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About AgCommunicators

Communication, marketing, events and education for 

primary production, natural resources and science, 

with clients across Australia.



Study topic: Communication, education and 

engagement methods to improve understanding of 

agriculture

Churchill Fellowship - 2017 

My aim today … provide a summary on the activity in building 
consumer trust in agriculture, talk about the keys to communicating 
with non-ag audiences and offer five recommendations.



What is social license?

A ‘social license’ is the 

privilege of operating 

with minimal formalised 

restrictions – either 

regulation, legislation or 

market based mandates 

– based on maintaining 

public trust by doing 

what is right. 

Public trust enables 

social license …



What do they know about us?

NFF survey, November 2017

– 83% of Australians describe 

their connection with farming 

as ‘distant’ or ‘non‐existent’.

– When presented with a list of 

six industries, only 4% could 

correctly identify that 

agriculture was the fastest 

growing industry.

– 57% of those polled had not 

had any contact with a farmer 

in the past year.



Overseas …

What do they know about us?

50% of Americans 

get their 

information from 

Facebook only



Challenges to building trust …

• Sow stalls

• Free‐range eggs

• Slow‐grown chicken

• Hormone and antibiotic use in beef

• Dehorning of cattle

• Any surgical procedure, such as castration

• Grain finishing in feedlots

• Use of glyphosate

• Is red meat / dairy / gluten good for you?

Big = evil

Technology = scary



Anti-ag activism





The perfect storm

1. Majority of consumers don’t 

know much about what we do 

or where food comes from.

2. Anyone can get any 

information on anything at 

any time thanks to Google 

search rankings.

3. Activists don’t want farmers 

to be farming.

The problem: The level of trust in our agri-food industry is at risk!



Building trust … the way forward

5
Recommendations 

for Australia



Building trust … the way forward

1. Develop awareness of the need to build trust

2. There is a major lack of organisations building trust in 

Australia. A cross‐commodity organisation focused on 

building trust needs to be established.

3. We need a national approach – national strategy and 

steering committee

4. Develop well trained and prepared spokespeople

5. Action to build trust must be a line in the budget of every 

organisation with a financial stake in the continued 

profitability of the agriculture industry.



US Center for Food Integrity



We all have a role to play …

Start talking to your 

family and friends about 

the important role 

farmers play in 

producing food, fibre, 

fuel and 

pharmaceuticals for the 

world!



The importance of shared values

Three factors influence an 

individual’s level of trust:

• Influential others, meaning 

the opinions of those in two 

circles – family, friends and 

social circles as well as 

credentialed others such as 

doctors, dietitians or 

veterinarians.

• Competence, which relates 

to science and technical 

capacity.

• Confidence and shared 

values.



US Center for Food Integrity research

shared values are three to five times

more important than demonstrated technical ability or science in building trust.

Know who you can influence …



US Center for Food Integrity research

shared values are three to five times

more important than demonstrated 

technical ability or science in building 

trust.



Shared values

Age groups

‐ Mothers aged 30‐40

‐ University students

‐ Seniors

‐ Ensure that the farmers’ voice is heard 

among the various perceptions of 

food production out there

‐ Influencers
shared values are three to five times

more important than demonstrated 

technical ability or science in building 

trust.



Shared values

Alice Choi – wife, mother of two, 

home cook and food  blogger

Jen Haugen – registered dietitian, 

mum, focus on health and fitness

shared values are three to five times

more important than demonstrated 

technical ability or science in building 

trust.



Case study: American Farm Bureau

Teaching members to be advocates …

Level 1: Grassroots outreach … people are 

engaged at various levels with AFB and 

policy issues. ‘Thousands’

Level 2: Grassroots Outreach Team, or ‘GO 

Team’ … a group that has undertaken 

training and is willing to be involved. 

‘Hundreds’

Level 3: Partners in Advocacy Leadership 

Program. Up to 10 people in food and ag 

selected every two years for specialist 

advocacy training. ‘Tens’



Case study: American Farm Bureau

Formalised advocacy training, less ‘on the job’

• Communicate with politicians

• Messaging that resonates

• Presentation training

• Practice media interviews in a 

pressure environment

• Understand how the political 

system works and where to 

influence

• Understand how to tell your story 

… in eight minutes and make ‘the 

ask’



Case study: American Farm Bureau

Communicate how the issue impacts you … 

not budgets and numbers

Once upon a time there 

was __________. 

Every day, ________. 

One day _____. 

Because of that, 

________. 

Because of that, 

________. 

Until finally, 

________________.



The Real Dirt on Farming

• Publication funded by sponsorship

• Distributed to every MP, public 

library, media outlet (schools, 

waiting rooms)

• Inserted into two national 

newspapers



You don’t ‘get’ trust … you ‘earn’ trust



Applications are open!

More information in my 

report online …

www.churchilltrust.com.au

Search for Deanna Lush under 

‘fellows’

Applications close Friday 27 

April 2018

http://www.churchilltrust.com.au/


deanna@agcommunicators.com.au     0419 783 436

Twitter: @deannalush @AgCommunicators
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