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Project Summary
Aquaculture producers in the North Central Region (NCR) have identified aquaculture literacy
and consumer education as critical needs to advance industry growth. Lack of education about
aquaculture can lead to consumers who are confused and likely discourages consumers from
purchasing aquaculture products. In order to inform and attract potential consumers, producers
need to understand what marketing messages and attributes of their products motivate consumer
purchasing. To understand the most effective marketing strategy, we will engage NCR
consumers with various science-based aquaculture promotional messages (text and images). We
will collect qualitative and quantitative data from focus groups and a survey to elicit information
that interests consumers and leads to an affinity for aquaculture products. We will use the
research outcomes to develop a toolkit and teaching curriculum that will be implemented in
workshops to teach aquaculture producers about effective messaging and how to apply this
information to market their products and improve consumer literacy. Overall, this project will
systematically identify consistent, positive, and accurate consumer messaging and empower
producers to use these messages to increase consumer demand in the NCR.

Justification
Consumers increasingly want to know where their food comes from, if it was sustainably raised,
and who produced it (Bir et al., 2019). In fact, the total U.S. demand for seafood increased 41%
from 1990 to 2019 (Abaidoo et al. 2021). While the beef, pork, and poultry producers in the U.S.
have well-established and influential advocacy groups promoting, marketing, and advertising
their industries, aquaculture does not (at least not on the scale of these other industries).
Consequently, the U.S. public seems to have negative views of farmed fish. Consumer
misconceptions about farmed fish are likely based on several factors including a general lack of
knowledge about aquaculture, aquaculture practices, and the sustainability of these practices. The
lack of knowledge leads to skepticism and presents a barrier to more objective views about
aquaculture. To promote effective aquaculture marketing, we plan to engage NCR consumers to
test various science-based aquaculture promotional messages (text and images).

Lack of consumer education in aquaculture has been expressed as a barrier to growth of the
industry (Chan et al., 2018; Claret et al., 2016; Moen et al., 2017). For example, the availability
of unbiased consumer information to help consumers make decisions as they purchase fish at the
point of sale emerged as an important information gap during a 2017 aquaculture workshop
hosted by Minnesota Sea Grant (Moen et al., 2017). Furthermore, through the Great Lakes
Aquaculture Collaborative (GLAC), a partnership among the seven Great Lakes Sea Grant
programs, advisory groups composed of aquaculture industry members, extension educators, and
researchers, were convened to help the collaborative understand the needs of the industry. Based
on a survey of our GLAC regional advisory group, consumer education, particularly focused on
how to purchase and cook seafood, was rated among the top two topics producers expressed as
needs in the region. In addition, the 2020 and 2022 NCRAC meetings in Columbus, OH, and Eau
Claire, WI, had listening sessions encompassing producers from across the NCR to determine
priorities for future RFPs. Consumer education was identified as a theme at both listening
sessions with a strong need pertaining to aquaculture economics and marketing, social license,
and opportunities to advance aquaculture.



Related Current and Previous Work
Seafood markets have undergone a dramatic globalization over the past few decades as
aquaculture production has recently surpassed global captured fisheries production (FAO, 2024).
Over the last 20 years, U.S. seafood imports approximately doubled due to 1) steady increase in
demand for seafood in the U.S. as population increased, and 2) rapid expansion in seafood
production outside the U.S. driven by development in aquaculture (Abaidoo et al. 2021). The
U.S. aquaculture sector farms over 1500 aquatic species and accounts for approximately one-
fifth of the value of U.S. seafood production (Kumar et al., 2024). The U.S. aquaculture industry
contributes approximately $4 billion to the U.S. economy with food fish production contributing
the greatest total economic output in markets compared to sportfish, baitfish, and ornamentals.
Growth in both freshwater and marine aquaculture would increase the overall contributions of
these industries to the economy and lead to increased resilience in the U.S. food supply chain,
food security, and healthier U.S. communities.

Interest in consumer opinions about seafood is growing as more studies have been conducted to
assess consumers’ opinions about fish production in the U.S. (Athnos et al., 2022; Atlantic
Corporation, 2019; Kecinhski et al., 2017; Quagrainie et al., 2023; Quagrainie et al., 2021; Shaw
et al., 2018; Smetana, et al., 2022). For example, in Wisconsin, researchers surveyed 3,000
consumers about their attitudes toward local, farm raised fish and found public awareness of
aquaculture was generally low. Researchers concluded that with more education, perceptions on
the risks and benefits of aquaculture can change (Shaw et al., 2018). Attributes with most
influence in purchasing fresh fish include price, taste, and sustainability (US Fish and Shellfish
Market Report, 2023). In the NCR, Athnos et al. (2022) found that consumers in the NCR were
willing to pay the most for rainbow trout ($19.99) compared to yellow perch and walleye, and
that there were price premiums for wild-caught, local, and freshness. Another study by Smetana
et al. (2022) found that consumers were willing to pay about $3 more per pound for local
seafood, $3-4 more per pound for products sold fresh, and $2-5 more for items sold with
environmental certifications. This recent research will help producers effectively target their
products and advertising to a literate public who will be better able to make informed decisions
about purchasing locally farmed fish. Inaccurate consumer perceptions about farmed fish can be
a result of a general lack of knowledge about aquaculture, aquaculture practices, and the
sustainability of farming seafood. In fact, Wongprawmas et al. (2022) showed that providing
objective information to consumers about aquaculture increased consumers’ positive attitudes
toward farmed fish.

A portion of the current proposal’s project team recently conducted research to explore extension
educator’s perceptions about consumer knowledge and opinions about aquaculture (Jescovitch et
al. in prep). There were multiple important implications from this work that should be considered
regarding aquaculture consumers: 1) consideration of the audience for educational materials is
critical, 2) updated and innovative, research-based educational materials are needed, 3) focus on
the farmed versus wild attributes of fish is misleading and detrimental to aquaculture education,
and 4) sustainability of aquaculture is context specific. These findings will be used to start a
baseline of potential messages that could be influential in determining marketing avenues.



Another starting point for this project is data from a consumer survey developed by Monte
Marketing in partnership with Michigan Sea Grant. The team surveyed residents of Michigan to
understand their fish eating and buying habits (Jescovitch, Jan 24, 2023). The data from this
survey were used to establish a baseline understanding about what the public values in their food
purchasing experiences and what concerns consumers have about purchasing and eating fish.
These results were used to develop consumer-focused language in an educational marketing
campaign called Mi Fresh Fish (Jescovitch, Apr 18, 2023). Of 200 residents, 29% said that they
eat fish one to two times per month, while 21% eat fish weekly. The taste and health attributes
were top motivations for consumption. Consumers also noted that price, freshness, and
availability were top influences for purchase. Of those surveyed, 40% prefer to eat fish that
comes from Michigan. However, these consumer insights and preferred attributes need to be
studied further to understand which specific attributes would motivate consumers to actively
purchase local seafood and to determine the boundary of “local” or regional designations of
preferred attributes. The educational marketing campaign used digital marketing (i.e., Google
Analytics) to promote text and visual content based on the number of clicks Michiganders used
to go to the Mi Fresh Fish website. The top performing combinations of text and visual
messaging are shown in Figure 1.

Farm to table
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Fig. 1. Top three performing text and visual ads used during the Mi Fresh Fish marketing
campaign.
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The project described in the current proposal will build upon the Mi Fresh Fish campaign and
dive deeper into understanding marketing messaging and the attributes influencing consumers’
sentiments around aquaculture in the NCR region.We will do this work in collaboration with The
Center of Food Integrity using the Consumers Trust Model (2015) framework.

Statement Regarding Duplication of Research
The U.S.D.A. Current Research Information System (CRIS or REEport) was accessed to review
related or relevant research. We confirm that the proposed work is original research and does not
duplicate any previously funded projects in the CRIS. The following NOAA databases of
previously funded projects were also accessed to ensure that the proposed work does not
duplicate previous research: 1) the National Sea Grant Office Funding page, 2) all state Sea
Grant websites, and 3) NOAA Office of Aquaculture Funding Opportunities Page. Main key
words used in the search included: aquaculture, seafood, consumer education, digital marketing.

Anticipated Benefits
If funded, we anticipate the following benefits in the NCR, as a result of this effort, categorized
below into short-, mid-, and long-term benefits.

Short Term

Short term impacts include knowledge gained from conducting this research. These impacts
include:

e Increase in access to and knowledge of effective digital marketing elements

e Increase in public knowledge and understanding about aquaculture

e Increase in producers’ ability to utilize effective messaging in a marketing strategy

Medium Term

Medium term impacts include behavior changes from conducting this research. These impacts
include:

e Consumers relate their food systems and daily life to aquaculture

e Increase consumer acceptance and use of aquaculture products

e Producers adopt knowledge gained and use it in their product messaging.

Long Term

Long term impacts include conditions changed from conducting this research. These impacts
include:
e Increase the capacity for producers to provide education on aquaculture
e C(reate an educated public with a clear, informed understanding of aquaculture
e Develop assessment and community driven models to design future aquaculture
education and outreach programs
o Develop and grow consumer demand and aquaculture markets



Objective(s)

The overall goal of this project is to train the aquaculture industry to use effective, evidence-
based consumer messaging that will lead to increased aquaculture literacy in the NCR. In order
to achieve this goal, our individual objectives are to:

I.

2.

Identify and evaluate aquaculture messaging to determine the text and visuals that most
effectively resonate with consumers.

Develop and create an NCR industry toolkit and training curriculum to increase use of
messaging and approaches that build trust and increase affinity for aquaculture products.
Disseminate and deliver training and marketing materials to industry through three
regional workshops.

Deliverables

Project deliverables are integrated with the project objectives and anticipated benefits, and

include:

1.

2.

A summary of the top three to five attributes or values that influence NCR consumers’
purchasing decisions and behaviors

A report that includes a comprehensive messaging blueprint that influences aquaculture
acceptance and drives purchasing intent

A summary of a survey and focus group results designed to better understand the text
and visuals that most strongly influences consumers to purchase aquaculture products
Recommendations for specific marketing and consumer messaging for the NCR
aquaculture industry

A toolkit with training materials for producers that uses research-based marketing
findings to help producers engage consumers

A curriculum for extension agents and aquaculture associations to train industry on best
practices for marketing and promoting their products

Delivery of three in-person workshops to train aquaculture producers on effective
messaging and empower them to market their own seafood products to increase consumer
demand in the NCR

Research findings that will be disseminated through a minimum of two extension articles,
one peer-reviewed publication, two to three presentations at state aquaculture association
meetings, and one presentation at a national conference

Procedures

This project seeks to systematically identify consistent, positive, and accurate consumer
messaging in order to empower producers to implement evidence-based messaging that can
increase consumer demand for seafood in the NCR. To accomplish this goal, our objectives,
statement of work, and project design are as follows:

Objective 1. Identify and evaluate aquaculture messaging to determine the text and visuals
that most effectively resonate with consumers.



The outcome of Obj 1 is to better understand consumers’ preferences and reactions related to
aquaculture seafood messaging within the NCR. This entails assessing the characteristics of
seafood that most influence consumers’ purchasing decisions and behaviors. Examples of the
types of characteristics we will assess include those analyzed in Athnos et al. (2022), Quagrainie
et al. (2023), and Smetana et al. (2022), and pilot data gathered by PI, Jescovitch (24 Jan 2023)
such as price, taste, sustainability, and freshness. Understanding consumers also requires
measurement of current seafood purchasing and consumption behavior of NCR residents,
including how often they purchase and consume seafood, which kinds of seafood they typically
purchase, where they tend to purchase seafood, why they choose seafood over alternative
proteins, the optimal price to drive purchasing intent, and the text and visual messaging that
influences their decision-making.

We will generate these understandings using both focus groups (qualitative) and a digital survey
(quantitative). Mixed qualitative and quantitative research designs are becoming increasingly
common. This combination of methods can help explain quantitative findings about particular
outcomes, decisions, and behaviors by using qualitative insights about the processes and contexts
shaping those outcomes (Rice et al. 2023). Surveys and focus group methods have been
effectively combined to understand food preferences and decision-making among consumers
(Kleih et al. 2023). We will contract with a social-science research firm (e.g., Circana, Sago,
etc.) to facilitate reliable, valid, and systematic data collection from consumers located within the
NCR. This research firm will work with the project team to design, recruit, conduct, and analyze
up to six virtual focus groups and a survey of 1,000 seafood consumers. Hiring a consulting firm
will ensure that the project meets the intended timeline required for funding in Year 1. First, we
will conduct six virtual focus groups to provide guidance on which benefits and messages are
most likely to generate acceptance and are best understood by consumers. Then, these findings
will be tested among a statistically relevant sample size of consumers (n=1,000) using a 10—15-
minute online survey. Results of the survey will be analyzed using various demographics such as
gender, age, education, etc. to determine what statements and visuals are most likely to drive
purchasing intent. Conducting both focus groups and a survey will ensure that this research is
valid and generalizable to consumers throughout the NCR region. These results will provide
insights that will lead to specific marketing and messaging recommendations for the NCR
aquaculture industry.

These data and analyses are the foundation for Objs 2 and 3. Understanding consumer
preferences and affinity for specific information types will allow us to develop targeted
messaging to market NCR aquaculture seafood products. We aim to use these messages to
increase consumer awareness about locally produced seafood and educate producers about how
to tailor products and messaging to current consumer preferences.

The project PI and co-PIs understand that these data collection activities will require the approval
of the Michigan State University’s Institutional Review Board (IRB). In the event that this
proposal receives funding, PI Jescovitch will pursue the necessary IRB approval.



Personnel: Dr. Jescovitch, Dr. Carlton, Ms. te Plate-Church, and Ms. Coppess will be
responsible for Objective 1. Dr. Jescovitch, Ms. te Plate-Church, and Ms. Coppess will work
with a consumer research firm to identify and facilitate appropriate survey and focus group
techniques to evaluate aquaculture messaging reactions with consumers. Dr. Carlton will advise
on the social science components of the survey and focus groups. Dr. Jescovitch will assist in
management of activities and coordination of efforts between Objectives 2 and 3.

Objective 2. Develop and create a NCR industry toolkit and training curriculum to increase
use of messaging and approaches that build trust and increase affinity for aquaculture
products.

The outcome of Obj 2 is to create and develop materials for producers that implement findings
from Obj 1 to align industry marketing with motivators for consumer messaging. Research
shows that shared values are three to five times more impactful at earning trust, and social
license, than facts or data (Sapp et al. 2010). Consequently, we will use The Center for Food
Integrity’s Consumer Trust Model (2015) to guide content development. This model emphasizes
increasing transparency that leads to increased trust. This trust is about demonstrating shared
values such as food safety, quality, nutrition, animal care, and environmental stewardship to
consumers.

We will develop a toolkit and a teaching curriculum that will be useful for the aquaculture
industry and others (e.g., extension agents and state aquaculture associations) to increase
aquaculture social license in the NCR. The toolkit and curriculum will be based on the Engage
Training using the Consumer Trust Model which will engage producers with an approach using
conversations to build trust with today’s consumers and their values (using results of Obj 1).
Brainstorming and planning of the toolkit and the format of the curriculum will begin in year 1.
The project team will conduct a literature review and create content using these various resources
with findings from Obj 1. We will then present data in various formats including activities that
will be useful to producers to help them engage consumers (e.g., videos, worksheets, etc.).
Content and materials will be developed with guidance of our industry liaison to ensure ground-
truthing of information and applicability. Additionally, an assessment and evaluation plan for the
training framework will be developed. In year 2, we will finalize content based on the research
findings from Obj 1 and complete the toolkit and curriculum in preparation for Obj 3. All
materials will be available online and publicly accessible.

Personnel: Dr. Jescovitch and all Co-Pls on this project will be responsible for Objective 2. We
will develop a preliminary curriculum, possible training curriculum and industry/producer toolkit
in collaboration with our industry liaison and extension liaison. This content will be informed by
the results of Objective 1. Dr. Jescovitch will assist in management of activities and coordination
of efforts between Objectives 1 and 3.

Objective 3. Disseminate and deliver training and marketing materials to industry through
three regional workshops.

The outcome of Obj 3 is to disseminate results and materials from Objs 1 and 2 and to train
producers to access and best use the results of this research. Training will occur at multiple farms
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across the NCR. These workshops will teach aquaculture producers about effective messaging
and how to apply this information to market their seafood products. We will implement three, on
the farm workshops that will be open to all producers and interested industry stakeholders in the
NCR and offered near the following areas: 1) central Michigan, 2) Minneapolis, Minnesota, and
3) central Indiana. Final workshop locations are dependent on the identification of industry
partners and recommendations of stakeholders. Each workshop will take place over one-day and
include breakfast and lunch for up to 20 participants. Additionally, stipends will be provided for
up to eight producers to attend each workshop to supplement costs for their travel and time for
participating. Each workshop will be implemented consistently across the region so that
assessment through a pre and post-evaluation of each workshop can be conducted and analyzed.
Findings of the evaluations will be shared with participants and used to inform revisions of
materials and/or delivery for future workshops and/or content material.

Personnel: Dr. Jescovitch, Ms. Shambach, and Dr. Schrank will be responsible for Objective 3.
Dr. Jescovitch, Ms. Shambach, and Dr. Schrank will coordinate and host three regional
workshops to provide hands-on training at farms. Dr. Jescovitch will assist in management of
activities and coordination of efforts between Objectives 1 and 2.

Outreach and Evaluation Plan
This project is outreach driven, with Objectives 2 & 3 exclusively working towards creating and
delivering outreach materials guided by research results from Objective 1. Assessment and
evaluation of workshops will be conducted using pre- and post-surveys. All materials produced
in this project (i.e. research results, curriculum, tool kits, etc.) will be distributed to various
aquaculture groups and available online to ensure they can be easily found and are accessible.
We will also share this project through conference presentations (both nationally and regionally),
a peer-reviewed publication, and a minimum of two extension articles.

In summary, this project will systematically identify consistent, positive, and accurate consumer
messaging to empower producers to use these messages to increase consumer demand in the
NCR.

Facilities
Michigan State University/Michigan Sea Grant. Dr. Jescovitch has access to facilities through
Michigan State University Extension (MSUE) and Michigan Sea Grant (SG). MSUE and MI SG
have communication personnel that can support development of educational materials and
promotion of workshops with accessibility in mind. Dr. Jescovitch has additional office access to
Michigan Technological University and their Great Lakes Research Center to assist with
research and outreach coordination with all project partners.

University of Minnesota Sea Grant. Dr. Schrank has access to Minnesota Sea Grant (MNSG)
facilities at both University of Minnesota Twin Cities and University of Minnesota Duluth
campuses. MNSG has communications personnel who can support dissemination of project
materials. Other available facilities include offices, dry-labs, wet-labs, aquaculture facilities,
classrooms, and online educational module technical support.



Purdue University/Illinois-Indiana Sea Grant. Dr. Carlton and Ms. Shambach have access to
facilities through Illinois-Indiana Sea Grant (IISG) and the Department of Forestry and Natural
Resources at Purdue University. In addition to office space, administrative and business support,
technological equipment and support, and all of the other benefits of being housed in a research-
oriented land grant university, they will have access to the Baker Aquaculture Research Center
(ag.purdue.edu/fnr/Pages/labaquaresearch.aspx), the Palmer Research Center for Aquatic
Resources (ag.purdue.edu/fnr/Pages/proppalmer.aspx) and a series of eight agriculture centers
(https://ag.purdue.edu/arge/pac/Pages/default.aspx).

The Center for Food Integrity. Ms. te Plate-Church and Ms. Coppess work in remote locations
and with organizations across the NCR. While they do not have access to facilities specifically,
they are well-versed in the principles and application of proprietary, peer-reviewed models
including the Trust Model and Engage communication approach, which have demonstrated
success in engagement around aquaculture.

This project will have an additional partnership with a consulting research firm who routinely
works with consumer data and has an established relationship with The Center for Food
Integrity.

10



Project Title: The impact of text and visual messaging on consumers: A consumer research study to inform aquaculture

messaging, education, and producer training in the NCR

Goal: To train the aquaculture industry to utilize effective, evidence-based consumer messaging that will lead to increased aquaculture

literacy in the NCR.
Inputs Outputs
Activities Participation
NCRAC Funding Focus Groups Seafood Consumers Increase in access to and Consumers relate their food Increase the capacity for
knowledge of effective systems and daily life to producers to provide
ngamﬂ wn.ma Survey Aquaculture Producers digital marketing elements aquaculture education on aquaculture
nivers|
Michigan Sea Grant Workshops Increase in public Increase consumer Create an educated public
knowledge and acceptance and use of with a clear, informed
University of Training Curriculum understanding about aquaculture products understanding of
Minnesota Sea aquaculture aquaculture
Grant Producer Toolkit Producers adopt knowledge
Increase in producers’ gained and use it in their Development assessment
Perdue University & Marketing Assets & ability to utilize effective product messaging and community driven
lllinois-Indiana Sea Messaging messaging in a marketing models to design future
Grant strategy aquaculture education and
Extension Articles outreach programs
Center for Food
Integrity Peer-Reviewed Develop and grow consumer
Articles demand and aquaculture
Preliminary Market markets
Data Presentations at
Conferences
Consumer
Preferences Project Reports
Assumptions External Factors

Aquaculture producers will adopt marketing research

Time needed to adopt marketing strategies

Evaluation

Metrics needed: Participant count, knowledge gained by consumers, knowledge implemented by producers; NCR seafood consumption and production volume; pre

and post surveys
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f. Secretarial-ClEeriCal ... ......oouiiririeieiriee e
g.___Technical, Shop and Other.........cceeeriririeininieieiiicieereere s
Total Salaries and Wages O
A . $3,247
B. Fringe Benefits (If charged as Direct Costs)
C. Total Salaries, Wages, and Fringe Benefits (A plus B) 0 $11,712
D. Nonexpendable Equipment (Attach supporting data. List items and dollar amounts for each
item.)
E. Materials and Supplies 5300
F. Travel
G. Publication Costs/Page Charges
H. Computer (ADPE) Costs
I.  Student Assistance/Support (Scholarships/fellowships, stipends/tuition, cost of education,
etc. Attach list of items and dollar amounts for eachitem.)
. L. . 180,198
J. All Other Direct Costs (In budget narrative, list items and dollar amounts and provide ¥
supporting data for each item.)
$12,012
K. Total Direct Costs (C throughI) 0
L. F&A/Indirect Costs. (If applicable, specify rate(s) and base(s) for on/off campus activity.
Where both are involved, identify itemized costs in on/off campus bases.)
$192,210
M. Total Direct and F&A/Indirect Costs (J plus K)......cccooeveiiiniiiniinirecceeecne O
N. Other 0
$192,210
O. Total Amount of This Request O
P. Carryover -- (If Applicable) ........... Federal Funds: $ Non-Federal funds: $ Total $
Q. Cost Sharing/Matching (Breakdown of total amounts shown in line O)
Cash (both Applicant and Third PArty) ........cccoeoiirieiriniie ettt b ettt sttt sa b saens o
Non-Cash Contributions (both Applicant and Third Party) ..........ccoeeeirieieiiiiere e O
NAME AND TITLE (Type or print) SIGNATURE (required for revised budget only)
Project Director
Authorized Organizational Representative 14




ORGANIZATION AND ADDRESS USDA AWARD NO.  Year: 2 Objective:2-3
Michigan State University ) - 3
Hannah Administration Building Duration Duration Non-Federal Non-federal Cost-
426 Auditori Road. R 2 Proposed Proposed Proposed Cost- Sharing/
u 1t_or1um 0ad, Room Months: _12_ Months: ____ Sharing/ Matching Funds
East Lansing, MI 48824-2600 Matching Funds Approved by
Funds Requested Funds Approved If required) CSREES
PROJECT DIRECTOR(S) s S b (If req CSR
Lauren Jescovitch Y Froposer (]"‘f‘hffmm) (If Different)
. - 58,719
B. Salaries and Wages CSREES FUNDED WORK MONTHS
1. No. of Senior Personnel
Calendar Academic Summer
a. 1 (Co)-PD(s) - Jescovitch 12
b. Senior Associates . ...............
2.No.ofOtherPersonnel(Non-Faculty)
a. __ Research Associates-Postdoctorates . . .
b. __ Other Professionals . ...............
c. Paraprofessionals
d.__ Graduate Student:
e.__ Prebaccalaureate Students
f. Secretarial-Clerical
g. Technical, Shop and Other.
Total Salaries and Wages
. . 1
B. Fringe Benefits (If charged as Direct Costs) 53,36
C. Total Salaries, Wages, and Fringe Benefits (A plus B) 512,080
D. Nonexpendable Equipment (Attach supporting data. List items and dollar amounts for each
item.)
E. Materials and Supplies $2,500
F. Travel 34,730
G. Publication Costs/Page Charges
H. Computer (ADPE) Costs
1. Student Assistance/Support (Scholarships/fellowships, stipends/tuition, cost of education,
etc. Attach list of items and dollar amounts for eachitem.)
. . . . 569,224
J. All Other Direct Costs (In budget narrative, list items and dollar amounts and provide
supporting data for each item.)
$19,310
K. Total Direct Costs (C through I)
L. F&A/Indirect Costs. (If applicable, specify rate(s) and base(s) for on/off campus activity.
Where both are involved, identify itemized costs in on/off campus bases.)
$88,534
M. Total Direct and F&A/Indirect Costs (J plus K)
N. Other
$88,534
O. Total Amount of This Request
P. Carryover -- (If Applicable) ........... Federal Funds: $ Non-Federal funds: $ Total $

Q. Cost Sharing/Matching (Breakdown of total amounts shown in line O)
Cash (both Applicant and Third Party)

Non-Cash Contributions (both Applicant and Third Party)

Leave Blank

NAME AND TITLE (Type or print)

SIGNATURE (required for revised budget only)

DATE

Project Director

Authorized Organizational Representative
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The Center for Food Integrity USDA AWARD NO.  Year: 1 Objectives: 1 & 2
2900 NE 60" St #200
Gladstone, MO 64119 Duration Duration Non-Federal Non-federal Cost-
Proposed Proposed Proposed Cost- Sharing/
Months: _12 Months: Sharing/ Matching Funds
Matching Funds Approved b;
PROJECT DIRECTOR(S) Funds Requested | Funds Approved (f roqgired) SREES
Amy te Plate-Church by Proposer by CSREES (If Different)
(Ifdifferent)
A. Salaries and Wages CSREES FUNDED WORK MONTHS
1. No. of Senior Personnel
Calendar Academic Summer
0.1 (CO}PDS) ..o, 12
b. Senior Associates . ...............
2.No.ofOtherPersonnel(Non-Faculty) $54,525
a. ___ Research Associates-Postdoctorates . . .
b. __ Other Professionals . ...............
c. Paraprofessionals
d.__ Graduate Student:
e. Prebaccalaureate Students
f. Secretarial-Clerical
g. Technical, Shop and Other.
Total Salaries and Wages
B. Fringe Benefits (If charged as Direct Costs)
C. Total Salaries, Wages, and Fringe Benefits (A plus B) O
D. Nonexpendable Equipment (Attach supporting data. List items and dollar amounts for each
item.)
E. Materials and Supplies
F. Travel
G. Publication Costs/Page Charges
H. Computer (ADPE) Costs
1. Student Assistance/Support (Scholarships/fellowships, stipends/tuition, cost of education,
etc. Attach list of items and dollar amounts for eachitem.)
J. All Other Direct Costs (In budget narrative, list items and dollar amounts and provide
supporting data for each item.)
$54,525
K. Total Direct Costs (C through I)
L. F&A/Indirect Costs. (If applicable, specify rate(s) and base(s) for on/off campus activity.
Where both are involved, identify itemized costs in on/off campus bases.)
M. Total Direct and F&A/Indirect Costs (J plus K)
N. Other
$54,525
O. Total Amount of This Request
P. Carryover - (If Applicable) . .......... Federal Funds: $ Non-Federal funds: $ Total $
Q. Cost Sharing/Matching (Breakdown of total amounts shown in line O) Leave Blank
Cash (both Applicant and Third Party) ]
Non-Cash Contributions (both Applicant and Third Party) O

NAME AND TITLE (Type or print)

SIGNATURE (required for revised budget only)

DATE

Project Director

Authorized Organizational Representative
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The Center for Food Integrity USDA AWARD NO.  Year:2 Objectives: 2 & 3
Duration Duration Non-Federal Non-federal Cost-
Proposed Proposed Proposed Cost- Sharing/
Months: _12 Months: Sharing/ Matching Funds
Matching Funds Approved b;

PROJECT DIRECTOR(S) Funds Requested | Funds Approved (Uf requived) CSREES.
PIN by P by CSREES .

ame v roposer (])fdifferem) (If Different)
B. Salaries and Wages CSREES FUNDED WORK MONTHS

1. No. of Senior Personnel

Calendar Academic Summer

a1 (COYPD(S) ..o, 12

b. Senior Associates . ...............

2.No.ofOtherPersonnel(Non-Faculty) $17.125

a. ___ Research Associates-Postdoctorates . . .

b.__ Other Professionals . ...............

c. Paraprofessionals

d. Graduate Student:

e. Prebaccalaureate Students

f. Secretarial-Clerical

g.___Technical, Shop and Other.

Total Salaries and Wages 0

B. Fringe Benefits (If charged as Direct Costs)
C. Total Salaries, Wages, and Fringe Benefits (A plus B)
D. Nonexpendable Equipment (Attach supporting data. List items and dollar amounts for each

item.)
E. Materials and Supplies
F. Travel $3,350
G. Publication Costs/Page Charges
H. Computer (ADPE) Costs
1. Student Assistance/Support (Scholarships/fellowships, stipends/tuition, cost of education,

etc. Attach list of items and dollar amounts for each item.)
J. All Other Direct Costs (In budget narrative, list items and dollar amounts and provide

supporting data for each item.)

$20,475

K. Total Direct Costs (C through I)
L. F&A/Indirect Costs. (If applicable, specify rate(s) and base(s) for on/off campus activity.

Where both are involved, identify itemized costs in on/off campus bases.)
M. Total Direct and F&A/Indirect Costs (J plus K) m}
N. Other 0

$20,475

O. Total Amount of This Request
P. Carryover -- (If Applicable) ........... Federal Funds: $ Non-Federal funds: $ Total $

Q. Cost Sharing/Matching (Breakdown of total amounts shown in line O)

Leave Blank

Cash (both Applicant and Third Party)
Non-Cash Contributions (both Applicant and Third Party)

NAME AND TITLE (Type or print)

SIGNATURE (required for revised budget only)

DATE

Project Director

Authorized Organizational Representative
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ORGANIZATION AND ADDRESS USDA AWARD NO.  Year: | Objective: 1-3
Minnesota Duration Duration Non-Federal Non-federal Cost-
Sea Grant Proposed Proposed Proposed Cost- Sharing/
31 W. Months: _12 Months: Sharing/ Matching Funds
College Matching Funds Approved by
Funds Requested Funds Approved (If required) CSREES
St. by Proposer by CSREES (If Different)
Duluth, MN 55812 (If different)
PROJECT DIRECTOR(S)
PI Name Amy Schrank
. v $2,149
A. Salaries and Wages CSREES FUNDED WORK MONTHS
1. No. of Senior Personnel
Calendar Academic Summer
a1 (COYPDS) . oo 12
b. Senior Associates . ...............
2.No.ofOtherPersonnel(Non-Faculty) $7,650
a. ___ Research Associates-Postdoctorates . . . 2
b. __1_Other Professionals................
c. Paraprofessionals
d.__ Graduate Student:
e. Prebaccalaureate Students
f. Secretarial-Clerical
g.__ Technical, Shop and Other.
$9,799
Total Salaries and Wages 0
) . 53,587
B. Fringe Benefits (If charged as Direct Costs)
C. Total Salaries, Wages, and Fringe Benefits (A plus B) 0 513,386
D. Nonexpendable Equipment (Attach supporting data. List items and dollar amounts for each
item.)
E. Materials and Supplies
F. Travel
G. Publication Costs/Page Charges
H. Computer (ADPE) Costs
1. Student Assistance/Support (Scholarships/fellowships, stipends/tuition, cost of education,
etc. Attach list of items and dollar amounts for eachitem.)
J. All Other Direct Costs (In budget narrative, list items and dollar amounts and provide
supporting data for each item.)
$13,386
K. Total Direct Costs (C through I) 0
L. F&A/Indirect Costs. (If applicable, specify rate(s) and base(s) for on/off campus activity.
Where both are involved, identify itemized costs in on/off campus bases.)
$13,386
M. Total Direct and F&A/Indirect Costs (J plus K)
$200
N. Other
$13,586
0. Total Amount of This Request 0
P. Carryover - (If Applicable) . .......... Federal Funds: $ Non-Federal funds: $ Total $

Q. Cost Sharing/Matching (Breakdown of total amounts shown in line O)

Cash (both Applicant and Third Party)
Non-Cash Contributions (both Applicant and Third Party)

Leave Blank

NAME AND TITLE (Type or print)

SIGNATURE (required for revised budget only)

DATE

Project Director Amy Schrank

Authorized Organizational Representative
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ORGANIZATION AND ADDRESS USDA AWARD NO.  Year: 2 Objective: 1-3
Minnesota Duration Duration Non-Federal Non-federal Cost-
Sea Grant Proposed Proposed Proposed Cost- Sharing/
31 W. Months: 12 Months: Sharing/ Matching Funds
College Matching Funds Approved by
Funds Requested Funds Approved (If required) CSREES
St. by Proposer by CSREES (If Different)
Duluth, MN 55812 (If different)
PROJECT DIRECTOR(S)
PI Name Amy Schrank
X I - 52,192
B. Salaries and Wages CSREES FUNDED WORK MONTHS
1. No. of Senior Personnel
Calendar Academic Summer
a1 (CO)PD(S) v v v, 12
b. Senior Associates . ...............
2.No.ofOtherPersonnel(Non-Faculty) 37,803
a. __ Research Associates-Postdoctorates . . . 2
b. __1_Other Professionals................
c. Paraprofessionals
d.__ Graduate Student:
e. Prebaccalaureate Students
f. Secretarial-Clerical
g.___ Technical, Shop and Other.
$9,995
Total Salaries and Wages
. . $3,658
B. Fringe Benefits (If charged as Direct Costs)
C. Total Salaries, Wages, and Fringe Benefits (A plus B) $13,653
D. Nonexpendable Equipment (Attach supporting data. List items and dollar amounts for each
item.)
. . $1,100
E. Materials and Supplies
F. Travel 95,305
G. Publication Costs/Page Charges
H. Computer (ADPE) Costs
1. Student Assistance/Support (Scholarships/fellowships, stipends/tuition, cost of education,
etc. Attach list of items and dollar amounts for eachitem.)
J. All Other Direct Costs (In budget narrative, list items and dollar amounts and provide
supporting data for each item.)
$20,058
K. Total Direct Costs (C through I)
L. F&A/Indirect Costs. (If applicable, specify rate(s) and base(s) for on/off campus activity.
Where both are involved, identify itemized costs in on/off campus bases.)
$20,058
M. Total Direct and F&A/Indirect Costs (J plus K)
54,000
N. Other
$24,058
O. Total Amount of This Request
P. Carryover - (If Applicable) . .......... Federal Funds: $ Non-Federal funds: $ Total $

Q. Cost Sharing/Matching (Breakdown of total amounts shown in line O)

Cash (both Applicant and Third Party)
Non-Cash Contributions (both Applicant and Third Party)

Leave Blank

NAME AND TITLE (Type or print)

SIGNATURE (required for revised budget only)

DATE

Project Director Amy Schrank

Authorized Organizational Representative
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ORGANIZATION AND ADDRESS

USDA AWARD NO.

Year: 1 Objective:

Purdue University
» Duration Duration Non-Federal Non-federal Cost-
2550 Northwestern Ave, Suite 1900 Proposed Proposed Proposed Cost- Sharing/
West Lafayette, IN 47906-1332 Months: _12 Months: __ Sharing/ Matching Funds
PROJECT DIRECTOR(S Matching Funds Approved by
- C ” “TOR(S) Fulrlldsr Requested I-‘m:]ndz ;\g}érg;ed (If required) CSREES
uart Carlton Y Proposer y CS i
(If different) (If Different)
A. Salaries and Wages CSREES FUNDED WORK MONTHS
1. No. of Senior Personnel
Calendar Academic Summer
a_ (CO)PD(S)..vvveeneeeenannn
b. 1 Senior Associates ................ 15 $7,674
2.No. of OtherPersonnel (Non-Faculty)
a. ___ Research Associates-Postdoctorates . . .
b. _ Other Professionals ................
c. Paraprofessionals
d.___ Graduate Students
e. Prebaccalaureate Students
f. Secretarial-Clerical
g.___Technical, Shop and Other
Total Salaries and Wages §7.674
. . $2,413
B. Fringe Benefits (If charged as Direct Costs)
C. Total Salaries, Wages, and Fringe Benefits (A plus B) $10,087
D. Nonexpendable Equipment (Attach supporting data. List items and dollar amounts for each
item.)
E. Materials and Supplies
F. Travel
G. Publication Costs/Page Charges
H. Computer (ADPE) Costs
1. Student Assistance/Support (Scholarships/fellowships, stipends/tuition, cost of education,
etc. Attach list of items and dollar amounts for each item.)
J. All Other Direct Costs (In budget narrative, list items and dollar amounts and provide
supporting data for each item.)
K. Total Direct Costs (C through I) $10,087
L. F&A/Indirect Costs. (If applicable, specify rate(s) and base(s) for on/off campus activity.
Where both are involved, identify itemized costs in on/off campus bases.)
M. Total Direct and F&A/Indirect Costs (J plus K). $10,087
N. Other
O. Total Amount of This Request m} $10,087
P. Carryover -- (If Applicable) ........... Federal Funds: $ Non-Federal funds: $ Total $
Q. Cost Sharing/Matching (Breakdown of total amounts shown in line O) Leave Blank

Cash (both Applicant and Third Party)

Non-Cash Contributions (both Applicant and Third Party)

NAME AND TITLE (Type or print)

SIGNATURE (required for revised budget only)

DATE

Project Director
Stuart Carlton

Authorized Organizational Representative
Lindsey Peabody
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ORGANIZATION AND ADDRESS USDA AWARD NO.  Year: 2 Objective:
Purdue University
’ Duration Duration Non-Federal Non-federal Cost-
2550 Northwestern Ave, Suite 1900 Proposed Proposed Proposed Cost- Sharing/
West Lafayette, IN 47906-1332 Months: _12 Months: Sharing/ Matching Funds
PROJECT DIRECTOR(S) Matching Funds Approved by
Stant C " Fu:dsl’ Requested Fubnd(s: SA].;;:;;ed (If required) CSREES
al arliton roposer Y ey
U v Frop! it different) (If Different)
A. Salaries and Wages CSREES FUNDED WORK MONTHS
1. No. of Senior Personnel
Calendar Academic Summer
a. (CO)-PD(S) e v
b. 1 Senior Associates 15 $7,981
2.No. of OtherPersonnel (Non-Faculty)
a. __ Research Associates-Postdoctorates . . .
b. __ Other Professionals . ...............
c.___ Paraprofessionals
d. Graduate Students
e. Prebaccalaureate Students
f._ Secretarial-Clerical
g._ Technical, Shop and Other
Total Salaries and Wages a $7,981
. . $2,510
B. Fringe Benefits (If charged as Direct Costs)
C. Total Salaries, Wages, and Fringe Benefits (A plus B) O $10,491
D. Nonexpendable Equipment (Attach supporting data. List items and dollar amounts for each
item.)
E. Materials and Supplies $500
F. Travel $4,500
G. Publication Costs/Page Charges
H. Computer (ADPE) Costs
I.  Student Assistance/Support (Scholarships/fellowships, stipends/tuition, cost of education,
etc. Attach list of items and dollar amounts for each item.)
J. All Other Direct Costs (In budget narrative, list items and dollar amounts and provide $4,600
supporting data for each item.)
K. Total Direct Costs (C through I) O $20,091
L. F&A/Indirect Costs. (If applicable, specify rate(s) and base(s) for on/off campus activity.
Where both are involved, identify itemized costs in on/off campus bases.)
M. Total Direct and F&A/Indirect Costs (J plus K) 0 $20,091
N. Other. a
O. Total Amount of This Request $20,091
P. Carryover -- (If Applicable) ........... Federal Funds: $ Non-Federal funds: $ Total $

Q. Cost Sharing/Matching (Breakdown of total amounts shown in line O)

Cash (both Applicant and Third Party)
Non-Cash Contributions (both Applicant and Third Party)

Leave Blank

NAME AND TITLE (Type or print)

SIGNATURE (required for revised budget only)

DATE

Project Director
Stuart Carlton

Authorized Organizational Representative
Lindsey Peabody
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Budget Explanation for Michigan State University
Lauren Jescovitch
Year 1: January 1, 2025 —-December 31, 2025

Objectives 1-2

A. Salaries and Wages: $8,465
Salaries & wages from sponsor will support 1 Extension educator Lauren
Jescovitch for 10% for 12 months of the project (1.2 pms).

B. Fringe Benefits: $3,247
Fringe benefits for Lauren Jescovitch are based on a calculated rate
for all employees. Michigan State University allocates the cost of
fringe benefits using a Specific Identification (SI) system. Under this
system, costs are specifically identified into four categories and
accounts will be charged only to the extent that an employee
receives, or in the case of health care is eligible to receive, those
benefits. The categories are retirement, FICA, other/miscellaneous,
and health, dental & prescriptions.

E. Materials and Supplies: $300
Funds to print educational materials for dissemination

J. Other Direct Costs: $180,198
1. Research consultant fees for 6, 90 minute focus groups and quantitative research survey:
$102,000
2. The Center for Food Integrity (see subaward budget & justification): $54,525
3. University of Minnesota (see subaward budget & justification): $13,586
4. Purdue University (see subaward budget & justification): $10,087



Budget Explanation for Michigan State University
Lauren Jescovitch
Year 2: January 1, 2026 —December 31, 2026

Objectives 2-3

A. Salaries and Wages: $8,719
Salaries & wages from sponsor will support 1 Extension educator Lauren Jescovitch for 10% for 12 months of the
project (1.2 pms).

B. Fringe Benefits: $3,361
Fringe benefits for Lauren Jescovitch are based on a calculated rate for all employees. Michigan
State University allocates the cost of fringe benefits using a Specific Identification (SI) system.
Under this system, costs are specifically identified into four categories and accounts will be charged
only to the extent that an employee receives, or in the case of health care is eligible to receive, those
benefits. The categories are retirement, FICA, other/miscellaneous, and health, dental &
prescriptions.

E. Materials and Supplies: $2,500
Funds for instructional and meeting materials, publications, printing costs, digital media editing, and workshop
supplies.

F. Travel: $4,730

e Lauren Presenting - Great Lakes Regional Conference (4 days 3 nights)
Mileage (800 miles) = $536
Per diem - $224
Hotel ($150/night) - $450
Registration - $600
Total - $1,810

Travel for Lauren to 3 workshops (3 days, 2 nights):

e  Harrietta/ Central MI
Mileage (821 miles) - $550
Hotel ($150/night)- $300
Per diem ($48 first/last day, $64 full day) - $160
Total - $1,010

e  Minneapolis, MN
Mileage - $490
Hotel ($150/night) - $300
Per diem ($48 first/last day, $64 full day) - $160
Total - $950

e Indianapolis/ Central IN
Car rental - $300
Fuel - $200
Per diem ($48 first/last day, $64 full day) - $160
Hotel ($150/night) - $300
Total - $960

J. Other Direct Costs: $69,224
1. Stipends for 8 producers @ $500 = $4,000 to provide for the Harrietta/Central MI workshop. Stipends
provide incentives and support costs of travel and hotel accommodation.
2. Participant Support Costs - Food/Catering
Food - Breakfast $12, Lunch $18, Total - $30 per person x 20 = $600 for Central MI workshop
3. The Center for Food Integrity (see subaward budget & justification): $20,475
4. University of Minnesota (see subaward budget & justification): $24,058
5. Purdue University (see subaward budget & justification): $20,091
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Budget Explanation for The Center for Food Integrity (CFI)
Year 1 & Year 2

Objectives 1-3

Salaries and Wages: $71,650

Year 1: $54,525

Portion of salaries for 2 individuals expected to complete deliverables outlined in
proposal under Objective 1 to facilitate research alignment and outcomes between
vendor and co-Pls, design qualitative research questionnaire, observe and provide
guidance to optimize six virtual focus groups, debrief after each virtual focus group to
summarize key takeaways and recalibrate as needed, design messages and concepts for
consumer testing, design quantitative research survey, participate in research readout
and workshop, and provide strategic recommendations based on research findings.

Year2: $17,125

Portion of salaries for 2 individuals expected to complete deliverables outlined in
proposal under Objective 2. CFI will partner with all co-PIs to develop trust-building
recommendations, create the producer toolkit, develop the producer training curriculum
and pre- and post-training evaluations.

Travel (Domestic): $3,350

Year 1:
No travel

Year 2:
$3,350 estimated to cover flights, mileage, hotel and other travel expenditures for 1
CFI facilitator to 3 trainings in NCR
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Budget Explanation for University of Minnesota Sea Grant
Amy Schrank
Year 1

A. Salaries and Wages ($9,799)

a. Principle Investigator Amy Schrank, Assistant Extension Professor
and Extension Program leader at Minnesota Sea Grant with an annual
salary of $107,431 and 0.24 person months assigned to this project:
$2,149 is requested. Schrank will oversee all components of the
project, ensure milestones are met, ensure reporting is completed,
contact producers, help develop workshop materials, and help deliver
events.

b. MNSG extension staff (TBD) with 1.08 person months assigned to
this project and an annual salary of $85,000, $7,650 is requested.
This staff person will be responsible for collaborating with the
project team, contacting producers, developing event materials,
planning and carrying out the event, delivering presentations, and
helping with reporting.

B. Fringe Benefits ($3,587)
a. Academic fringe rate calculated at 36.6%, $3,587 is requested.

C. Nonexpendable Equipment ($0)
a. none

D. Materials and Supplies ($0)
E. Travel (30)
F. All Other Direct Costs ($200)

a. We request $200 for printing educational materials to hand out to
producers and others in advance of our on farm event in year two.
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Budget Explanation for University of Minnesota Sea Grant
Amy Schrank
Year 2

G. Salaries and Wages ($9,995)

a. Principle Investigator Amy Schrank, Assistant Extension Professor
and Extension Program leader at Minnesota Sea Grant with an annual
salary of $109,580 and 0.24 person months assigned to this project:
$2,192 is requested. Schrank will oversee all components of the
project, ensure milestones are met, ensure reporting is completed,
contact producers, help develop workshop materials, and help deliver
events.

b. MNSG extension staff (TBD) with 1.08 person months assigned to
this project and an annual salary of $86,700, $7,803 is requested.
This staff person will be responsible for collaborating with the
project team, contacting producers, developing event materials,
planning and carrying out the event, delivering presentations, and
helping with reporting.

H. Fringe Benefits ($3,658)
a. Academic fringe rate calculated at 36.6%, $3,658 is requested.

l. Nonexpendable Equipment ($0)
a. none

J. Materials and Supplies ($1,100)

a. We request funds for food for our on-farm event for 20 people at $30
each totaling $600. Serving food at events is critical to ensuring a
timely start and maintaining the flow. The interruption of leaving for
food is detrimental to the flow of the event and is not an efficient use
of time. When food is served, work can continue over the meal or be
used as a time for participants and organizers to informally meet and
network. In addition, serving food at an event enables participants
who may not be able to afford to purchase meals during the event able
to attend.

b. We request miscellaneous supplies to include but not limited to
napkins, plates, pencils, notebooks, whiteboards, markers,
erasers, and other consumables = $500

K. Travel ($5,305)
a. Travel for two MNSG staff traveling to one farmer training event
within Minnesota over three days.
i.  UMN vehicle rental ($65 per day for three days = $195) plus
mileage (0.19 per mile at 400 miles = $76) = $271
ii.  Hotel at $150 per night for two nights x 2 people = $600
iii.  Per diem for two staff ($60 +$79 + $60) x 2 = $398
1v. Total = $1,269
b. Travel for one MNSG staff member to attend a regional meeting to
help present training and results to aquaculture producers for four
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C.

days.
i.  Flight =$500
ii.  Hotel at $150 for three nights = $450
iii.  Conference registration = $250
iv.  Travel to and from the airport = $90
V. Per diem for four days ($48 + $64 +$64 +$48) = $224
Vi. Total = $1,514
MNSG staff travel to farm training events in partner states for three days each =
$2,522
1. Travel to central Indiana for three days (near Indianapolis):
1. Flight=$500
2. Car rental at $100 per day for three days = $300
3. Hotel at $150 per night for two nights = $300
4. Per diem for three days ($52 + $52 + $69) = $173 5. Total =
$1,273
il. Travel to central Michigan (near Harrietta) for three days:
1. Flight=$500
2. Car rental at $100 per day for three days = $300
3. Hotel at $150 per night for two nights = $300
4. Per diem for three days
($45 + $45 + $59) = $149 5.
Total =$1,249

L. All Other Direct Costs ($4,000)

a.

Stipends for producers to travel to on farm training at $500 for eight
producers = $4,000. Farmers will travel to one demonstration site
where they will receive marketing training and have the opportunity to
network with other producers in the North Central Region
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Purdue University Budget Justification (Carlton & Shambach)

In accordance with 2 CFR 200, Uniform Administrative Requirements, Cost
Principles, and Audit Requirements for Federal Awards, Purdue University tracks and
reports its professional personnel on a percent of effort and not on an hourly basis.
Salaries are adjusted by standard University inflation rates each fiscal year (July 1) at
4%.

A. Salaries and Wages

Year 1: Funds are requested to support 12.5% FTE (1.5 months) and fringe
benefits ($10,087) for Illinois- Indiana Sea Grant aquaculture extension
professional, Amy Shambach. Amy will advise on consumer research and work
on visioning and developing training materials and curriculum.

Year 2: Funds are requested to support 12.5% FTE (1.5 months) and fringe
benefits ($10,491) for Illinois-Indiana Sea Grant aquaculture extension
professional, Amy Shambach. Amy will work in collaboration with the project
team to finish developing training materials and curriculum and deliver producer
training.

B. Nonexpendable Equipment

Year 1: $0
Year 2: $0

C. Materials and Supplies

Year 1: $0

Year 2: We request $500 to cover miscellaneous materials and supplies for one
producer training. Materials and supplies to include but not limited to napkins,
plates, pencils, name tags, notebooks, folders, whiteboards, markers, erasers, and
other consumables.

D. Travel (domestic)

Year 1: $0

Year 2: We request $4,500 to cover travel for two multi-day out-of-state
trainings, one in-state training, and one regional conference or meeting to
disseminate research findings.

E. All Other Direct Costs

Year 1: $0

Year 2: We request $4,600 to cover up to 8 travel stipends ($4000)
for producers to attend training ($500/person) and for catering for
one of the three training sessions ($600).

Total Amount Requested

Year 1: $10,087 direct cost
Year 2: $20,091 direct cost
Cumulative: $30,178 direct cost



Budget Summary

YEAR 1
Michigan State | Purdue University of Center for
University University Minnesota Food Integrity
Salaries & Wages $8,465 $7,674 $9,799 $54,525
Fringe Benefits $3,247 $2,413 $3,587
Total Salaries, Wages, and Fringe Benefits $11,712 $10,087 $13,386
Nonexpendable Equipment
Materials and Supplies $300
Travel
All Other Direct Cost $102,000 $200
Totaly $114,012 $10,087 $13,584 $54,525
YEAR 2
Michigan State | Purdue University of Center for
University University Minnesota Food Integrity
Salaries & Wages $8,719 $7,981 $9,995 $17,125
Fringe Benefits $3,361 $2,510 $3,658
Total Salaries, Wages, and Fringe Benefits $12,08 $10,491 $13,653
Nonexpendable Equipment
Materials and Supplies $2,50( $500 $1,100
Travel $4,73( $4,500 $5,309 $3,35(
All Other Direct Cost $4,600 $4,600 $4,000
Totalg $23,91( $20,091 $24,058 $20,474
YEAR 1&2
Michigan State | Purdue University of Center for
University University Minnesota Food Integrity
Salaries & Wages $17,183 $15,661 $19,794 $71,650
Fringe Benefits $6,609 $4,923 $7,245
Total Salaries, Wages, and Fringe Benefits $23,792 $20,578 $27,039
Nonexpendable Equipment
Materials and Supplies $2,800 $500 $1,100
Travel $4,73( $4,500 $5,305 $3,35(
All Other Direct Cost $106,600 $4,600 $4,200
Totalg $137,922 $30,17§ $37,644 $75,00(
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Schedule for Completion of Objectives

Start date: 1/01/25
Completion date: 12/31/26

Year 1 Year 2
Objectives and Tasks
J | M|M]|] ] [M[M]] N
FIA|]]|A FIA|] A D

Objective 1
Conduct Focus Groups XX
Focus Groups Analyses and Findings XXX
Survey Dissemination XX
Survey Analysis and Findings X
Objective 2
Literature Review XIX[X[X
Develop Toolkit Materials X[X[X]|X
Design Training Curriculum X1X|X|X X
Objective 3
Implement on-the-farm workshops X[X|X
Delivery

Extension Articles (MSU, Sea Grant, GLAC) X

Peer-reviewed Publications X[X[X]|X X

Presentations (MAA, MNAA, NCRAC, USAS) XX

Reports to NCRAC X X
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List of Principal Investigators per Institution

Michigan State University
Lauren Jescovitch

University of Minnesota Sea Grant
Amy Schrank

Purdue University
Stuart Carlton
Amy Shambach

The Center for Food Integrity
Amy te Plate-Church
Keely Coppess
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VITA
Lauren N. Jescovitch

Michigan State University Tel: 906.487.2974
Houghton County Extension Office jescovit@msu.edu
1500 Birch St., Hancock, MI. 49930

EDUCATION

PhD Fisheries and Allied Aquacultures, Auburn University, 2017

Graduate  College/University Teaching, Auburn University, 2016

Certificate

MS Fisheries and Allied Aquacultures, Auburn University, 2014

BS Fisheries Biology; Environmental Science; Minor in Chemistry, Mansfield

University of Pennsylvania, 2012

POSITIONS
2019 - Extension Educator, Michigan Sea Grant & Michigan State University Extension,
Present Michigan State University, East Lansing, MI

2018-2020 Research Associate, CREATE for STEM Institute, College of Education, Michigan
State University, East Lansing, MI

2017-2019 Distance Learning Course Designer, Certificate for Aquaculture Professionals
(CAPS), Auburn University, Auburn, AL

2017-2018 Postdoctoral Research Associate - Water Quality and Aquatic Ecology,
College of Agriculture & Related Sciences, Delaware State University, Dover, DE

2012-2017 Graduate Research Assistant, E.W. Shell Fisheries Center, School of Fisheries,
Aquaculture and Aquatic Sciences, Auburn University, Auburn, AL

2010 Intern, The Conservation Fund Freshwater Institute, Shepherdstown, WV

SCIENTIFIC AND PROFESSIONAL ORGANIZATIONS (SELECTED)
Aquacultural Engineering Society (Director, 2018-2020)

Michigan Aquaculture Association
North Central Regional Aquaculture Society, Technical Committee - Extension
(2020-Present)
World Aquaculture Society (WAS)

United States Aquaculture Society (USAS), Chapter of WAS (Director, 2019-
2021)

PUBLICATIONS (SELECTED)

Jescovitch LN, Moen S, Abdl-Haleem F, Seilheimer. 2023. The Great Lakes Future Fishers Initiative:
Supporting the next generation of Great Lakes commercial fishing and seafood processing
industries. Fisheries. https://doi.org/10.1002/fsh.11005

Doherty J, Cerchiara J, Scott E, Jescovitch LN, McFarland J, Haudek K, Wenderoth, MP. 2023. Oaks to
arteries: The physiology core concept of “flow down gradients” supports transfer of student
reasoning. Advances in Physiology Education, 47: 282-295.

Jescovitch LN. 2023, June 30. First-ever Mi Fresh Fish Expo makes a splash on Michigan’s
Capitol lawn. Michigan State University Extension.

Jescovitch, L.N., C.E. Boyd, and G.N. Whitis. 2017. Effects of mechanical aeration in the
waste-treatment cells of split-pond systems on water quality. Aquaculture 480:32-41
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VITA
Amy J. Schrank Phone: (612) 301-1526
University of Minnesota Sea Grant E-mail: aschrank@umn.edu
1985 Buford Ave.
173 McNeal Hall
Saint Paul, MN 55108

EDUCATION
B.S.  University of Michigan, 1995, Biology and Spanish

M.S. University of Michigan, 1997, Resource Ecology and Management: Aquatic Ecology
Ph.D. University of Wyoming, 2002, Zoology and Physiology, Minor: Statistics

POSITIONS

2023 — present Extension Program Leader, Minnesota Sea Grant College Program

2020 — present Assistant Extension Professor, Minnesota Sea Grant College Program

2017 — present Adjunct Assistant Professor, Department of Fisheries, Wildlife and Conservation Biology
(FWCB), University of Minnesota

2004 — present Lecturer - University of Michigan Biological Station (UMBS), Pellston, MI

2017 -2018 Researcher 6, Teaching Specialist — FWCB, University of Minnesota

2013 -2017 Research Assistant Professor — School of Forest Resources and Environmental Science
(SFRES), Michigan Technological University

2004 — 2013 Adjunct Assistant Professor - SFRES, Michigan Technological University

2002 — 2003 Visiting Assistant Professor: Ecology Department, Montana State University, Bozeman,
MT

SCIENTIFIC AND PROFESSIONAL ORGANIZATIONS

e  American Fisheries Society: including the Minnesota Chapter and Fish Culture Section
e Minnesota Aquaculture Association

e  North Central Regional Aquaculture Center: Technical Committee-Extension

e  World Aquaculture Society

SELECTED PUBLICATIONS

Lishawa, S., Schrank, A.J., Lawrence, B., Monks, D., and Albert, D. 2023. Aquatic connectivity treatments
increase fish and macroinvertebrate use of 7Typha-invaded Great Lakes coastal wetlands. Freshwater
Biology. http://doi.org/10.1111/fwb.14141

Jescovitch, L., Nelson, E., Seilheimer, T., Wiermaa, E., and Schrank, A. 2022. Learning from the best: virtual fish
farm tours with the Great Lakes Aquaculture Collaborative. World Aquaculture Magazine 53(3).

Jescovitch, L., Nelson, E., Seilheimer, T., Wiermaa, E., and Schrank, A. 2021. Introducing the Great Lakes
Aquaculture Collaborative: Fostering an aquaculture event during COVID-19. World Aquaculture
Magazine 52(1): 45-48.

Schrank, A.J. and Lishawa, S.C. 2019. Invasive cattail reduces fish diversity and abundance in the emergent zone
of a Great Lakes coastal wetland. Journal of Great Lakes Research 45: 1251-1259.

Bansal, S., Lishawa, S., Newman, S., Tangen, B.A., Wilcox, D., Albert, D., Anteau, M.J., Chimney, M.J., Cressey,
R.L., DeKeyser, E., Elgersma, K.J., Finkelstein, S.A., Freeland, J., Grosshans, R., Klug, P.E., Larkin, D.J.,
Lawrence, B.A., Linz, G., Marburger, J., Noe, G., Otto, C., Reo, N., Richards, J., Richardson, C., Rodgers,
L., Schrank, A.J., Svedarsky, D., Travis, S., Tuchman, N., Windham-Myers, L. 2019. Typha (cattail)
Invasion in North American Wetlands: Biology, Regional Problems, Impacts, Ecosystem Services, and
Management. Wetlands 39(4): 645-684.

Bump, J., Bergman, B., Schrank, A., Macarelli, A., Kane, E., Risch, A., Scheutz, M. 2017. Nutrient release from
moose bioturbation in aquatic ecosystems. Oikos. 126(3): 389-397.
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VITA

J. Stuart Carlton, Ph.D. Phone: 765-494-3726
Illinois-Indiana Sea Grant Fax: 765-494-9461
195 Marsteller St. Email: carltons@purdue.edu

West Lafayette, IN 47906

EDUCATION

B.A.  Tulane University, 2001, English
M.S.  University of Georgia, 2004, Fisheries Biology
Ph.D.  University of Florida, 2012, Interdisciplinary Ecology

POSITIONS

Assistant Director, Illinois-Indiana Sea Grant College Program (2018—Present)
Healthy Coastal Ecosystems Specialist, Texas Sea Grant College Program (2014—Present)
Postdoctoral Research Assistant. Natural Resources Social Science Lab, Purdue University (2013-2014)

SCIENTIFIC AND PROFESSIONAL ORGANIZATIONS

International Association for Society and Natural Resources
Sea Grant Association

SELECTED PUBLICATIONS

Carlton, J. S., Ropicki, A., and Shivlani, M. 2023. Support for resource management: the role of information sources
and affinitive trust}. Journal of Environmental Management 347:119150.

Carlton, J. S., Shambach, A., and K. Quagrainie. 2023. Aquaculture extension capacity in the Midwest: Results of a
survey. Journal of Human Sciences & Extension 11(1): 13.

Carlton, J.S., Shambach, A., and H. Hartenstine. 2021. Voices from the industry: Aquaculture producers in the
midwestern US. Choices 36:4.

Prokopy,L.S.,Carlton,J.S.,Haigh,T.,Lemos,M.C.,Mase,A.S.,Widhalm,M. 2017. Useful to Usable: Developing usable
climate science for agriculture. Climate Risk Management 15: 1-17.

Church, S. P., Haigh, T., Widhalm, M., Garcia de Jalon, S., Babin, N., Carlton, J. S., Dunn, M., Fagan, K., Knutson,
C. L., and L. S. Prokopy. 2017. Agricultural trade publications and the 2012 Midwestern U.S. Drought: A missed
opportunity for climate risk communication. Climate Risk Management 15: 45—60. climate science for agriculture.
Climate Risk Management 15: 1-17.

Carlton, J. S., Haigh, T., Knutson, C. L., Lemos, M., Mase, A. S., Todey, D., Prokopy, L. S. 2016. The effects of the
2013 drought on climate change beliefs, risk perceptions, and adaptation attitudes. Climatic Change 135: 211-226.

Carlton, J.S., Ropicki,A., and Balboa,B.2016. The Halfmoon Reef restoration: A socioeconomic evaluation.
Technical Report submitted to the Nature Conservancy.

Cook, J., Oreskes, N., Doran, P., Anderegg, W., Verheggen, B., Maibach, E., Carlton, J. S., Lewandowsky, S.,
Skuce, A., Green, S., Nuccitelli, D., Jacobs, P., Richardson, M., Winkler, B., Painting, R., and K. Rice. 2016.
Consensus on consensus: a synthesis of consensus estimates on human-caused global warming. Environmental
Research Letters 11: 048002.

Carlton, J. S. and S. K. Jacobson. 2016. Using expert and non-expert models of climate change to enhance
communication. Environmental Communication 10: 1-24.

Carlton, J. S., Perry-Hill, R., Huber, M., and L. S. Prokopy. 2015. The scientific consensus about climate change
extends beyond climate scientists. Environmental Research Letters 10: 094025.
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VITA

Amy Shambach Phone: 765-496-4085
Purdue University Fax:
195 Marsteller Street, Forestry, rm. 212A E-mail: ashambac@purdue.edu

Lafayette, IN 47907-2033

EDUCATION

AA.,AS. College of the Redwoods, 2002, Science and Mathematics, Marine Science Technology

B.S. Ball State University, 2010, Biology

POSITIONS

2019 — present Aquaculture Marketing Outreach Association, Illinois-Indiana Sea Grant, Purdue
University, Indiana

Oct. 2014 - 2019 Aquaculture Lab Technician, RDM Aquaculture LLC, Indiana

Aug. 2014 — Oct. 2014  Consultant, Aqua International Corporation, Costa Rica

Jan. 2014 - Aug. 2014 Compliance and Certification Coordinator, Bell Aquaculture, Indiana
2012 -2013 Farm Manager, Bell Aquaculture, Indiana

2010 -2012 Analytical Research Coordinator, Bell Aquaculture, Indiana

SCIENTIFIC AND PROFESSIONAL ORGANIZATIONS
Indiana Aquaculture Association Inc. (2015-present)

North Central Regional Aquaculture Center (2015-present)

Southern Illinois Aquaculture Association (2022-present)

Ohio Aquaculture Association (2023-present)

US Aquaculture Society | World Aquaculture Society (2023-present)

SELECTED PUBLICATIONS

Shambach, A., & Charters, H. 2023. Seafood Basics: A Toolkit for Understanding Seafood, Nutrition, Safety
and Preparation, and Sourcing. lllinois-Indiana Sea Grant Report IISG23-SFA-WEB-
045. https://iiseagrant.org/publications/seafood-basics/.

Carlton, J., Shambach, A. M., & Quagrainie, K. 2023. Aquaculture Extension Capacity in the USDA North-Central
Region: Results from a Survey. Journal of Human Sciences and Extension, 11(1), 13.
DOI: https://doi.org/10.55533/2325-5226.1385

Quagrainie, K.K., Bradford, T.L., Tao, J., and Shambach, A.M. 2023. Handbook on Processing Fish for
Small-Scale Fish Farmers. Illinois-Indiana Sea Grant Report IISG23-SFA-BRC-044. Available at:
https://iiseagrant.org/publications/handbook-on-processing-fish-for-small-scale-fish-farmers

Quagrainie, K., Shambach, A. 2022. A Guide to Small-Scale Fish Processing Using Local Kitchen Facilities.
[llinois-Indiana Sea Grant Report: [ISG22-SAF-BRC-012. https://iiseagrant.org/publications/a-guide-to-small-scale-
fish-processing-using-local-kitchen-facilities/

Quagrainie, K., Shambach, A. 2021. Aquaculture Markets in the 21% Century. Choices. Accessible:
https://www.choicesmagazine.org/choices-magazine/theme-articles/the-economics-of-us-aquaculture/aquaculture-
markets-in-the-twenty-first-century

Carlton, C., Shambach, A., Hartenstine, H., 2021. Voices from the Industry: Aquaculture Producers in the
Midwestern United States. Choices. Accessible: https://www.choicesmagazine.org/choices-magazine/theme-
articles/the-economics-of-us-aquaculture/voices-from-the-industry-aquaculture-producers-in-the-midwestern-united-
states
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VITA
Amy te Plate-Church

The Center for Food Integrity Tel: 715.304.7031
2900 NE 60th St, Suite 200, Gladstone, MO 64119 amy.teplatechurch@foodintegrity.org
EDUCATION
Bachelor of Science Animal Science and Agricultural Journalism, lowa State University, Ames, lowa, 1995
POSITIONS

2015 — Present  Director of Sustainability, Center for Food Integrity, Gladstone, MO
2015 —Present  Vice President (2022-present) and Director of Account Management (2015-2022), Look
East, Gladstone, MO

1996-2015 Various roles at GENEX Cooperative / Cooperative Resources International, Shawano,
WI, including Alliances and Industry Relations Manager, Market Development Manager and
Communication Manager

1995-1996 Youth Dairy and Livestock Extension Agent, Penn State Cooperative Extension, York, PA
1994 Communication Intern, Select Sires, Plain City, OH
1992-1994 Various roles with Iowa State University Extension, Ames, [A, including Project Assistant

for Total Quality Management animal science grant and State 4-H Summer Program Assistant

CONTINUING EDUCATION
Certified Sustainability (CSR) Practitioner Program, Advanced Edition, Centre for
Sustainability and Excellence, Certificate of Completion, March 2020

Essentials of Strategic Alliances and Partnerships, American Management Association,
Certificate of Completion , April 2012

PUBLICATIONS (SELECTED)

American Association of Bovine Practitioners, Annual Conference Proceedings, September 2020, Keynote
presentation: Believe. Engage. Connect.

Journal of Animal Science, Volume 97, Issue Supplement 3, December 2019, Earning public trust in gene editing

PRESENTATIONS (SELECTED)

National Aquaculture Association. Community Engagement to Earn Trust. April 2024. Webinar

Aquaculture America 2024. Community Engagement to Earn Trust. February 2024. San Antonio, Texas

Soy Aquaculture Association. Building Trust in U.S. Aquaculture. November 2023. Webinar

IFT First Annual Event and Expo. Institute of Food Technologists. Let’s Talk Tech: Why Consumers Reject Food &

Ag Innovation and How to Earn Acceptance for Sustainable Production. July 2023. Chicago, Illinois

16™ International Society for Biosafety Research Symposium. Earning Trust and Acceptance of Gene Editing
Technology. May 2023. St Louis, MO

Americas U.S. Ag Cooperators. Roadmap for Developing Sustainable Strategies. September 2022. Lima, Peru

Biotechnology Regulation Immersion Course. University of Missouri. August 30, 2022. Columbia, Missouri

Dairy Cattle Welfare Council. Consumer Trends and Perceptions of Animal Welfare. May 2022. Syracuse, NY

American Chemical Society. Earning Trust in Gene Editing. August 2021.

American Association of Bovine Practitioners, Annual Conference, September 2020, Keynote presentation.

Africa Biennial Biosciences Symposium. Gene Editing: Earning Public Trust. August 2019. Pretoria, South Africa

American Society of Animal Science Annual Meeting. Gene Editing: Earning Public Trust. July 2019

Danforth Plant Science Center. Genome Editing Conference. Earning Public Trust in Gene Editing. July 26,2018

United States Department of Agriculture Foreign Agriculture Service (USDA FAS) and Inter-American Institute for
Cooperation on Agriculture. Earning Consumer Trust and Acceptance of Gene Editing. April 2018. Colombia.

Le Rendez-Vous Avicole Aquinac. Communicating to Build Public Trust in Food Production. October 2016.

Montreal City, Quebec.
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VITA

Keely Coppess
Look East Phone: (816) 556-3127
2900 NE 60th St #200 Email: keelyc@lookeast.com

Kansas City, MO 64119

EDUCATION
Iowa State University
Bachelor of Science | Marketing, 2006
Public Relations Society of America
Certificate | Accreditation, 2014
Drake University

Master of Arts | Communication, Brand Management, 2019

POSITIONS
2021 — Present Look East, Account Director, Gladstone, MO
2019-2021 Iowa Department of Agriculture and Land Stewardship, Communications Director, Des
Moines, 1A
2011-2019 Two Rivers Marketing, Public Relations Director, Des Moines, [A
2009-2011 Trilix, Public Relations Director, Johnston, IA
2006-2009 Farm Safety 4 Just Kids, Marketing Director, Urbandale, IA

SCIENTIFIC AND PROFESSIONAL ORGANIZATIONS
Communication Officers of State Departments of Agriculture (2020-2021)

Iowa’s Center for Agriculture Safety and Health, Advisory board member (2020-2021)
Public Relations Society of America, Central lowa Chapter (2014-2019)
National AgriMarketing Association, [owa Chapter (2007-2011)
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RUSHING WATERS FISHERIES LLC
PO BOX H/N301 CTY RD H
PALMYRA, WI 53156

262-495-2089 - TEL
262-495-8327 - FAX

USHING Wi

=P FISHERIES, LLC

April 26, 2024

Dear Review Committee,

I am writing to express our support for the proposal titled, “The impact of text and visual messaging
on consumers: A consumer research study to inform aquaculture producer messaging and
training in the NCR” for the FY 2024 NCRAC Research and Outreach Funding Program.

Sharing factual information about aquaculture is very important to our business and future growth. As
a food fish farm we are bombarded by misinformation and many times we are uncertain how to
respond or engage consumers who believe everything they read on the internet. With believe with the
help of these marketing tools it will promote our brand and aquaculture industry.

Sincerely,

ter Fritsch
President
Rushing Waters Fisheries
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April 19, 2024

Dear Review Committee,

I am writing to express our support for the proposal titled, “The impact of text and visual
messaging on consumers: A consumer research study to inform aquaculture producer
messaging and training in the NCR” for the FY 2024 NCRAC Research and Outreach Funding
Program. Consumer education is critical to the growth of the aquaculture industry and this
proposal aims to address this need that our industry is facing through research-based marketing.

You don’t have to spend long on social media to see negative statements made about aquaculture
that are not true. For the value of aquaculture products to stay or increase to price point needed to
produce our products the prospective consumer must have factual information to make in
informed decision on the source of the seafood they consume.

We are hoping that this work will help identify consumer perceptions and attributes that could be
used to implement effective, and research-based, marketing strategies. We strongly support the
additional identification of information that can inform aquaculture consumer messaging and the
training of the industry to best use this information. We hope that this will improve consumer

confidence in cultured seafood products in the region and benefit the aquaculture industry as a
whole.

Sincerely,
Phillip M Shambach

TIPPCO FISH, Inc.
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Lpril 19, 2024
Dear Rewiew Corornttes,

[ arn writing to express our support for the proposal titled, “The inpact of text and visual
messaging on consumers: A consumer research study to inform aguwac ulture producer
messaging and training in the NCR” for the FY 2024 NCEACT Research and Cutre ach Funding
Program. Consanet education is critical to the growth of the aguacalhore industry and thas
proposal aims to address thiz need that our industry is facing through research-hased marketing.

We are hoping that this work will help idertify consurmer perceptions and attributes that could be
nsed to iraplement effec ive, and research-based, marketing strategies. We strongly support the
additional identification of rdtrmation that can dorm aguacalbire consmer messaging and the
training of the industorto best use this indfonmation. We hope that this will rnprove consuner
corfidence in cultured seafbod products in the region and beneflt the aguacalture mdustryas a
whole.

Sincerely
Chaa Heberl

Utban Farn Project
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North Central Regional Aquaculture Center

Liaison Letter of Intent

In accordance with the Guidelines for Extension Involvement in the North Central Regional
Aquaculture Center (adopted in 1994), directives of the NCRAC Board of Directors and USDA-NIFA
guidance, all NCRAC-funded projects must include an Extension Liaison that is funded to do extension
and outreach activities associated with that project. NCRAC projects must also include an Industry
Liaison who will serve as a contact between project Pl(s) and the Industry.

Name (Appointed Liaison): Amy Shambach

Title of Project: The impact of text and visual messaging on consumers: A consumer research study to
inform aquaculture messaging, education, and producer training in the NCR

Project Duration: 2 Years (January 1, 2025 - December 31, 2026)

offer being m w:
Position (Extension or Industry): Extension

Primary Duties/Activities of Liaison: Contact between the project team and industry partners that will
provide guidance for trainings and assist in reviewing training materials and communicating about the
results from the project.

Appointment offered by:__ Lauren Jescovitch 9.9.24

Project Chair Date
Offer approved by:

NCRAC Director

Date

I'have read and T understand the offer and its terms and conditions, and 1 agree to these terms and
accept this offer. The terms of this offer may be modified only by subsequent written agreement
signed by both parties.

Liaison Signature: /W &\7—1\/ -L @ (// '?’ [7- 262 L{

Date

Please return this letter by: _ 9/16 to the Project Chair
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North Central Regional Aquaculture Center

Liaison Letter of Intent

In accordance with the Guidelines for Extension Involvement in the North Central Regional
Aquaculture Center (adopted in 1994), directives of the NCRAC Board of Directors and USDA-NIFA
guidance, all NCRAC-funded projects must include an Extension Liaison that is funded to do extension
and outreach activities associated with that project. NCRAC projects must also include an Industry
Liaison who will serve as a contact between project Pl(s) and the Industry.

Name (Appointed Liaison):  Phil Shambach

Title of Project: The impact of text and visual messaging on consumers: A consumer research study to
inform aquaculture messaging, education, and producer training in the NCR

Project Duration: 2 Years (January 1, 2025 — December 31,2026)

Th itions and term h r bei u are i w:

Position (Extension or Industry): Industry

Primary Duties/Activities of Liaison: Contact between the project team and the industry that will assist
in reviewing training materials and communicating about the results from the project.

Appointment offered by:__ Lauren Jescovitch 9.9.24

Project Chair Date
Offer approved by:

NCRAC Director Date

I have read and I understand the offer and its terms and conditions, and I agree to these terms and
accept this offer. The terms of this offer may be modified only by subscquent written agreement
signed by both parties.

Liaison Signatun% Q' /g 'Z4

Date

Please return this letter by: _ 9/16 to the Project Chair
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