Organic Farmer Survey: Marketing Results

Appendix B:  Data Tables

Question 5:  If you are certified organic, why? (mark all that apply)

N = 209 respondents to this question

	Reason for being certified organic
	Number of respondents

	Price Premiums
	179

	Health/safety reasons
	166

	Environmental/conservation reasons
	167

	Personal satisfactions—I enjoy farming this way
	170

	Philosophical/ethical reasons
	122

	Other
	16


Question 10:  In 2006, what was your total gross annual income from farming?

N = 201 respondents to this question

	Gross Annual Income from Farming
	Number of respondents

	Less than $50,000
	84

	$50,001 to $100,000
	29

	$100,001 to $250,000
	52

	$250,001 to $500,000
	23

	$500,001 to $1,000,000
	12

	Over $1,000,000 †
	1

	†  The over $1,000,000 category was combined with the $500,001 to $1,000,000 category for analysis purposes.


Question 11:  In 2006, what percent of this gross annual farm income came from the sale of organic products? ____ %
N = 201 respondents

	Percentage of gross annual farm income from sale of organic products†
	Number of respondents

	0 to 9
	12

	10 to 19
	13

	20 to 29
	8

	30 to 39
	10

	40 to 49
	2

	50 to 59
	17

	60 to 69
	7

	70 to 79
	10

	80 to 89
	13

	90 to 100
	109

	Median = 90% of gross farm income from organic sales.

Mean = 72% of gross farm income from organic sales.

Standard deviation = 34

	† Respondents were allowed to write in any percentage they chose. Responses were grouped in ten-percentile ranges for ease of display.


Question 15: In 2006, how big a challenge to your organic operation were the following? (Possible answers: no problem; slight problem; moderate problem; big problem)
15-Q.  Immature markets (difficult to find buyers)
15-R.  Lack of price transparency

15-S.  Lack of marketing knowledge/confidence

15-T.  Competition from organic imports

	
	Q. Immature markets
	R. Price transparency
	S. Knowledge/

confidence
	T. Import competition

	
	   ----------------------  Number of respondents  ------------------------

	No problem
	107
	85
	98
	60

	Slight problem
	57
	53
	61
	50

	Moderate problem
	17
	23
	25
	50

	Big problem
	9
	6
	5
	27

	Number of surveys
	190
	167
	189
	187

	
	-------------------------------  Score †  -----------------------------

	Mean
	1.6
	1.7
	1.7
	2.2

	Standard deviation
	0.8
	0.8
	0.8
	1.1

	† Survey answers were assigned a score from 1 to 4, with “no problem” = 1 and “big problem” = 4. 


Question 16:  In your opinion, which FOUR research areas are most important to organic agriculture in Minnesota? (please mark only four)
N = 207 surveys 

	Research option
	# of votes

	Weed management
	119

	Insect pests
	62

	Storage
	3

	Irrigation
	4

	Plant diseases
	18

	Soil fertility
	94

	Soil health/biology
	89

	Yields
	48

	Composting
	9

	Crop breeding/variety selections
	46

	Organic variety trials
	41

	Nutritional studies on organic foods
	69

	Food quality/safety studies on organic foods
	56

	Economics of organic farming
	49

	Milk quality
	11

	Livestock health management
	39

	Marketing
	43

	Other
	27

	Mean = 46; Standard deviation = 32


Question 21.  In 2006, about what percent of your total organic sales did you receive from each of the following? 
	
	-------------------------  Product Categories  -------------------------

	Sales strategy 
	Crops
	Livestock
	Produce
	Value-added

	
	------------------------ Average percentages † -----------------------

	Forward contracts
	33
	23
	5
	0

	Brokers (cash/spot)
	34
	5
	0
	0

	Direct sales at farm
	25
	37
	21
	36

	Farmers’ market
	2
	1
	13
	0

	Direct to retail stores
	1
	3
	33
	27

	CSA
	0
	2
	19
	0

	Other
	5
	38
	9
	37

	
	
	
	
	

	Mean
	14
	14
	14
	14

	Standard deviation
	16
	15
	11
	18

	

	
	-----------------------  Number of Respondents ‡  ----------------------

	
	
	
	
	

	Forward contracts
	59
	11
	2
	0

	Brokers (cash/spot) 
	65
	4
	0
	0

	Direct sales at farm
	52
	23
	16
	6

	Farmers’ market
	2
	2
	11
	0

	Direct to retail stores
	3
	3
	16
	4

	CSA
	0
	1
	8
	0

	Other
	7
	13
	4
	5

	
	
	
	
	

	Number of surveys §
	124
	46
	28
	13

	†  Percentages reported by survey-takers were adjusted so that each individual’s total of all sales strategies was 100% within each product category in which they showed sales.  Average percentages within crop category were calculated using only those surveys that showed sales within that crop cateogory.  Average percentages reflect the number of people using a sales method as well as to what extent they relied on the method. For instance, a crop farmer selling 100% of a crop via forward contract counts more toward the overall percentage for forward contracts than does a farmer selling only 5% of a crop via forward contract.
‡ Number of respondents values show a simple tally of the number of people who used a particular sales method for any amount of product. For instance, a crop farmer selling 100% of a crop via forward contract counts as “1,” and a crop farmer selling 5% of a crop via forward contract also counts as “1.” 

§ Some surveys are included more than once because they showed sales in more than one product category.


Question 22.  If you contracted product in 2006 for future delivery, approximately what percent of contracted sales did you arrange in advance of harvest?
	
	-------------------------  Product Categories  -------------------------

	% of advance contracting
	Crops
	Livestock
	Produce
	Value-added

	
	-----------------------  Number of respondents  ---------------------

	Zero
	34
	15
	10
	4

	1 to 25%
	10
	2
	2
	2

	26 to 50%
	16
	2
	1
	2

	51 to 99%
	18
	5
	0
	1

	100%
	27
	8
	2
	1

	
	
	
	
	

	Mean number of respondents
	21
	6
	3
	2

	Standard deviation
	9
	5
	4
	1

	Number of surveys
	105
	32
	15
	10

	Surveys that answered question 21 were selected and checked to see if they also answered question 22.  Surveys that had answers for both questions 21 and 22 were used in analysis of question 22. 




Question 23. How much certified organic product did you sell as "organic" versus "conventional" in 2006?
N = 193 respondents to this question 

	% of organic product sold as organic
	Number of respondents

	1 to 25%
	22

	26 to 50%
	9

	51 to 75%
	9

	76 to 90%
	17

	91 to 100%
	136

	Mean number of respondents = 39; SD = 55


Question 24. How do you identify/locate organic buyers currently? (mark all that apply)

N = 192 respondents to this question

	Buyer location methods
	Number of respondents

	Word of mouth
	159

	Organizational meetings
	69

	Conference trade shows
	83

	Internet/web sites
	38

	Other
	55

	Mean number of respondents = 81; SD = 47


Question 25. Which ONE Marketing channel would you prefer to use in the future?
	
	-------------------------  Product Categories  -------------------------

	Sales strategy 
	Crops
	Livestock
	Produce
	Value-added

	
	------------------------ Number of respondents ‡---------------------

	Forward contracts
	43
	7
	1
	0

	Brokers for cash/spot sales
	25
	3.5
	1.5
	1

	Direct sales at farm
	36
	16.5
	9
	7.5

	Farmers’ market
	1
	1.5
	0
	0

	Direct contract with retail stores
	2
	3.5
	10
	1.5

	CSA
	1
	1.5
	3
	0

	Other
	6
	2.5
	1.5
	1

	
	
	
	
	

	Mean number of respondents
	16
	5
	4
	2

	Standard deviation
	18
	5
	4
	3

	Number of surveys †
	114
	36
	26
	11

	† Surveys that answered question 21 were selected and checked to see if they also answered question 25.  Surveys that had answers for both questions 21 and 25 were used in analysis of question 25. 
‡ Weighting of responses was done to correct for survey respondents who made more than one choice for this question, which is why some “Number of respondents” are half-numbers rather than whole numbers. 


Question 26.  What type of marketing information would be most helpful to you?

N = 174 Respondents to this question.  Some treated it as a one-answer question and some marked several answers.  Answers were weighted to produce numbers consistent with a one-answer question.
	Type of Information
	Number of Respondents

	Information about buyer purchasing patterns/preferences
	27

	Directory that lists organic buyers
	72

	Market price reports 
	66

	Other
	9

	Mean = 44; Standard Deviation = 30


