
BLUE TO NEW REGIONAL BRAND 

PLANNING FOR AN AGRICULTURE FUTURE IN THE NEW 

RIVER VALLEY OF VIRGINIA 
A COLLABORATIVE STRATEGIC PLANNING PROJECT AROUND AGRIBUSINESS AND AGRITOURISM IN GILES, PULASKI, 

MONTGOMERY, AND FLOYD COUNTIES 



KELLI H. SCOTT –VIRGINIA COOPERATIVE EXTENSION 

Kelli H. Scott

Virginia Cooperative Extension –

Montgomery County 

Agriculture & Natural Resources 

kescott1@vt.edu

540.382.5790

Objectives:  

Paint the picture of agriculture 

for the New River Valley 

Highlight Blue to New, a 

regional Agritourism & 

Agribusiness branding campaign 

in the NRV.  

Panel Discussion w Tourism 



LAY OF THE LAND



WHAT IS PRODUCED IN THE NEW RIVER VALLEY?  

• Beef 

• Hay/Forage 

(grass based systems to support beef) 

• Sheep

• Goats

• Grain (Wheat, Barley, Corn)

• Vegetables 

• Pumpkins 

• Grapes 

• Tree Fruit 

• Forestry 

• Open, Natural Land and Waterways – Recreation 





PARTNERS 

Agribusiness

Agritourism

Support & 
Enhance 

Agriculture

$35,000

$30,000

$35,000



AG SECTORS OF THE NRV - IDENTIFIED BY THE STRATEGIC PLAN

 Beef and forestry/timber are the largest agriculture 

sectors, generating over $60 million annually. 

 Also a focus on grape production to support the Virginia 

Wine Industry and Agritourism.   

 Floyd, Giles, Montgomery, and Pulaski Counties have a 

total of farms, 2,289 farms with nearly 414,657 acres of 

farmland. 

 Regionally, the population is aging and the average aged 

farmer is 57. 



THE WAY OF LIFE IN THE NRV 

Agriculture is not only an economic driver in our region, but also 

provides the sense of place and rural character the citizens and 

visitors desire.   

We value green, open space 

Quite, lower paced life  

Connection with Nature 



NRV REGIONAL PRIORITIES 

Identify our agriculture assets

Develop a plan of work for agribusiness

Develop a plan of work for agritourism

Develop a brand/identity



AGRIBUSINESS PLAN OF WORK: TOP 5 PRIORITIES 

Agriculture Development Board(s)

Production infrastructure for meats & produce

Small producer network(s)

Opportunities for beginning farmers

Whole farm planning teams



AGRITOURISM PLAN OF WORK: TOP 5 PRIORITIES 

Develop & enhance marketing strategies

Increase number of festivals/events

Create an interactive web-based tool

Provide educational opportunities

Increase on-farm direct sales of local products



MARKETING

Is the Brand a good fit for 

the demographics and 

interests of the agri-tourist?

Is the Brand able to deliver 

on the promise to the 

consumer?



MARKETING



IDENTIFYING AGRICULTURE ASSETS 



ASSET INVENTORY: LINKING THE COMMUNITIES HIDDEN GEMS 



COLLABORATIVE PROCESS 



LISA BLEAKLEY – MONTGOMERY COUNTY REGIONAL TOURISM  

Tourism and Agriculture 

Marketing

Branding

Regional Collaboration Lisa Bleakley

540-394-2120 Ext. 4225

bleakleyts@montgomeryc

ountyva.gov

www.gotomontva.com

mailto:bleakleyts@montgomerycountyva.gov
http://www.gotomontva.com/


Cora Gnegy
Tourism Marketing Director

cgnegy@gilescounty.org
540-921-2079



PEGGY WHITE  – PULASKI COUNTY CHAMBER OF COMMERCE  

Peggy White 

4440 Cleburne Boulevard

Suite B

Dublin, VA 24084

540-674-1991

info@pulaskichamber.info

mailto:info@pulaskichamber.info


TOURISM AND AGRICULTURE-THE ODD COUPLE?



TOURISM AND AGRICULTURE:  THE ODD COUPLE?



TOURISM AND AGRICULTURE:  THE ODD COUPLE?



QUESTIONS?

Thank You!


