analysis, access, and development 3 1
Objective 3.2.5 - Explore current and new marketing events and activities 4 2
Strategy 3.3 - Expand marketing opportunities through the State Farmers Market system, community based markets, 52 41.8
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Objective 3.3.1 - Identify and prioritize critical upgrades at all 3 market facilities based on consumer safety, overall 15 10.1
appearance, and functionaiity

Objective 3.3.2 - Recruit new farmers, identify demand for new products, and align resources to meet the needs of 6 49
producers and consumers

Objective 3.3.3 Develop producer Good Agricultural Practice (GAP) training and certification schedule and outreach efforts 26 26
during pre-season and production to increase GAP certified farms by 15%

Objective 3.3.4 - Provide 4 training meetings for producers interested in accepting WIC/SNAP vouchers across the state 2 0.4
Objective 3.3.5 - Continue to increase school participation in direct purchases of local product with increase in sales of 10% 3 04
statewide

Strategy 3.4 - Increase promaotion of non-tradional agriculture 10 _15
Objective 3.4.1 - Create 3 statewide food hubs 3 0.4
Objective 3.4.2 - Increase the number of agritourism operations participating in SCDA programming by 10% 2 0.6
Objective 3.4.3 - Educate the general public on the diverse opportunities of nontraditional agriculture, on a monthly basis 3 0.4
Objective 3.4.4 - Collaborate on a monthly basis with DHEC, Clemson, USC and Department of Education to promote farm to 2 0.1
school program to current school nutrition officials and food service employees

Goal 4 - Provide credible and timely information to increase public awareness of the agricultural industry, and knowledge of 21 247
agricultural issues

Strategy 4.1 - Ensure timely delivery of information of both producer and consumer interest 12 1.35
Objective 4.1.1 - Develop strategies to reach consumers directly on internet channels with messaging one month before 2 0.09
major events and two weeks before minor events

Objective 4.1.2 - Update plan for crisis management and/or regulatory enforcement events 2 0.01
Objective 4.1.3 - Respond to 100% of website information requests within 2 business days. 2 0.1
Objective 4.1.4 - Actively use social media messaging and maintain activity level of at least two posts per day 2 0.05
Objective 4.1.5 - Ensure market news reports maintain 98% accuracy 4 1.1
Strategy 4.2 - Increase media coverage of agency activities and functions 4 0.12
Objective 4.2.1 - Increase earned media coverage year over and above 2012-13 performance results 1 0.05
Objective 4.2.2 Leverage paid media for a higher ROI 2 0.05
Objective 4.2.3 - Develop relationships with media statewide for key story opportunities related to positive ag news and 1 0.02
events as they occur

Strategy 4.3 - Expand reach of Market Bulletin/Market News Service as an information vehicle and educational resource 10 2.545
Objective 4.3.1 - Maintain subscription reach of 15,625 3 1.985
Objective 4.3.2 - Engage staff to contribute articles and photographs for all 24 issues 3 0.5
Objective 4.3.3 - Reduce fixed costs, excluding postage, during FY15 2 0.05
Objective 4.3.4 - Conduct reader interest survey every three years 2 0.01
Strategy 4.4 - Improve internal agency communication and access to information to enhance customer service 11 212
Objective 4.4.1 - Public Information Office staff should conduct visits with different program staff at least monthly 1 0.02
Objective 4.4.2 - Organize, clean up and increase use of the shared network drive 2 0.6
Objective 4.4.3 - Establish an accurate position on key issues and create consistent messaging across the agency 2 0.5
Objective 4.4.4 - Increase staff professional development related te communications and hot topics 2 0.5




Employee Allocation by Objective (2015-16)

the most efficient balance of consumer safety and a business friendly environment

Objective 4.4.5 - Newly created Communications committee to implement, evaluate and update communications plan 4 0.5
Goal 5 - Enhance growth and expansion of the state's total agricultural product output, economic impact, and capital 28 201
investment

Strategy 5.1 - Expand existing industry and increase value-added production 8 0.21
Objective 5.1.1 - Help five current in-state companies use more SC products in their business process 2 0.08
Objective 5.1.2 - Create collaborations between in-state farming operations and food processors to determine supply chain 2 0.03
opportunities

Objective 5.1.3 - Encourage new business incentives for agribusiness 2 0.04
Objective 5.1.4 Engage stakeholders in the business development community to consider opportunities and overcome 2 0.06
obstacles related to infrastructure

Strategy 5.2 - Increase agribusiness recruitment efforts 12 0.71
Objective 5.2.1 - Engage state, local, and regional alliance officials about agribusiness opportunities by meeting with state 3 0.08
commerce officials and regional alliance directors and staff on a quarterly basis

Objective 5.2.2 - Participate in at least 7 business events and tradeshows per year 3 0.07
Objective 5.2.3 - Perform an annual inventory analysis on agribusiness companies who are interested in expansion in SC and 3 0.03
the Southeastern US

Objective 5.2.4 - Engage with at least three existing industry players to identify barriers to growth, promote opportunities for 2 0.5
expansion, and encourage additional investment

Objective 5.2.5 - Complete the Agribusiness Development application/online portal with Clemson University PSA 1 0.03
Strategy 5.3 - Take a leading role in advocating for sound, responsible agribultrual policies that encourage business growth 8 1.09
and resource stewardship

Objective 5.3.1 - Assess all industry policies prior to the beginning of each legislative session by gathering input from at least 1 0.04
10 different producers

Objective 5.3.2 - Be an industry voice in communicating factual information by making policy statements to elected officials 3 1
at the appropriate time

Objective 5.3.3 - Work with regulatory and marketing program staff to review current laws, regulations, and policies to find 4 0.05




Strategic Spending (2015-16)

Department of Agriculture

ncy Respondin;
Date of Submission

8/24/2016

Disclaimer: The Committee understands amount the agency budgeted and spent per goal and objective are estimates from the agency. The information is acceptable as long as the agency has a logical basis, which it can explain,

as to how it reached the numbers it provided.

INSTRUCTIONS:

Below you will find information the agency submitted in its 2016 Restructuring Report. Please update this information to reflect the information requested as of the end of fiscal year 2015-16.

Part A: Funds Available this past Fiscal Year (2015-16)

{a) Please enter each source of funds for the agency in a separate column. Group the funding sources however is best for the agency (i.e., general appropriation programs, proviso 18.2, proviso 19.3, grant ABC, grant XYZ, Motor
Vehicle User Fees, License Fines, etc.) to provide the information requested below each source {i.e., state, other or federal funding; recurring or one-time funding; etc.). The agency is not restricted by the number of columns so
please delete or add as many as needed. However the agency chooses to group its funding sources, it should be clear through Part A and B, how much the agency had available to spend and where the agency spent the funds.

Part B: Funds Spent this past Fiscal Year (2015-16)

(a) The agency's objectives and unrelated purposes are listed based on the information the agency provided in the Restructuring Report. The agency will see there are new rows between “objectives” and “unrelated purposes.”
These new rows are intended to aliow the agency to list money it spent this year that was for previously committed multiple year projects. The intent of these new rows is to separate what the agency spent toward its current

objectives and what it spent toward objectives and projects from previous years, which took muitiple years to pay off.

(b} Please add any information needed in the new rows (i.e., “Money previously committed for multiple years”) and make any revisions necessary to ensure all unrelated purposes are listed. As a reminder, an "unrelated purpose"
is money the agency is legislatively directed to spend on something that is not related to an agency objective (i.e., pass through, carry forward, etc.).
(c) Finally, review and revise the amounts spent from each funding source on the agency objectives, money previously committed for multiple years and unrelated purposes so it reflects how much the agency actually spent on
each and fill in the information requested in the remaining rows. Rememter, in each row, you need to provide the tatal of all the values from the different funding sources for that row.

PART A - Funds Avallable this past Fiscal Year (2015-16)

$77,693

$259,299

$5,058,334

Administrative Consumer Protection Marketing Services Market Bulletin Agribusiness/Economic
Services Development

State & Other State and Other State, Other, Federal Other State
Recurring Recurring and one-time Recurring and one-time Recurring Recurring

$28,679

$77,693

$259,299

$5,058,334

$28,679

S0

Amounts are the
same

$1,427,847

Amounts are the same

$3,920,224

Amounts are the same

$12,722,776

Amounts are the
same

Amounts are the same

$136,700

$750,000

$1,257,106

$3,938,169

$12,011,193

$144,098

$750,000

Increased revenue for
several programs.

Less Revenue received in
commodity boards due to
flooding of crops.

Increase in number of|N/A

subscribers
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Total amaount availiable 1o $1,334,799 $4,197,468 $17,069,527 $172,777 $750,000
13le at «
‘wi\ V\lm ‘ili ol
Administrative Consumer Protection Marketing Services Market Bulletin Agribusiness/Economic
Services Development
State & Other State and Other State, Other, Federal Other State
Recurring Recurring and one-time Recurring and one-time Recurring Recurring

No

No

No

No

No

development:

$150,000

$250,000

$0

Goal 2: Protect the consumers in the marketplace thorugh
compliance inspections, laboratory testing and analysis, issuing
certifications, sampling, licensing, auditing and providing
community oversight of starge warehouses and facilities:

$3,859,694

$2,496,064

$0

$0

Goal 3: Promote and market South Carolina agriculture, both $0
domestically and abroad, to increase demand for agriculturai
products and to enhance growth and expansion of the state's
total agricultural product output, economic impact and capital

investment:

$0

$4,723,902

$200,000

Goal 4: Provide credible and timely information and increase $404,540
public awareness of the overall impact of the agricultural

industry:

S0

$150,000

$147,643

S0

Goal 5: Enhance growth and expansion of the state's total $0
agricultural product output, economic impact and capital

investment:

$3,762,562

$0

$550,000




Strategic Spending (2015-16)

$11,382,528 $147,643 $750,000

Total Spent on Current Objectives: n 1 T $1,286,022 44,009,694

Example - Continental Tire Recruitment Grant {agreement
requires State pay income taxes for the company until 2020)

Insert any additional money previously committed

$19,668
$0 50 $500,000 $0 50

Unrelated Purpose #1: Renewable Energy

Unrelated Purpose #2: Gateway Project

Unrelated Purpose #3: No More Homeless Pets $0 50 $46,922 $0 ]

Insert any additional unrelated purposes

Total Spent on Unrelated Purposes:

Total Spen:i

Amount Remaining

FTWRG WSO A
RitgeteyT

S

vears

Funds budgeted for use in subsequent years

Cash Balance Remaining, minus funds'budgeted far u 548,777 $187,774 $5,120,409 $25,134 S0
subsequent years

Additional Explarations -egarmng Part B Insert any additional explanations the agency would like to provide related to the information it provided above. ]




Performance Measures

| Department of Agriculture
I8724/2016 |
INSTRUCTIONS: In this Chart, ple:se do the foliowing:

{a) Notice there are thre: bl.ink Lzmplate charts. One ior Program M« sure #1, Program Measure #2, and Program Me...ure #3. Count the total number of performance mezsures the ag=ncy utilizes. Then, capy and paste the blank templctes as many times i, needed so the aguicy has a blank one for each agency per’armance me..ure. Finally,
fill it the blznks for cach performance measure.

{b} In th column titled, “P2rformance Measure,” entzr the performiince measure just iike the agency did In the Accountabilit; report.

{c) In the column titled, "Type of Measur," pick the type of measure that bi:t fits the performance measure from the drop Cu«n box (see Types of Parfurmance Measy; 2s explained at the top of the chart}.

{d) In the column titlcd, “Related to the following at the agency,” select which of the fllowing the performance mcasui s most relztes to, which are included in « drop down menu.

i Mission effectivcness (i.e., a process charecteristic indicating the degrue to which the process output {work product) conforms to statutory requirements {i.e., is the ageacy doing the right things?))

ii. Mission efficiency {i.e., a process churacteristic indicating the degree to which the procss produces the required output at minimum resource cost {i.e., is the agency doing things right?))

iii. Quality (i.e., degrze to which a deli.ercble (proctict or service) meets customsr rzguirements and e:pect.itions (a customer Is defined as an i:ctual or potential user of the agency's products or services))

i~ Opzrational eiliclency =nd work system perform.ance (includes mei:ures relzted to the following: innovaticn and 1 sults; impt 1o cycle or wait times; supplier and partnar purformance; ard results . <lated ta emergency drills - r exercises)

(e) In the column titled, "Agency selectad; Require. | State; or Required by Federal,” pick State from the drop down menu if an entity in state gvernment requires th agenc: to truck this information, Fe:lerat if an entity in the fe/zral govirnment requires thu 2gency to track this information, or Orly g 2ncy Selected if ther2 is no state or fed xral
entity that requires the agency to track this information and the agency szlected it.

[f) i the next set of columns enter the actual and target  wsults for each year, Next to ““ctual Rusults," enter the 2ctual value the agency had for that performance measure at the end of that -2ar. Next to "Targ2t Results.” cnter the target value the agenc; wanted to ra.ich for the performanc measure for thut year. IF the agency did not utilize a
pesticular peiiormance m=asur: during certain years, thun enter the following next to the applicable "Actual Results" and "Target Results," - “#genc; did not use PM during this vear.”

{g) Note: Benchmarks are goals to aim for. Agzncies chi-ose benchmarks be:ad on stundards within their industry. For instance, the agenc; might iook to peck parformers in their industry and sot their targets so that the agency can work to incrementally reach those peak performers. In the Columr: lebeicd, "Cenchmark,” lit the peak p:rformers
r nthar data tha asanry rafaranrad when seHin ite barost

Types of Performancs Muyssures:

Outcome Measure - * quantifiisle Indicator of the public and custumer benefits from an agency's actions. Outcome nizasures are used to assess an agency's efiectivenass in serving its key custcmers and in achis ing its mission, goals and ubjectives. They :re also us-d to direct resources to strategies ‘with th:» greatest cffect on the most valued

outee mes. Qutcome measures should be the first priority. Example - % of licensees with no violations.
Meosure - 7. quantificble indicator of productivity expressed in unit costs, units of time, or othzr ratio-based units. Efficiency measures are u'2d to assess the cost-efficicncy, productivity, and timelines: «f agency op<rations. Efficiency measur<s measure the eliicient use of avsilzhle resourcas and should be the secnd priority.

Example - cost per inspuction
Output Measure - A quantificble indicator of the number of gooc. or servicss an agency producas, Output measures are used to assess workload aid the »gency's efforts to address demands. Output measures measure v-orklo.d snd efforts and should be the third priority. Example -

i of business iicensu sgplications processed.

Input/Activity Measure - that i o the p ion and delivery of a service. Inputs are "what v:e use ta do the work." They measure the factors or reque s ruceived that explain performance (i.e. explanatory). The.e measurcs should be the last priority. Example- # of licznse applications received
Performance Messuire #1 Type of Meesurs: Related to the Ageruy selected; | Associatad
8 st the db y;
3ency. or Required by
Faderal
Number of Certified SC members Outcome Measure Mission Effectiveness  JAgency Selccted 311,312,313,
315
‘Why wes this performanca measine chosen? 2001-12 Actual Resuits |2012-13 Actual Results | 2013-14 Actus! Was 2014-15 | 2004-15 Target | 2014-15 Actual 2005- | Was2015-16 [2015-16| 2M5-1bActuel | Benchmerk for 2006-| 15 201617 2016-17 Targst Resuits.
Results targ st standird, Results: Results! 15twgetresuits: | taqgetstandard, | Tanget Results; 17 tergit results:  {target standaid,
matiarate, or moderste, or | Results: moderate, or
sirwich challenge: stretch streteh
challenge: challange:
The Certified SC Grown program is a ke compenent of 1471 1594 | stanuard 1753 1906 | It's Got to ba NC stancard 1950 n/a nfa nfa
sdhering to the ag.ncy's mission through the geal of
‘|pramating and marketing SC agriculture to increa'.2 the
Gemand for agricultural products. Tracking the nurmber of
program members allows us to monitor our prom:-tional

affarts throyigh the damand far lncal neadusts

Performance Measura 2 Type of Measure: Relsiad to the Agency selacted; |Associaied
following at Required by Siate, |Objectives
agency: or Required by
Federal:
Volume pei cent of local product sales {select categories) in | Outcome Mcasure hiisslon Effectivaness  |Agency Selected 3.1.2,3.15,3.26
retail outlets
Why wes this performance messura chosen? 2011-12 Actual Results |2002-13 Actusl Resufts |  2013-14 Actuel Was2014-15  § 201415 Target | 2014-15Actuel | Benchmarkfor 2015- | Was201516 [2005-16 | 2015-16Acthust  |Benchmerk for 2016~ I3 201617 2016-17 Target Results:
Results targat standard, Results: Rasults| 16 target resulis: | tanget standard, | Target Resuits: 17 argit results:  |tarpet standard,
moderate, or moderate, or | Results: modarats, or
stretch challenge: stretch strateh
cheiiengs: challenga!
This allow - us to-track the progress of many programs at 0% 17%|stanczrd 22% 19% standard 22% nfa nfa na
once, as increasing local product sales is part ¢f one of the

orimarv goals of the agenc:

Performance Messure 43 Type of Measure! Related io0 the Agency selected, |Associaved
followingatthe | Kequired by State;
gency: or Required by
Federa!:

INumber ¢ f attenczes ot Certied SC event: Quicome Measure uality [Custamer Satisf{Agenc, Selected 3.14,3.15



Performance Measures.

‘Why was this performance messure chosen? 2011-12 Actual Results |2012-13 Actual Results | 201314 Aciusl Was201415 | 2004-1STapyt | 2004-15 Actual | Benchmark for2015- | Was2015-15 (201516 | 2015-16Actual | Benchmark for 2006- |5 201817 2015-17 Target Results:
Resuits target standerd, Rasuits: Results 16 target results’ | target standard, | Targei Results! 17 target resuits; | tanget stndard,
mederate. or moderate, or | Results: moderats, or
stiwich challenge: stratch stratch
chailenge: chaliangs
Certifled SC events are designed to raise av-areness of SC 190,000 214,000| standard 235,400 226,600 standrd 235,400 nfa nfa nfa
agriculture and local products. Tracking the number of
|attendees helps the zgency know which e =nts are a good
use of re_ources and which events need improvement L
Performance Messure M Type of Messura) Related to the Agency selected; | Associated
i atthe Re d by State; |Objectives
srency: or Required by
Faders::
CSC brand rxcognition Outcome Measui 2 Mission Effecti=ness | Agency Selectad 3.1.1,31.2,313,
314,315
‘Why was this performance meesure chosen? 2011-12 Actus] Resufts [3012-13 Actual Results | 2013-14 Actusl Wai2014-15 | 2014-15Target | 2014-15 Actuel 2015- | Was201516 {2015-16| 2015-16Actusl | Benchmarkfor 2016-  1s 201617 2016-17 Target Results!
Results target standard, Rasults: Results: pet standerd, | Target Results: 17 tergeiresulis: | tarpet standard,
moderate. or moderats, or | Reaults: moderate, or
stretch chalienge: stratrh sintch
chatlenga: chalienge
This is a key measurement of progress in achie-ing the 38% 60% | moderat: 66% 64% standard 66%| n/a nfa n'a
acency's goal of increasing the demind for SC agricultural
Performanca Measurs 5 Type of Mensure: Related to the Agancy selacted, |Assocated
fo¥owing at the Required by Sate; | Objectives
agency or Required by
Federal:
[Carcent of v absite Public Information Requests answvered | Efficiency Measure Operational/Work Agency Selected 4,13, 4.1.4
within 2 days System Performance
‘Why was this performance meesure chosen? 2013-12 Actue! Resuits | 2012-13 Actus| Results | 2013-14 Actusl Was 201415 | 2014-15Target | 2004-15Actusl | Benchmarkfor2015- | Was201516 [2015-16| 2015-16 Actusl kfor 2016-| 15 2016-17 201617 Target Results!
Results terget stundird, Results: Rastits! 165 targe* resuits target siondard, | Tanget Results: 17 target resuits: | target stindard,
moderate, or tmoderate, or | Results: moderate, or
challenge! chalienge:
SCDA places a high -alue on customer service, and this Agency did not use PM | Agency did not use PM JAgency did not use Agency did not use| Agency did not | Agency did not use stretch 5% n/a nfa n'a
measurement helps us track public intzraction, particularly |during this ; =ar during this y=ar PM during this y2ar |PNi during this use PM during PM during this year|
with pon-i related, vear Athisvear
Performance Measure #5 Typa tf Measure: FRitated to the Agency silacted; {Associsted
followang et the Requred by Steta; | Objectives
agency or Recpired
Fadersl:
Market Bulletin sub.cription reach Output Measure Quality (Customer Agency Selected 4.31,43.2,433,
Satisfacticn) 4,34
Why was chosen? 2011-92 Actudl Results [2012-13 Actual Results | 2013-14 Actus] Wus 2074-15 | 2014-15Trget | 200415 Actuml | Benchmarkfor 2015- | Was 201516 [ 2015-16| 2015-16 Actusl ' for 206-|  Is 200517 2016-17 Terpist Results:
Rosults target s:endard, Resuits Results; 16 target resuits tirget standerd, | Target Results: 17 terget results: | target sandard,
moderate, or moderscs, oF | Risults moderate, or
stretch challenge stretch straich
chailenge: challenge:
Number of Market Bulletin subscribers is the best way to '17,000 16,289 tretch 16,000 15,625 stretch 16,000/ nfa n'a na
Imﬁm_dynand for this product.
[ | I | | | | |
Pe:fornience Measure #7 Type of Msisure: Ralatad to the Agincy selocted, | Assoclated
foliowng at the Raquired by State; | Obrectives
wency: or Requirad by
Federal:
Percent of counties with access to Field Level Super-ision of |Output Mea «re Operational/Work Systef] Agency Selected 234
Weights an ogram




Performance Measures

‘Why was this per chosen? 2011-12 Actusl Resuits | 201213 Actual Results | 2013-14 Actuel Was 201415 | 2014-15Target | 2014-15Actusl {Benchmerkfor2015- | Was2015-16 [2ms-16| 2005-16Actusl [Benchmerkfor 2006 s 201617 2016-17 Target Resuits:
Results target standerd, Results: Results: 16 target results target standard, | Target Results: 17 target resuits:  [target standand,
moderate, or moderste. or | Risults: moderste, of
stretch challenge: stretch strecch
challege: chalienge:
This helps the agency track e~ uilzility of a top consumer S0% 100% | mioderate 100% 100%: o 100% nfa nfa n)a
serice
Purformence Messurz #8 Type of Memure: Related to the Agency selacted;
following at the Required by State; | Objectives
ey or Required by
Federal:
Percent of consumer protectlon requests and Efici Measure o] fWork Agenc  Selected 233
{ laal foliow-| mm| i System Perfe
Why was this chosen? 2011-12 Actym] Results [2022-13 Actum| Rasults § 2013-14 Actusl Wrs2014-15 | 2014-13Terset | 2014-15 Actual for2ms- | Wss2015-16 |201516] 2015-15 Actual Benchmark for 2016-{ 5201617 2016-17 Target:
Results target standard. Results: Results: 16 target results| | target stanierd, | Target Results: 17 target resuits:  {target standard,
modarate, or moderats, o' | Remits moderats, or
straich challangs: stretch stretch
challange: challenge
This provides re ords of agenc; responsi.=ness to programs |Agency did not use PM [Agency did not use PM |.igency did not use [stretch 100%, 95% stretch 100%: na nfa nfa
that comprise a primary mission component. durlng this vear during this year PM during this year
Performance Messure #9 Type of Messure: Ralatad tr the Agency selected. d
fotiowing at the Required by State; |Objectives
agerncy: or Requined
Foderal:
Percent of ins pections of firms covered under SCD oversigh| Oute sme Measure Mission Effidency Agency Selected 23.2
Why was this performance messure chosen? 2011-12 Actusl Results {2012-13 Actus] Results |  2013-14 Actual Was 201415 | 2004-15Target | 2004-35Actual |Benchmarkfor2015- | Was 201516 |2015-16] 701516Actusl | Benchmarkfor 2006-| 5201617 2016-17 Taeget Results
Results tanget siandard, Resalts: Resulir- 16 its i icderd, | Targe: Results: 17 target resuits: | target stinderd.
moderate, oi: modersie. or | Resulo: moderate, or
stretch challenze: siretch strech
rhallonge: challerge:
This ensures that the agency performs timely routine a0% 80%| stretch 100% BO% stretch 100% nfa nfa nfa
inspections, consistent with policy.
Parformance Messure #10 Tyne of Measurs: Relatad to the Agency selected: |Associated
- S st A
sgency: or Required by
Federal:
Percent of frults and *2getables sampled b chizmical residug] Input, Activity Measure |Operational/Work State 245
Lisboratory ISvstem Performance
‘Why was this performance messure chosen? 2011-12 Achusl Results | 201223 Actusl Results | 2013-14 Actusl Was2014-15 | 2024-15 Target | 2014-1S Actuel 5 for 201S- { Was2015-i6 |2015-16{ 2015-16Actusl |Benchmarkfor 2016-| s 2016-17 2016-17 Target Resuits:
Results target standard, Rasults! Resufts: 16 target results: | target stanciard, | Terget Rasults i7 targetresults: | target standerd.
moderate, or moderats, or | Results: moderate, o
stretch chalienge: stretch stieich
shallenge: challenge
This tracks progress of the objecti= on increasing and Agenc; did no‘t use PM |Agency did not use PM | Agency did notuse |moderata 10% Increase 23% Decrease moderate 10% nfa nfa nfa
broad:ning sampling of fruits and vagetsbles by 10%. during this year during this year PM rluring this yesr Increac2
Parformence Measure #11 Type of Maisura: Refated to the Agency selected; | Associated
following at the Required by State; |Objectives
agency. of Raquired by
Federal!
Tercent of staff receiving technical (rel:ted to job function} |Efliiciency Measure Mission Efficiency Agency Selected 242,131,132
training




Performance Measures

Why wes th chosen? 2011-12 Actual Results |2002-13 Actus] Results | 2013-14 Actual Was 01415 | 2004-15 Target | 2014-15Actuel | Benchmerk for 2015- | Was2015-16 |2m536| 2005-16Actml | Benchmark for 2016-]  Is 201617 20116-17 Target Resuits:
Results target standerd, Results: Resits! 16target resulis. | arget stenderd. | Target Results: i7targetresults.  |target standard,
mocierate, or moderets, or | Results moderats, or
stretch challengs: stretch stretch
chalienge: challenge
This performance measure ensures that consumers are 80% 90% |-tretch 100%| 2151 stretch 100% nfa nfa nfa
I receiving ser-ices from highlv qualified ind?-idyals.
Performancs Msastire #12 Type of Meisure! Ralated to the Agancy selected: | Associated
following at the Raquired by Stwts; |C
agency: or Required by
Federal:
Percent of open psitions with nawly increaad prerequisites| ouuomé Iieasure Operationz!, Work State 246
land educslion requirements Svstem Performance
Why was this perfs chosen? 2011-12 Actus] Results | 2012-13 Acti:] Results | 2013-14 Actusi Was 201415 | 2004-15 Terget | 2004-15 Actuel h for2ms. | wes201515 |2005-16| 2015-16Actusl | Benchmark for 2018-| s 201617 2016-17 Target Rasutts:
Results target sandird, Rasults: Results: lts: dard, | Target Results 17 target resuits: | tanget stendard,
moderste, or moderste, or | Results moderate, or
stretch chatienge: stratch stratch
chalisnge: challenge
This ensurses the agency is continuously ralsing the caliber off ‘gency did not use PM |Agency did not use PM 20%| stretch 5C% 30%) strateh 5C% nfa n/a nfa
positions and employees, during this vaar during this vear
Performence Maasure #13 Typa of Mesnure: Ralated to the Agoncy pilected, | Assoclaind
following at the " State;
agency: or Required by
Federal:
Per_ent of planning staging documents completed within 2 | Efficiency Mzasure Operational/Work S;.tef State 141
months of the calendar year for existing employees and
within 1 month of hiring new 1
Why choser? 2011-12 Actuai Results | 2012-13 Achaa| Results | 2019-14 Actus| Was 201415 | 200415 Target | 2014-i5Actusl | Benchmarkfor 2015- | Was 201516 [2015-16| 2015-16Actusl | Benchmark for 2016-] 15201617 2016-17 Terget Results:
. Results tanget standard, Rasults! Results: 15 target reptty: | target standard, | Tanget Results: 17 target resuits:  [target standard,
moderate, or modeiate, or | Results: moderate, or
stratch chellenge! siretrh stretch
challengz challenge:
This measures the efficiency of agency administrationand | Agency did not use Pi-l |Agency did not use PM [Ag:ncy did notuse [stretch 100%, 80%, stretch 100% nfa n/fa nfa
places a high priority on emplo; g2 de~2lapment. during this year during this year "M during this yaer
Performence Me:sure #14 Type of Messure: Related to the Agrncy selacted;, | Assocated
following at the. Required by State; | Obs
agency: or Requirad by
Federsl!
Percent of employees counseled b, the end of annual, Output Measure Operational/Work Systeq Agency Selected 142
probationary, or trial periog
Why was thi= parformance messure chosen? 2011-12 Actunl Results |2012-13 Actual Results § 2013-14 Actuet Was 2014-15 | 2004-15 Targat | 2014-15Actiel | Banchmarkfor 2015- | Wes 201516 200518 | 201S-16Actusl | Benchmark for 2016-] Is 202617 2016-17 Target Results:
Results turget standand Results Rasults: 16target results: | target siindard, { Tarpet Rasults 17 target results: | tarmex siandard,
moderune, or moderste, or | Results! moderate, or
stretch cheilenge! stratch Stretch
challeng'y: challenge:
This measures the efiiciency of agency administrution and | Agency did not use PM [Agencydid notuse PM |Agency did notuse [stretch 100% 0% stretch 100% n'a nf: n'a
places a high priority on employee development. during this year during this year PM during this year
Performance Measure #15 Typa of Meusure: Related to the Agency sslectad, |Associated
fi atthe dby State; |Objectives
ogency: or Required by
Faderal:
Percant of full-time employe 2s receiing a persanal Output Measure Operational/Work Systed Agency Selected  [1.2.3
development plan




Performance Measures

Why was this performance measura chosen? 2011-12 Actua] Results | 2012-13 Actual Remits | 2013-14 Actusi Was 201415 | 2014-15Terget | 2014-15Actusl [Benchmerkfor2015- | Wes2015-1€ [2015-16| 2005-16Actml | Benchmarkfor 2016-|  Is 201617 2016-17 Target Reaults:
Results target stanclard, Results: Results 16 tai get resuits! target stendare, | Target Results: 17 target results' | target sandard,
moderita, or moderate, or | Results: modersts, or
stretch chellenge! stratch stratch
challenge: challenge:
This 1:1easures the efficiency of agency administration snd | Agency did not use PM |Agency did not use PM [Agency did not use |stretch 100% 53% riretch 100% na na ] nfa
places a high priority on emplo:ze development. during this year during this year PM during this year
Parformanca Measure #16 Type of Messurs: Related to the Agency salectad, | Azsociated
following at the Raguired by State; | Objectives
sgency or Requizad by
Federal:
Agribusiness identified for possible ru:ruitment Efficlency Measure Quality (Customer Agency Selected 5.2.1,5.2.2,5.23,
Satisfaction) 4,5,
‘Why was this perft chosen? Z011-12 Actual Results |2012-13 Actua] Results | 2013-14 Actus! Was201415 | 2014-25 Tangst | 2014-15 Actual 2015- | Was2015-16 [2015-16| 2015-16Achul | Banchmark for 2016-] 1 2016-17 2016-17 Terget Rasults:
Results target standerd, Results; Results: Target Results: 17 target results: | target stendard,
moderate, or moderete, or | Results: moderate. or
straich chellerze: soreteh stretch
challenge: chellenge:
Recruiting agribusinesses to SC is a ke, strategy to increasing 3 4] moderate 1 4 6 nfa nfa nfa
the Industr's economic impact. This performarce measure
tracks progress
Performance Messure #17 Type of Muisure: Related to the Agericy selectnd, | Associsted
following st the Recured by State; | Ghjactives
agency! or Required by
Federal:
Number of producers reached Input/£ctivity Measure |Mission Efficicncy Agency Selected 5.3.1,4.13,4.1.4,
4,19
‘Why was this performance meesure chosen? 2011-12 Actual Results | 201213 Actus] Results |  2013-14 Actust Was 2004-15 | 2014-15Target | 2014-15 Actual 2015 | Was201516 [200516 | 201S-16Achal | Banchmark for 2006-| 13 201617 2016-17 Target Resuits:
Resuits trrget standerd. Results: Results: 16 target results target standare. | Targe Results: 17 mrget resuits: | target standard,
motiarate, or moderate, or | Rasults: modersts, or
stretch chelisnge stretch stranch
challenge: challenge:
This perfarmance mec :ure applies to several okjectives Agency did not use. P‘M Agency did not use PM 10|moderate 10| 10| moderste 10| n/a na nfa
d with the industoy. during this vear during this year






