Laws

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.S.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.)

Item # Law Number Jurisdiction Type of Law Statutory Requirement and/or Authority Granted 2015-16 Objective(s) 2016-17 Objective(s) which
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
laws as specifically designated for execution by others.
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 3.3.53.4.4
S.C. farms, school districts, and other institutions and to provide them
with fresh and minimally processed foods for consumption by
students.
4 46-3-30 State Statute Establishes qualifications 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 Allows for the appointment of a clerk by the Commissioner.
8 46-3-80 State Statute Establishes duties of the Commissioner-promotion of agriculture;
establish a land 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
material.
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
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19 46-3-180 State Statute Establishes the authority of the Commissioner to revoke registrations
or licenses.
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 items 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,
as necessary, to execute related provisions.
27 46-3-270 State Statute Establishes the authority of SCDA to waive the remittance of indirect
cost recoveries 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. 2.3.1,2.3.2,2.3.3,
2.3.4,2.45
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 24.1,2.45
made available to private markets at reasonable charges.
33 46-15-50 State Statute Establishes that SCDA must keep markets' records. 1.6.1
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 Agricultural Marketing Advisory Council with the 3.2.1,3.2.2,3.2.3,3.2.4,
Commissioner as chairman. 3.2.5
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,
Advisory Council. 3.2.5
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,
3.2.5
38 46-17-340 State Statute Establishes that SCDA shall provide administrative support to S.C. 3.2.1,3.2.2,3.2.3,3.2.4,
Commodity Boards and Associations. 3.2.5,1.6.1
39 46-19-40 State Statute Establishes that SCDA shall approve, assist, and supervise local 3.2.1,3.2.2,3.2.3,3.2.4,
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 Program.
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. 3.3.2
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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. 3.15,3.2.1,3.2.3,3.24,
3.3.1,33.2
49 46-19-300 State Statute Establishes the authority of the Commissioner to adopt rules to 3.3.2
implement the Roadside Market Incentive 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. 2.4.1
52 46-21-35 State Statute Establishes the SCDA seed laboratory. 2.4.1
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 232
handlers licenses.
56 46-42-10 State Statute Establishes the authority of SCDA to sample, grade, and inspect grain |2.3.2
and oilseeds.
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 measures 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 44.2 State 2015-16 Appropriations Act|Establishes fruit/vegetable inspectors subsistence. 245
Part 1B
62 44.3 State 2015-16 Appropriations Act|Establishes SCDA use of the Warehouse Receipts Guaranty Fund. 232
Part 1B
63 44.4 State 2015-16 Appropriations Act|Establishes a weights and measures registration fee. 234
Part 1B
64 44.5 State 2015-16 Appropriations Act|Establishes the authority of SCDA to retain revenues associated 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 44.7 State 2015-16 Appropriations Act|Establishes the authority of SCDA to charge for export certification. 2.4.5
Part 1B
67 44.8 State 2015-16 Appropriations Act|Establishes the authority of SCDA to charge for registration of feed 2.4.2
Part 1B labels.
68 5-190 State Regulation State Farmers Markets; rules and regulations 3.3.1,3.3.2
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 2.4.1
72 5-360 through 5-373 State Regulation Salvage operations dealing in foods and cosmetics 2.1.2
73 5-420 through 5-426 State Regulation Livestock sales licenses
74 5-440 through 5-449 State Regulation Petroleum products 2.3.2
75 5-450 through 5-459 State Regulation The Roadside Market Incentive Program 3.3.2
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 2.3.4,2.2.1
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)

Agency Responding Department of Agriculture

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
guidelines.

Fiscal Year (i.e. 2015-16; Daily Operations Program Purpose of Program Other agencies whose mission the program may
2016-17; or both) fit within
HREF! State Farmers Markets The State of South Carolina owns and manages three regional state  |None

farmers markets in Columbia, Florence, and Greenville which provide
consumers with a wide variety of locally grown produce and specialty
products.

! rading/Inspections nder a cooperative agreement wit , fruit, vegetable, poultr one
HREF! Grading/Inspecti Und p ive ag ith USDA, frui getable, poultry [N

and egg, and commodity grading and inspection services are
provided. Includes Good Agricultural Practices (GAP) training.

HREF! Market News Services A contract service provided by SCDA to USDA that analyzes and None
distributes price, volume, and other market information to all
segments of the produce, grain, and livestock industries, and to
consumers.

HREF! Marketing Maintains and develops broad-based marketing programs that None
increase consumer awareness and product demand for quality SC
agricultural products at local, national, and international levels.

HREF! Consumer Services Protects consumers by ensuring that the net content statements on |None
packages and weighing or measuring devices are correct; and that
agricultural products are measured accurately for commerce.

HREF! Laboratory Services Protects consumers from unsafe, ineffective, or fraudulent goods DHEC
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 Laboratory, Chemical Residue Laboratory, and Petroleum
Products Laboratory)

HREF! Metrology Provides NIST traceable calibrations for mass and volume standards, |None
calibrates equipment for our state inspectors and private scale and
pump service companies for the enforcement of weights and
measures regulations.




Agency's Daily Operations Programs (2015-16)

#REF!

Food & Feed Safety and
Compliance

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

None

#REF!

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

#REF!

Office of the Commissioner

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

None

#REF!

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
federal regulations.

Admin Division of Human Resources

#REF!

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
media inquiries.

None

#REF!

Market Bulletin

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

None

#REF!

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 information.

Department of Commerce

#REF!

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

Agency Responding Department of Agriculture

Date of Submission 8/24/2016

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

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.




[Devartment of Agriculture

[Date of Submission la/2412016

INSTRUCTIONS: In this Chart, please do the following:

Customers and Potential Impacts (2015-16)

(a) Take each General Appropriation Act Program and think of the agency daily operations that fit within it. Then group those daily operations programs (D.0. prograrms) however 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.0. Programs, beside the
General Appropriation Act Program it relates to, in the first column. The agency may need to insert additional rows between the existing General Appropriations Programs to include each of the D.0. Programs th
(b) I the second column, provide 2 brief description of each D.0. Program.
(c)In the column titled, "Service/Product provided,” type the service or product the D.0. Program provides. Ifthe D.0. Program provides multiple services or products, insert additional rows to ensure each service or product islsted on a different row. Be as specific as possible when listing the services and products provided because this
information may be compared with the services and products provided by other agencies to determine if there is any duplication among agencies.

(d) In the column titled, "Customer

ment," select the app! 2

that General t Program

m the drop down menu. Insert additional rows as needed to ensure each customer segment who receives a particular service or product, islisted on a different row.

(e) In the column titled, “Specify for the following Segments," provide the additional information requested f the Customer Segment is (1) industry; (2) Professional Organization); or (3) General Public. The additional information provided about the “General Public” customer segments served may be utilized to help change the current “General
Public” customer segment aption into more specific and defined segments within the public

() In the column titled, “Best potential impact if agency over performs,” provide a brief description of the best potentialimpact on that customer segment if the agency performs better than it ever thought possible.

(g) In the column titled, “Most p:

wtial negative impact if the agency un

performs,”

what the ag the most pe

(h) I the column titled, "What is monitored to determine if outside help is needed,” type what the agency monitors on a daily, weekly or monthly basis to ensure the agency performance s at the level needed
(i) In the column ttled, "Outside Help to Request,” type the entities to whom the agency reaches out if the agency begins to see low performance;
(i) 1n the column ttled, "Level Requires Inform G.A." type the level at which the agency thinks the General Assembly should be put on notice;

(k) In the column titled, "1-3 G.A. Options," type one to three options for what the General Assembly could do to help resolve the issues before there is a potential criss for each customer segment.

General Appropriation Act Program/Title
Daily Operations Programs

Description/Purpose of Daily Operations Program

Provid support services, including: procurement,
supply, fleet management, accounting and financial
services, information technology, facilities management
and other

Service/Product provided
(list only one service or product per row, but insert
as many rows as needed to ensure all services and
products provided are listed)

agency support services

Customer Segment
(ist the customer segment as many time:
needed, but ist only one per line)

Executive Branch/State Agencies

Specify for the following Segments:
(1) Industry: Name; (2) Professional
Organization: Name
(3) Public: Other characteristics of public
segment who recelves service or product (.

income levels,etc.)

wtial negative impact to that customer segment that may occur as a result of the agency underperforming or performing at the worst level possible.

Impact on the
custamer segment if the agency over
performs

negative onthe
custamer segment if the agency under
P rms

[What Is monttored to
determine if outside help is
|needed

Outside Help to Request

[Level Requires Inform G.A.

1-3G.A. Options

Perfect and timely execution of ll other
daily operations programs

The agency shuts down

number of IT help tickets;
vehicle conditions; building
conditions; office supplies
level

DTO, State Fleet, General Services

Working conditions become unsafe or
agency fails to operate

1. increase funding for agency support
services; 2. approve office building
improvements

I Administrative Services- Office of the.

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

executive leadership

Executive Branch/State Agencies

New, expanded, and improved projects,
programs, and plans that enable the
agency to go above and beyond in
fulfline its mission

The agency has no leadership

type of constituent requests

Any other relevant agency or
organization that would have the
answer to a question that SCOA
does not

| Administrative Services-Human Resources

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

personnel management

Executive Branch/State Agencies

Fully staffed agency with qualfied,
satisfied employees who have no
outstanding personnel issues or
complaints

Under staffed agency with a poor work
environment

Number of employees;
legalty; employee feedback

temp agency; outside counsel;
State HR

1. direct SCEIS to work more closely.
with agencies regarding its operational
usage

 Administrative Services-Public
Information/Communications

The Public Information Department communicates SCOA'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
et inciries

traditional and social media relations and communications|

General Public

all

Instantaneous knowledge of agency and

No knowledge of agency and industry.

programs, events, and

news

, events, and news, which could
range from an inconvenience (missing a
favorite event) to a safety issue (missing a
food recall)

Number of media mentions;
level of crisis

media consultant

I Administrative Services-Public
Information/Communications

The Public Information Department communicates SCOA'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
merdia incuiries

information requests

General Public

all

Immediate answers to questions.

No answers to questions

Number of information
requests via phone, email, and
website

[Any other relevant agency or
organization that would have the
answer to a question that SCDA
does not

- Administrative Services-Public
Information/Communications

The Public Information Department communicates SCOA'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
et inciries

traditional and social media relations and communications|

Industry

agriculture

Instantaneous knowledge of agency and

No knowledge of agency and industry.

programs, events, and

news

, events, and news, which could
range from an inconvenience (missing a
favorite event) to a safety issue (missing a
food recall)

Number of media mentions;
level of crisis

media consultant

II- Laboratory Services

Protects consumers from unsafe, ineffective, or fraudulent
|goods which may be offered for public sale; assures that
goods meet acceptable standards of qualty; and issues
registrations, licenses, and permits to certain businesses.
(Food Laboratory, Feed Laboratory, Seed Laboratary,
Chemical Residue Laboratory, and Petroleum Products
[p——

fruit and vegetable residu testing

General Public

all

No consumer comes in contact with a
fruit or vegetable that exceeds the
accepted residue tolerance level

Consumers become il

f sanctions are needed;
number and type of violations

FDA; Food Emergency Response.
Network

changes n the law or new federal
mandates

1. harmonization of state and federal
authority

1. Laboratory Services

Protects consumers from unsafe, ineffective, or fraudulent
goods which may be offered for public sale; assures that
go0ds meet acceptable standards of quality; and issues
registrations, licenses, and permits to certain businesses.
(Food Laboratory, Feed Laboratory, Seed Laboratory,
Chemical Residue Laboratory, and Petroleun Products

1 ahnratorut

gasoline and diesel fuel products inspections and analysis

General Public

all

No consumer receives a low quality or
unsafe gasoline or diesel fuel product.

High amount of low quality and unsafe
gasoline and diesel fuel products on the
market

Number of consumer
complaints; number of
violations

sister state agencies

current regulatory authority or
eugipment cannot handle demand for
inspections

L. increase funding 2. update law

II- Laboratory Services

Protects consumers from unsafe, ineffective, or fraudulent
|goods which may be offered for public sale; assures that
goods meet acceptable standards of qualty; and issues
registrations, licenses, and permits to certain businesses.
(Food Laboratory, Feed Laboratory, Seed Laboratary,
Chemical Residue Laboratory, and Petroleum Products
[p——

germination and purity testing

ndustry

agriculture

(Any consumer wishing to sell seed has
immediate access to testing to fulfil
requirements set by the SC Seed Law,
Seed Regulations, and Noxious Weed
Act.

No consumer has the ability to sell seed in
South Carolina

Number of testing requests
and available staff

Clemson

overlapping of duties between
agencies

1. Adjustments to SC Seed Law, Seed
Regulations, and/or Noxious Weed Act

1. Laboratory Services-Food & Feed Safety and
Compliance

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

food sampling and analysis

General Public

all

No consumer comes in contact with
contaminated food

Consumers become il

number and severity of
outbreaks/violations

FDA

changes in the law or new federal
mandates

1. harmonization of state and federal
authority

1. Laboratory Services-Food & Feed Safety and
Compliance

E that foods and feeds are under

and sanitary conditions through routine surveillance
insoections.

P of feed products

Industry

agriculture; pet

No animal is harmed by unsafe feed

(Animals become il

number and severty of
outbreaks/uiolations

FDA

changes n the law or new federal
mandates

1. harmonization of state and federal
authority

1l 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 accuratelv for commerce

weighing and measuring devices inspections

General Public

all

No consumer receives less product than
they paid for

Consumers are consistently cheated out of
product that they paid for

number of inspections and
available staff

sister state agencies

1l Consumer Services

Protects consumers by ensuring that the net content
statements on packages and weighing or measuring

weighing and measuring devices inspections

SC businesses using commercial scales

Able to conduct business.

Unable to conduct business

number of inspections and
available staff

sister state agencies

standards, calibrates equipment for our state inspectors
and private scale and pump service companies for the
enforcement of weights and measures regulations.

Executive Branch/State Agencies

used for public purposes, ie. highway
scales, is accurately calibrated, negating
any safety o other consumer protection

services to be able to operate, leading to
increased costs and turnaround time and
decreased customer service

achieved or maintained

devices are correct; and that agricultural products are sy
measured accurately for commerce
11l Consumer Services Protects consumers by ensuring that the net content public weigh masters weights and measures Allindividuals verifying the accuracy of | No individuals verifying the accuracy of nfa
statements on packages and weighing or measuring ndustry weights and other measurements are [ weights and other measurements are
devices are correct; and that agricultural products are licensed licensed
measured accurately for commerce
11l Consumer Services Protects consumers by ensuring that the net content bonded dealers and handlers licences agriculture (Adnerence to the Dealers and Handlers | Violations of the Dealers and Handlers of | claims on Grain Dealers statutory changes Fund falls below $4 million 1. Eliminate Grain Dealers Fund and roll
statements on packages and weighing or measuring of Agricultural Products Law, ensuring [ Agricultural Products Law, leading to farmers | Guaranty Fund balance into Grain Producers Guaranty
devices are correct; and that agricultural products are ndustry farmers receive prompt and full payment [ being cheated by buyers. Fund
measured accurately for commerce from buyers through licensing and
bonine.
11l Consumer Services Protects consumers by ensuring that the net content licensing and bonding of warehouses agriculture Safe keeping of stored commodities | Farmers are overexposed value of commodities bought | statutory changes Iffarmers are overexposed and 1. Give SCDA flexbilty to adjust bonding
statements on packages and weighing or measuring ndustry and sold at each location; level donot carry adequate
devices are correct; and that agricultural products are of farmer exposure bonds relative to the value of the
measured accurately for commerce oroduct
11l Consumer Services-Metrology Provides NIST traceable calibrations for mass and volume | calibration services all All weights and measures equipment | Would have to use out-of-state calibration | turnaround time nfa industry driven certifications cannot be| 1. Fund new laboratory.
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11l Consumer Services-Metrology Provides NIST traceable calibrations for mass and volume | calibration services any [All weights and measures equipmentis | Would have to use out-of-state calibration | turnaround time
standards, calibrates equipment for our state inspectors ndustry acurately calibrated, allowing business to [services to be able to operate, leading to
and private scale and pump service companies for the function smoothly, withoutalossin  [increased costs and turnaround time and
fweichts and lati revenue. decreased 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 consistent and convenient source of | poor return on investment usage public-private partnerships
Promotions -State Farmers Markets regional state farmers markets in Columbia, Florence, and. [products General Public locally grown produce and speciality
provide a products
locally erown oroduce and soecialty oroducts
IV. Marketing Services. A, Marketing & The State of South Carolina owns and manages three |a place to selllocally grown produce and specialty agriculture reliable market for South Carolinia poor return on investment usage public-private partnerships
Promotions -State Farmers Markets regional state farmers markets in Columbia, Florence, and. [products ndustry farmers, increasing their revenue as well
provide a as the economic impact to the state
locally erown oroduce and soecialty oroducts
IV. Marketing Services. A, Marketing & Maintains and develops broad-based marketing programs [promotion of SC agricultural products agriculture 100% of consurmers choosing SC No demand for SC agricultural products, | CSC brand recognition; sales of
Promotions -Marketing that increase consumer awareness and product demand agricultural products over all other leading to a collapse of the industry local products; event
for quality SC agricultural products at local, national, and ndustry products 100% of the time, leading to attendance
international levels significant increases in revenue and
IV. Marketing Services. A, Marketing & Works to continually promote agribusiness in SC through | agribusiness recruitment agribusiness The economic impact of the SC The economic impact of the SC agribusiness | indirect and direct economic _|industry partners (Clemson, Farm 1. Restructure budget program
Promotions -Agribusiness Development research and recruitment of prospective agribusinesses agribusiness industry increases beyond  [industry declines. impact of SCagribusiness  |Bureau, etc )
that may have an interest in locating o growing their the goal of $50 billion by 2020,
agribusiness in SC, via the production of SC grown ndusry
products or value-added services/processing. Works with
elected officials and business/state leaders atal levels to
faciltate sound public policy and serve as an unbiased
couieea of infrmation
IV. Marketing Services. A. Marketing & Cooperate with the federal government to implement the | grant obtainment and implementation agribusiness Allavailable federal grant funding goes to| No available federal grant funding goes to SC, | amount of funding industry partners (Clemson, Farm | Programs end due to ack of funding | 1. Fund programs that are reliant on
Promations -Grants Coordination Specialty Crop Block Grant (SCBG), Farm to School Grant C, allowing an increase in programs. | leading to programs ending. Bureau, etc.)
(F25), Manufactured Food and Regulatory Program Industry
Standards (MFRPS); pursue and secure other grants to
henefit the ariculture indisstry and SCOA
IV. Marketing Services. B. Cc v [ serves as aliason 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 boards and | Commodity boards lose their 1. Procurement code exemption
the state's Agriculture Commission to aid in marketing | commodities promation leads to increased revenue | revenue and failure by producers tostay  |emergency issues associations autonomy or suffer due to being
state commodities, as well as fund various research Industry and highest level of education ensures allfinformed of regulations housed under a state agency.
projects relevant to the commodity producers are up to date on regulations
and current issies
IV. Marketing Services. C. Market Services - | A contract service provided by SCDA to USDA that analyzes | price, volume, and other agricultural market information agriculture Access to timely and accurate market | No access to market information Number and location of sales; | USDA
Market News Services and distributes price, volume, and other market ndustry information whenever needed avalable staff
information to all segments of the produce, grain, and
livestock industries_and
IV. Marketing Services. D. Inspection Services - | Under a cooperative agreement with USDA, frult, fruit and vegetable grading and inspection agriculture All produce growers have access to Produce growers are unable to selltheir | Number of needed USDA
Grading/Inspections vegetable, poultry and egg, and commodity grading and ndustry grading and inspection services that [ product. inspections and available staff
inspection services are provided. Includes Good allow therm to sell their products.
Agricultural Practices (GAP) training
IV. Marketing Services. D. Inspection Services - | Under a cooperative agreement with USDA, frult, peanut grading and inspection agriculture [All peanut producers h , Peant prod unable to sell their | Number of needed USDA
Grading/Inspections vegetable, poultry and egg, and commodity grading and ndustry grading and inspection services that [ product. inspections and available staff
inspection services are provided. Includes Good allow therm to sell their products.
Agricultural Practices (GAP) training
IV. Marketing Services. D. Inspection Services - | Under a cooperative agreement with USDA, frult, poultry and egg grading and inspection agriculture (All egg producers have access to grading | Egg producers are unable to sell their Number of needed USDA
Grading/Inspections vegetable, poultry and egg, and commodity grading and ndustry and inspection services that allow them [ product. inspections and available staff
inspection services are provided. Includes Good to sell their products
Agricultural Practices (GAP) training
IV. Marketing Services. D. Inspection Services - | Under a cooperative agreement with USDA, frutt, rain grading and inspection agriculture All grain producers have access to Grain producers are unable to selltheir Number of needed USDA
Grading/Inspections vegetable, poultry and egg, and commodity grading and ndustry grading and inspection services that [ product. inspections and available staff
inspection services are provided. Includes Good allow therm to ship and market their
Agricultural Practices (GAP) training erain
IV. Marketing Services. D. Inspection Services - | Under a cooperative agreement with USDA, frult, Good Agricultural Practices (GAP) training, agriculture producers fail GAP audits producers are prepared and pass GAP audits | conflict of interest between | Clemson
Grading/Inspections vegetable, poultry and egg, and commodity grading and ndustry training and certification
inspection services are provided. Includes Good
Agricultural Practices (GAP) training
IV. Marketing Services. E. Market Bulletin - | Publication issued twice a month as 2 marketplace for | Market Bulletin publication all reliable and informative source for waste of subscription nfa nfa

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
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Public Benefit and Staff Responsibility (2015-16)

[Agency Responding [Department of Agriculture: |
Date of Sub [8/24/2016 |

INSTRUCTIONS: In this Chart, the agency wil find information it provided in its Restructuring Report for 2015-16. Please ensure all cells are completed and the goals, strategies, objectives, intended public benefits and staff responsible are accurate for 2015-16. Cells which were left blank in
the Restructuring Report and need to completed are highlighted in yellow. Please highlight, in green, any cells where the agency provided information in the Restructuring Report, but there were changes in the plan or who was responsible after submission of the report. In another chart in
this report the agency will provide information related to its 2016-17 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 - Increase the number of job opportunities available to juveniles to 20 per juvenile within the next 2 years).

2) Under the "Public Benefit/Intended Outcome" column, enter the intended outcome of accomplishing each goal and objective

3) Under the "Responsible Person” columns, provide information about the individual who has primary responsibility/accountability for each goal and objective. The Responsible Person for a goal has different teams of employees beneath him/her to help accomplish the goal. The
Responsible Person for an objective has employees and possibly different teams of employees beneath him/her to help accomplish the objective. The Responsible Person for a goal is the person who, in conjunction with his/her team(s) and approval from higher level superiors, determines
the strategy and objectives needed to accomplish the goal. The Responsible Person for an objective is the person who, in conjunction with his/her employees and approval from higher level superiors, sets the performance measure targets and heads the game plan for how to accomplish
the objective for which he/she is responsible. Under the "Position" column, enter the Responsible Person's position/title at the agency. Under "Office Address" column, enter the address for the office from which the Responsible Person works. Under the "Department/Division" column,
enter the department or division at the agency in which the Responsible Person works. Under the "Department/Division Summary" column, enter a brief summary (no more than 1-2 sentences) of what that department or division does in the agency

Mission: To promote and nurture the growth and development of South Legal Basis: Act No. 104 of 1879
Carolina's agriculture industry and its related businesses while assuring
the safety and security of the buying public

Vision: For the State's economy to grow and prosper, providing everyone, Legal Basis: 46-3-10
producers and consumers, opportunities to enjoy the benefits of
agriculture.
Strategic Plan Part and Description {2015-16) Intended Public Benefit/Outcome: How long as staff
(Ex. Outcome = incidents decrease and public perceives that the road is ‘member been
safer) Just enter the intended outcome Responsible Employee respons;h]g ior. the goal Position: Office Address: Department of Division: Department or Division Summary:
Name: or objective:
(i.e. more or less than 3
vears)
Goal 1 - Improve agency operational readiness and workfarce development |Agency employees provide better customer service and are more Aaron Wood More than 3 years Assistant Headquarters (1200 Senate Agency Operations (AO) Division works to ensure that people, equipment, and infrastructure are
productive Commissioner Street, 5th Floor Wade Division available and positioned across the state to keep the agency mission ready.

Hampton Building, Columbia)
unless otherwise noted

Strategy 1.1 Evaluate new technology producs and services and implement based
on cost/benefit analyses

Objective 1.1.1 - Place all internal agency forms on the network Agency employees provide better customer service and are more Carla Lindler Less than 3 years Director of Headquarters Administration (AO) Finance, Procurement, Supply and Facilities
productive Administration
Objective 1.1.2 - Replace personal computers every three years Agency employees provide better customer service and are more Jared Campbell Less than 3 years IT Consultant Headquarters IT (AO) Responsible for IT equipment and service
productive
Objective 1.1.3 - Convert Wade Hampton Office phone systems to Voice Over IP |Agency employees provide better customer service and are more Jared Campbell Less than 3 years IT Consultant Headquarters IT (A0) Responsible for IT equipment and service
(VOIP) system productive
Objective 1.1.4 - Equip 100% of Consumer Protection field inspectors with 4G |Agency employees provide better customer service and are more Jared Campbell Less than 3 years IT Consultant Headquarters IT (A0) Responsible for IT equipment and service
mobile network access productive
Objective 1.1.5 - Work with vendors and service providers to refine current Agency employees provide better customer service and are more Jared Campbell Less than 3 years IT Consultant Headquarters IT (AO) Responsible for IT equipment and service
products and offer best-in-breed technology to staff productive
Strategy 1.0 - Prioritize information security activites - |
Objective 1.2.1 - Achieve 100% copmpletion of the US Department of Defense | Ensure that data is secure and handled appropriately Jared Campbell Less than 3 years IT Consultant Headquarters IT (A0) Responsible for IT equipment and service
Information Securitv Awareness Program by 31 October every vear
Objective 1.2.2 - Have Executive and IT staff participate in State of SCINFOSEC | Ensure that data is secure and handled appropriately Jared Campbell Less than 3 years IT Consultant Headquarters IT (40) Responsible for IT equipment and service
project by attending quarterly meetings or as directed by Division of Technology
Objective 1.2.3 - Implement all 13 INFOSEC policies by 2016 Ensure that data is secure and handled appropriately Jared Campbell Less than 3 years /T Consultant /T (AO) Responsible for IT equipment and service
Strategy 1.3 - Provide more professional development opportunities for
emplovees
Objective 1.3.1 Encourage employees to identify relevant technical training Agency employees provide better customer service and are more Kathleen Pierce Less than 3 years Human Resources | Headquarters HR (AO) The Human Resources Department manages personnel matters, including
during their yearly EPMS planning stage productive Director benefits administration, state classification plan, payroll, leave accounting, and
staff development. Human Resources also ensures that SCDA personnel
practices are compliant with state and federal
Objective 1.3.2 - Expand training delivery platforms to be more convenientand | Agency employees provide better customer service and are more Multiple Less than 3 years Supervisors Various Various Agency wide
offer options for different learning styles productive
Objective 1.3.3 - Offer in-house training at least quarterly Agency employees provide better customer service and are more Kathleen Pierce Less than 3 years Human Resources | Headquarters HR (AO) The Human Resources Department manages personnel matters, including
productive Director benefits administration, state classification plan, payroll, leave accounting, and
staff development. Human Resources also ensures that SCDA personnel
practices are compliant with state and federal
Objective 1.3.4 - Solicit suggestions for training on broad topics beneficial to all | Agency employees provide better customer service and are more Kathleen Pierce Less than 3 years Human Resources | Headquarters HR (AO) The Human Resources Department manages personnel matters, including
employees productive Director benefits administration, state classification plan, payroll, leave accounting, and
staff development. Human Resources also ensures that SCDA personnel
practices are compliant with state and federal
Objective 1.3.5 - Staff will participate in trade groups and industry associations | Agency employees provide better customer service and are more Unit supervisors Less than 3 years Supervisors Various Various Agency wide

productive

Strategy 1.4 - Fully utilize annual Employee Performance Management System
(EPMS) as a communication tool

Objective 1.4.1 - Complete planning stage documents within 2 months of the Agency employees provide better customer service and are more All Supervisors Less than 3 years Supervisors Various Various Agency wide

calendar year for all existing employees or within 1 month of hiring new productive

emplovees

Objective 1.4.2 - Evaluate and counsel 100% of employees by the end of annual, |Agency employees provide better customer service and are more All Supervisors Less than 3 years Supervisors Various Various Agency wide

probationary, or trial period productive

Objective 1.4.3 - Include comments and/or personal development plan for 100% |Agency employees provide better customer service and are more All Supervisors Less than 3 years Supervisors Various Various Agency wide

of employees productive

Strategy 1.5 - Empower supervisors to be better decision makers and personnel

managers

Objective 1.5.1 Provide monthly financial reports to appropriate program staff | Agency employees provide better customer service and are more Carla Lindler Less than 3 years Administration | Headquarters Administration (AO) Finance, Procurement, Supply and Facilities
productive Director

Objective 1.5.2 - Conduct annual introductory and advanced training for Agency employees provide better customer service and are more Division Directors Less than 3 years Assistant Various Various Agency wide

supervisors productive C

Objective 1.5.3 - Encourage more frequent meetings between supervisors and | Agency employees provide better customer service and are more Division Directors Less than 3 years Assistant Various Various Agency wide

subordinates productive Cc
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Objective 1.5.4 - Designate training officers for all Consumer Service programs
and staff

Agency employees provide better customer service and are more
productive

John Stokes

Less than 3 years

Director of
Consumer Services

123 Ballard Court, West
Columbia, SC

Consumer Services (CP)

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. This
department is responsible for drawing official samples of motor fuels, some
|foods, feed, and agricultural product for the Department’s Laboratory Division
to ensure the qualty of these products. Consumer Services also regulates
cotton and arain warehouse storaae facilities.

Objective 1.5.5 - Review agency and departmental policies annually; edit and/or
draft new policies as necessary

Agency employees provide better customer service and are more
productive

Strategy 1.6- Improve financial reporting and business procedures

Kathleen Pierce

Less than 3 years

Human Resources
Director

Headaquarters

HR (AO)

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 federal regulations.

Objective 1.6.1 - Provide monthly financial reports to division directors for Agency employees provide better customer service and are more Carla Lindler Less than 3 years Administration | Headquarters Administration (AO) Finance, Procurement, Supply and Facilities

personnel and operating funds in their areas of r productive Director

Objective 1.6.2 - Assistant Commissioner for Agency Operations and Director of | Agency employees provide better customer service and are more Aaron Wood Less than 3 years Assistant Headquarters Agency Operations (AO) Division works to ensure that people, equipment, and infrastructure are
Administration will review all agency financials monthly productive C Division available and across the state to keep the agency mission ready.
Objective 1.6.3 - Expand procurement raining and procedural knowledge to Improve stewardship of appropriated and revenue funds Carla Lindler Less than 3 years Administration | Headquarters Administration (AO) Finance, Procurement, Supply and Facilities

ensure compliance with procurement code, expand advertising scope, and Director

diversify vendor pool

Objective 1.6.4 - Achieve a higher agency procurement certification from MMO | Improve stewardship of appropriated and revenue funds Carla Lindler Less than 3 years Administration | Headquarters Administration (AO) Finance, Procurement, Supply and Facilities

Strategy 1.7 - Diversify agency workforce by EEOC categories, age, education,
experience, and perspective

Director

Objective 1.7.1 - Attend at least two recruitment events annually Employ a workforce more representative of agency constituents Kathleen Pierce Less than 3 years Human Resources | Headquarters HR (A0) The Human Resources Department manages personnel matters, including
Director benefits administration, state classification plan, payroll, leave accounting, and

staff development. Human Resources also ensures that SCDA personnel
practices are compliant with state and federal

Objective 1.7.2 - Use at least three additional avenues, other than NeoGov, to | Employ @ workforce more representative of agency constituents Kathleen Pierce Less than 3 years Human Resources |Headquarters HR (AO) The Human Resources Department manages personnel matters, including

advertise position vacancies over the course of the year Director benefits administration, state classification plan, payroll, leave accounting, and
staff development. Human Resources also ensures that SCDA personnel
practices are compliant with state and federal

Objective 1.7.3 - Complete required EEOC reporting and focus on potential areas | Employ a workforce more representative of agency constituents Kathleen Pierce Less than 3 years Human Resources | Headquarters HR (A0) The Human Resources Department manages personnel matters, including

of improvement

Strategy 1.8 - Emphasize employee health and safety on and off the job

Objective 1.8.1 - Offer an annual health screening for all employees

Agency employees provide better customer service and are more
productive

Kathleen Pierce

Less than 3 years

Director

Human Resources
Director

Headquarters

HR (AO)

benefits administration, state classification plan, payroll, leave accounting, and
staff development. Human Resources also ensures that SCDA personnel
practices are compliant with state and federal requlations.

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 federal

Objective 1.8.2 - Certify and maintain currency for 10% of strategically placed

Agency employees provide better customer service and are more

Justin Marshall

Less than 3 years

Safety Coordinator

121 Ballard Court, West

Laboratory (CP)

Laboratory Services protects consumers from unsafe, ineffective, or fraudulent

agency employees in first aid, CPR, and AED productive Columbia, SC goods which may be offered for public sale; assures that goods meet
acceptable standards of quality; and issues registrations, licenses, and permits
to certain

Objective 1.8.3 - Ensure that all agency office buildings with 10 or more Agency employees provide better customer service and are more Kathleen Pierce Less than 3 years Human Resources | Headquarters HR (AO) The Human Resources Department manages personnel matters, including

employees are equipped with AED machines productive Director benefits administration, state classification plan, payroll, leave accounting, and
staff development. Human Resources also ensures that SCDA personnel
practices are compliant with state and federal

Objective 1.8.4 - Purchase Personal Protective Equipment for all field personnel | Agency employees provide better customer service and are more Unit supervisors Less than 3 years Supervisors Various Various Agency wide

productive
Goal 2 - Protect the in the through Provide public safety by ensuring quality and quantity of products in the | Derek Underwood More than 3 years Assistant 123 Ballard Court, West Consumer Protection (CP) | The Consumer Protection Division (CPD) is comprised of four (4) main

inspections, laboratory testing and analysis, issuing certifi
licensing, auditing, and providing commadity oversight of storage
warehouses and facilities.

sampling,

e are accurate

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

Commissioner

Columbia, SC

Division

departments: Laboratory Services Department, Consumer Services

v Services Dep t, and Sofety &
Compliance Department of SCDA; all work together to enforce state
requlations

Department,

Objective 2.1.1 - Provide advanced classroom training, on-the-job training, and | Provide public safety by ensuring quality and quantity of products in the |Angie Culler Less than 3 years Director 123 Ballard Court, West Food and Feed Safety (CP)  |Food/Feed Safety & Compliance ensures that foods and feeds are
continuing education courses for entire food/feed inspection team marketplace are accurate Columbia, SC manufactured and marketed under safe and sanitary conditions through
routine surveillance inspections. Inspectors ensure that food is pure and
wholesome, safe to eat, and properly labeled according to laws and
Objective 2.1.2 - Hire Feed Control Official replacement to cover feed industry | Provide public safety by ensuring quality and quantity of products in the |Angie Culler Less than 3 years Director 123 Ballard Court, West Food and Feed Safety (CP) | Food/Feed Safety & Compliance ensures that foods and feeds are
inspections in SC marketplace are accurate Columbia, SC manufactured and marketed under safe and sanitary conditions through
routine surveillance inspections. Inspectors ensure that food is pure and
wholesome, safe to eat, and properly labeled according to laws and
Objective 2.1.3 - Participate in the Food and Drug Administration's MFRPS by | Provide public safety by ensuring quality and quantity of products in the |Angie Culler Less than 3 years Director 123 Ballard Court, West Food and Feed Safety (CP) | Food/Feed Safety & Compliance ensures that foods and feeds are
2015 marketplace are accurate Columbia, SC manufactured and marketed under safe and sanitary conditions through
routine surveillance inspections. Inspectors ensure that food is pure and
wholesome, safe to eat, and properly labeled according to laws and
Objective 2.1.4 - Create 4 working and viable MOUs with other state agencies | Provide public safety by ensuring quality and quantity of products in the | Derek Underwood Less than 3 years Assistant 123 Ballard Court, West Consumer Protection (CP) | The Consumer Protection Division (CPD) is comprised of four (4) main

including DHEC, DNR, and SC LPH

marketplace are accurate

Commissioner

Columbia, SC

Division

departments: Laboratory Services Department, Consumer Services
v Services Dep t, and Sofety &
Compliance Department of SCDA; all work together to enforce state

Department,

Objective 2.1.5 - Make all 42 public forms able to be submitted online

Provide easier and quicker public access to information

Strategy 2.2 - Maintain the accuracy of the state's measurement system by
providing high precision calibration services to public and private sector
customers at the SC Metrology Laboratory

Jared Campbell/
Lauren Gunn

Less than 3 years

IT Consultant /
Administrative
Assistant

123 Ballard Court, West
Columbia, SC

IT (A0)/ CP

The Consumer Protection Division (CPD) is comprised of four (4) main
departments: Laboratory Services Department, Consumer Services
Department, y Services Department, and Feed/Food Safety &
Compliance Department of SCDA; all work together to enforce state

requlations.
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Objective 2.2.1 - Become accredited by the National Voluntary Laboratory Offer more services for public and private customers Robert McGee Less than 3 years Lab Director 237 Catawba Street, Columbia | Metrology (CP) The Metrology Lab provides NIST traceable calibrations for mass and volume

Accreditation Program (NVLAP) sc standards, calibrates equipment for our state inspectors and private scale and
pump service companies for the enforcement of weights and measures

Objective 2.2.2 - Establish a new Quality Manager Position to provide ongoing | Offer more services for public and private customers Robert McGee Less than 3 years Lab Director 237 Catawba Street, Columbia | Metrology (CP) The Metrology Lab provides NIST traceable calibrations for mass and volume

auditing and documentation of the quality assurance program sc standards, calibrates equipment for our state inspectors and private scale and
pump service companies for the enforcement of weights and measures

Objective 2.2.3 - Design and build a new metrology laboratory to meet the Offer more services for public and private customers Robert McGee Less than 3 years Lab Director 237 Catawba Street, Columbia | Metrology (CP) The Metrology Lab provides NIST traceable calibrations for mass and volume

requirements for an Echelon | metrology laboratory sc standards, calibrates equipment for our state inspectors and private scale and
pump service companies for the enforcement of weights and measures
requlations.

Strategy 2.3 - Provide the public with assurance that commodities purchased are

the correct quantity and quality, through routine inspections of

gasoline/petroleum dispensers. scales. and commoditv storage facilities

Objective 2.3.1 - Establish a subject matter expert position for in-the-field Provide public safety by ensuring quality and quantity of products in the |John Stokes Less than 3 years Director 123 Ballard Court, West Consumer Services (CP) Consumer Services protects consumers by ensuring that the net content

assessments and knowledge exchange marketplace are accurate Columbia, SC statements on packages and weighing or measuring devices are correct; and
that agricultural products are measured accurately for commerce. This
department is responsible for drawing official samples of motor fuels, some
foods, feed, and agricultural product for the Department’s Laboratory Division
to ensure the quality of these products. Consumer Services also regulates
cotton and arain warehouse storage facilities.

Objective 2.3.2 - Routinely inspect 100% of regulated firms annually Provide public safety by ensuring quality and quantity of products in the |John Stokes More than 3 years Director 123 Ballard Court, West Consumer Services (CP) Consumer Services protects consumers by ensuring that the net content

marketplace are accurate Columbia, SC statements on packages and weighing or measuring devices are correct; and

that agricultural products are measured accurately for commerce. This
department is responsible for drawing official samples of motor fuels, some
|foods, feed, and agricultural product for the Department’s Laboratory Division
to ensure the quality of these products. Consumer Services also regulates
cotton and arain warehouse storaae facilities.

Objective 2.3.3 - Ensure same-day follow-up communication on 100% of Provide public safety by ensuring quality and quantity of products in the |Alicia Attaway More than 3 years Administrative | 123 Ballard Court, West Consumer Services (CP) Consumer Services protects consumers by ensuring that the net content

consumer complaints marketplace are accurate Assistant Columbia, SC statements on packages and weighing or measuring devices are correct; and
that agricultural products are measured accurately for commerce. This
department is responsible for drawing official samples of motor fuels, some
foods, feed, and agricultural product for the Department’s Laboratory Division
to ensure the quality of these products. Consumer Services also regulates
cotton and arain warehouse storage facilities.

Objective 2.3.4 - Continue field level supervision of Weights and Measures Provide public safety by ensuring quality and quantity of products in the |John Stokes Less than 3 years Director 123 Ballard Court, West Consumer Services (CP) Consumer Services protects consumers by ensuring that the net content

program for 100% of SC Counties marketplace are accurate Columbia, SC statements on packages and weighing or measuring devices are correct; and
that agricultural products are measured accurately for commerce. This
department is responsible for drawing official samples of motor fuels, some
|foods, feed, and agricultural product for the Department’s Laboratory Division
to ensure the quality of these products. Consumer Services also regulates
cotton and arain warehouse storaae facilities.

Strategy 2.4 - Provide the public with assurance that commodities purchased are

safe, wholesome, and adhere to standards, through chemical and physical

analvtical analvsis of food. animal feed. seed. and petroleum products

Objective 2.4.1 - Collaborate and ensure open communication with other state | Provide public safety by ensuring quality and quantity of products in the | Derek Underwood Less than 3 years Assistant 123 Ballard Court, West Consumer Protection (CP) | The Consumer Protection Division (CPD) is comprised of four (4) main

agencies to perform routine and emergency testing

marketplace are accurate

Commissioner

Columbia, SC

Division

departments: Laboratory Services Department, Consumer Services
Department, v Services Department, and Feed/Food Safety &
Compliance Department of SCDA; all work together to enforce state

Objective 2.4.2 - Ensure technical training of 100% of new and existing staff Provide public safety by ensuring quality and quantity of products in the | Phil Trefsgar Less than 3 years Director 123 Ballard Court, West Laboratory (CP) Laboratory Services protects consumers from unsafe, ineffective, or fraudulent
marketplace are accurate Columbia, SC goods which may be offered for public sale; assures that goods meet
acceptable standards of quality; and issues registrations, licenses, and permits
to certain
Objective 2.4.3 - Evaluate and track national and state organization memberships | Provide public safety by ensuring quality and quantity of products in the |All Supervisors Less than 3 years Supervisors Various Various ‘Agency wide
for the value gained by SCDA marketplace are accurate
Objective 2.4.4 - Develop SOPs and protocols to enhance laboratory capabilities | Provide public safety by ensuring quality and quantity of products in the | Phil Trefsgar Less than 3 years Director 123 Ballard Court, West Laboratory (CP) Laboratory Services protects consumers from unsafe, ineffective, or fraudulent

through national and regulatory accreditation programs

marketplace are accurate

Columbia, SC

goods which may be offered for public sale; assures that goods meet
acceptable standards of quality; and issues registrations, licenses, and permits
to certain

Objective 2.4.5 - Increase and broaden sampling of fruits and vegetables in the
chemical residue laboratory by 10%

Provide public safety by ensuring quality and quantity of products in the
marketplace are accurate

Sherry Garris

Less than 3 years

Chemist, Pesticide
Residue

123 Ballard Court, West
Columbia, SC

Laboratory (CP)

Laboratory 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

Objective 2.4.6 - As current positions become open, elevate prerequisites and
educational level for 50% of new hires

Provide public safety by ensuring quality and quantity of products in the
marketplace are accurate

Laboratory Supervisors

Less than 3 years

Supervisors

123 Ballard Court, West
Columbia, SC

Laboratory (CP)

Laboratory 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

Objective 2.4.7 Develop and maintain Laboratory Safety Program with 100%
attendence at all safety meetings and trainings

Provide public safety by ensuring quality and quantity of products in the
marketplace are accurate

Justin Marshall

Less than 3 years

Safety Coordinator

123 Ballard Court, West
Columbia, SC

Laboratory (CP)

Laboratory 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

Goal 3 - Promote and market South Carolina agriculture, both domestically |Grow the value (per unit, total) of agricultural products and by-products |Martin Eubanks More than 3 years Assistant Headquarters Agricultural Services (AS) The Agricultural Services Division consists of the South Carolina Agriculture

and abroad, to increase demand for agricultural products in the state Commissioner Division C and ), Program, State Farmers
Markets, Market News Service and the Gradina and Inspection Progra;

Strategy 3.1 - Expand Certified SC (CSC) branding program

Objective 3.1.1 - Increase program membership by 10% Help the public identify and purchase more food grown in SC Ansley Turnblad Less than 3 years Brand Coordinator | Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop
broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
national, and international levels.

Objective 3.1.2 - Use merchandising to grow sales of local products in retail Help the public identify and purchase more food grown in SC Sonny Dickinson Less than 3 years Merchandiser Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop

outlets by 5%

broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,

national, and international levels.




Public Benefit and Staff Responsibility (2015-16)

Objective 3.1.3 - Grow sales in NC, VA and Mid-Atlantic region with key retailers | Grow sales of SC grown and made agricultural products Martin Eubanks Less than 3 years (Assistant Headquarters Marketing (AS) The Marketing and Promation Division's mission is to maintain and develop

by 10% in key measurable areas of fresh produce through combined radio and Commissioner / broad-based marketing programs that increase consumer awareness and

merchandising efforts Marketing product demand for quality South Carolina agricultural products at local,

Director national, and international levels.

Objective 3.1.4 - Increase event attendance by 10% and adjust future direction _|Increase awareness of SC agriculture ‘Ansley Turnblad Less than 3 years Brand Coordinator | Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop

based on project utilization and evaluation broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
national, and international levels.

Objective 3.1.5 - Increase CSC brand recognition by 10% Help the public identify and purchase more food grown in SC Ansley Turnblad Less than 3 years Brand Coordinator | Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop

Strategy 3.2 - Expand commodity board research, promotion and education

Objective 3.2.1 - Develop commodity specific strategies to highlight crop

Grow sales of SC grown and made agricultural products

Chad Truesdale

Less than 3 years

Commodities

Headquarters

|

Marketing (AS)

broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
ational, and international levels.

The Marketing and Promotion Division's mission is to maintain and develop

conditions, outlooks, and timin, to increase overall sales in-state by 5% Coordinator broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolin agricultural products at local,
national, and international levels.

Objective 3.2.2 - Fund research of new technologies, science and best Producer investment to increase their bottom line Chad Truesdale More than 3 years Commodities Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop

management practices for production, packaging and processing Coordinator broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
national, and international levels.

Objective 3.2.3 - Increase cross-promotion of, and between, commodities Grow sales of SC grown and made agricultural products Chad Truesdale More than 3 years Commodities Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop

Coordinator broad-based marketing programs that increase consumer awareness and

product demand for quality South Carolina agricultural products at local,
national, and international levels.

Objective 3.2.4 - Devote more resources into export market analysis, access, and | Grow sales of SC grown and made agricultural products Martin Eubanks Less than 3 years Assistant Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop

development Commissioner broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
national, and international levels.

Objective 3.2.5 - Explore current and new marketing events and activities Grow sales of SC grown and made agricultural products Martin Eubanks More than 3 years Assistant Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop

Strategy 3.3 - Expand marketing opportunities through the State Farmers Market
svstem, community based markets, roadside markets. and agritourism operators

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

Provide more marketing opportunities for SC producers

Brad Boozer

Less than 3 years

Commissioner

State Farmers
Markets Manager

3483 Charleston Highway,
West Columbia, SC 29172

|

Farmers Markets (AS)

broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
ational, and international levels.

Provide consumers with a wide variety of locally grown produce and specialty
products. Consumers may shop in farmers sheds, retail centers, and at major
wholesale that operate at each market.

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

Provide more marketing opportunities for SC producers

Brad Boozer

Less than 3 years

State Farmers
Markets Manager

3484 Charleston Highway,
West Columbia, SC 29172

Farmers Markets (AS)

Provide consumers with a wide variety of locally grown produce and specialty
products. Consumers may shop in farmers sheds, retail centers, and at major

wholesale that operate at each market.

Objective 3.3.3 Develop producer Good Agricultural Practice (GAP) training and | Provide more marketing opportunities for SC producers Jack Dantzler Less than 3 years Director 117 Ballard Court, West Grading and Inspection (AS) | Provide consumers with a wide variety of locally grown produce and specialty

certification schedule and outreach efforts during pre-season and production to Columbia, SC 29172 products. Consumers may shop in farmers sheds, retail centers, and at major

increase GAP certified farms by 15% wholesale that operate at each market.

Objective 3.3.4 - Provide 4 training meetings for producers interested in Provide more marketing opportunities for SC producers Emily Joyce Less than 3 years Marketing Headquarters Marketing (AS) The Marketing and Promation Division's mission is to maintain and develop

accepting WIC/SNAP vouchers across the state Specialist broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
national, and international levels.

Objective 3.3.5 - Consintue to increase school participation in direct purchases of | Provide more marketing opportunities for SC producers Betsy Dorton Less than 3 years Farm to Institution | Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop

local product with increase in sales of 10% statewide

Strategy 3.4 - Increase promotion of non-tradional agriculture

Coordinator

broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolin agricultural products at local,
ational, and international levels.

Objective 3.4.1 - Create 3 statewide food hubs Provide more marketing opportunities for SC producers Clint Leach Less than 3 years Assistant Headquarters Economic Development and | Promote and advocate for the growth of existing and new agribusiness
Commissioner External Affairs Division opportunities throughout the state. This is done by working with elected
(EDEA) officials and business/state leaders at all levels to push for an efficient policy
and economic de environment.
Objective 3.4.2 - Increase the number of agritourism operations participating in | Provide more marketing opportunities for SC producers Jackie Moore Less than 3 years (Agritourism Headquarters Marketing (AS) The Marketing and Promation Division's mission is to maintain and develop
SCDA programming by 10% Director broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolin agricultural products at local,
national, and international levels.
Objective 3.4.3 - Educate the general public on the diverse opportunities of Increase demand for SC products Stephanie Sox Less than 3 years Communications | Headquarters Public Information (EDEA) Communicates SCDA’s mission, and the importance of SC agriculture and
nontraditional agriculture, on a monthly basis Director 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 media
inauiries.
Objective 3.4.4 - Collaborate on a monthly basis with DHEC, Clemson, USCand | Increase demand for SC products Betsy Dorton Less than 3 years Farm to Institution | Headquarters Marketing (AS) The Marketing and Promation Division's mission is to maintain and develop
Department of Education to promote farm to school program to current school Coordinator broad-based marketing programs that increase consumer awareness and
nutrition officials and food service employees product demand for quality South Carolin agricultural products at local,
national, and international levels.
Provide unbiased information to improve public safety, educate Stephanie Sox Less than 3 years Communications | Headquarters Public Information (EDEA) | Communicates SCDA’s mission, and the importance of SC agriculture and

Goal 4 - Provide credible and timely information to increase public

of the industry, and of issues

producers and consumers, and facilitate the exchange of agricultural
goods and services

Strategy 4.1 - Ensure timely delivery of informatio of both producer and
consumer interest

Objective 4.1.1 - Develop strategies to reach consumers directly on internet
channels with messaging one month before major events and two weeks before
minor events

Create more awareness about SC agriculture, drive demand for SC
products and increase industry value

Elizabeth Shuler

Less than 3 years

Director

Marketing
Specialist

Headquarters

S
§
=
>

Marketing (AS)

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 media

The Marketing and Promotion Division's mission is to maintain and develop
broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
national, and international levels.




Public Benefit and Staff Responsibility (2015-16)

Objective 4.1.2 - Update plan for crisis management and/or regulatory
enforcement events

Provide public safety by ensuring quality and quantity of products in the
marketplace are accurate

Derek Underwood

Less than 3 years

Assistant
Commissioner

123 Ballard Court, West
Columbia, SC

Consumer Protection (CP)
Division

The Consumer Protection Division (CPD) is comprised of four (4) main
departments: Laboratory Services Department, Consumer Services
Department, v Services Dep t, and Sofety &
Compliance Department of SCDA; all work together to enforce state

Objective 4.1.3 - Respond to 100% of website information requests within 2 Answer questions correctly and quickly Stephanie Sox Less than 3 years Communications | Headquarters Public Information (EDEA) Communicates SCDA’s mission, and the importance of SC agriculture and

business days Director 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 media
inguiries.

Objective 4.1.4 - Actively use social media messaging and maintain activity level of| Create more awareness about SC agriculture, drive demand for SC Elizabeth Shuler Less than 3 years Marketing Headquarters Marketing (AS) The Marketing and Promation Division's mission is to maintain and develop

atleast two posts per day products and increase industry value Specialist broad-based marketing programs that increase consumer awareness and

product demand for quality South Carolina agricultural products at local,
national, and international levels.

Objective 4.1.5 - Ensure market news reports maintain 98% accuracy

Strategy 4.2 - Increase media coverage of agency activities and functions

Help producers make marketing decisions

Kellie Taylor

Less than 3 years

Area Supervisor

117 Ballard Court, West
Columbia, SC 29172

Market News (AS)

The Market News Service is a USDA market service that analyzes and
distributes price, volume and other market information from producers,
shippers, wholesalers, brokers, market vendors and auction markets to all
segments of the produce, grain and livestock industries and to consumers
through Internet reports, printed reports, telephone recording devices, daily
radio programs, as well as daily and weekly newspapers. South Carolina
oricing is uodated dai

Objective 4.2.1 - Increase earned media coverage year over and above 2012-13 | Provide unbiased information to improve public safety, educate Stephanie Sox Less than 3 years Communications | Headquarters Public Informatin (EDEA) Communicates SCDA’s mission, and the importance of SC agriculture and

performance results producers and consumers, and facilitate the exchange of agricultural Director agribusiness, through traditional and social media, websites, and the SC
goods and services Market Bulletin. Public Information also informs industry members and the

general public of pertinent agricultural issues, and responds to various media
inauiries.

Objective 4.2.2 Leverage paid media for a higher ROI Grow sales of SC grown and made agricultural products Martin Eubanks More than 3 years Assistant Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop

Commissioner broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
national, and international levels.

Objective 4.2.3 - Develop relationships with media statewide for key story Increase demand for SC products Stephanie Sox Less than 3 years Communications | Headquarters Public Information (EDEA) Communicates SCDA’s mission, and the importance of SC agriculture and

opportunities related to positive ag news and events as they occur Director 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 media
inguiries.

Strategy 4.3 - Expand reach of Market Bulletin/Market News Service as an

information vehicle and educational resource

Objective 4.3.1 - Maintain subscription reach of 15,625 Provide unbiased information to improve public safety, educate Stephanie Sox Less than 3 years Communications ~ |Headquarters Public Information (EDEA) | Communicates SCDA’s mission, and the importance of SC agriculture and
producers and consumers, and facilitate the exchange of agricultural Director agribusiness, through traditional and social media, websites, and the SC
goods and services Market Bulletin. Public Information also informs industry members and the

general public of pertinent agricultural issues, and responds to various media
inquiries.

Objective 4.3.2 - Engage staff to contribute articles and photographs for all 24 | Provide unbiased information to improve public safety, educate Marsha Hewitt Less than 3 years Editor Headquarters Public Information (EDEA) Communicates SCDA’s mission, and the importance of SC agriculture and

issues producers and consumers, and facilitate the exchange of agricultural agribusiness, through traditional and social media, websites, and the SC
goods and services Market Bulletin. Public Information also informs industry members and the

general public of pertinent agricultural issues, and responds to various media
inauiries.

Objective 4.3.3 - Reduce fixed costs, excluding postage, during FY15 Provide unbiased information to improve public safety, educate Marsha Hewitt Less than 3 years Editor Headquarters Public Information (EDEA) Communicates SCDA’s mission, and the importance of SC agriculture and
producers and consumers, and facilitate the exchange of agricultural agribusiness, through traditional and social media, websites, and the SC
goods and services Market Bulletin. Public Information also informs industry members and the

general public of pertinent agricultural issues, and responds to various media
inquiries.

Objective 4.3.4 - Conduct reader interest survey every three years Provide unbiased information to improve public safety, educate Marsha Hewitt Less than 3 years Editor Headquarters Public Information (EDEA) Communicates SCDA’s mission, and the importance of SC agriculture and
producers and consumers, and facilitate the exchange of agricultural agribusiness, through traditional and social media, websites, and the SC
goods and services Market Bulletin. Public Information also informs industry members and the

general public of pertinent agricultural issues, and responds to various media
inguiries.

Strategy 4.4 - Improve internal agency communication and access to information

to enhance customer service

Objective 4.4.1 - Public Information Office staff should conduct visits with Provide unbiased information to improve public safety, educate Stephanie Sox Less than 3 years Communications | Headquarters Public Information (EDEA) Communicates SCDA’s mission, and the importance of SC agriculture and

different program staff at least monthly producers and consumers, and facilitate the exchange of agricultural Director agribusiness, through traditional and social media, websites, and the SC
goods and services Market Bulletin. Public Information also informs industry members and the

general public of pertinent agricultural issues, and responds to various media
inquiries.

Objective 4.4.2 - Organize, clean up and increase use of the shared network drive | Agency employees provide better customer service and are more Stefanie Kitchen Less than 3 years Commissioner's | Headquarters Commissioner's Office (AO) | The Office of the Commissioner can be considered the central hub of the
productive Office Director department. It serves as the primary point of contact for Commissioner

Weathers and coordinates and manages such areas as the Commissioner’s
schedule, communications, and events. The Office of the Commissioner works
with all divisions to execute the duties and responsibilities of the South Carolina
Department of Agriculture.

Objective 4.4.3 - Establish an accurate position on key issues and create Agency employees provide better customer service and are more Stefanie Kitchen Less than 3 years Commissioner's | Headquarters Commissioner’s Office (AO) | The Office of the Commissioner can be considered the central hub of the

consistent messaging across the agency productive Office Director department. It serves as the primary point of contact for Commissioner
Weathers and coordinates and manages such areas as the Commissioner’s
schedule, communications, and events. The Office of the Commissioner works
with all divisions to execute the duties and responsibilities of the South Carolina
Department of Aariculture.

Objective 4.4.4 - Increase staff professional development related to Agency employees provide better customer service and are more Stephanie Sox Less than 3 years Communications  |Headquarters Public Information (EDEA) Communicates SCDA’s mission, and the importance of SC agriculture and

communications and hot topics

productive

Director

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 media
inauiries.
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Objective 4.4.5 - Newly created Communications committee to implement, Agency employees provide better customer service and are more Stefanie Kitchen Less than 3 years Commissioner's | Headquarters Commissioner's Office (AO) | The Office of the Commissioner can be considered the central hub of the
evaluate and update communications plan productive Office Director department. It serves as the primary point of contact for Commissioner
Weathers and coordinates and manages such areas as the Commissioner’s
schedule, communications, and events. The Office of the Commissioner works
with all divisions to execute the duties and responsibilities of the South Carolina
Department of Aariculture.
Goal 5 - Enhance growth and expansion of the state’s total agricultural Increase the value of agribusiness in SC Clint Leach Less than 3 years Assistant Headquarters Economic Development and | Promote and advocate for the growth of existing and new agribusiness
preduct output, econemic impact, and capital investment Commissioner Legislative Affairs (EDLA) opportunities throughout the state. This is done by working with elected
officials and business/state leaders at all levels to push for an efficient policy
and economic development environment.
Strategy 5.1 - Expand existing industry and increase value-added production
Objective 5.1.1 - Help five current in-state companies use more SC products in | Increase the value of agribusiness in SC Jack Shuler Less than 3 years Director Headquarters Agribusiness Development | Recruit new agribusinesses to SC, help existing farmers and agribusinesses
their business process (EDLA) expand, and connect farmers with new value-added opportunities.
Objective 5.1.2 - Create collaborations between in-state farming operations and | Increase the value of agribusiness in SC Jack Shuler Less than 3 years Director Headquarters Agribusiness Development | Recruit new agribusinesses to SC, help existing farmers and agribusinesses
food processors to determine supply chain opportunities (EDLA) expand, and connect farmers with new value-added opportunities.
Objective 5.1.3 - Encourage new business incentives for agribusiness Increase the value of agribusiness in SC Clint Leach Less than 3 years Assistant Headquarters EDLA Promote and advocate for the growth of existing and new agribusiness
Commissioner opportunities throughout the state. This is done by working with elected
officials and business/state leaders at all levels to push for an efficient policy
and economic de) environment.
Objective 5.1.4 Engage stakeholders in the business development community to |Increase the value of agribusiness in SC Clint Leach Less than 3 years Assistant Headquarters EDLA Promote and advocate for the growth of existing and new agribusiness
consider opportunities and overcome obstacles related to infrastructure Commissioner opportunities throughout the state. This is done by working with elected
officials and business/state leaders at all levels to push for an efficient policy
and economic development environment.
Strategy 5.2 - Increase agribusiness recruitment efforts
Objective 5.2.1 - Engage state, local, and regional alliance officials about Increase the value of agribusiness in SC Clint Leach Less than 3 years Assistant Headquarters EDLA Promote and advocate for the growth of existing and new agribusiness
agribusiness opportunities by meeting with state commerce officials and regional Commissioner opportunities throughout the state. This is done by working with elected
alliance directors and staff on a quarterly basis officials and business/state leaders at all levels to push for an efficient policy
and economic de) environment.
Objective 5.2.2 - Participate in at least 7 business events and tradeshows per year| Increase the value of agribusiness in SC Jack Shuler Less than 3 years Director Headquarters Agribusiness Development | Recruit new agribusinesses to SC, help existing farmers and agribusinesses
(EDLA) expand, and connect farmers with new value-added opportunities.
Objective 5.2.3 - Perform an annual inventory analysis on agribusiness companies | Increase the value of agribusiness in SC Jack Shuler Less than 3 years Director Headquarters ‘Agribusiness Development | Recruit new agribusinesses to SC, help existing farmers and agribusinesses
who are interested in expansion in SC and the Southeastern US (EDLA) expand, and connect farmers with new value-added opportunities.
Objective 5.2.4 - Engage with at least three existing industry players to identify | Increase the value of agribusiness in SC Clint Leach Less than 3 years Assistant Headquarters EDLA Promote and advocate for the growth of existing and new agribusiness
barriers to growth, promote opportunities for expansion, and encourage Commissioner opportunities throughout the state. This is done by working with elected
additional investment officials and business/state leaders at all levels to push for an efficient policy
and economic de\ environment.
Objective 5.2.5 - Complete the Agribusiness Development application/online Increase the value of agribusiness in SC Clint Leach Less than 3 years Assistant Headquarters EDLA Promote and advocate for the growth of existing and new agribusiness
portal with Clemson University PSA Commissioner opportunities throughout the state. This is done by working with elected
officials and business/state leaders at all levels to push for an efficient policy
and economic development environmen
Strategy 5.3 - Take a leading role in advocating for sound, responsible agribultrual
policies that encourage business growth and resource stewardship
Objective 5.3.1 - Assess all industry policies prior to the beginning of each Increase the value of agribusiness in SC Martin Eubanks / Clint | Less than 3 years Assistant Headquarters AS / EDLA Promote and advocate for the growth of existing and new agribusiness
legislative session by gathering input from at least 10 different producers Leach Commissioners opportunities throughout the state. This is done by working with elected
officials and business/state leaders at all levels to push for an efficient policy
and economic de\ environment.
Objective 5.3.2 - Be an industry voice in communicating factual inforamtion by | Provide factual, unbiased information which will lead to sound poicty | Clint Leach Less than 3 years Assistant Headquarters EDLA Promote and advocate for the growth of existing and new agribusiness
making policy statements to elected officials at the appropriate time decisions Commissioner opportunities throughout the state. This is done by working with elected
officials and business/state leaders at all levels to push for an efficient policy
and economic de) environment.
Objective 5.3.2 - Work with regulatory and marketing program staff to review | Increase the value of agribusiness in SC All Assistant Less than 3 years Assistant Various Various Agency wide

current laws, regulations, and policiesto find the most efficient balance of
consumer safetv and a business friendly environment

Commissioners

Commissioners




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

document.

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
Ill. 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. Employee 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
funded from other funds.




Programs and Objectives (2015-16)

|Agency Responding |Department of Agriculture |

[Date of Submission [8/24/2016 |

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 equivalents 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 equal 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
objective. 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 Act Programs (2015-16) Description of Program Money Spent on Number of employee Objective the Program Helps Accomplish| Approx. amount of money | Approx. amount of employee
Program in 2015-16 |equivalents associated (The agency can copy the Objective spent on each objective in |equivalents in 2015-16 utilized
with this Program in number and description from the first 2015-16 that is associated on each objective that are

2015-16 column of the Strategy, Objective and with costs from this associated with this program
Responsibility Chart) program (if you add up the | (if you add up the amounts for

amounts for each objective | each objective it should equal

List ONLY ONE strategic objective per it should equal the total the total amount employee

row. amount spent on the equivalents for the program)

program)
I. Administrative Services $1,286,022 15§1.1.1 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
three years
1.1.3 Convert Wade Hampton Office $34,293.92 0.4
phone systems to Voice Over IP (VOIP)
system

1.1.4 Equip 100% of Consumer Protection $42,867.40 0.5
field inspectors with 4G mobile network
access

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 $17,146.96 0.2
of the US Department of Defense
Information Security Awareness Program
by 31 October

1.2.2 Have Executive and Information $25,720.44 0.3
Technology (IT) staff participate in State of
SC INFOSEC project by attending quarterly
meetings or as directed by Division of

Technology

1.2.3 Implement all 13 INFOSEC policies by $64,301.10 0.75
2016

1.3.1 Encourage employees to identify $8,573.48 0.1

relevant technical training during their
yearly EPMS planning stage




Programs and Objectives (2015-16)

1.3.2 Expand training delivery platforms to
be more convenient and offer options for
different learning styles

$25,720.44

0.3

1.3.3 Offer in-house training at least
quarterly

$42,867.40

0.5

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

$8,573.48

0.1

1.3.5 Encourage participation in trade
Jeroups and industry associations

$4,286.74

0.05

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

$60,014.36

0.7

1.4.2 Evaluate and counsel 100% of
employees by the end of annual,
probationary, or trial period

$51,440.88

0.6

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

$42,867.40

0.5

1.5.1 Provide monthly financial reports to
appropriate program staff

$34,293.92

0.4

1.5.2 Conduct annual introductory and
advanced 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
policies as necessary

$42,867.40

0.5

1.6.1 Provide monthly financial reports to
division directors for personnel and
operating funds in their areas of
responsibility

$34,293.92

0.4

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
compliance with procurement code,
expand advertising scope, and diversify
vendor pool

$154,322.64

1.8

1.6.4 Achieve a higher procurement
certification to enable more in-house
procurement actions and shorter
processing time for new contracts

$51,440.88

0.6

1.7.1 Attend at least two recruitment
events annually, other than those
facilitated by state government

$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

03

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

$17,146.96

0.2

1.8.1 Offer an annual health screening for
all employees

$8,573.48

0.1




Programs and Objectives (2015-16)

1.8.2 Certify and maintain currency for $4,286.74 0.05
10% of strategically placed agency
employees in first aid, CPR, and use of
IAED machines
1.8.3 Ensure that all agency office $4,286.74 0.05
buildings with 10 or more employees are
equipped with AED machines
1.8.4 Purchase Personal Protective $25,720.44 0.3
Equipment (PPE) for all field personnel
4.1.3 Respond to 100% of website $8,573.48 0.1
Information Requests within 2 business
days
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
across the agency
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
committee to implement, evaluate, and
update communications plan
IIl. Laboratory Services $1,428,696 20.5 2.1.5 Make all 42 public forms able to be $1,359,003.51! 19.5

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 animal

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

all safety meetings and trainings




Programs and Objectives (2015-16)

11l. Consumer Services $2,580,998 34.5 1.5.4 Designate training officers for all $14,962.31. 0.2

Consumer 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

warehouses and dealers; inspects

storage facilities for sanitation

compliance.
2.1.1 Provide advanced classroom $52,368.08 0.7
training, on-the-job training and
continuing education courses for entire
food/feed inspection team
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 (MOUs)
with other state agencies including DHEC,
DNR, AND SC LPH
2.2.1 Enhance lab's credibility by $149,623.07. 2
becoming accredited by the National
Voluntary Laboratory Accreditation
Program (NVLAP)
2.2.2 Establish a new Quality Manager $44,886.92 0.6
Position to provide ongoing auditing and
documentation of the quality assurance
program
2.2.3 Design and build a new metrology $149,623.07. 2
laboratory to meet the requirements for
Echelon | metrology laboratory
2.3.1 Establish a subject matter expert $44,886.92 0.6

position for in-the-field assessments and
knowledge exchange




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
complaints

$149,623.07

2.3.4 Continue field level supervision of
Weights and Measures program for 100%
of SC counties

$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
new and existing staff

$29,924.61

0.4

2.4.3 Evaluate and track national and state
organization memberships for the value
lgained by SCDA

$29,924.61

0.4

2.4.4 Develop SOPs and protocols to
enhance laboratory capabilities through
national and regulatory accreditation
programs

$119,698.46

1.6

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
level for 50% of new hires

$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 agricultural
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
international 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)

12.5

3.1.1 Increase program membership
participation by 10%

$354,406.13




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 retail outlets

$337,436.12

0.9

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
through combined radio and
merchandising efforts

$299,943.22

0.8

3.1.4 Increase event attendance by 10%
and adjust future direction based on
project utilization and evaluation

$149,971.61

0.4

3.1.5 Increase CSC brand recognition by
10%

$262,450.31

0.7

3.2.4 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
January

$149,971.61

0.4

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

$149,971.61

0.4

3.4.1 Create three statewide food hubs

$149,971.61

0.4

3.4.2 Increase the number of agritourism
operations participating in SCDA
programming by 10%

$100,000.00

0.6

3.4.3 Educate the general public, by
written communication and social media,
on the diverse opportunities of
nontraditional agriculture, on a monthly
basis

$149,971.61

0.4

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
officials and food service emplovees

$37,492.90

0.1

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

$33,743.61

0.09

4.1.2 Update plan for crisis management
and/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
posts per day

$18,746.45

0.05

4.1.5 Ensure sound management of
information systems used by producers in
regards to market pricing in order to
report at 98% accuracy

$412,421.92

1.1
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4.2.1 Increase earned media coverage
year over and above 2012-13
performance results

$18,746.45

0.05

4.2.2 Leverage paid media to get higher
return on investment

$18,746.45

0.05

4.2.3 Develop relationships with media
statewide for key story opportunities
related to positive ag news, events, etc. as
they occur

$7,498.58

0.02

4.4.1 Public Information Office (PIO) staff
should conduct visits with different
program staff at least monthly

$7,498.58

0.02

5.1.1 Meet with five current companies to
encourage them to use more SC products
in their business process

$29,850.75

0.08

5.1.2 Create collaborations between in-
state farming operations and food
processors to determine supply chain
opportunities

$11,194.03

0.03

5.1.3 Encourage new business incentives
for agribusiness

$14,925.37

0.04

5.1.4 Engage stakeholders in the business
development community to consider
opportunities and overcome obstacles
related to infrastructure

$22,388.06

0.06

5.2.1 Engage state, local, and regional
alliance officials about agribusiness
opportunities by meeting with state
commerce officials and regional alliance
directors and staff on a quarterly basis

$29,850.75

0.08

5.2.2 Participate in at least 7 business
events and tradeshows per year

$26,119.40

0.07

5.2.3 Perform an annual inventory analysis
on agribusiness companies who are
interested in expansion in SC & Southeast
USA

$11,194.03

0.03

5.2.4 Engage with at least three existing
industry players to identify barriers to
ferowth, promote opportunities for
expansion, and encourage additional
investment

$186,567.16

0.5

5.2.5 Complete the "Agribusiness
Development" application/online portal
with Clemson University PSA

$11,194.03

0.03

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

$14,925.37

0.04

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

$373,134.33

5.3.3 Work with regulatory and marketing
program staff to review current laws,
regulations, and policies to find the most
efficient balance of consumer safety and a
business friendly environment

$18,656.72

0.05




Programs and Objectives (2015-16)

IV. Marketing Services. B. Commodity Boards $1,813,116 2 3.2.1 Develop commodity specific efforts $861,230.10 0.95
to highlight crop conditions, outlooks, and
Serves as a liaison to commodity timing backed up by promotional efforts
boards, associations and the state's to increase overall sales in-state by 5%
Agriculture Commission to aid in
marketing state commodities, as
well as fund various research
projects relevant to the commaodity.
3.2.2 Fund research of new technologies, $90,655.80 0.1
science, and best management practices
for production, packaging, and processing
3.2.3 Increase cross-promotion of, and $861,230.10 0.95
between, commodities
IV. Marketing Services. C. Market Services $1,539,830 14 3.3.1 Identify and prioritize critical $1,110,877.36 10.1
Oversees and operates the three necessary upgrades at all 3 market
state farmers markets in Lexington, facilities based on consumer safety,
Florence and Greenville. These overall appearance, and functionality
markets provide central points for
farmers and producers to sell their
products.
3.3.2 Recruit new farmers, identify $428,952.64 39
demand for new products, and align
resources to meet the needs of producers
and consumers
IV. Marketing Services. D. Inspection Services $2,491,536 26 3.3.3 Develop producer Good Agricultural $2,491,536.00 26
Provides quality grade standards Practice (GAP) training and certification
and up-to-date first-hand market schedule énd outreach efforts to mee‘t
news to the allied industry through al needs during pre-season and production
cooperative agreement with the to increase GAP certified farms by 15%
USDA; provides grading and
inspecting of poultry products and
fruits and vegetables.
IV. Marketing Services. E. Market Bulletin $147,643 2.5 4.3.1 Maintain subscription of 15,625 $117,228.54 1.985
Publishes the Market Bulletin which
is designed as a vehicle for farmers
and non-farmers to buy and sell
agricultural and agricultural-related
items, a resource for economic
stability especially in rural areas.
4.3.2 Engage staff to contribute articles $29,528.60 0.5
and photographs for all 24 issues
4.3.3 Reduce fixed costs, excluding $295.29 0.005
postage, during FY 15
4.3.4 Conduct reader interest survey $590.57 0.01]

every three years




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)
(i.e. Goal 1 - Insert description, Strategy 1.1 - Insert Description, Objective 1.1.1 - Insert Description)

Number of physical
employees working on the
goal or objective in 2015-

Number of employee
equivalents working the
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 1.8




Employee Allocation by Objective (2015-16)

Objective 1.4.1 - Complete planning stage documents 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
Strategy 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 annual 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 0.3
financials monthly

Objective 1.6.3 - Expand procurement raining and procedural knowledge to ensure compliance with procurement code, 2 1.8
expand advertising scope, and diversify vendor pool

Objective 1.6.4 - Achieve a higher agency procurement certification from MMO 2 0.6
Strategy 1.7 - Diversify agency workforce by EEOC 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 0.3
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 SC food manufacturing and storage facilities through routine periodic 16 24.1
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




Employee Allocation by Objective (2015-16)

Objective 2.2.1 - Become accredited by the National Voluntary Laboratory Accreditation Program (NVLAP) 3 2
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 21.6
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 4.5
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
Objective 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, commodities 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
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Strategy 3.3 - Expand marketing opportunities through the State Farmers Market system, community based markets, 52 41.8
roadside markets, and agritourism operators

Objective 3.3.1 - Identify and prioritize critical upgrades at all 3 market facilities based on consumer safety, overall 15 10.1
appearance, and functionality

Objective 3.3.2 - Recruit new farmers, identify demand for new products, and align resources to meet the needs of 6 4.9
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 0.4
statewide

Strategy 3.4 - Increase promotion of non-traditional agriculture 10 1.5
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 2.47
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 2.12
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 to communications and hot topics 2 0.5




Employee Allocation by Objective (2015-16)

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 2.01
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

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




Strategic Spending (2015-16)

Agency Responding Department of Agriculture
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 allow 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 multiple 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. Remember, in each row, you need to provide the total of all the values from the different funding sources for that row.

"

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

Market Bulletin Agribusiness/Economic

Development

Administrative Consumer Protection

Services

What is the source of funds? (insert as many columns as Totals Marketing Services

needed, just make sure to total everything in the last column)

State, other or federal funding? n/a State & Other State and Other State, Other, Federal Other State

Recurring or one-time? n/a Recurring Recurring and one-time Recurring and one-time Recurring Recurring
S From Last Year Available to Spend this Year

Amount available at end of previous fiscal year $5,424,005 $77,693 $259,299 $5,058,334 $28,679 ol
Amount available at end of previous fiscal year that agency can $5,424,005 $77,693 $259,299 $5,058,334 $28,679 N

actually use this fiscal year:

If the amounts in the two rows above are not the same, explain n/a Amounts are the Amounts are the same Amounts are the same Amounts are the Amounts are the same

why : same same

S Received this Year

Amount budgeted to receive in this fiscal year: $18,957,547 $1,427,847 $3,920,224 $12,722,776 $136,700 $750,000
Amount actually received this fiscal year: $18,100,566 $1,257,106 $3,938,169 $12,011,193 $144,098 $750,000

If the amounts in the two rows above are not the same, explain n/a Lower revenue for Increased revenue for Less Revenue received in Increase in number of [N/A

why :

Total Actually Available this Year

PMC rent than
expected

several programs.

commodity boards due to
flooding of crops.

subscribers




Total amount available to spend this fiscal year (i.e. Amount
available at end of previous fiscal year that agency can actually

use in this fiscal year PLUS Amount budgeted/estimated to
receive this fiscal vear):

Additional Explanations regarding P

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

Strategic Spending (2015-16)

$23,524,570

$1,334,799

$4,197,468

$17,069,527

$172,777

$750,000

Insert any additional explanations the agency would like to provide related to the information it provided above.

a e source o d ert as ma 0 a Totals Administrative Consumer Protection Marketing Services Market Bulletin Agribusiness/Economic
eeded ake sure to total eve g e last co Services Development
ate, other or federa ding n/a State & Other State and Other State, Other, Federal Other State

Re g orone e n/a Recurring Recurring and one-time Recurring and one-time Recurring Recurring
at are the external re 0 0 ate or federa n/a No No No No No
gove e gra e e d (0] (0] e age a
apble 1o spenad e a (0] @) e
ere expenditure o ds tracked throug o, state n/a Yes Yes Yes Yes Yes
e e oug ey are recordea so e [otla
d (0] orT expend e (0] ape e ed eeaed
ota 0 ble to spend $23,524,570 $1,334,799 $4,197,468 $17,069,527 $172,777 $750,000
Where Agency Spent Money - Current Objectives
Goal 1: Improve agency operational readiness and workforce $1,281,482 $881,482 $150,000 $250,000 N N
development:
Goal 2: Protect the consumers in the marketplace thorugh $6,355,758 ol $3,859,694 $2,496,064 ol ol
compliance inspections, laboratory testing and analysis, issuing
certifications, sampling, licensing, auditing and providing
community oversight of starge warehouses and facilities:
Goal 3: Promote and market South Carolina agriculture, both $4,923,902 ol ol $4,723,902 ol $200,000
domestically and abroad, to increase demand for agricultural
products and to enhance growth and expansion of the state's
total agricultural product output, economic impact and capital
investment:
Goal 4: Provide credible and timely information and increase $702,183 $404,540 S0 $150,000 $147,643 N

public awareness of the overall impact of the agricultural
industry:




Strategic Spending (2015-16)

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

$4,312,562

S0

S0

$3,762,562

S0

$550,000

Where Agency Spent Money - Money previously committed
for multiple years

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

$17,575,887

$1,286,022

$4,009,694

$11,382,528

$147,643

$750,000

Insert any additional money previously committed

Where Agency Spent Money - Unrelated Purpose (pass
through or other purpose unrelated to agency's strategic plan)

Unrelated Purpose #1: Renewable Energy

$19,668

$0

$0

$19,668

$0

$0

Unrelated Purpose #2: Gateway Project

$500,000

$0

$0

$500,000

$0

$0

Unrelated Purpose #3: No More Homeless Pets

$46,922

$0

$0

$46,922

$0

$0

Insert any additional unrelated purposes

Total Spent on Unrelated Purposes:

$566,590

Total Spent

$18,142,477

$1,286,022

$4,009,694

$11,949,118

$147,643

$750,000

Amount Remaining

Funds budgeted for use in subsequent years (i.e. when grant
or other money received all at once, but intended to be spent
over multiple years)

Example - WIOA 3 year funds budgeted for use in next two fiscal
years

Cash Balance Remaining, minus funds budgeted for use in
subsequent years

$5,382,093

$48,777

$187,774

$5,120,409

$25,134

$0

Additional Explanations regarding Part B: Insert any additional explanations the agency would like to provide related to the information it provided above.




Performance Measures

| Department of Agriculture |
[8/24/2016 |

Agency Responding
Date of Submission
INSTRUCTIONS: In this Chart, please do the following:

(a) Notice there are three blank template charts. One for Program Measure #1, Program Measure #2, and Program Measure #3. Count the total number of performance measures the agency utilizes. Then, copy and paste the blank templates as many times as needed so the agency has a blank one for each agency performance measure. Finally,
fill in the blanks for each performance measure.

(b) In the column titled, “Performance Measure,” enter the performance measure just like the agency did in the Accountability report

(c) In the column titled, "Type of Measure," pick the type of measure that best fits the performance measure from the drop down box (see Types of Performance Measures explained at the top of the chart).

(d) In the column titled, “Related to the following at the agency,” select which of the following the performance measures most relates to, which are included in a drop down menu.

i. Mission effectiveness (i.e., a process characteristic indicating the degree to which the process output (work product) conforms to statutory requirements (i.e., is the agency doing the right things?))

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

iii. Quality (i.e., degree to which a deliverable (product or service) meets customer requirements and expectations (a customer is defined as an actual or potential user of the agency’s products or services))

iv. Operational efficiency and work system performance (includes measures related to the following: innovation and improvement results; improvements to cycle or wait times; supplier and partner performance; and results related to emergency drills or exercises)

(e) In the column titled, "Agency selected; Required by State; or Required by Federal," pick State from the drop down menu if an entity in state government requires the agency to track this information, Federal if an entity in the federal government requires the agency to track this information, or Only Agency Selected if there is no state or federal
entity that requires the agency to track this information and the agency selected it.

(f) In the next set of columns enter the actual and target results for each year. Next to "Actual Results," enter the actual value the agency had for that performance measure at the end of that year. Next to "Target Results,” enter the target value the agency wanted to reach for the performance measure for that year. If the agency did not utilize a
particular performance measure during certain years, then enter the following next to the applicable "Actual Results" and "Target Results," - “Agency did not use PM during this year.”

(g) Note: Benchmarks are goals to aim for. Agencies choose benchmarks based on standards within their industry. For instance, the agency might look to peak performers in their industry and set their targets so that the agency can work to incrementally reach those peak performers. In the Column labeled, “Benchmark,” list the peak performers
or other data the agency referenced when setting its target.

Types of Performance Measures:
Outcome Measure - A quantifiable indicator of the public and customer benefits from an agency's actions. Outcome measures are used to assess an agency's effectiveness in serving its key customers and in achieving its mission, goals and objectives. They are also used to direct resources to strategies with the greatest effect on the most valued

outcomes. Outcome measures should be the first priority. Example - % of licensees with no violations.
Efficiency Measure - A quantifiable indicator of productivity expressed in unit costs, units of time, or other ratio-based units. Efficiency measures are used to assess the cost-efficiency, productivity, and timeliness of agency operations. Efficiency measures measure the efficient use of available resources and should be the second priority.

Example - cost per inspection

Output Measure - A quantifiable indicator of the number of goods or services an agency produces. Output measures are used to assess workload and the agency's efforts to address demands. Output measures measure workload and efforts and should be the third priority. Example - # of business license applications processed.
Input/Activity Measure - Resources that contribute to the production and delivery of a service. Inputs are "what we use to do the work." They measure the factors or requests received that explain performance (i.e. explanatory). These measures should be the last priority. Example - # of license applications received

Performance Measure #1 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; | Objectives
agency: or Required by
Federal:
Number of Certified SC members Outcome Measure Mission Effectiveness | Agency Selected 311,312,313,
315
‘Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual ‘Was 2014-15 2014-15 Target | 2014-15 Actual | Benchmark for 2015- Was 2015-16 |2015-16 2015-16 Actual Benchmark for 2016 1s 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, | Target Results: 17 target results: |target standard,
moderate, or moderate, or [ Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
The Certified SC Grown program is a key component of 1471 1594 |standard 1753 1906 | It's Got to be NC standard 1950 n/a n/a n/a
adhering to the agency's mission through the goal of
promoting and marketing SC agriculture to increase the
demand for agricultural products. Tracking the number of
program members allows us to monitor our promotional
efforts through the demand for local products.
Performance Measure #2 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; | Objectives
agency: or Required by
Federal:
Volume percent of local product sales (select categories) in  [Outcome Measure Mission Effectiveness | Agency Selected 3.1.2,3.15,3.26
retail outlets
‘Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual ‘Was 2014-15 2014-15 Target | 2014-15 Actual |Benchmark for 2015-| Was 2015-16 (2015-16( 2015-16 Actual | Benchmark for 2016| Is 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, | Target Results: 17 target results: |target standard,
moderate, or moderate, or | Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
This allows us to track the progress of many programs at 10% 17%|standard 22% 19% standard 22% n/a n/a n/a
once, as increasing local product sales is part of one of the
primary goals of the agency.
Performance Measure #3 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; | Objectives
agency: or Required by
Federal:
Number of attendees at Certified SC events Outcome Measure Quality (Customer Satisf{ Agency Selected 314,315




Performance Measures

Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual Was 2014-15 2014-15 Target | 2014-15 Actual |Benchmark for 2015-( Was 2015-16 |2015-16 2015-16 Actual Benchmark for 2016 1s 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, | Target Results: 17 target results: |target standard,
moderate, or moderate, or [ Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
Certified SC events are designed to raise awareness of SC 190,000 214,000 [ standard 235,400 226,600 standard 235,400 n/a n/a n/a
agriculture and local products. Tracking the number of
attendees helps the agency know which events are a good
use of resources and which events need improvement or
elimination.
Performance Measure #4 Type of Measure: Related to the Agency selected; [Associated
following at the Required by State; | Objectives
agency: or Required by
Federal:
CSC brand recognition Outcome Measure Mission Effectiveness | Agency Selected 311,312,313,
3.1.4,3.1.5
Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual Was 2014-15 2014-15 Target | 2014-15 Actual |Benchmark for 2015-( Was 2015-16 |2015-16 2015-16 Actual Benchmark for 2016 1s 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, | Target Results: 17 target results: |target standard,
moderate, or moderate, or [ Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
This is a key measurement of progress in achieving the 38% 60% | moderate 66% 64% standard 66% n/a n/a n/a
agency's goal of increasing the demand for SC agricultural
products.
Performance Measure #5 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; [ Objectives
agency: or Required by
Federal:
Percent of website Public Information Requests answered Efficiency Measure Operational/Work Agency Selected 4.13,4.1.4
within 2 days System Performance
Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual Was 2014-15 2014-15 Target | 2014-15 Actual | Benchmark for 2015- Was 2015-16 |2015-16 2015-16 Actual |Benchmark for 2016{ Is 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, [ Target Results: 17 target results: |target standard,
moderate, or moderate, or | Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
SCDA places a high value on customer service, and this Agency did not use PM | Agency did not use PM | Agency did not use |Agency did not use | Agency did not Agency did not use stretch 99% n/a n/a n/a
measurement helps us track public interaction, particularly  |during this year during this year PM during this year [PM during this use PM during PM during this year
with non-industry related consumers vear this vear
Performance Measure #6 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; | Objectives
agency: or Required by
Federal:
Market Bulletin subscription reach Output Measure Quality (Customer Agency Selected 431,432,433,
Satisfaction) 4.3.4
Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual Was 2014-15 2014-15 Target | 2014-15 Actual |Benchmark for 2015-( Was 2015-16 |2015-16 2015-16 Actual Benchmark for 2016 1s 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, | Target Results: 17 target results: |target standard,
moderate, or moderate, or [ Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
Number of Market Bulletin subscribers is the best way to 17,000 16,289 stretch 16,000 15,625 stretch 16,000 n/a n/a n/a
measure demand for this product.
Performance Measure #7 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; [ Objectives
agency: or Required by
Federal:
Percent of counties with access to Field Level Supervision of | Output Measure Operational/Work Syster| Agency Selected 234

Weights and Measures program




Performance Measures

Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual Was 2014-15 2014-15 Target | 2014-15 Actual |Benchmark for 2015-( Was 2015-16 |2015-16 2015-16 Actual Benchmark for 2016 1s 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, | Target Results: 17 target results: |target standard,
moderate, or moderate, or [ Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
This helps the agency track availability of a top consumer 50% 100% [ moderate 100% 100% moderate 100% n/a n/a n/a
protection service.
Performance Measure #8 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; [ Objectives
agency: or Required by
Federal:
Percent of consumer protection requests and complaints Efficiency Measure Operational/Work Agency Selected 233
with same-day follow-up communication System Performance
Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual Was 2014-15 2014-15 Target | 2014-15 Actual | Benchmark for 2015- Was 2015-16 |2015-16( 2015-16 Actual |Benchmark for 2016{ Is 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, [ Target Results: 17 target results: |target standard,
moderate, or moderate, or | Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
This provides records of agency responsiveness to programs | Agency did not use PM | Agency did not use PM | Agency did not use [stretch 100% 95% stretch 100% n/a n/a n/a
that comprise a primary mission component. during this year during this year PM during this year
Performance Measure #9 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; | Objectives
agency: or Required by
Federal:
Percent of inspections of firms covered under SCDA oversight|Outcome Measure Mission Efficiency Agency Selected  [2.32
Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual Was 2014-15 2014-15 Target | 2014-15 Actual |Benchmark for 2015-( Was 2015-16 |2015-16 2015-16 Actual Benchmark for 2016 1s 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, | Target Results: 17 target results: |target standard,
moderate, or moderate, or [ Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
This ensures that the agency performs timely routine 80% 80% | stretch 100% 80% stretch 100% n/a n/a n/a
inspections, consistent with policy.
Performance Measure #10 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; [ Objectives
agency: or Required by
Federal:
Percent of fruits and vegetables sampled by chemical residue | Input/Activity Measure |Operational/Work State 245
laboratory System Performance
Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual Was 2014-15 2014-15 Target | 2014-15 Actual | Benchmark for 2015- Was 2015-16 |2015-16 2015-16 Actual |Benchmark for 2016{ Is 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, [ Target Results: 17 target results: |target standard,
moderate, or moderate, or | Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
This tracks progress of the objective on increasing and Agency did not use PM [ Agency did not use PM | Agency did not use |moderate 10% Increase 23% Decrease moderate 10% n/a n/a n/a
broadening sampling of fruits and vegetables by 10%. during this year during this year PM during this year Increase
Performance Measure #11 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; | Objectives
agency: or Required by
Federal:
Percent of staff receiving technical (related to job function) | Efficiency Measure Mission Efficiency Agency Selected  [2.4.2,1.3.1,1.3.2
training
Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual Was 2014-15 2014-15 Target | 2014-15 Actual |Benchmark for 2015-( Was 2015-16 |2015-16 2015-16 Actual Benchmark for 2016 1s 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, | Target Results: 17 target results: |target standard,
moderate, or moderate, or [ Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
This performance measure ensures that consumers are 80% 90% |stretch 100% 98% stretch 100% n/a n/a n/a

receiving services from highly qualified individuals.




Performance Measures

Performance Measure #12 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; [ Objectives
agency: or Required by
Federal:
Percent of open positions with newly increased prerequisites | Outcome Measure Operational/Work State 246
and education requirements System Performance
Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual Was 2014-15 2014-15 Target | 2014-15 Actual | Benchmark for 2015- Was 2015-16 |2015-16 2015-16 Actual |Benchmark for 2016{ Is 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, [ Target Results: 17 target results: |target standard,
moderate, or moderate, or | Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
This ensurses the agency is continuously raising the caliber of | Agency did not use PM | Agency did not use PM 20%|stretch 50% 30% stretch 50% n/a n/a n/a
positions and employees. during this vear during this vear
Performance Measure #13 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; | Objectives
agency: or Required by
Federal:
Percent of planning staging documents completed within 2 | Efficiency Measure Operational/Work Syster| State 14.1
months of the calendar year for existing employees and
within 1 month of hiring new employees
Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual Was 2014-15 2014-15 Target | 2014-15 Actual |Benchmark for 2015-( Was 2015-16 |2015-16 2015-16 Actual Benchmark for 2016 1s 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, | Target Results: 17 target results: |target standard,
moderate, or moderate, or [ Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
This measures the efficiency of agency administration and  |Agency did not use PM | Agency did not use PM | Agency did not use |stretch 100% 80% stretch 100% n/a n/a n/a
places a high priority on employee development. during this year during this year PM during this year
Performance Measure #14 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; [ Objectives
agency: or Required by
Federal:
Percent of employees counseled by the end of annual, Output Measure Operational/Work Syster| Agency Selected 1.4.2
probationary, or trial period
Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual Was 2014-15 2014-15 Target | 2014-15 Actual | Benchmark for 2015- Was 2015-16 |2015-16 2015-16 Actual |Benchmark for 2016{ Is 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, [ Target Results: 17 target results: |target standard,
moderate, or moderate, or | Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
This measures the efficiency of agency administration and Agency did not use PM | Agency did not use PM | Agency did not use |stretch 100% 90% stretch 100% n/a n/a n/a
places a high priority on employee development. during this year during this year PM during this year
Performance Measure #15 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; | Objectives
agency: or Required by
Federal:
Percent of full-time employees receiving a personal Output Measure Operational/Work Syster| Agency Selected 143
development plan
Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual Was 2014-15 2014-15 Target | 2014-15 Actual |Benchmark for 2015-( Was 2015-16 |2015-16 2015-16 Actual Benchmark for 2016 1s 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, | Target Results: 17 target results: |target standard,
moderate, or moderate, or [ Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
This measures the efficiency of agency administration and  |Agency did not use PM | Agency did not use PM | Agency did not use |stretch 100% 53% stretch 100% n/a n/a n/a
places a high priority on employee development. during this year during this year PM during this year
Performance Measure #16 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; [ Objectives
agency: or Required by

Federal:




Performance Measures

Agribusiness identified for possible recruitment

Efficiency Measure

Quality (Customer

Agency Selected

521,522,523,

Satisfaction) 524,525
‘Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual ‘Was 2014-15 2014-15 Target | 2014-15 Actual |Benchmark for 2015-| Was 2015-16 (2015-16( 2015-16 Actual | Benchmark for 2016| Is 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, | Target Results: 17 target results: |target standard,
moderate, or moderate, or | Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
Recruiting agribusinesses to SC is a key strategy to increasing 3 4|moderate 6 4 moderate 6 n/a n/a n/a
the industry's economic impact. This performance measure
tracks progress.
Performance Measure #17 Type of Measure: Related to the Agency selected; |Associated
following at the Required by State; | Objectives
agency: or Required by
Federal:
Number of producers reached Input/Activity Measure | Mission Efficiency Agency Selected 53.1,413,4.14,
415
Why was this performance measure chosen? 2011-12 Actual Results| 2012-13 Actual Results| 2013-14 Actual Was 2014-15 2014-15 Target | 2014-15 Actual | Benchmark for 2015- Was 2015-16 |2015-16 2015-16 Actual Benchmark for 2016 1s 2016-17 2016-17 Target Results:
Results target standard, Results: Results: 16 target results: | target standard, | Target Results: 17 target results: |target standard,
moderate, or moderate, or [ Results: moderate, or
stretch challenge: stretch stretch
challenge: challenge:
This performance measure applies to several objectives Agency did not use PM | Agency did not use PM 10| moderate 10 10 moderate 10 n/a n/a n/a
associated with expanding the agribusiness industry. during this year during this year




[Devartment of Agriculture

[Date of Submission [12/302016

INSTRUCTIONS: In this Chart, please do the following:

Customers and Potential Impacts (2016-17)

(a) Take each General Appropriation Act Program and think of the agency daily operations that fit within it. Then group those daily operations programs (D.0. prograrms) however 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.0. Programs, beside the
General Appropriation Act Program it relates to, in the first column. The agency may need to insert additional rows between the existing General Appropriations Programs to include each of the D.0. Programs th
(b) I the second column, provide 2 brief description of each D.0. Program.
(c)In the column titled, "Service/Product provided,” type the service or product the D.0. Program provides. Ifthe D.0. Program provides multiple services or products, insert additional rows to ensure each service or product islsted on a different row. Be as specific as possible when listing the services and products provided because this
information may be compared with the services and products provided by other agencies to determine if there is any duplication among agencies.

(d) In the column titled, "Customer

ment," select the app! 2

that General t Program

m the drop down menu. Insert additional rows as needed to ensure each customer segment who receives a particular service or product, islisted on a different row.

(e) In the column titled, “Specify for the following Segments," provide the additional information requested f the Customer Segment is (1) industry; (2) Professional Organization); or (3) General Public. The additional information provided about the “General Public” customer segments served may be utilized to help change the current “General
Public” customer segment aption into more specific and defined segments within the public

() In the column titled, “Best potential impact if agency over performs,” provide a brief description of the best potentialimpact on that customer segment if the agency performs better than it ever thought possible.

(g) In the column titled, “Most p:

wtial negative impact if the agency un

performs,”

what the ag the most pe

(h) I the column titled, "What is monitored to determine if outside help is needed,” type what the agency monitors on a daily, weekly or monthly basis to ensure the agency performance s at the level needed
(i) In the column ttled, "Outside Help to Request,” type the entities to whom the agency reaches out if the agency begins to see low performance;
(i) 1n the column ttled, "Level Requires Inform G.A." type the level at which the agency thinks the General Assembly should be put on notice;

(k) In the column titled, "1-3 G.A. Options," type one to three options for what the General Assembly could do to help resolve the issues before there is a potential criss for each customer segment.

General Appropriation Act Program/Title
Daily Operations Program

Description/Purpose of Daily Operations Program

Provid support services, including: procurement,
supply, fleet management, accounting and financial
services, information technology, facilities management
and other

Service/Product provided
(list only one service or product per row, but insert
as many rows as needed to ensure all services and
products provided are listed)

agency support services

Customer Segment
(ist the customer segment as many time:
needed, but ist only one per line)

Executive Branch/State Agencies

Specify for the following Segments:
(1) Industry: Name; (2) Professional
Organization: Name
(3) Public: Other characteristics of public
segment who recelves service or product (.

income levels,etc.)

wtial negative impact to that customer segment that may occur as a result of the agency underperforming or performing at the worst level possible.

Impact on the
custamer segment if the agency over
performs

negative onthe
custamer segment if the agency under
P rms

[What Is monttored to
determine if outside help is
|needed

Outside Help to Request

[Level Requires Inform G.A.

1-3G.A. Options

Perfect and timely execution of ll other
daily operations programs

The agency shuts down

number of IT help tickets;
vehicle conditions; building
conditions; office supplies
level

DTO, State Fleet, General Services

Working conditions become unsafe or
agency fails to operate

1. increase funding for agency support
services; 2. approve office building
improvements

I Administrative Services- Office of the.

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

executive leadership

Executive Branch/State Agencies

New, expanded, and improved projects,
programs, and plans that enable the
agency to go above and beyond in
fulfline its mission

The agency has no leadership

type of constituent requests

Any other relevant agency or
organization that would have the
answer to a question that SCOA
does not

| Administrative Services-Human Resources

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

personnel management

Executive Branch/State Agencies

Fully staffed agency with qualfied,
satisfied employees who have no
outstanding personnel issues or
complaints

Under staffed agency with a poor work
environment

Number of employees;
legalty; employee feedback

temp agency; outside counsel;
State HR

1. direct SCEIS to work more closely.
with agencies regarding its operational
usage

 Administrative Services-Public
Information/Communications

The Public Information Department communicates SCOA'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
et inciries

traditional and social media relations and communications|

General Public

all

Instantaneous knowledge of agency and

No knowledge of agency and industry.

programs, events, and

news

, events, and news, which could
range from an inconvenience (missing a
favorite event) to a safety issue (missing a
food recall)

Number of media mentions;
level of crisis

media consultant

I Administrative Services-Public
Information/Communications

The Public Information Department communicates SCOA'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
merdia incuiries

information requests

General Public

all

Immediate answers to questions.

No answers to questions

Number of information
requests via phone, email, and
website

[Any other relevant agency or
organization that would have the
answer to a question that SCDA
does not

- Administrative Services-Public
Information/Communications

The Public Information Department communicates SCOA'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
et inciries

traditional and social media relations and communications|

Industry

agriculture

Instantaneous knowledge of agency and

No knowledge of agency and industry.

programs, events, and

news

, events, and news, which could
range from an inconvenience (missing a
favorite event) to a safety issue (missing a
food recall)

Number of media mentions;
level of crisis

media consultant

II- Laboratory Services

Protects consumers from unsafe, ineffective, or fraudulent
|goods which may be offered for public sale; assures that
goods meet acceptable standards of qualty; and issues
registrations, licenses, and permits to certain businesses.
(Food Laboratory, Feed Laboratory, Seed Laboratary,
Chemical Residue Laboratory, and Petroleum Products
[p——

fruit and vegetable residu testing

General Public

all

No consumer comes in contact with a
fruit or vegetable that exceeds the
accepted residue tolerance level

Consumers become il

f sanctions are needed;
number and type of violations

FDA; Food Emergency Response.
Network

changes n the law or new federal
mandates

1. harmonization of state and federal
authority

1. Laboratory Services

Protects consumers from unsafe, ineffective, or fraudulent
goods which may be offered for public sale; assures that
go0ds meet acceptable standards of quality; and issues
registrations, licenses, and permits to certain businesses.
(Food Laboratory, Feed Laboratory, Seed Laboratory,
Chemical Residue Laboratory, and Petroleun Products

1 ahnratorut

gasoline and diesel fuel products inspections and analysis

General Public

all

No consumer receives a low quality or
unsafe gasoline or diesel fuel product.

High amount of low quality and unsafe
gasoline and diesel fuel products on the
market

Number of consumer
complaints; number of
violations

sister state agencies

current regulatory authority or
eugipment cannot handle demand for
inspections

L. increase funding 2. update law

II- Laboratory Services

Protects consumers from unsafe, ineffective, or fraudulent
|goods which may be offered for public sale; assures that
goods meet acceptable standards of qualty; and issues
registrations, licenses, and permits to certain businesses.
(Food Laboratory, Feed Laboratory, Seed Laboratary,
Chemical Residue Laboratory, and Petroleum Products
[p——

germination and purity testing

ndustry

agriculture

(Any consumer wishing to sell seed has
immediate access to testing to fulfil
requirements set by the SC Seed Law,
Seed Regulations, and Noxious Weed
Act.

No consumer has the ability to sell seed in
South Carolina

Number of testing requests
and available staff

Clemson

overlapping of duties between
agencies

1. Adjustments to SC Seed Law, Seed
Regulations, and/or Noxious Weed Act

1. Laboratory Services-Food & Feed Safety and
Compliance

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

food sampling and analysis

General Public

all

No consumer comes in contact with
contaminated food

Consumers become il

number and severity of
outbreaks/violations

FDA

changes in the law or new federal
mandates

1. harmonization of state and federal
authority

1. Laboratory Services-Food & Feed Safety and
Compliance

E that foods and feeds are under

and sanitary conditions through routine surveillance
insoections.

P of feed products

Industry

agriculture; pet

No animal is harmed by unsafe feed

(Animals become il

number and severty of
outbreaks/uiolations

FDA

changes n the law or new federal
mandates

1. harmonization of state and federal
authority

1l 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 accuratelv for commerce

weighing and measuring devices inspections

General Public

all

No consumer receives less product than
they paid for

Consumers are consistently cheated out of
product that they paid for

number of inspections and
available staff

sister state agencies

1l Consumer Services

Protects consumers by ensuring that the net content
statements on packages and weighing or measuring

weighing and measuring devices inspections

SC businesses using commercial scales

Able to conduct business.

Unable to conduct business

number of inspections and
available staff

sister state agencies

standards, calibrates equipment for our state inspectors
and private scale and pump service companies for the
enforcement of weights and measures regulations.

Executive Branch/State Agencies

used for public purposes, ie. highway
scales, is accurately calibrated, negating
any safety o other consumer protection

services to be able to operate, leading to
increased costs and turnaround time and
decreased customer service

achieved or maintained

devices are correct; and that agricultural products are sy
measured accurately for commerce
11l Consumer Services Protects consumers by ensuring that the net content public weigh masters weights and measures Allindividuals verifying the accuracy of | No individuals verifying the accuracy of nfa
statements on packages and weighing or measuring ndustry weights and other measurements are [ weights and other measurements are
devices are correct; and that agricultural products are licensed licensed
measured accurately for commerce
11l Consumer Services Protects consumers by ensuring that the net content bonded dealers and handlers licences agriculture (Adnerence to the Dealers and Handlers | Violations of the Dealers and Handlers of | claims on Grain Dealers statutory changes Fund falls below $4 million 1. Eliminate Grain Dealers Fund and roll
statements on packages and weighing or measuring of Agricultural Products Law, ensuring [ Agricultural Products Law, leading to farmers | Guaranty Fund balance into Grain Producers Guaranty
devices are correct; and that agricultural products are ndustry farmers receive prompt and full payment [ being cheated by buyers. Fund
measured accurately for commerce from buyers through licensing and
bonine.
11l Consumer Services Protects consumers by ensuring that the net content licensing and bonding of warehouses agriculture Safe keeping of stored commodities | Farmers are overexposed value of commodities bought | statutory changes Iffarmers are overexposed and 1. Give SCDA flexbilty to adjust bonding
statements on packages and weighing or measuring ndustry and sold at each location; level donot carry adequate
devices are correct; and that agricultural products are of farmer exposure bonds relative to the value of the
measured accurately for commerce oroduct
11l Consumer Services-Metrology Provides NIST traceable calibrations for mass and volume | calibration services all All weights and measures equipment | Would have to use out-of-state calibration | turnaround time nfa industry driven certifications cannot be| 1. Fund new laboratory.




Customers and Potential Impacts (2016-17)

11l Consumer Services-Metrology Provides NIST traceable calibrations for mass and volume | calibration services any [All weights and measures equipmentis | Would have to use out-of-state calibration | turnaround time
standards, calibrates equipment for our state inspectors ndustry acurately calibrated, allowing business to [services to be able to operate, leading to
and private scale and pump service companies for the function smoothly, withoutalossin  [increased costs and turnaround time and
fweichts and lati revenue. decreased 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 consistent and convenient source of | poor return on investment usage public-private partnerships
Promotions -State Farmers Markets regional state farmers markets in Columbia, Florence, and. [products General Public locally grown produce and speciality
provide a products
locally erown oroduce and soecialty oroducts
IV. Marketing Services. A, Marketing & The State of South Carolina owns and manages three |a place to selllocally grown produce and specialty agriculture reliable market for South Carolinia poor return on investment usage public-private partnerships
Promotions -State Farmers Markets regional state farmers markets in Columbia, Florence, and. [products ndustry farmers, increasing their revenue as well
provide a as the economic impact to the state
locally erown oroduce and soecialty oroducts
IV. Marketing Services. A, Marketing & Maintains and develops broad-based marketing programs [promotion of SC agricultural products agriculture 100% of consurmers choosing SC No demand for SC agricultural products, | CSC brand recognition; sales of
Promotions -Marketing that increase consumer awareness and product demand agricultural products over all other leading to a collapse of the industry local products; event
for quality SC agricultural products at local, national, and ndustry products 100% of the time, leading to attendance
international levels significant increases in revenue and
IV. Marketing Services. A, Marketing & Works to continually promote agribusiness in SC through | agribusiness recruitment agribusiness The economic impact of the SC The economic impact of the SC agribusiness | indirect and direct economic _|industry partners (Clemson, Farm 1. Restructure budget program
Promotions -Agribusiness Development research and recruitment of prospective agribusinesses agribusiness industry increases beyond  [industry declines. impact of SCagribusiness  |Bureau, etc )
that may have an interest in locating o growing their the goal of $50 billion by 2020,
agribusiness in SC, via the production of SC grown ndusry
products or value-added services/processing. Works with
elected officials and business/state leaders atal levels to
faciltate sound public policy and serve as an unbiased
couieea of infrmation
IV. Marketing Services. A. Marketing & Cooperate with the federal government to implement the | grant obtainment and implementation agribusiness Allavailable federal grant funding goes to| No available federal grant funding goes to SC, | amount of funding industry partners (Clemson, Farm | Programs end due to ack of funding | 1. Fund programs that are reliant on
Promations -Grants Coordination Specialty Crop Block Grant (SCBG), Farm to School Grant C, allowing an increase in programs. | leading to programs ending. Bureau, etc.) grant funds
(F25), Manufactured Food and Regulatory Program Industry
Standards (MFRPS); pursue and secure other grants to
henefit the ariculture indisstry and SCOA
IV. Marketing Services. B. Cc v [ serves as aliason 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 boards and | Commodity boards lose their 1. Procurement code exemption
the state's Agriculture Commission to aid in marketing | commodities promation leads to increased revenue | revenue and failure by producers tostay  |emergency issues associations autonomy or suffer due to being
state commodities, as well as fund various research Industry and highest level of education ensures allfinformed of regulations housed under a state agency.
projects relevant to the commodity producers are up to date on regulations
and current issies
IV. Marketing Services. C. Market Services - | A contract service provided by SCDA to USDA that analyzes | price, volume, and other agricultural market information agriculture Access to timely and accurate market | No access to market information Number and location of sales; | USDA
Market News Services and distributes price, volume, and other market ndustry information whenever needed avalable staff
information to all segments of the produce, grain, and
livestock industries_and
IV. Marketing Services. D. Inspection Services - | Under a cooperative agreement with USDA, frult, fruit and vegetable grading and inspection agriculture All produce growers have access to Produce growers are unable to selltheir | Number of needed USDA
Grading/Inspections vegetable, poultry and egg, and commodity grading and ndustry grading and inspection services that [ product. inspections and available staff
inspection services are provided. Includes Good allow therm to sell their products.
Agricultural Practices (GAP) training
IV. Marketing Services. D. Inspection Services - | Under a cooperative agreement with USDA, frult, peanut grading and inspection agriculture [All peanut producers h , Peant prod unable to sell their | Number of needed USDA
Grading/Inspections vegetable, poultry and egg, and commodity grading and ndustry grading and inspection services that [ product. inspections and available staff
inspection services are provided. Includes Good allow therm to sell their products.
Agricultural Practices (GAP) training
IV. Marketing Services. D. Inspection Services - | Under a cooperative agreement with USDA, frult, poultry and egg grading and inspection agriculture (All egg producers have access to grading | Egg producers are unable to sell their Number of needed USDA
Grading/Inspections vegetable, poultry and egg, and commodity grading and ndustry and inspection services that allow them [ product. inspections and available staff
inspection services are provided. Includes Good to sell their products
Agricultural Practices (GAP) training
IV. Marketing Services. D. Inspection Services - | Under a cooperative agreement with USDA, frutt, rain grading and inspection agriculture All grain producers have access to Grain producers are unable to selltheir Number of needed USDA
Grading/Inspections vegetable, poultry and egg, and commodity grading and ndustry grading and inspection services that [ product. inspections and available staff
inspection services are provided. Includes Good allow therm to ship and market their
Agricultural Practices (GAP) training erain
IV. Marketing Services. D. Inspection Services - | Under a cooperative agreement with USDA, frult, Good Agricultural Practices (GAP) training, agriculture producers fail GAP audits producers are prepared and pass GAP audits | conflict of interest between | Clemson
Grading/Inspections vegetable, poultry and egg, and commodity grading and ndustry training and certification
inspection services are provided. Includes Good
Agricultural Practices (GAP) training
IV. Marketing Services. E. Market Bulletin - | Publication issued twice a month as 2 marketplace for | Market Bulletin publication all reliable and informative source for waste of subscription nfa nfa

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




Public Benefit and Responsibility (2016-17)

[Azency

[Department of Agriculture

[Date of

[12/30/2016

INSTRUCTIONS: 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.” If the agency is revising its 2015-16 Strategic Plan for this year, or revising which employee is responsible for certain goals or objectives, please

provide information for the strategic plan the agency will follow in 2016-17 and the employees who will be responsible for ensuring it is accomplished. As a reminder, the instructions for how the agency is to complete the chart s below:
1) Under the "Strategic Plan Part and Description” column, enter the strategic plan part number and description (i.e. Goal 1 - Increase the number of job opportunities available to juveniles to 20 per juvenile within the next 2 years)

2) Under the "Public Benefit/Intended Outcome” column, enter the intended outcome of accomplishing each goal and objective
3) Under the "Responsible Person” columns, provide information about the individual who has primary responsibility/accountability for each goal and objective. The Responsible Person for a goal has different teams of employees beneath him/her to help accomplish the goal. The Responsible Person for an objective has employees and possibly
different teams of employees beneath him/her to help accomplish the objective. The Responsible Person for a goalis the person who, in conjunction with his/her team(s) and approval from higher level superiors, determines the strategy and objectives needed to accomplish the goal. The Responsible Person for an objective is the person who, in
conjunction with his/her employees and approval from higher level superiors, sets the performance measure targets and heads the game plan for how to accomplish the objective for which he/she is responsible. Under the "Position” column, enter the Responsible Person's position/title at the agency. Under "Office Address" column, enter the
address for the office from which the Responsible Person works. Under the "Department/Division” column, enter the department or division at the agency in which the Responsible Person works. Under the "Department/Division Summary" column, enter a brief summary (no more than 1-2 sentences) of what that department or division does in the

agency.
Mission: Legal Basis:
Vision: Legal Basis:

Strategic Plan Part and Description (2016-17)

Intended Public Benefit/Outcome:
(Ex. Outcome = incidents decrease and public perceives that the road is
safer) Just enter the intended outcome

Respansible Employee Name

Goal 1 - Improve agency operational readiness and workforce development

Agency employees provide better customer service and are more
productive

Strateay 1.1 - Prioritize and deplov Technoloay (IT) products and services

Objective 1.1.1 - Inventory and establish a replacement schedule for all agency IT equipment

Agency employees provide better customer service and are more

ductive

Aaron Wood

Rhonda Moore

o
Ensure that data is secure and handled appropriately

Objective 1.1.2 - Achieve that 100% of appropriate staff complete an annual information security Rhonda Moore
awareness training

Objective 1.1.3 - Triage and acknowledge helpdesk tickets within 24 hours; provide desktop Agency employees provide better customer service and are more Rhonda Moore
support to all agency users oroductive

Objective 1.1.4 - Work with Division of Information Security (DIS) to develop and implement Ensure that data is secure and handled appropriately Rhonda Moore

INFOSEC nolicies

Strateay 1.2 - Recruit and retain hiahly qualifed and motivated emplovees

Obijective 1.2.1 - Perform all actions related to personnel (i.e.: E-Verify, SCEIS, NeoGov, EPMS,
Insurance, Retirement, documentation) within required timeframes (3 -30 days) as outlined in
procedures and laws

Objective 1.2.2 - Complete required EEOC reporting and focus on potential areas of improvement

Objective 1.2.3 - Complete planning stage documents by 1 March each year for all existing
emolovees and within 1 month of new hires

Objective 1.2.4-Offer an annual health screening for all employees and purchase Personal
Protective Equipment (PPE) for all field personnel

Objective 1.2.5- Coach supervisors through introductory and advanced training, writing personal
plans for , and of progressive discipline policy

Strateay 1.3- Improve financial reporting and business procedures
Objective 1.3.1-Provide monthly finanical reports to division directors and program staff

Objective 1.3.2 - Ensure compliance with procurement code, enhance procedural knowledge,and
diversify vendor pool

Objective 1.3.3 - Update fleet vehicle and equipment inventory and complete reports monthly;
assess needs and establish an annual replacement plan

Objective 1.3.4 - Set up purchase orders, post payments received, and process invoices within 2
weeks of receint

Strategy 1.4 - Set, execute and monitor a strategic plan towards accomplishing the agency mission

Objective 1.4.1 - Facilitate communication up and down the chain of command through staff
meetings, notifications, event attendance, and leading the communications committee

Objective 1.4.2 - Complete Farm Aid application processing, review and disbursements by 1
October 2016

Objective 1.4.3 - Respond to constituent contacts within 3 business days of receipt

Objective 1.4.4- Brief Commissioner Weathers daily regarding his schedule, pertinent industry
issues, employee news, and constituent contacts; represent Commissioner Weathers at meetings,
seminars, and events

Goal 2- Protect and busi inthe through physical i
fabaratory analyses, product sampling, licensing, field testing, auditing, and other
compliance activities

Strategy 2.1- Provide food/feed safety oversight of SC food manufactuers, processors, and food
distribution factilities through routine. risk-based, comoliance inspections

Objective 2.1.1 - Lead implementation plans for federal regulatory mandates such as FSMA,
MFRPS, AFRPS, and COOL

Agency employees provide better customer service and are more
productive

Kathleen Pierce

Employ a workforce more representative of agency constituents

Kathleen Pierce

Agency employees provide better customer service and are more
oroductive

All Supervisors

Agency employees provide better customer service and are more
productive

Kathleen Pierce

Agency employees provide better customer service and are more
productive

Agency employees provide better customer service and are more
oroductive

Kathleen Pierce

Carla Lindler

Improve stewardship of appropriated and revenue funds

Carla Lindler

Improve stewardship of appropriated and revenue funds

Carla Lindler

Improve stewardship of appropriated and revenue funds

Carla Lindler

THow long as staff member
been respansible for the
goal or objective:

(i.e. more or less than 3 years -
this is a droo down menu)

More than 3 years

Less than 3 years
Less than 3 years
Less than 3 years

Less than 3 years

Less than 3 years

Less than 3 years
Less than 3 years

Less than 3 years

Less than 3 years

Less than 3 years
Less than 3 years
Less than 3 years

Less than 3 years

Position;

Assistant Commissioner

IT Manager

IT Manager

IT Manager

IT Manager

Human Resources Director

Human Resources Director
Supervisors

Human Resources Director

Human Resources Director

Administration Director

Administration Director

Administration Director

Administration Director

Office Address:

Headquarters (1200 Senate
Street, 5th Floor Wade
Hampton Building, Columbia)
unless otherwise noted

Headquarters

Headquarters

Headquarters

Headquarters

Headquarters

Headquarters
Various

Headquarters

Headquarters

Headquarters

Headquarters

Headquarters

Headquarters

Department or Division:

Agency Operations (AO)
Division

IT(A0)
IT(A0)
IT (A0)

IT (A0)

HR (A0)

HR (AO)

Various

HR (AO)

HR (AO)

Administration (AO)
Administration (AO)
Administration (AO)

Administration (AO)

Department or Division Summary:

Division works to ensure that people, equipment, and infrastructure are
available and positioned across the state to keep the agency mission ready.

Responsible for IT equipment and service

Responsible for IT equipment and service

Responsible for IT equipment and service

Responsible for IT equipment and service

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
nractices are comnliant with state and federal reaulations

The Human Resources Department manages personnel matters, including
henefits
Agency wide

state clnssifiration ninn_navroll leave accounting_and

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 comoliant with state and federal reaulations.
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
yractices are comnliant with state and federal reaulations.

Finance, Procurement, Supply and Facilities

Finance, Procurement, Supply and Facilities

Finance, Procurement, Supply and Facilities

Finance, Procurement, Supply and Facilities

productive

Director

Agency employees provide better customer service and are more Stefanie Kitchen Less than 3 years Commissioner's Office Headquarters Commissioner's Office (AO) | The Office of the Commissioner can be considered the central hub of the

productive Director department. It serves as the primary point of contact for Commissioner
Weathers and coordinates and manages such areas as the Commissioner's
schedule, communications, and events. The Office of the Commissioner works
with all divisions to execute the duties and responsibilities of the South Carolina

of Adcicultire

Farm Aid Fund administered in a timely and efficient manner to help Martin Eubanks Less than 3 years Assistant Commissioner Headquarters Agricultural Services (AS) The Agricultural Services Division consists of the South Carolina Agriculture

farmers recover after the flood, as intended by the General Assembly. Division Commission, Marketing and Promotion, Agritourism Program, State Farmers
Markets_Market News Service and the Gradina and Inspection Proaram.

Provide unbiased information to improve public safety, educate producers | All Staff Less than 3 years Various Various Various Various

and consumers, and facilitate the exchange of agricultural goods and

services

Agency employees provide better customer service and are more Stefanie Kitchen Less than 3 years Commissioner's Office Headquarters Commissioner's Office (AO) | The Office of the Commissioner can be considered the central hub of the

department. It serves as the primary point of contact for Commissioner
Weathers and coordinates and manages such areas as the Commissioner’s
schedule, communications, and events. The Office of the Commissioner works
with all ivisions to execute the duties and responsibilities of the South Carolina
D of Aariculture.

Provide public safety by ensuring quality and quantity of products in the
marketplace are accurate

Provide public safety by ensuring quality and quantity of products in the
marketplace are accurate

Derek Underwood

Derek Underwood

More than 3 years

More than 3 years

Assistant Commissioner

Assistant Commissioner

123 Ballard Court, West
Columbig, SC

123 Ballard Court, West
Columbig, SC

Consumer Protection (CP)
Division

Consumer Protection (CP)
Division

The Consumer Protection Division (CPD) is comprised of four (4) main
departments: Laboratory Services Department, Consumer Services Department,
Metrology Services Department, and Feed/Food Safety & Compliance
Department of SCDA; all work together to enforce state regulations

The Consumer Protection Division (CPD) is comprised of four (4) main
departments: Laboratory Services Department, Consumer Services Department,
Metrology Services Department, and Feed/Food Safety & Compliance
Department of SCDA; all work together to enforce state regulations
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Obijective 2.1.2 - Hire and train a Plan Reviewer to provide assistance to new food entrepreneurs
wishing to begin wholesale food businesses

Objective 2.1.3 - Participate in regional and national food safety events by way of membership,
attendance, work groups and forums

Objective 2.1.4 - Create and maintain a new department within the Consumer Protection Division
dedicated to educating about, and enforcement of, the FDA's FSMA Produce Safety Rule

Strategy 2.2 - Maintain the accuracy of the state's mass and volume measurement system by
providing high auality calibration services to public and private sector customers

Obijective 2.2.1 - Enhance the Metrology Laboratory's creditbility by becoming accredited by the
national Voluntary Laboratory Accreditation Program (NVLAP)

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

Objective 2.2.3 - Build a new metrology laboratory to meet the NIST requirements for Echelon |
metrology laboratory environments

Objective 2.2.4- Perform calibrations within 1 month of a work order

Strategy 2.3 - Ensure commodities offered for sale are the correct quantity and quality through
inspections of petroleum dispensers, retail scales, and storage facilities
Objective 2.3.1 - Procure and deploy new large mass vehicles to provide service to large scale firms

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

Objective 2.3.3 - Provide follow-up communication on 100% of consumer complaints

Strategy 2.4 - Provide public safety assurance that commodities purchased are safe, wholesome,
and adhere to standards, through chemical and physical analytical analysis of food, animal feed,
seed. and oetroleum oroducts

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

Objective 2.4.2 - Develop and install a new Laboratory Information Management System (LIMS) to
enhance reporting and interface with FERN and FDA compliant databases

Objective 2.4.3 - Develop SOPs and protocols to enhance laboratory capabilities through
regulatory accreditation programs, such as ISO/IEC 17025

Objective 2.4.4 - Have 100% staff attendance at all technical trainings and safety meetings

Objective 2.4.5 - Analyze official and submitted samples and communicate results within five
business days

Goal 3 - Promate and market South Carolina agriculture, both domestically and abroad, to
increase demand for agricultural products

Strategy 3.1- Expand Certified SC branding and marketing efforts
Objective 3.1.1 - Increase program membership by 5%

Objective 3.1.2 - Actively use social media to engage the public with at least two posts per day

Objective 3.1.3 - Grow agritourism operator participation in SC programming by 5% and consumer
traffic at those venues by 10%

Public Benefit and Responsibility (2016-17)

Provide public safety by ensuring quality and quantity of products in the | Angie Culler Less than 3 years Director 123 Ballard Court, West Food and Feed Safety (CP) | Food/Feed Safety & Compliance ensures that foods and feeds are manufactured

marketplace are accurate Columbia, SC and marketed under sofe and sanitary conditions through routine surveillance
inspections. Inspectors ensure that food is pure and wholesome, safe to eat,
and properly labeled according to laws and regulations.

Provide public safety by ensuring quality and quantity of products in the | Angie Culler Less than 3 years Director 123 Ballard Court, West Food and Feed Safety (CP) | Food/Feed Safety & Compliance ensures that foods and feeds are manufactured

marketplace are accurate

Columbia, SC

and marketed under sofe and sanitary conditions through routine surveillance
inspections. Inspectors ensure that food is pure and wholesome, safe to eat,
and properly labeled according to laws and regulations.

Provide public safety by ensuring quality and quantity of products in the
marketplace are accurate

Offer more services for public and private customers

Derek Underwood

Robert McGee

More than 3 years

Less than 3 years

Assistant Commissioner

Lab Director

123 Ballard Court, West
Columbia, SC

237 Catawba Street,
Columbia SC

Consumer Protection (CP)
Division

Metrology (CP)

The Consumer Protection Division (CPD) is comprised of four (4) main
departments: Laboratory Services Department, Consumer Services Department,
Metrology Services Department, and Feed/Food Safety & Compliance
Department of SCDA; all work together to enforce state regulations

The Metrology Lab 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
reaulations

Offer more services for public and private customers

Robert McGee

Less than 3 years

Lab Director

237 Catawba Street,
Columbia SC

Metrology (CP)

The Metrology Lab 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
reaulations.

Offer more services for public and private customers

Robert McGee

Less than 3 years

Lab Director

237 Catawba Street,
Columbia SC

Metrology (CP)

The Metrology Lab 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
reaulations

Offer more services for public and private customers

Provide public safety by ensuring quality and quantity of products in the
marketplace are accurate

Robert McGee

John Stokes

Less than 3 years

Less than 3 years

Lab Director

Director

237 Catawba Street,
Columbia SC

123 Ballard Court, West
Columbig, SC

Metrology (CP)

Consumer Services (CP)

The Metrology Lab 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
reaulations.

Consurmer 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. This
department is responsible for drawing official samples of motor fuels, some
foods, feed, and agricultural product for the Department’s Laboratory Division
to ensure the quality of these products. Consumer Services also regulates cotton
and arain wnrehnuse storane foilities

Provide public safety by ensuring quality and quantity of products in the
marketplace are accurate

John Stokes

More than 3 years

Director

123 Ballard Court, West
Columbig, SC

Consumer Services (CP)

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. This
department is responsible for drawing official samples of motor fuels, some
foods, feed, and agricultural product for the Department’s Laboratory Division
to ensure the quality of these products. Consumer Services also regulates cotton
and arain wnrehnuse storane foilities

Provide public safety by ensuring quality and quantity of products in the
marketplace are accurate

Provide public safety by ensuring quality and quantity of products in the
marketplace are accurate

Alicia Attaway

Derek Underwood

More than 3 years

Less than 3 years

Administrative Assistant

Assistant Commissioner

123 Ballard Court, West
Columbig, SC

123 Ballard Court, West
Columbig, SC

Consumer Services (CP)

Consumer Protection (CP)
Division

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. This
department is responsible for drawing official samples of motor fuels, some
foods, feed, and agricultural product for the Department’s Laboratory Division
to ensure the quality of these products. Consumer Services also regulates cotton
o ocoin waroho fncilitioc

The Consumer Protection Division (CPD) is comprised of four (4) main
departments: Laboratory Services Department, Consumer Services Department,
Metrology Services Department, and Feed/Food Safety & Compliance
Department of SCDA; all work together to enforce state regulations

Provide public safety by ensuring quality and quantity of products in the | Phil Trefsgar Less than 3 years Director 123 Ballard Court, West Laboratory (CP) Laboratory Services protects consumers from unsafe, ineffective, or fraudulent

marketplace are accurate Columbia, SC goods which may be offered for public sale; assures that goods meet acceptable
standards of quality; and issues registrations, licenses, and permits to certain
husinesses

Provide public safety by ensuring quality and quantity of products in the | Phil Trefsgar Less than 3 years Director 123 Ballard Court, West Laboratory (CP) Laboratory Services protects consumers from unsafe, ineffective, or fraudulent

marketplace are accurate Columbia, SC 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

Provide public safety by ensuring quality and quantity of products in the | Phil Trefsgar Less than 3 years Director 123 Ballard Court, West Laboratory (CP) Laboratory Services protects consumers from unsafe, ineffective, or fraudulent

marketplace are accurate

Columbig, SC

goods which may be offered for public sale; assures that goods meet acceptable
standards of quality; and issues registrations, licenses, and permits to certain
husinesses

Provide public safety by ensuring quality and quantity of products in the

Sherry Garris

Less than 3 years

Chemist, Pesticide Residue

123 Ballard Court, West

Laboratory (CP)

Laboratory Services protects consumers from unsafe, ineffective, or fraudulent

marketplace are accurate Columbia, SC 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

Grow the value (per unit, total) of agricultural products and by-products in | Martin Eubanks More than 3 years Assistant Commissioner Headquarters Agricultural Services (AS) The Agricultural Services Division consists of the South Carolina Agriculture

the state Division Commission, Marketing and Promotion, Agritourism Program, State Farmers
Markets_Market News Service and the Grading and Inspection Proaram.

Help the public identify and purchase more food grown in SC Ansley Turnblad Less than 3 years Brand Coordinator Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop
broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
nationaland international levels

Create more awareness about SC agriculture, drive demand for SC Elizabeth Shuler Less than 3 years Marketing Specialist Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop

products and increase industry value broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
national_and international levels

Provide more marketing opportunities for SC producers Jackie Moore Less than 3 years g Director Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop

broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,

national. and international levels.
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Objective 3.1.4 - Conduct participant evaluation at all events to determine effectiveness and
utilization

Strategy 3.2 -Maximize Return on Investment (RO) of producer-led commodity boards through
research. oromotion and education

Objective 3.2.1 - Use merchandising and commodity-specific promotions to increase sales of SC
products by 5% in retail food outlets and food service venues

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

Objective 3.2.3 - Place more resources into export market analysis, access, and development

Objective 3.2.4 - Use cross-p toincrease demand by 5%

of, and between,

Strategy 3.3 - Expand direct sales opportunities through the State Farmers Market system,
community based markets. roadside markets. Farm-to-School. and niche markets

Objective 3.3.1 - Identify and prioritize critical upgrades at all 3 State Farmers Market (SFMs) to
ensure producers and consumers have safe and clean facilities

Objective 3.3.2 - Provide four training meetings for producers and community based markets to
expand SNAP/WIC usage of this program

Obijective 3.3.3- In conjunction with Clemson University Extension, update producer Good
Agricultural Practice (GAP) training and outreach efforts to increase certification by 5%

Objective 3.3.4 - Provide 4 training meetings for producers interested in accepting WIC/SNAP
vouchers across the state

Objective 3.3.5 - Leverage earned media to reach consumers two weeks prior to major events like
Flower Festivals and Family Fun Day

Strategy 3.4 - Provide daily market news reports and USDA quality grading and inspections for
fruits. vegetables, peanuts, and other commodities

Objective 3.4.1 - Make weekly visits to six livestock auctions and daily visits to produce wholesalers
to record price, volume and other market information

Objective 3.4.2 - Produce and publish information daily and weekly through through Internet
reports, printed reports, telephone recording devices, daily radio programs, as well as newspapers

Objective 3.4.3 - Perform grading and inspection at all statewide peanut buying points and
contracted grain and commodity buying points

Objective 3.4.4 - Increase the diversity of USDA commodity certifications that SCDA inspectors can
issue upon request

Goal 4 - Expand South Carolina's agricuftural outputs by providing value-added
opportunities ta farmers and timely information to all stakeholders

Strategy 4.1 - Grow existing industry by increasing agribusiness recruitment efforts and value-
added opportunities

Objective 4.1.1-Meet with 10 current companies annually to encourage them to use more SC
agricultural products in their business brocesses

Objective 4.1.2-Create collaborations between in-state farmers and food processors to determine
supolv-chain opportunities

Objective 4.1.3-Meet with state, locals and regional alliance officials quarterly about agribusiness
opportunities

Objective 4.1.4-Participate in at least seven business events and/or trade shows per year to meet
with prospective companies

Objective 4.1.5-Perform an annual inventory analysis on agribusiness companies who are primed
for expansion in SC or the Southeastern United States

Strategy 4.2 -Research and advocate for responsible agricultural policies which encourage growth
and resource stewardshio

Objective 4.2.1-Assess all industry policies before each legislative session by gathering input from a
cross section of at least 10 different producers

Objective 4.2.2- Be an industry voice in communicating factual information to elected officials at
the appropriate time

Objective 4.2.3-Work with agency program staff to review current laws, regulations, and policies to
balance consumer safety and a business friendlv environment

Strategy 4.3- Provide credible and timely information to South Carolinians to increase awareness
of agriculture

Public Benefit and Responsibility (2016-17)

Increase awareness of SC agriculture

Grow sales of SC grown and made agricultural products

Ansley Turnblad

Chad Truesdale

Less than 3 years

Less than 3 years

Brand Coordinator

Commodities Coordinator

Headquarters

Headquarters

Marketing (AS)

Marketing (AS)

The Marketing and Promotion Division's mission is to maintain and develop

broad-based marketing programs that increase consumer awareness and

product demand for quality South Carolina agricultural products at local,
ational_and international levels

The Marketing and Promotion Division's mission is to maintain and develop
broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
nationaland international levels

Producer investment to increase their bottom line

Chad Truesdale

More than 3 years

Commodities Coordinator

Headquarters

Marketing (AS)

The Marketing and Promotion Division's mission is to maintain and develop
broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
national_and international levels

Grow sales of SC grown and made agricultural products

Martin Eubanks

Less than 3 years

Assistant Commissioner

Headquarters

Marketing (AS)

The Marketing and Promotion Division's mission is to maintain and develop
broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
nationaland international levels

Grow sales of SC grown and made agricultural products

Chad Truesdale

More than 3 years

Commodities Coordinator

Headquarters

Marketing (AS)

The Marketing and Promotion Division's mission is to maintain and develop

broad-based marketing programs that increase consumer awareness and

product demand for quality South Carolina agricultural products at local,
ational_and international levels

products and increase industry value

Help producers make marketing decisions

Kellie Taylor

Less than 3 years

Area Supervisor

117 Ballard Court, West
Columbia, SC 29172

Provide more marketing opportunities for SC producers Brad Boozer Less than 3 years State Farmers Markets 3483 Charleston Highway, | Farmers Markets (AS) Provide consumers with a wide variety of locally grown produce and specialty
Manager West Columbia, SC 29172 products. Consumers may shop in farmers sheds, retail centers, and at major

Provide more marketing opportunities for SC producers Emily Joyce Less than 3 years Marketing Specialist Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop
broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
national. and international levels

Provide more marketing opportunities for SC producers Jack Dantzler Less than 3 years Director 117 Ballard Court, West Grading and Inspection (AS) | Provide consumers with a wide variety of locally grown produce and specialty

Columbia, SC 29172 products. Consumers may shop in farmers sheds, retail centers, and at major
wholesale businesses that overate at each market.

Provide more marketing opportunities for SC producers Emily Joyce Less than 3 years Marketing Specialist Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop
broad-based marketing programs that increase consumer awareness and
product demand for quality South Carolina agricultural products at local,
national_and international levels

Create more awareness about SC agriculture, drive demand for SC Elizabeth Shuler Less than 3 years Marketing Specialist Headquarters Marketing (AS) The Marketing and Promotion Division's mission is to maintain and develop

Market News (AS)

broad-based marketing programs that increase consumer awareness and.
product demand for quality South Carolina agricultural products at local,
ational_and international levels.

The Market News Service is a USDA market service that analyzes and distributes
price, volume and other market information from producers, shippers,
wholesalers, brokers, market vendors and auction markets to all segments of
the produce, grain and livestock industries and to consumers through Internet
reports, printed reports, telephone recording devices, daily radio programs, as
well as daily and weekly newspapers. South Carolina pricing is updated dail.

Help producers make marketing decisions

Kellie Taylor

Less than 3 years

Area Supervisor

117 Ballard Court, West
Columbia, SC 29172

Market News (AS)

The Market News Service is a USDA market service that analyzes and distributes
price, volume and other market information from producers, shippers,
wholesalers, brokers, market vendors and auction markets to all segments of
the produce, grain and livestock industries and to consumers through nternet
reports, printed reports, telephone recording devices, daily radio programs, as
well as daily and weekly newspapers. South Carolina pricing is updated dail.

Provide more marketing opportunities for SC producers

Jack Dantzler

More than 3 years

Director

117 Ballard Court, West
Columbia, SC 29172

Grading and Inspection (AS)

Provide consumers with a wide variety of locally grown produce and specialty
products. Consumers may shop in farmers sheds, retail centers, and at major
wholesale businesses that overate at each market.

Provide more marketing opportunities for SC producers

Jack Dantzler

Less than 3 years

Director

117 Ballard Court, West
Columbia, SC 29172

Grading and Inspection (AS)

Provide consumers with a wide variety of locally grown produce and specialty
products. Consumers may shop in farmers sheds, retail centers, and at major
wholesale businesses that overate at each market.

Increase the value of agribusiness in SC

Clint Leach

Less than 3 years

Assistant Commissioner

Headquarters

Economic Development and
Legislative Affairs (EDLA)

|

Promote and advocate for the growth of existing and new agribusiness

opportunities throughout the state. This is done by working with elected

officials and business/state leaders at alllevels to push for an efficient policy
ind pconomic develonment environment.

Increase the value of agribusiness in SC

Martin Eubanks / Clint Leach

Less than 3 years

Assistant Commissioners

Headquarters

Increase the value of agribusiness in SC Jack Shuler Less than 3 years Director Headquarters Agribusiness Development | Recruit new agribusinesses to SC, help existing farmers and agribusinesses
(EDLA) expand. and connect farmers with new val
Increase the value of agribusiness in SC Jack Shuler Less than 3 years Director Headquarters Agribusiness Development | Recruit new agribusinesses to SC, help existing farmers and agribusinesses
(EDLA) expand. and connect farmers with new val
Increase the value of agribusiness in SC Clint Leach Less than 3 years Assistant Assistant EDLA Promote and advocate for the growth of existing and new agribusiness
opportunities throughout the state. This is done by working with elected
officials and business/state leaders at alllevels to push for an efficient policy
and economic development environment
Increase the value of agribusiness in SC Jack Shuler Less than 3 years Director Headquarters Agribusiness Development | Recruit new agribusinesses to SC, help existing farmers and agribusinesses
(EDLA) expond, and connect farmers with new value-added opportunities.
Increase the value of agribusiness in SC Jack Shuler Less than 3 years Director Headquarters Agribusiness Development | Recruit new agribusinesses to SC, help existing farmers and agribusinesses

(EDLA)

AS/EDLA

expand, and connect farmers with new value-added opportunities.

Promote and advocate for the growth of existing and new agribusiness
opportunities throughout the state. This is done by working with elected
officials and business/state leaders at alllevels to push for an efficient policy
and economic develonment environment

Provide factual, unbiased information which will lead to sound policy
decisions

Clint Leach

Less than 3 years

Assistant Commissioner

Headquarters

EDLA

Promote and advocate for the growth of existing and new agribusiness
opportunities throughout the state. This is done by working with elected
officials and business/state leaders at alllevels to push for an efficient policy
and economic development environment

Increase the value of agribusiness in SC

All Assistant Commissioners

Less than 3 years

Assistant Commissioners

Various

Various

Agency wide
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Objective 4.3.1- Update agency plan for crisis management and/or regulatory enforcement events

Objective 4.3.2-Respond to 100 percent of website information requests within two business days

Objective 4.3.3- Develop relationships with media statewide to pitch positive agricultural news,
events, stories as they occur

Strategy 4.4 -Continue to foster external and internal communications as educational resources
and enhanced customer service tools
Obijective 4.4.1-Maintain a Market Bulletin subscription of 15,000

Objective 4.4.2- Public Information staff should conduct visits with different program staff at least
monthly

Objective 4.4.3- Establish an accurate position on key issues and create consistent messaging
across the agency

Public Benefit and Responsibility (2016-17)

Objective 4.4.4- Leverage paid media to get a higher return on investment

Provide unbiased information to improve public safety, educate producers | Stephanie Sox Less than 3 years Communications Director | Headquarters Publlc Information (EDEA) | Communicates SCDA’s mission, and the importance of SC agriculture and

and consumers, and focilitate the exchange of agricultural goods and agribusiness, through traditional and social media, websites, and the SC Market

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

Provide unbiased information to improve public safety, educate producers | Stephanie Sox Less than 3 years Communications Director | Headquarters Publlc Information (EDEA) | Communicates SCDA’s mission, and the importance of SC agriculture and

and consumers, and focilitate the exchange of agricultural goods and agribusiness, through traditional and social media, websites, and the SC Market

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

Increase demand for SC products Stephanie Sox Less than 3 years Communications Director Headquarters Public Information (EDEA) 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 media inquiries,

Provide unbiased information to improve public safety, educate producers | Stephanie Sox Less than 3 years Communications Director | Headquarters Public information (EDEA) | Communicates SCDA’s mission, and the importance of SC agriculture and

and consumers, and focilitate the exchange of agricultural goods and agribusiness, through traditional and social media, websites, and the SC Market

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

Provide unbiased information to improve public safety, educate producers | Stephanie Sox Less than 3 years Communications Director | Headquarters Publlc Information (EDEA) | Communicates SCDA’s mission, and the importance of SC agriculture and

and consumers, and focilitate the exchange of agricultural goods and agribusiness, through traditional and social media, websites, and the SC Market

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

Agency employees provide better customer service and are more Stefanie Kitchen Less than 3 years Commissioner's Office Headquarters Commissioner's Office (AO) | The Office of the Commissioner can be considered the central hub of the

productive Director department. It serves as the primary point of contact for Commissioner
Weathers and coordinates and manages such areas as the Commissioner's
schedule, communications, and events. The Office of the Commissioner works
with all divisions to execute the duties and responsibilities of the South Carolina

of Adcicultice
Grow sales of SC grown and made agricultural products Martin Eubanks Less than 3 years Assistant Commissioner Headquarters AS The Marketing and Promotion Division's mission is to maintain and develop

broad-based marketing programs that increase consumer awareness and.
product demand for quality South Carolina agricultural products at local,
national._and international levels.
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Employee Allocation by General Appropriation Act Program (2016-17)

Agency Responding

Department of Agriculture

Date of Submission

12/30/2016

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 document.

General Appropriation Act Program (2016-17)

Number of physical employees
working on the program in 2016-
17

Number of employee equivalents working on
the program in 2016-17

Number of FTEs Available|126 125.65
Number of Temporary Non-FTEs Available[132 132
Number of Temporary Grant Non-FTEs Available|2 2
Total Number of Employees Available|260 259.65
I. Administrative Services|16 15
IIl. Consumer Protection|56 54.5
IV. Marketing Services. A. Marketing & Promotions|14 13.15
IV. Marketing Services. B. Commodity Boards|2 2
IV. Marketing Services. C. Market Services|15 14.5
IV. Marketing Services. D. Inspection Services|26 25.5
IV. Marketing Services. E. Market Bulletin|3 2.5
V. Employee 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
funded from other funds.




Programs and Objectives (2016-17)

|Agency Responding

|Department of Agriculture

|Date of Submission

[12/30/2016

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 Budgeted on Program for 2016-17,” list the amount of money the agency is budgeting to spend on the program in 2016-17.

(c) In the column titled, “Number of employee equivalents associated with the program,” list the total number of employee equivalents the agency plans to have working on the program in 2016-17.
(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 budgeted on objective that is associated with costs from program,” consider the total amount budgeted for the program and what portion of that amount relates to each objective. If the agency adds up
the amounts for each associated objective, it should equal the total amount budgeted for the program.
() In the column titled, “Approx. amount of employee equivalents planned to be utilized on objective that are associated with the program,” consider the total amount of employee equivalents the agency plans to utilize on the program and what portion
of that time will related to each objective. If the agency adds up the amounts for each associated objective, it should equal the total number of employee equivalents the agency plans to utilize on the program.

General Appropriation Act Programs (2016-17)

Description of Program

Money Budgeted for the
Program in 2016-17

Number of employee

equivalents associated

with the Program

Objective the Program Helps Accomplish
(The agency can copy the Objective
number and description from the first
column of the Strategy, Objective and
Responsibility Chart)

List ONLY ONE strategic objective per
row.

Approx. amount of money
budgeted on each objective
that is associated with
budgeted costs from this
program (if you add up the
amounts for each objective
it should equal the total
amount spent on the

orogram)

Approx. amount of employee
equivalents planned to be
utilized on each objective that
are associated with this
program (if you add up the
amounts for each objective it
should equal the total amount
employee equivalents for the
oroeram)

1. Administrative Services

Provides executive
leadership, support, policy
development and review,
financial services,
information technology,
facilities management and
other administrative
services.

$1,248,301

15

1.1.1 Inventory and establish a
replacement schedule for all agency IT
equipment

$83,220.07

1

1.1.2 Achieve that 100% of appropriate
staff complete an annual information
security awareness training

$41,610.03

0.5

1.1.3 Triage and acknowledge helpdesk
tickets within 24 hours; provide desktop
support to all agency users

$104,025.08

1.25

1.1.4 Work with Division of Information
Security (DIS) to develop and implement
INFOSEC policies

$41,610.03

0.5

1.2.1 Perform all actions related to
personnel (i.e.: E-Verify, SCEIS, NeoGov,
EPMS, Insurance, Retirement,
documentation) within required
timeframes (3 -30 days) as outlined in
procedures and laws

$228,855.18

2.75

1.2.2 Complete required EEOC reporting
and focus on potential areas of
improvement

$20,805.02

0.25

1.2.3 Complete planning stage
documents by 1 March each year for all
existing employees and within 1 month
of new hires

$20,805.02

0.25




Programs and Objectives (2016-17)

1.2.4 Offer an annual health screening for]
all employees and purchase Personal
Protective Equipment (PPE) for all field
personnel

$20,805.02

0.25

1.2.5 Coach supervisors through
introductory and advanced training,
writing personal development plans for
subordinates, and implementation of
progressive discipline policv

$41,610.03

0.5

1.3.1 Provide monthly finanical reports to
division directors and program staff

$41,610.03

0.5

1.3.2 Ensure compliance with
procurement code, enhance procedural
knowledge,and diversify vendor pool

$62,415.05

0.75

1.3.3 Update fleet vehicle and equipment
inventory and complete reports monthly;
assess needs and establish an annual
replacement plan

$78,018.81

1.3.4 Set up purchase orders, post
payments received, and process invoices
within 2 weeks of receipt

$187,245.15

2.25

1.4.1 Facilitate communication up and
down the chain of command through
staff meetings, notifications, event
attendance, and leading the
communications committee

$78,018.81

0.5

1.4.2 Complete Farm Aid application
processing, review and disbursements by
1 October 2016

$104,025.08

1.25

1.4.3 Respond to constituent contacts
within 3 business days of receipt

$41,610.03

0.5

1.4.4 Brief Commissioner Weathers daily
regarding his schedule, pertinent industry
issues, employee news, and constituent
contacts; represent Commissioner
Weathers at meetings, seminars, and

events

$83,220.07




Programs and Objectives (2016-17)

Ill. Consumer Protection Protects consumers from $4,022,062 55 2.4.4 Have 100% staff attendance at all $1,499,132.20 20.5
unsafe, ineffective, or technical trainings and safety meetings
fraudulent goods that may
be offered for public sale;
assures that goods meet
acceptable standards of
quality; monitors labeling;
registers animal 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.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 manufacturina
2.1.1 Lead implementation plans for $36,564.20 0.5
federal regulatory mandates such as
FSMA, MFRPS, AFRPS, and COOL
2.1.2 Hire and train a Plan Reviewer to $73,128.40 1
provide assistance to new food
entrepreneurs wishing to begin
wholesale food businesses
2.1.3 Participate in regional and national $73,128.40 1
food safety events by way of
membership, attendance, work groups
Jand forums
2.1.4 Create and maintain a new $83,220.07 1
department within the Consumer
Protection Division dedicated to
educating about, and enforcement of,
the FDA's FSMA Produce Safetv Rule
2.2.1 Enhance the Metrology $54,846.30 0.75
Laboratory's creditbility by becoming
accredited by the national Voluntary
Laboratory Accreditation Program
(NVLAP)
2.2.2 Establish a new Quality Manager $20,805.02 0.25
osition to provide ongoing quality
assurance auditing and documentation
2.2.3 Design and build a new metrology $146,256.80 2

laboratory to meet the NIST
requirements for Echelon | metrology lab
environments
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2.2.4 Perform calibrations within 1 $292,513.60 4
month of a work order
2.3.1 Procure and deploy new large mass $36,564.20 0.5
vehicles to provide service to large scale
firms
2.3.2 Perform routine inspections, $1,316,311.20 18
consistent with policy, of 100% of firms
annually under SCDA regulatory oversight
2.3.3 Provide follow-up communication $109,692.60 15
on 100% of consumer complaints
2.4.1 Collaborate with other government $36,564.20 0.5
agencies (Clemson, DOT, DHEC, DOR,
APHIS, FERN, FDA, USDA) to perform
routine and emergency testing
2.4.2 Develop and install a new $109,692.60 1.5
Laboratory Information Management
System (LIMS) to enhance reporting and
interface with FERN and FDA compliant
databases
2.4.3 Develop SOPs and protocols to $73,128.40 1
enhance laboratory capabilities through
regulatory accreditation programs, such
as ISO/IEC 17025
2.4.5 Analyze official and submitted $73,128.40 1
samples and communicate results within
five business days
IV. Marketing Services. A. Marketing & Promotions Develops and implements $5,712,256! 13.15 3.1.1 Increase program membership $1,188,252.36 2.5
broad-based marketing participation and brand recognition by
programs; provides 5%
programs and services
designed to increase
consumer awareness and
product demand for
quality South Carolina
agricultural 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 international
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
3.1.2 Actively use social media to engage $356,475.71 0.75

the public with at least two posts per day
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3.1.3 Grow agritourism operator
participation in SC programming by 5%
and consumer traffic at those venues by
10%

$175,000.00

15

3.1.4 Conduct participant evaluation at
all events to determine effectiveness and
utilization

$356,475.71

0.75

3.3.2 Provide four training meetings for
producers and community based markets
to expand SNAP/WIC usage of this
program

$356,475.71

0.75

3.3.4 Provide technical assistance and
funding to nine new schools and pre-
schools

$237,650.47

0.5

3.3.5 Leverage earned media to reach
consumers two weeks prior to major
events like Flower Festivals and Family
Fun Day

$190,120.38

0.4

4.1.1 Meet with 10 current companies
annually to encourage them to use more
SC agricultural products in their business
processes

$308,945.61

0.65

4.1.2 Create collaborations between in-
state farmers and food processors to
determine supply-chain opportunities

$118,825.24

0.25

4.1.3 Meet with state, locals and regional
alliance officials quarterly about
agribusiness opportunities

$237,650.47

0.5

4.1.4 Participate in at least seven
business events and/or trade shows per
year to meet with prospective companies

$475,300.94

4.1.5 Perform an annual inventory
analysis on agribusiness companies who
are primed for expansion in SC or the
Southeastern United States

$118,825.24

0.25

4.2.1 Assess all industry policies before
each legislative session by gathering
input from a cross section of at least 10
different producers

$190,120.38

0.4

4.2.2 Be an industry voice in
communicating factual information to
elected officials at the appropriate time

$95,060.19

0.2

4.2.3 Work with agency program staff to
review current laws, regulations, and
policies to balance consumer safety and a
business friendly environment

$190,120.38

0.4

4.3.1 Update agency plan for crisis
management and/or regulatory
enforcement events

$47,530.09

0.1

4.3.2 Respond to 100 percent of website
information requests within two business
days

$118,825.24

0.25

4.3.3 Develop relationships with media
statewide to pitch positive agricultural
news, events, stories as they occur

$356,475.71

0.75

4.4.2 Public Information staff should
conduct visits with different program
staff at least monthly

$118,825.24

0.25

4.4.3 Establish an accurate position on
key issues and create consistent
messaging across the agency

$237,650.47

0.5
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4.4.4 Leverage paid media to get a higher $237,650.47. 0.5
return on investment
IV. Marketing Services. B. Commodity Boards Serves as a liaison to $1,884,610 2 3.2.1 Use merchandising and commodity- $471,152.50 0.5
commodity boards, specific promotions to increase sales of
associations and the SC products by 5% in retail food outlets
state's Agriculture and food service venues
Commission to aid in
marketing state
commodities, as well as
fund various research
projects relevant to the
commodity.
3.2.2 Fund research of new technologies, $471,152.50 0.5
science, and best management practices
for production, packaging, and
3.2.3 Place more resources into export $471,152.50 0.5
market analysis, access, and
development
3.2.4 Use cross-promotion of, and $471,152.50 0.5
between, commodities to increase
demand by 5%
IV. Marketing Services. C. Market Services Oversees and operates $1,319,198 14.5 3.3.1 Identify and prioritize critical $1,319,198.00 14.5
the three state farmers upgrades at all 3 State Farmers Markets
markets in Lexington, (SFMs) to ensure producers and
Florence and Greenville. consumers have safe and clean facilities
These markets provide
central points for farmers
and producers to sell their
products.
IV. Marketing Services. D. Inspection Services Provides quality grade $2,608,313 25.5 3.3.3 In conjunction with Clemson $179,001.87 1.75
standards and up-to-date University Extension, update producer
first-hand market news to Good Agricultural Practice (GAP) training
the allied ir_'dUStry through and outreach efforts to increase
a cooperative agreement certification by 5%
with the USDA; provides
grading and inspecting of
poultry products and fruits
and vegetables.
3.4.1 Make weekly visits to six livestock $332,432.05 3.25
auctions and daily visits to produce
wholesalers to record price, volume and
other market information
3.4.2 Produce and publish information $153,430.18 15
daily and weekly through through
Internet reports, printed reports,
telephone recording devices, daily radio
programs, as well as newspapers
3.4.3 Perform grading and inspection at $1,738,875.33 17
all statewide peanut buying points and
contracted grain and commodity buying
points
3.4.4 Increase the diversity of USDA $204,573.57 2
commodity certifications that SCDA
Jinspectors can issue upon request
IV. Marketing Services. E. Market Bulletin Publishes the Market $178,427 2.5 4.4.1 Maintain subscription of 15,000 $178,427.00 2.5

Bulletin which is designed
as a vehicle for farmers
and non-farmers to buy
and sell agricultural and
agricultural-related items,
a resource for economic
stability especially in rural
areas.




Employee Allocation by Objective (2016-17)

Agency Responding

Department of Agriculture

Date of Submission

12/30/2016

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 (2016-17)
(i.e. Goal 1 - Insert description, Strategy 1.1 - Insert Description, Objective 1.1.1 - Insert Description)

Number of physical employees
working on the goal or objective in
2016-17

Number of employee equivalents working the
goal or objective in 2016-17

Number of FTEs Available|126 125.65
Number of Temporary Non-FTEs Available|132 132
Number of Temporary Grant Non-FTEs Available|2 2
Total Number of Employees Available[260 259.65
Goal 1 - Improve agency operational readiness and workforce development|23 15
Strategy 1.1 - Prioritize and deploy Information Technology (IT) products and services 5 3.25
Objective 1.1.1 - Inventory and establish a replacement schedule for all agency IT equipment 1 1
Objective 1.1.2 - Achieve that 100% of appropriate staff complete an annual information security 1 0.5
awareness training
Objective 1.1.3 - Triage and acknowledge helpdesk tickets within 24 hours; provide desktop supportto |2 1.25
all agency users
Objective 1.1.4 - Work with Division of Information Security (DIS) to develop and implement INFOSEC 1 0.5
policies
Strategy 1.2 - Recruit and retain highly qualifed and motivated employees 7 4
Objective 1.2.1 - Perform all actions related to personnel (i.e.: E-Verify, SCEIS, NeoGov, EPMS, Insurance, (3 2.75
Retirement, documentation) within required timeframes (3 -30 days) as outlined in procedures and laws
Objective 1.2.2 - Complete required EEOC reporting and focus on potential areas of improvement 1 0.25
Objective 1.2.3 - Complete planning stage documents by 1 March each year for all existing employees 1 0.25
and within 1 month of new hires
Objective 1.2.4-Offer an annual health screening for all employees and purchase Personal Protective 1 0.25
Equipment (PPE) for all field personnel
Objective 1.2.5- Coach supervisors through introductory and advanced training, writing personal 1 0.5
development plans for subordinates, and implementation of progressive discipline policy
Strategy 1.3- Improve financial reporting and business procedures 6 4.5
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Objective 1.3.1-Provide monthly finanical reports to division directors and program staff 1 0.5
Objective 1.3.2 - Ensure compliance with procurement code, enhance procedural knowledge,and 1 0.75
diversify vendor pool

Objective 1.3.3 - Update fleet vehicle and equipment inventory and complete reports monthly; assess 1 1
needs and establish an annual replacement plan

Objective 1.3.4 - Set up purchase orders, post payments received, and process invoices within 2 weeks of|3 2.25
receipt

Strategy 1.4 - Set, execute and monitor a strategic plan towards accomplishing the agency mission 5 3.25
Objective 1.4.1 - Facilitate communication up and down the chain of command through staff meetings, |1 0.5
notifications, event attendance, and leading the communications committee

Objective 1.4.2 - Complete Farm Aid application processing, review and disbursements by 1 October 2 1.25
2016

Objective 1.4.3 - Respond to constituent contacts within 3 business days of receipt 1 0.5
Objective 1.4.4- Brief Commissioner Weathers daily regarding his schedule, pertinent industry issues, 1 1
employee news, and constituent contacts; represent Commissioner Weathers at meetings, seminars,

and events

Goal 2- Protect consumers and businesses in the marketplace through physical inspections, laboratory [59 55
analyses, product sampling, licensing, field testing, auditing, and other compliance activities

Strategy 2.1- Provide food/feed safety oversight of SC food manufactuers, processors, and food 4 3.5
distribution factilities through routine, risk-based, compliance inspections

Objective 2.1.1 - Lead implementation plans for federal regulatory mandates such as FSMA, MFRPS, 1 0.5
AFRPS, and COOL

Objective 2.1.2 - Hire and train a Plan Reviewer to provide assistance to new food entrepreneurs wishing |1 1

to begin wholesale food businesses

Objective 2.1.3 - Participate in regional and national food safety events by way of membership, 1 1
attendance, work groups and forums

Objective 2.1.4 - Create and maintain a new department within the Consumer Protection Division 1 1
dedicated to educating about, and enforcement of, the FDA's FSMA Produce Safety Rule

Strategy 2.2 - Maintain the accuracy of the state's mass and volume measurement system by providing |8 7
high quality calibration services to public and private sector customers

Objective 2.2.1 - Enhance the Metrology Laboratory's creditbility by becoming accredited by the national |1 0.75
Voluntary Laboratory Accreditation Program (NVLAP)

Objective 2.2.2 - Establish a new Quality Manager Position to provide ongoing quality assurance auditing |1 0.25
and documentation of the quality assurance program

Objective 2.2.3 - Build a new metrology laboratory to meet the NIST requirements for Echelon | 2 2
metrology laboratory environments

Objective 2.2.4- Perform calibrations within 1 month of a work order 4 4
Strategy 2.3 - Ensure commodities offered for sale are the correct quantity and quality through 21 20
inspections of petroleum dispensers, retail scales, and storage facilities

Objective 2.3.1 - Procure and deploy new large mass vehicles to provide service to large scale firms 1 0.5
Objective 2.3.2 - Perform routine inspections, consistent with policy, of 100% of firms annually under 18 18
SCDA regulatory oversight

Objective 2.3.3 - Provide follow-up communication on 100% of consumer complaints 2 1.5
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Strategy 2.4 - Provide public safety assurance that commodities purchased are safe, wholesome, and 26 24.5
adhere to standards, 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 (Clemson, DOT, |1 0.5
DHEC, DOR, APHIS, FERN, FDA, USDA) to perform routine and emergency testing

Objective 2.4.2 - Develop and install a new Laboratory Information Management System (LIMS) to 2 1.5
enhance reporting and interface with FERN and FDA compliant databases

Objective 2.4.3 - Develop SOPs and protocols to enhance laboratory capabilities through regulatory 1 1
accreditation programs, such as ISO/IEC 17025

Objective 2.4.4 - Have 100% staff attendance at all technical trainings and safety meetings 21 20.5
Objective 2.4.5 - Analyze official and submitted samples and communicate results within five business 1 1
days

Goal 3 - Promote and market South Carolina agriculture, both domestically and abroad, to increase 56 49.15
demand for agricultural products

Strategy 3.1- Expand Certified SC branding and marketing efforts 7 5.5
Objective 3.1.1 - Increase program membership by 5% 2 2.5
Objective 3.1.2 - Actively use social media to engage the public with at least two posts per day 1 0.75
Objective 3.1.3 - Grow agritourism operator participation in SC programming by 5% and consumer traffic |3 15
at those venues by 10%

Objective 3.1.4 - Conduct participant evaluation at all events to determine effectiveness and utilization |1 0.75
Strategy 3.2 -Maximize Return on Investment (ROI) of producer-led commodity boards through research, |4 2
promotion and education

Objective 3.2.1 - Use merchandising and commodity-specific promotions to increase sales of SC products |1 0.5
by 5% in retail food outlets and food service venues

Objective 3.2.2 - Fund research of new technologies, science and best management practices for 1 0.5
production, packaging and processing

Objective 3.2.3 - Place more resources into export market analysis, access, and development 1 0.5
Objective 3.2.4 - Use cross-promotion of, and between, commodities to increase demand by 5% 1 0.5
Strategy 3.3 - Expand direct sales opportunities through the State Farmers Market system, community 20 17.9
based markets, roadside markets, Farm-to-School, and niche markets

Objective 3.3.1 - Identify and prioritize critical upgrades at all 3 State Farmers Market (SFMs) to ensure |15 14.5
producers and consumers have safe and clean facilities

Objective 3.3.2 - Provide four training meetings for producers and community based markets to expand |1 0.75
SNAP/WIC usage of this program

Objective 3.3.3- In conjunction with Clemson University Extension, update producer Good Agricultural 2 1.75
Practice (GAP) training and outreach efforts to increase certification by 5%

Objective 3.3.4 - Provide technical assistance and funding to nine new schools and pre-schools 1 0.5
Objective 3.3.5 - Leverage earned media to reach consumers two weeks prior to major events like 1 0.4
Flower Festivals and Family Fun Day

Strategy 3.4 - Provide daily market news reports and USDA quality grading and inspections for fruits, 25 23.75
vegetables, peanuts, and other commodities

Objective 3.4.1 - Make weekly visits to six livestock auctions and daily visits to produce wholesalers to 4 3.25

record price, volume and other market information
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Objective 3.4.2 - Produce and publish information daily and weekly through through Internet reports, 2 15
printed reports, telephone recording devices, daily radio programs, as well as newspapers

Objective 3.4.3 - Perform grading and inspection at all statewide peanut buying points and contracted 17 17
grain and commodity buying points

Objective 3.4.4 - Increase the diversity of USDA commodity certifications that SCDA inspectors can issue |2 2
upon request

Goal 4 - Expand South Carolina's agricultural outputs by providing value-added opportunities to 17 8.5
farmers and timely information to all stakeholders

Strategy 4.1 - Grow existing industry by increasing agribusiness recruitment efforts and value-added 5 2.65
opportunities

Objective 4.1.1-Meet with 10 current companies annually to encourage them to use more SC agricultural|1 0.65
products in their business processes

Objective 4.1.2-Create collaborations between in-state farmers and food processors to determine supply{1 0.25
chain opportunities

Objective 4.1.3-Meet with state, locals and regional alliance officials quarterly about agribusiness 1 0.5
opportunities

Objective 4.1.4-Participate in at least seven business events and/or trade shows per year to meet with |1 1
prospective companies

Objective 4.1.5-Perform an annual inventory analysis on agribusiness companies who are primed for 1 0.25
expansion in SC or the Southeastern United States

Strategy 4.2 -Research and advocate for responsible agricultural policies which encourage growth and 3 1
resource stewardship

Objective 4.2.1-Assess all industry policies before each legislative session by gathering input from a cross |1 0.4
section of at least 10 different producers

Objective 4.2.2- Be an industry voice in communicating factual information to elected officials at the 1 0.2
appropriate time

Objective 4.2.3-Work with agency program staff to review current laws, regulations, and policies to 1 0.4
balance consumer safety and a business friendly environment

Strategy 4.3- Provide credible and timely information to South Carolinians to increase awareness of 3 1.1
agriculture

Objective 4.3.1- Update agency plan for crisis management and/or regulatory enforcement events 1 0.1
Objective 4.3.2-Respond to 100 percent of website information requests within two business days 1 0.25
Objective 4.3.3- Develop relationships with media statewide to pitch positive agricultural news, events, |1 0.75
stories as they occur

Strategy 4.4 -Continue to foster external and internal communications as educational resources and 6 3.75
enhanced customer service tools

Objective 4.4.1-Maintain a Market Bulletin subscription of 15,000 3 2.5
Objective 4.4.2- Public Information staff should conduct visits with different program staff at least 1 0.25
monthly

Objective 4.4.3- Establish an accurate position on key issues and create consistent messaging across the (1 0.5
agency

Objective 4.4.4- Leverage paid media to get a higher return on investment 1 0.5




Strategic Budgeting (2016-17)

Agency Responding Department of Agriculture
Date of Submission
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:

Part A: Funds Available in Fiscal Year 2016-17

(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: How Agency Plans to Budget Funds in 2016-17

(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 allow 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 multiple 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) Remember, in each row, you need to provide the total of all the values from the different funding sources for that row.

PART A - Funds Available Fiscal Year (2016-17)

What is the source of funds? (insert as many columns as Totals Administrative Agribusiness/Economic

needed, just make sure to total everything in the last column) Services Consumer Protection| Marketing Services Market Bulletin Development
ing?
State, other or federal funding: n/a State and Other State and Other State, Other, Federal Other State
i _time? Recurring and One- | Recurring and One-
Recurring or one-time? n/a Recurring Tigme Tigme Recurring Recurring and One-Time

S From Last Year Available to Spend this Year
Amount available at end of previous fiscal year $5,382,094

$48,777 $187,774 $5,120,409 $25,134 S0
Amount available at end of previous fiscal year that agency can $5,382,094
actually use this fiscal year: $48,777 $187,774 $5,120,409 $25,134 $0
If the amounts in the two rows above are not the same, explain n/a
Amounts are the Amounts are the Amounts are the Amounts are the

why : Amounts are the same

same same same same

S Estimated to Receive this Year
Amount requested to receive this fiscal year: $16,973,167

$1,248,301 $4,022,062 $10,774,377 $178,427 $750,000

Amount actually received this fiscal year: $16,973,167
$1,248,301 $4,022,062 $10,774,377 $178,427 $750,000

If the amounts in the two rows above are not the same, explain n/a
why :

Total Available if amounts requested are received
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Amount estimated to have available to spend this fiscal year (i.e.
Amount available at end of previous fiscal year that agency can

actually use in this fiscal year PLUS Amount requested to receive
this fiscal year):

$22,355,261

$1,297,078

$4,209,836

$15,894,786

$203,561

$750,000

Additional Explanations regarding Part A: Insert any additional explanations the agency would like to provide related to the information it provided above.

PART B - How Agency Plans to Budget Funds in 2016-17

a e so eo d ert a a 0 a Totals
eede e sure eve o o Administrative . . X . Agribusiness/Economic
ded a o tota 8 astco (nistrati Consumer Protection| Marketing Services Market Bulletin gribusiness/ I
Services Development
ate, otheroriederd cing /3 State and Other State and Other | State, Other, Federal Other State
Re g or one e n/a R i dOne- | R i d One-
Recurring ec”'””g andtne ec”'””g andtne Recurring Recurring and One-Time
Time Time
at are the external re 0 0 ate or federa n/a
gove e gra e e d (0] 0] € age d
pendthe dsiro ource None None None None None
expena eo ds be tracked oug o, state n/a
€ € Oug €y are recorded so the tota Yes Yes Yes Yes Yes
d (0] OoT expend e (0] a peve ed eedea
otal amo e ated to have available to spend $22,355,261 $1,297,078 $4,209,836 $15,894,786 $203,561 $750,000
Where Agency Plans to Spend Money - Current Objectives
Goal 1: Improve agency operational readiness and workforce $1,220,810
development. $1,220,810
Goal 2: Protect consumers and businesses in the marketplace $4,198,306
through physical inspections, laboratory analyses, product
sampling, licensing, field testing, auditing, and other compliance $4,198,306
activities.
Goal 3: Promote and market South Carolina agriculture, both $11,702,662
domestically and abroad, to increase demand for agricultural $10,952,662 $750,000
products.
Goal 4: Expand South Carolina's agricultural outputs by $147,643
providing value-added opportunities to farmers and timely $147,643
information to all stakeholders. ’
Total A Plans to Spend on Objectives: 17,269,421
otal Agency Flans to spend on bjectives ? $1,220,810 $4,198,306 $10,952,662 $147,643 $750,000




Where Agency Plans to Spend Money - Money previously
committed for multiple years

Example - Continental Tire Recruitment Grant (agreement
requires State pay income taxes for the company until 2020)
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otal Age Pla O Spend on previo ple yea

. $0 $0 $0 0 $0
o o

Where Agency Plans to Spend Money - Unrelated Purpose
(pass through or other purpose unrelated to agency's strategic
plan)
Unrelated Purpose #1 - insert description:
Unrelated Purpose #1 - insert description:
Unrelated Purpose #2 - insert description:
Insert any additional unrelated purposes
Total Agency Plans to Spend on Unrelated Purposes: S0 S0 S0 S0 S0 S0
Total Agency Plans to Spend 217,269,421 $1,220,810 $4,198,306 $10,952,662 $147,643 $750,000
(Total on Objectives + Total on Unrelated Purposes)
Amount Remaining
Funds budgeted for use in subsequent years (i.e. when grant or
other money received all at once, but intended to be spent over
multiple years)
Example - WIOA 3 year funds budgeted for use in next two fiscal
years
Insert any additional Funds bedugeted for use in subsequent
years

ds buageted 10 e pseque ea SO SO SO SO $O SO

L . . 7

Cash Balance Remaining, minus funds budgeted for use in $5,085,840 $76,268 $11,530 $4,942,124 455918 <0
subsequent years

Additional Explanations regarding Part B: Insert any additional explanations the agency would like to provide related to the information it provided above.




Strategic Budgeting (2016-17)




Type of Law
Statute
Proviso
Regulation

Jurisdiction
State
Federal

Type of Partner Entity

Federal Government

State Government

Local Government

Higher Education Institute

K-12 Education Institute

Private Business Organization
Professional Association
Non-Governmental Organization
Individual

Customer Segments
Executive Branch/State
Agencies
Legislative Branch
Judicial Branch
Local Govts.
School Districts
General Public
Industry
Professional Organization

Fiscal year
2015-16
2016-17

2015-16 and 2016-17
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