POSITION PAPER #16
USE OF NATIVE PLANTS

Position: New Jersey’s robust nursery sector (highest-grossing sector of NJ agriculture) can also benefit from growing and marketing more plant materials native to the state to landscapers and home gardeners, as the plants already are acclimated to the soil and weather in our area. 
Issue: A trend in the landscaping and nursery industry has emerged over the past several years in which property owners are seeking out plant materials native to the Garden State, sparking the creation of a “Jersey Native Plants” promotional campaign along the lines of “Jersey Fresh” and other NJDA-run promotional efforts.
Background:  New Jersey’s nursery industry, the state’s largest agricultural sector, is a leader in the Northeast in production, with nearly $500 million in farmgate sale annually, according to the USDA’s National Agricultural Statistics Service (NASS), ranking the state seventh nationally in those sales. native plants, their cultivars and varieties are a growing segment of nursery products produced each year, and the demand for these plants continues to grow as consumers develop awareness of their ecological benefits. The NJDA, in consultation with its partners at Rutgers University, is best equipped, when compared to other state agencies, to make determinations about the use and definitions of native and non-native plants, as a result of its collective knowledge, experience and exposure to the nursery, greenhouse, landscape, and horticulture industries in New Jersey. in accordance with resolutions passed by the delegates at recent Conventions, the Department of Agriculture’s Division of Marketing and Development has developed a “Jersey Native Plants” promotional brand for native plants and is working to delineate the plant materials covered by this program is ongoing.
Proposed Actions: Native plants, and all their ecological and economic benefits, shall be promoted to the greatest extent possible through the newly established Jersey Native Plants brand, and, also through existing platforms such as the Jersey Grown branding program, but not to the exclusion of non-native, non-invasive nursery crops.
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