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 Objective 1 —economics
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communities
—Work is Iin early stages
— Case studies of four rural c

— Wage and benefit surveys
— OSU Business Retention a
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e Customer Intercept Survey
 August - November 2005
— 6 farm markets
— 4 farmers' markets
— 7 retall grocery stores.

e 2 small town
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Variable Full
Number of respondents
Number of choice experiments
Percent of respondents intercepted at:®
City Center Market
Suburban or surrounding area market
Rural market

Mean Household Income ($)
Mean age of respondent (years)
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Primary reasons to purchase loc

Pe

Freshness
Supportlocal businesses

Taste
For direct connection with source of food
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We asked each participa
series of choice experime

— Done as an interview -- EX|
done with a laptop comput
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Imagine that you are on a drive in the ¢
roadside market. There you find two disg
strawberries. Each display includes somge
the strawberries were produced.

Assume that both displays use the sa
container and that the berries are identice

and ripeness, and all berries are free of b
each case the two strawberry baskets di
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The Contingent Choice Experiment

Product 1: Product 2:
Where Produced: Grown in the U.S. Grown on a nearby farm
Producer: Berries, Inc. Fred's Berry Farm
Freshness guarantee? Harvested Yesterday
Price: $2.00 $3.00

Please enter your choice: product 1 or 2. Enter 3 if no preference.
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Frequency of choice of product by location.

Selection

Location N percent
Nearby Farm 1117 30.8
Ohio 1110 30.7
U.S. 730 20.2
Unknown 664 18.3
Subtotal 3621 100.0
No Preference 147
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Table 5. Parameter estimates and marginal effects for

conjoint model.

Grocery

Marginal

Product Specific Attribute Coefficient”  effects
Intercept 0.053 0.021
Price -0.901 -0.359
Local 0.579 0.231
Unidentified -0.292 -0.116
Family Farm 0.217 0.086
Freshness 0.785 0.313
Unidentified* Freshness -0.126 -0.050
National* Family Farm 0.187 0.074
Male* Local -0.072 -0.029
Metro* Family Farm 0.006 0.002
Local Support* Family Farm 0.056 0.022
Age* Freshness -0.003 -0.001

Direct Market

Coefficient”
0.067
-0.646
0.755
0.053
0.520
0.893
0.045
0.139
0.288
-0.138
-0.182
-0.006

* Estimates in bold refer to significance lewvel of at least 0.10
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Marginal
effects
0.027
-0.257
0.301
0.021
0.207
0.356
0.018
0.055
0.115
-0.055
-0.073
-0.002
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Table 6. Comparison of grocery and direct market
WTP estimates ($/Qt).

Grocery Direct
Local $0.64 $1.17
Unidentified -$0.32 $0.00*
Family farm $0.24 $0.80
Freshness guarantee $0.87 $1.38

* This coefficient was not statistically different from
Zero
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 “Local” implies produced within Ohio.

« Consumers are willing to pay for local

berries.
— Direct market shoppers were willing to pay
more ($0.64/qt) than grocery shoppers.

 Shoppers were more likely to select and
were willing to pay more for berries from
the small / family farm (Fred’s) — more so
for the direct market customers.
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A print of these slides available at:
http://aede.osu.edu/programs/VanBuren/SmallFarmsAndCommunities/Index.htm
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