2007 Minnesota Organic Farmer Survey: Marketing Results

Q.21 Marketing Channels Used in 2006
N for Q21 (all respondents) = 170
Q.21 Crops

N = 127
	
	#
	%

	Forward contracts
	60
	47

	Brokers for cash/spot sales
	65
	51

	Direct sales from farm
	51
	40

	Farmers market
	2
	2

	Direct contact with retail stores
	3
	2

	CSA
	0
	0

	Other
	9
	7


Other =  Cooperative (3), Processor, Storage, Neighbor, Marketing agency, Use of farm (2)
Q.21 Livestock (Beef, Hogs, Dairy, Poultry, etc …)
N = 48
	
	#
	%

	Forward contracts
	11
	23

	Brokers for cash/spot sales
	4
	8

	Direct sales from farm
	23
	50

	Farmers markets
	2
	4

	Direct to retail stores
	3
	6

	CSA
	1
	2

	Other
	16
	33


Other = Cooperative (12), Word of mouth, Sales barn, Marketing agency
Q.21 Produce

N = 28
	
	#
	%

	Forward contracts
	2
	7

	Brokers for cash/spot sales
	0
	0

	Direct sales from farm
	16
	57

	Farmers market
	11
	39

	Direct contact with retail stores
	16
	57

	CSA
	8
	29

	Other
	4
	14


Other = Restaurants (3), Cooperatives 
Q.21 Value-Added

N = 13
	
	#
	%

	Forward contracts
	0
	0

	Brokers for cash/spot sales
	0
	0

	Direct sales from farm
	6
	46

	Farmers market
	0
	0

	Direct contact with retail stores
	4
	31

	CSA
	0
	0

	Other
	5
	38


Other = Seed company (2), Other farmers
Q.25 Preferred Marketing Channel
Q.25 All respondents

N = 177
	
	#
	%

	Forward contracts
	49
	28

	Direct sales from farm
	67.33
	38

	Direct contact w/ retail stores
	15.83
	9

	Brokers for cash/spot sales
	27
	15

	Farmers markets
	3.25
	2

	CSA
	5.58
	3

	Other
	9
	5


Other = Marketing agency (4), MN Grown, Cooperatives (3), Distributors (2), Restaurants, Other farmers 
Q.25 Crops
N = 141
	
	#
	%

	Forward Contracts
	46
	33

	Direct sales from farm
	54
	38

	Direct contact w/ retail stores
	3
	2

	Brokers for cash/spot sales
	27
	19

	Farmers markets
	1.25
	1

	CSA
	2.25
	2

	Other
	7.5
	5


Q.25 Dairy
N = 35
	
	#
	%

	Forward Contracts
	4.5
	13

	Direct sales from farm
	17.5
	50

	Direct contact w/ retail stores
	2
	6

	Brokers for cash/spot sales
	3.5
	10

	Farmers markets
	1.5
	4

	CSA
	1
	3

	Other
	5
	14


Q.25 Livestock (Other)
N = 55
	
	#
	%

	Forward Contracts
	12.5
	23

	Direct sales from farm
	26.5
	48

	Direct contact w/ retail stores
	2.5
	5

	Brokers for cash/spot sales
	8
	15

	Farmers markets
	.5
	1

	CSA
	1.5
	3

	Other
	1.5
	3


Q.25 Produce
N = 31
	
	#
	%

	Forward Contracts
	1
	3

	Direct sales from farm
	13.33
	43

	Direct contact w/ retail stores
	8.83
	28

	Brokers for cash/spot sales
	1.5
	5

	Farmers markets
	1
	3

	CSA
	3.83
	12

	Other
	1.5
	5


Q.22 Contract for Delivery:  Percent of sales contracted in advance of harvest
Q.22 All respondents

N= 141 

	
	#
	%

	100 %
	32
	23

	More than 50%
	20
	14

	25-50 %
	17
	12

	Less than 25%
	10
	7

	None
	61
	43


Q.22 Crops

N= 64 

	
	#
	%

	100 %
	17
	27

	More than 50%
	10
	16

	25-50 %
	12
	19

	Less than 25%
	5
	8

	None
	20
	31


Q.11 Organic Sales (% of gross annual farm income from organic products)
All respondents

N = 198
Average % = 73
Q.23 Sales of Organic Product Into Conventional Markets
Q.23 All respondents

N=193

	
	#
	%

	Less than 25 % as organic
	22
	11

	25-50 % as organic
	9
	5

	51-75 % as organic
	9
	5

	76-90 % as organic
	17
	9

	91 – 100 % as organic
	136
	72


Q.23 Crops 

N=156
	
	#
	%

	Less than 25 % as organic
	18
	12

	25-50 % as organic
	9
	6

	51-75 % as organic
	8
	5

	76-90 % as organic
	16
	10

	91 – 100 % as organic
	105
	67


Q.23 Dairy 

N=48
	
	#
	%

	Less than 25 % as organic
	1
	2

	25-50 % as organic
	2
	4

	51-75 % as organic
	2
	4

	76-90 % as organic
	5
	10

	91 – 100 % as organic
	38
	79


Q.23 Other Livestock 

N=58
	
	#
	%

	Less than 25 % as organic
	6
	10

	25-50 % as organic
	4
	7

	51-75 % as organic
	4
	7

	76-90 % as organic
	6
	10

	91 – 100 % as organic
	38
	66


Q.23 Produce
N=33
	
	#
	%

	Less than 25 % as organic
	3
	9

	25-50 % as organic
	2
	6

	51-75 % as organic
	3
	9

	76-90 % as organic
	-
	-

	91 – 100 % as organic
	25
	76


Q.24 Finding Buyers
Q.24 All Respondents

N = 192
	
	#
	%

	Word of mouth
	159
	83

	Organizational meetings
	69
	34

	Conference trade shows
	83
	43

	Internet/Web Sites
	38
	20

	Other 
	55
	29


Other = Cold calls to retailers (10), Referrals/buyers found me (9), Marketing agency (8), Advertisements/Magazines/Newsletters (8), Cooperatives (4), MDA Producer Directory, Published list of buyers (4), Mail (3), Organic resource directory/MOSES (3), Drop site displays (2), Farm manager, Past experience, ATTRA, Demonstrations.
Q.24 Crops
N=157

	
	#
	%

	Word of mouth
	131
	83

	Organizational meetings
	59
	38

	Conference trade shows
	78
	50

	Internet/Web Sites
	29
	18

	Other 
	43
	27


Q.24 Dairy

N=42

	
	#
	%

	Word of mouth
	34
	81

	Organizational meetings
	17
	40

	Conference trade shows
	15
	36

	Internet/Web Sites
	4
	10

	Other 
	12
	29


Q.24 Livestock (Other)

N=60

	
	#
	%

	Word of mouth
	51
	85

	Organizational meetings
	22
	37

	Conference trade shows
	25
	42

	Internet/Web Sites
	11
	18

	Other 
	16
	12


Q.24 Produce

N=34

	
	#
	%

	Word of mouth
	26
	76

	Organizational meetings
	11
	32

	Conference trade shows
	10
	29

	Internet/Web Sites
	7
	21

	Other 
	12
	35


Q.26 New Marketing Information That Would Be Most Helpful
Q.26  All respondents

N = 175
	
	#
	%

	Information about buyer purchasing patterns/preferences
	43
	25

	Directory listing organic buyers
	98
	56

	Market price reports
	92
	53

	Other
	12
	7


Other = Marketing agency; Hay list of sellers; Comparison of organic, sustainable and local prices; List of buyers and their bids (3); Quality differentiation between organic and conventional; List of distributors; Info about Chinese inspection standards; Central marketing exchange between buyers and sellers (2); New ideas for niche markets; Info. about what products can be legally sold off farm.
Q.26  Crops

N = 148
	
	#
	%

	Information about buyer purchasing patterns/preferences
	37
	25

	Directory listing organic buyers
	89
	 60

	Market price reports
	77
	 52

	Other
	9
	 6


Q.26  Dairy
N = 34
	
	#
	%

	Information about buyer purchasing patterns/preferences
	9
	26

	Directory listing organic buyers
	16
	47

	Market price reports
	18
	53

	Other
	3
	9


Q.26  Livestock (Other) 

N = 53
	
	#
	%

	Information about buyer purchasing patterns/preferences
	10
	19

	Directory listing organic buyers
	33
	62

	Market price reports
	29
	55

	Other
	2
	4


Q.26  Produce (Fruits, Vegetables, Orchard)
N = 29
	
	#
	%

	Information about buyer purchasing patterns/preferences
	6
	21

	Directory listing organic buyers
	15
	52

	Market price reports
	15
	52

	Other
	3
	10


Q.16  Most Important Research Topics 
(Respondents were asked to choose ONLY FOUR topics)
N = 207
	
	#
	%

	Weed management
	120
	58

	Soil fertility
	95
	46

	Soil health/biology
	89
	43

	Nutritional studies on organic foods
	69
	33

	Insect pests
	63
	30

	Food quality/safety studies on organic foods
	52
	25

	Yields
	48
	23

	Economics of organic farming
	47
	23

	Crop breeding/variety selections
	46
	22

	Organic variety trials
	41
	20

	Marketing
	40
	19

	Livestock health management
	38
	18

	Plant diseases
	18
	9

	Milk quality
	12
	6

	Composting
	9
	4

	Irrigation
	4
	2

	Storage
	3
	1

	Other 
	25
	12


Other production: Global climate change; Value-added crops – Double cropping; Long-term sustainability-Environment; Development of specialty crop processing; Fertilizers; Need larger on-farm organic research budget; Chemical neighbors; Organic integrity to the public – do not become lax on certification standards; Price should be higher because we usually have less yield; Water quality and run-off; Quality wheat; Organic market for grain, oats, barley, flax; Year-round production techniques for cold-climate pollinators.
Other marketing:  Promoting organic products to the public – increasing public understanding of “certified organic” (2) Consumer confidence in organics (2); Consumer awareness that organic is healthier; Alternative dairy foods; Organic imports – China; Educating the public on the wisdom of spending on organics; Price should be higher because we usually have less yield; Coop sales of all vegetables, flowers, cheese etc … on local level.
Other business/economics: Crop insurance (2); Comparative certifier costs; Getting started; Energy costs.
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