Question 21 & 22 -- Percentage of advance contracting broken out by commodity group.

CROPS

- There were 124 surveys for the Crops category of question 21.
- Of those 124 surveys, 105 also answered question 22.

N = 105
- 59 surveys indicated that forward contracting was used as a marketing strategy.  57 of these chose a number greater than zero for % of contracting in advance of harvest, and 2 chose zero % advance contracting.
· 46 surveys answered question 22 but did not list forward contracting as a marketing strategy in question 21.  Of these, 32 surveys showed zero for % of contracting in advance of harvest.  The remaining 14 surveys chose a number greater than zero for % of contracting in advance of harvest, but indicated use of brokers, direct sales, or “other” as their marketing strategy (or strategies).
So:  

(57+14)/105 = 68% of Crops farmers responding to question 22 contracted some of their crops in advance of harvest.

(2+32)/105 = 32% of Crops farmers responding to question 22 did not contract any of their crops in advance of harvest.

Of the 71 farmers who did advance contracting:

27 did 100% advance contracting = 27/71 = 38%
18 did 51 to 99% advance contracting = 18/71 = 25%

16 did 26 to 50% advance contracting = 16/71 = 22%

10 did 1 to 25% advance contracting = 10/71 = 14%
Calculating frequencies as a percentage of the 105 Crop farmers who answered question 22:
100% advance contracting = 27/105 = 26%

51% to 99% advance contracting = 18/105 = 17%

26 to 50% advance contracting = 16/105 = 15%

1 to 25% advance contracting = 10/105 = 10%

Zero advance contracting = 34/105 = 32%

LIVESTOCK
- There were 46 surveys for the Livestock section of question 21.
- Of those 46 surveys, 32 also answered question 22.
N = 32

· 9 of the 32 surveys indicated that forward contracting was used as a marketing strategy. 7 of those chose a number greater than zero for % of contracting in advance of harvest, and 2 chose zero % advance contracting.

· 23 surveys answered question 22 but did not list forward contracting as a marketing strategy in question 21.  Of these, 13 surveys showed zero for % of contracting in advance of harvest.  The remaining 10 surveys chose a number greater than zero for % of contracting in advance of harvest, but indicated use of brokers, direct sales, farmers’ market, retail, or “other” as their marketing strategy (or strategies).

So:  

(7+10)/32 = 53% of Livestock farmers responding to question 22 contracted some of their crops in advance of harvest.

(2+13)/32 = 47% of Livestock farmers responding to question 22 did not contract any of their crops in advance of harvest.

Of the 17 farmers who did advance contracting:

8 did 100% advance contracting = 8/17 = 47%

5 did 51 to 99% advance contracting = 5/17 = 29%

2 did 26 to 50% advance contracting = 2/17 = 12%

2 did 1 to 25% advance contracting = 2/17 = 12%

Calculating frequencies as a percentage of the 32 Livestock farmers who answered question 22:

100% advance contracting = 8/32 = 25%

51% to 99% advance contracting = 5/32 = 16%

26 to 50% advance contracting = 2/32 = 6%

1 to 25% advance contracting = 2/32 = 6%

Zero advance contracting = 15/32 = 47%

PRODUCE

- There were 28 surveys for the Produce section of question 21.

- Of those 28 surveys, 15 also answered question 22.

N = 15
· 2 of the 15 surveys indicated that forward contracting was used as a marketing strategy. Both of those chose a number greater than zero for % of contracting in advance of harvest.

· 13 surveys answered question 22 but did not list forward contracting as a marketing strategy in question 21.  Of these, 10 surveys showed zero for % of contracting in advance of harvest.  The remaining 3 surveys chose a number greater than zero for % of contracting in advance of harvest, but indicated use of direct sales, farmers’ market, retail, or “other” as their marketing strategy (or strategies).

So:  

(2+3)/15 = 33% of Produce farmers responding to question 22 contracted some of their crops in advance of harvest.

(0+10)/15 = 67% of Produce farmers responding to question 22 did not contract any of their crops in advance of harvest.

Of the 5 farmers who did advance contracting:

2 did 100% advance contracting = 2/5 = 40%

0 did 51 to 99% advance contracting = 0/5 = 0%

1 did 26 to 50% advance contracting = 1/5 = 20%

2 did 1 to 25% advance contracting = 2/5 = 40%

Calculating frequencies as a percentage of the 15 Produce farmers who answered question 22:

100% advance contracting = 2/15 = 13%
51% to 99% advance contracting = 0/15 = 0%

26 to 50% advance contracting = 1/15 = 7%

1 to 25% advance contracting = 2/32 = 13%

Zero advance contracting = 10/15 = 67%

VALUE-ADDED
- There were 13 surveys for the Value-Added section of question 21.

- Of those 13 surveys, 10 also answered question 22.

N = 10

· None of these surveys indicated forward contracting as a marketing strategy.

· 10 surveys answered question 22 but did not list forward contracting as a marketing strategy in question 21.  Of these, 4 surveys showed zero for % of contracting in advance of harvest.  The remaining 6 surveys chose a number greater than zero for % of contracting in advance of harvest, but indicated use of direct sales, retail, or “other” as their marketing strategy (or strategies).

So:  

6/10 = 60% of Value-added farmers responding to question 22 contracted some of their products in advance of (harvest) (sale?) (production?).

4/10 = 40% of Value-added farmers responding to question 22 did not contract any of their products in advance.

Of the 6 farmers who did advance contracting:

1 did 100% advance contracting = 1/6 = 17%

1 did 51 to 99% advance contracting = 1/6 = 17%

2 did 26 to 50% advance contracting = 2/6 = 33%

2 did 1 to 25% advance contracting = 2/6 = 33%

Calculating frequencies as a percentage of the 10 Value-added farmers who answered question 22:

100% advance contracting = 1/10 = 10%

51% to 99% advance contracting = 1/10 = 10%

26 to 50% advance contracting = 2/10 = 20%

1 to 25% advance contracting = 2/10 = 20%

Zero advance contracting = 4/10 = 40%

