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Mission:
 Facilitate Producer Resources and
Connectivity

*Develop Regional Value-Added Markets

*Empower Local Economic and
Environmental Sustainability through Field
to Market Trials

*Promote Consumer Education and
Awareness

10,000+ Stakeholders Located on Every
Continent (and growing)

Partnerships with dozens of Academic
Institutions, Research Organizations, NG

ENOY

and Private-Sector Companies TS FROM
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Our Impact

PROGRAMS:

Ensuring access to Food Security &
nutrient-rich crops Nutrition

« Entrepreneurial Training

Promoting eco-
friendly practices « Seed Systems Development

Creating market

opportunities « Small Scale Mechanization Development

Influencing policies [ /7 Global N\ « Bioeconomy Systems Development
for global impact | Advocacy ‘

« Mentorship and Education

Transforming
agriculture for a
sustainable future

Sustainable
Sorghum
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UNDERSTAND UNIOUE REGIONAL SYSTEMS

Challenges Solutions Outcomes

Executive Summary
Diagram 1

Challenges Solutions Outcomes

Bobders 3d

Lm Markets
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BASIC ADVOCACY TIPS Wi

KNOW YOUR AUDIENCE

« WHAT ISSUES ARE IMPORTANT TO THE
LISTENER?

+ READ THE ROOM: BE PROFESSIONAL, BUT
PERSONABLE

« BRING SOLUTIONS, NOT PROBLEMS W

- EMOTIONAL STORIES CAN BE IMPORTANT L:“
ILLUSTRATIVE TOOLS, BUT DON'T RELY SOLELY S
ON THESE TO MAKE YOUR POINT A

- PREPARE A PROPOSAL TO LEAVE WITH THE e
LISTENER | f&:

« Remember the rules regarding Non-Profits

* Leverage any and all media opportunities
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ADVOCATING FOR SORGHUM
(WITHOUT MENTIONING SORGHUM)

ISSUE-BASED ADVOCACY

FRAME THE PROBLEM. POSITION THE
SOLUTION

* Climate change
* Nutrition and food security

* Economic development and circular
bioeconomy

* Carbon sequestration, water
conservation, soil health, and pollinators

*Gluten Free and Non-GMO
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ADDRESSING POLICY
HOLSTICALLY

MULTI-SYSTEMIC APPROACH

« INVESTMENT IN RESEARCH FOR SORGHUM
AND MILLET BREEDING

« INVESTMENT IN PRODUCER RESOURCES

« INVESTMENT IN CONSUMER AWARENESS
CAMPAIGNS AND MARKET DEVELOPMENT

, WS e . . . « INVESTMENT IN QUANTIFICATION OF
R, 5 > ,‘;"" = : ENVIRONMENTAL BENEFITS OF SORGHUM AND
oy MILLETS

'. ~ and SOrQhum (1[0 MU SN . -\ :cPRENURIAL INCENTIVES FOR PRODUCT

DEVELOPMENT, SME'S AND START-UP
COMPANIES

« PRODUCER INCENTIVES FOR DIVERSIFIED

taken on the same day
S AT S . n ‘ CROPPING SYSTEMS
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POSITIONING SORGHUM AND MILLETS AS A
SOLUTION

Table 1. Nutritional composition of

Z

various mi"ets and cereals (per 100 g Water productivity of forage sorghumin response to winter

cover cropsin semi-arid irrigated conditions

at 12% moisture content)

Protein Fat CHO Fibre Minerals Iron Phosphorus Calcium Thiamine Riboflavin Niacin

(g) (g) (g) (g) (g2) (mg) (mg) (mg) (mg) (mg) (mg)
Bamyard ¢, 55 655 938 44 152 280 1 0.30 0.1 42
millet
Finger 7.5- 3.6-

3 2 3 2. 283 376-515 42 ; :

g iy 3 7 6 7 ot 8 76-51 0.4 0.19 1.1
Roxtsi 112 40 632 67 33 2.8 31 0.59 0.11 32
millet ¢
Kndo 8.3 14 659 90 2.6 0.5 188 27 0.33 0.09 0.2
millet
Litle 771 47 61 16 45 9.3 220 17 0.30 0.09 32
millet
Pearl 85- 27- 58  26- . 70-

. 25 50-99 : 3 2 9
millet 15 71 70 40 1624 g 450990 10-50 033 021 8
Proso 125 31 704 72 1.9 0.8 206 14 0.41 0.28 45
millet
Sorghum 104 31 707 20 1.6 5.4 520 25 0.38 0.15 43
Com 92 46 730 28 1.2 2.7 92-178 70-75 0.38 0.20 36
Rice 68 22 782 02 0.5 0.7 160 45 0.41 0.04 43
Wheat 118 15 712 12 1.5 5.3 306 41 0.41 0.10 5.1

Source: Deshpande et al. (2015).
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POSITIONING SORGHUM AND MILLETS AS A
SOLUTION (CONTINUED)

Functional Foos Ethically-Labeled
(Nutraceuticals) _ (Sustainable) *Flour

Global Value: Global Value: *Popped

$173.26 Billion $872.2 Billion “Whole Grain

CAGR: 77% CAGR: 7% *Snack Foods ¥

Pastas <] ’

6 ": nlswlm afl:“:“::ee Bread

onal vaiue: ohal vaiue:
S97.8 Millon PR el $21.61 Billion Cerea.ls

SR A Protein Bars

GAGR: 9.2% Alcohol

Ethanol .
Building

materials

Animal

Feed/Pet Food
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THE IMPORTANCE OF RELATABLE CONSUMER
EDUCATION

JOWAR MASHILLA MILO

INDUSTRIAL APPLICATIONS OF NUTRITION BENEIFITS OF ENVIRONMENTAL BENEFITS OF
SORCHUM SORCHUM SORCHUM
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THE IMPORTANCE OF RELATABLE CONSUMER
EDUCATION

PROFESSOR SORGHO THE SORGHO SQUAD ALICE ATLAS

HISTORIAN AND ADVENTURER ECO-HERO SUPERTEAM GIFTED STUDENT AND READER
ACCESS CHARACTER
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MEETING CONSUMERS AND YOUNG PEOPLE WITH
MULTI-MEDIA STRATEGY

=
/M CHAPTER w20
THE 'RUMORS "ARE,TRU
INTRODUCING MASHI

Storr 8y Nare Brom
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Conclusion:

Policies favoring the production, processing, and marketing of ancient
and sustainable grains such as sorghum and millets are integral to
changing major global food, fuel, and fiber systems. Worldwide, the
majority of our agricultural systems have been built on only a limited
variety of grains, which are often water intensive and lacking in nutritive
quality. This has led to the rise of monoculture cropping systems at the
cost of soil health, water quality, and biodiversity. By looking holistically
at policies which support research, product development, producer
education, and consumer awareness, the sorghum and millets industry
can provide real solutions to supplement sustainability and health in
cropping systems.
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