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ABSTRACT

Milk production and consumption is changing.  This thesis summarizes the survey data collected on 500 milk drinkers and 500 organic food consumers in Kansas City.  Several differences were found between both consumer groups.  First, organic consumers purchased significantly fewer soft drinks (diet and non-diet) than the milk drinkers.  Organic consumers were significantly more aware of the caloric content of milk and were more aware of differences between organic milk and non-organic milk.  Upon reading an informational brochure on organic milk, 50% of the organic consumers and 62% of the milk drinkers were more inclined to purchase organic milk.  Organic consumers had a significantly lower income and fewer children than milk drinkers.  It was found that both milk drinkers and organic consumers would increase their purchases of organic milk if its price decreased.  Clearly there is a market for organic milk, but its size is small.  More than half of the consumers would consider purchasing organic milk after reading informational information about organic milk.  Likewise, it is clear that smaller-sized families are more likely candidates to purchase organic milk.  Families with more children and greater consumption are less likely to purchase organic milk.  Household income was not a significant factor in determining who purchases organic milk as milk drinkers had a significantly greater income than organic consumers.  The fact that families with greater milk consumption are less likely to purchase organic milk suggests that a consumer’s overall expenditure on milk is more important than the individual price of organic milk.  
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CHAPTER 1

INTRODUCTION

The dairy industry in Kansas, as well as in other states, is undergoing a period of change.  The average dairy size, measured in number of cows per operation, is increasing, particularly in Western Kansas.  In 1981, Kansas had approximately 1,327 dairies producing grade A milk. By the year 2000, that number had dropped to 632 dairies producing grade A milk. While this reduction of dairies was taking place, the number of dairy cows in Kansas also dropped from 123,000 in 1981 to 87,000 in 2000 (Kansas Agricultural Statistics Service, 2000). On a national level, 53.8 percent of total U.S. milk production in 2000 came from farms with herd sizes of 200 cows or more, up from 36.3 percent in 1993. 

1.1 Motivation
Milk consumption patterns are changing in the U.S. as changing income levels, demographics and tastes have driven the marketplace to a more health discerning public.  Sales of all organic food products grew from $847 million in 1991 to $1.95 billion in 1996.  Sales of organic dairy products in 1999 totaled $171 million, with organic milk accounting for $75.7 million (Glaser and Thompson, 2000).

American consumers have increasingly shown interest in organically produced food and fiber products in recent years.  Concerns about environmental degradation, pesticide and hormone residues in food products and animal welfare issues all are contributing factors in this consumer interest. Organic milk is derived from animals that have been under continuous organic management beginning no later than 1 year prior to the production of the milk that is to be sold. Organic management prohibits the use of animal drugs, including hormones, to promote growth, as well as prohibits the use of any animal drug other than vaccinations in the absence of illness.

Change in milk consumption patterns is not only limited to organic milk consumption.  The consumer’s desire to use milk products with less fat is well documented.  For example, whole milk accounted for more than 81% of commercial fluid milk disappearance in 1970, but by 1993, this percentage was less than 39%. Whole milk consumption in pounds per capita was approximately 200 pounds per year in 1970 but dropped to approximately 65 pounds per person in 1993.  For that same time period, consumption in pounds per capita for reduced fat milk (2%, 1%, fat-free or skim) increased from approximately 45 pounds per year to 110 pounds.

With this increasing production concentration within the dairy industry, concern has been raised regarding the competitiveness and viability of smaller dairy operations in Kansas.  In response to this concern, the Agricultural Marketing Division of the Kansas Department of Commerce and Housing (KDOCH) applied for and received a Rural Business Enterprise Grant from the United States Department of Agriculture.  The division, charged by the Kansas Legislature with assisting and promoting value-added agricultural ventures in the state of Kansas, undertook this investigation. The purpose of this grant was to determine if demand was sufficient in the metropolitan areas within this region, such as Kansas City, for differentiated milk products, of which organic milk products was a main component of this research.  In addition, an independent contractor for KDOCH was retained to provide an analysis of the cost of transition to and production under an organic production system.  

1.2 Previous Literature


The official electronic library of the American Agricultural Economics Association (AGECON Search) contains staff papers from more than 15 universities, selected paper abstracts from four professional associations, and two journals.  A search of this database found 51 studies on organic foods.  One of these was related to organic milk consumption.


Glaser and Thompson (2001) used national-level scanner data for mainstream markets to determine market share, price premiums, and demand elasticities of organic milk.  They found several key results.  First, container size is important and half-gallon containers are the principle size for organic milk with market shares in different markets ranging from 1.6% to 2.8% in 1999.  Quart and gallon size containers had less than 0.5% market share.  During the November 1996 to December 1999 time period, price premiums averaged 60% of branded prices and 75% of private-label prices.


Own-price elasticities indicated that sales increased as prices declined.  Own price elasticities for: 1) whole milk were -0.73 (branded), -0.66 (private label), and -3.64 (organic); 2) 2% milk were -1.3 (branded), -0.83 (private label), and -7.37 (organic); 3) 1% milk were -0.88 (branded), -2.106 (private label), and -9.73 (organic); and 4) nonfat/skim milk were -0.81 (brand), -0.73 (private label), and -3.67 (organic).  As organic milk of various fat content increased market share during this time period, consumers were not as sensitive to price changes indicating some loyalty or preference for organic milk.  The cross-price elasticities indicated that non-organic and organic milk were substitutes for one another.  Finally, the authors noted that as the total consumer expenditure of milk declined, the tendency to purchase organic milk increased, suggesting that consumers with smaller households and less milk consumption were more likely to purchase organic milk.

1.3 Objective

The objective of this thesis is to determine attitudes of Kansas consumers towards organic milk.   This study was implemented to provide information to fluid milk producers about current consumer preferences regarding milk products, either from conventional or organic production and consumer willingness-to-pay for organic milk. The results will provide producers with recommendations for positioning their milk product in retail supermarkets.  

The organization of the thesis begins with an overview of the survey and procedures in Chapter 2.  The consumer willingness-to-pay for organic milk is analyzed using regression analysis in Chapter 3.  Finally, conclusions and implications are described in Chapter 4.

CHAPTER II

SURVEY DATA AND RESULTS

A survey was used to gather information from consumers at retail supermarkets that sell conventional, organic, and natural food products.  Two groups of consumers were identified using transaction level data from a leading retail supermarket chain in Kansas City.  The first category, ‘milk drinkers,’ included those consumers making the most weekly fluid milk purchases.  The second category of consumers, which are labeled the ‘organic-food’ consumers, included those buying the most organic food products each week.  The Kansas State Dairy Club administered the survey, which was based on a similar survey done by Givry (1998).  

The top 500 consumers in each group were identified and a total of 1,000 questionnaires were mailed in July 2001.  A brochure on organic milk was included in the survey.  In addition, two, $1 bills were included to help increase response rates.  The overall response rate was 60.8%.  Of the 608 questionnaires returned, 271 were from the milk drinkers (54%) and 337 were from the organic food consumers (67%).  The survey cover letter, survey, and informational brochure are presented in Appendix A.  Comments from the milk drinkers are presented in Appendix B while Appendix C contains the comments from the organic consumers.  Complete data was available on 252 milk drinkers and 295 organic consumers.  
2.1 Statistical Procedures

Descriptive statistics were used to describe these data.  Responses to the survey were used to test if the mean of all variables were statistically different from one another.  If those variable’s means were statistically different from one another, it may indicate a difference in behavior between the two sample groups. To test for these differences, a two-tailed t-test was used to test the null hypothesis (HO).



HO: Both means are not statistically different from each other. 

   
HA: Both means are statistically different from each other.

Utilizing the t-test functions in Microsoft Excel, t-test statistics and related p-values were obtained.  For the two-tailed t-tests, an alpha of 0.05 was selected a priori with a critical value of 1.96 as the threshold of statistical significance.   By utilizing the p-value, one can ascertain the significance of the t-statistic. By utilizing the formula (1-(p-value) * 100), the observed significance level of the t-statistic can be determined. As a general rule, if the t-tailed t-statistic is higher than the critical value at an alpha of 0.05, the null hypothesis can be rejected, otherwise this hypothesis is failed to be rejected.

2.2 Demographic Information

The survey instructions asked that the person most responsible for food purchases in each household complete the questionnaire.  A majority of the consumers who responded were female, with 84 and 86% for the organic food group and milk drinkers, respectively.  The average age of the female respondents was almost identical in the two categories with an average of 44.2 years old for the organic food group and 44.3 years old for the milk drinkers.  The age distribution is shown in Figure 2.2.1.  

Figure 2.2.2 shows the annual household income level for both consumer categories.  The average annual income was greater for milk drinkers (ranging from $100,000 to $109,999) than for organic food consumers (ranging from $90,000 to $99,999).  The education level mode, or the level that was most often answered, was ‘B.S., B.A. completed’ for both groups of consumers.  

Figure 2.2.1. Age of Organic and Milk Drinker Consumers by Category 
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Figure 2.2.2.  Income Levels of Organic and Milk Drinker Consumers by Category
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2.3 Consumer Consumption Questions

Question 1:
How often do you consume these drink products?

Milk, Juice, Diet soft drinks, Non-diet soft drinks
Respondents were asked to indicate how frequently they consume the various drink products using a scale of “never,” “once per day,” “twice per day,” or “three times or more per day.” The hypothesis is that organic consumers were biased towards “health conscious” consumption of various food products and would consume fewer soft drinks, both diet and non-diet soft drinks.


The results for this particular question, summarized in Table 2.3.1, showed that no significant differences in beverage consumption existed between the two populations in regards to milk and juice consumption and HO was failed to be rejected.  However, the results did show a statistically significant difference between the two groups on the consumption of both diet and non-diet soft drinks.  In these two cases, HO was rejected.  This may be attributed to a preference towards “new age” beverages by organic consumers and that consumption of soft drinks, either in diet or non-diet formulations is contrary to that preference.

Summary statistics for beverage consumption for each population were statistically different for milk and juice products.  In both populations, HO was rejected.  The null hypothesis was rejected in the milk drinkers sample for the statistical difference

Table 2.3.1. Summary Statistics for Beverage Consumption by Each Population
	
	Milk Drinkers
	Organic Consumers
	Two Tail
	One Tail

	
	Mean
	Std
	Mean
	Std
	P
	t-test
	P
	t-test

	Milk
	2.75
	0.862
	2.8
	0.84
	0.513
	0.654
	0.257
	-0.652

	Juice
	2.00
	0.766
	2.21
	0.703
	0.914
	0.108
	0.457
	0.107

	Diet Soft Drinks
	1.99
	1.071
	1.48
	0.822
	0.000*
	6.230*
	0.000*
	6.077

	Non-Diet Soft Drinks
	1.59
	0.944
	1.42
	0.696
	0.021*
	2.314*
	0.011*
	2.251


Where: Std is the standard deviation, P is the probability associated with the t-test and * denotes statistically significant (HO is rejected)

in diet and non-diet soft drinks.  The null hypothesis was failed to be rejected in the organic consumers sample.  Again, this tends to support the negative perception of soft drinks to organic consumers who were biased to health conscious consumption. 

Table 2.3.2. Summary Statistics for Beverage Consumption Comparison

	
	Milk Drinkers
	Organic Consumers

	
	Mean
	P
	Mean
	P

	Milk Products > Juice Products
	2.75 > 2.22
	0.000*
	2.80 > 2.21
	0.000*

	Juice Products > Diet Products
	2.22 > 1.99
	0.004*
	2.21 > 1.48
	0.000*

	Diet Products > Non-Diet Products
	1.99 > 1.59
	0.000*
	1.48 > 1.42
	0.156


2.4 Choice of Preference Between Whole, 2%, 1% or Fat Free

Question 2:
When you buy milk, which type do you most often buy?

Whole, 2%, 1%, Fat-Free (skim)
Most consumers (42%) reported that they most often buy fat-free or skim milk.  Two percent milk was a close second with 30% buying that type most often (Figure 2.4.1). 

Figure 2.4.1. Type of Milk Bought Most Often by Organic and Fluid Milk Consumers
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The results of question two showed no statistically significant differences between the two sample groups. A value of 1 was given for whole milk, 2 for 2%, 3 for 1% and 4 for fat-free (skim) milk. Both groups tended to purchase Fat-Free (Skim) and 2% above other milk offerings. Both groups purchased Fat-Free (Skim) approximately 42% of the time and purchased 2% milk slightly more than 30% of the time. In this case, the null hypothesis was failed to be rejected.

Table 2.4.1. Difference in Product Characteristics 

	Consumer Type
	Mean
	Std
	Two-tailed t-test
	One-tailed T-test

	Milk Drinkers
	2.97
	1.00
	P:0.754, t:0.31
	P:0.377, t:0.315

	Organic Consumers
	2.94
	1.05
	
	


2.5 Milk Consumption By Size of Package

Question 3:
When you buy milk, which size do you most often purchase?

Gallon, ½ gallon, Quart, Pint.
 
A large majority (79%) of consumers in the milk drinkers category preferred to buy milk in gallon containers.  Since this group was made up of the top 500 weekly purchasers of fluid milk and they tend to consume more than one gallon per week, this result makes sense.  The organic food consumers most often bought ½ gallon containers of milk.  Many of these consumers, however, noted that they preferred to buy milk in a gallon size, but that it was difficult to find organic milk packaged that way.

For this survey question, the respondent was given the choice between one gallon, half gallon, quart and pint package sizes.  The survey results show a statistical difference between the consumption preferences regarding packaging between the two groups.  However, the results of this question may be skewed due to the unavailability of one-gallon containers of milk for organic product.  Many organic consumer respondents indicated that they would prefer the one gallon size, if available.  So, while the statistical results show that the null is rejected, the results may not reflect the true preferences of the organic group (Figure 2.5.1).

Figure 2.5.1.  Package Size Preferences for Milk Drinkers and Organic Consumers

	Consumer Type
	Mean
	Std
	Two-tailed t-test
	One-tailed T-test

	Milk Drinkers
	1.24
	0.49
	P:0.000, t:13.968*
	P:0.000, t:-13.918

	Organic Consumers
	1.79
	0.48
	
	


2.6 Ranking of Milk by Product Characteristics 

Question 4:
How would you rate milk on these product characteristics (1 equals very low content, … , 5 equals very high content)?


Content Characteristics:  Cholesterol content; Calorie content; Sodium content; Artificial ingredients; Fat content
Consumers were asked to rate the above product characteristics on a scale from 1 to 5 for the following milk types: Whole, 2%, 1% and Fat Free (Skim). The hypothesis was that consumers view the above characteristics as a negative and that both milk drinkers and organic consumers prefer lower amounts of characteristics such as cholesterol and fat content in milk.

Consumers were asked to rank different factors that affected their purchasing decision, with a scale of 1 (very low content) to 5 (very high content).  Table 2.6.1 indicated that there were statistical differences between milk drinkers and organic consumers on calorie content of whole milk, calorie content of fat-free (skim) and on sodium content of whole milk. For all characteristics, whole milk was considered highest in content for the particular characteristic and fat-free (skim) was considered lowest.  Again, these product characteristics are hypothesized as negative to consumers and the difference in health conscious consumption patterns may explain the statistically significant differences between the two groups.  

A two-tailed t-test and a one-tailed t-test were used to test for statistically significant differences between these variables (Table 2.6.2).  Table 2.5.2 indicated that a failure to reject the null hypothesis (equal means) was observed for artificial ingredients between whole and 2% milk, the differential between 2% and 1% and between 1% and fat-free (skim) for milk drinkers and organic consumers. A failure to reject the null hypothesis (equal means) was also observed for milk drinkers for sodium content between 2% and 1%, between 1% and fat-free (skim) and for the difference between whole and 1% on artificial ingredients. 

A failure to reject the null hypothesis was also observed (equal and unequal means) for both milk drinkers and organic consumers for artificial ingredients between whole and 2%, 2% and 1%, and 1% and fat-free (skim).  The consumer may not necessarily perceive a correlation in product attributes for sodium and artificial ingredients regardless of the product being labeled whole, 2%, 1% or fat-free (skim).   

Table 2.6.1. Summary Statistics for Milk Purchasing Factors

	
	Milk Drinker
	Organic Consumers
	t-test Probabilities

	Product Characteristics
	Mean
	Std
	Mean
	Std
	Two tailed
	One tailed

	Cholesterol: Whole
	4.08
	1.09
	4.03
	1.08
	0.647
	0.324

	Cholesterol: 2%
	2.91
	0.89
	2.98
	0.80
	0.327
	0.164

	Cholesterol: 1%
	2.14
	0.73
	2.13
	0.72
	0.868
	0.434

	Cholesterol: Fat-free
	1.35
	0.68
	1.38
	0.73
	0.647
	0.323

	Calories: Whole
	4.42
	0.78
	4.29
	0.85
	0.123*
	0.061*

	Calories: 2%
	3.15
	0.67
	3.12
	0.74
	0.656
	0.328

	Calories: 1%
	2.28
	0.66
	2.24
	0.72
	0.538
	0.269

	Calories: Fat-free
	1.43
	0.71
	1.56
	0.85
	0.066*
	0.033*

	Sodium: Whole
	2.70
	1.38
	2.48
	1.07
	0.070*
	0.035*

	Sodium: 2%
	2.37
	1.01
	2.31
	0.93
	0.534
	0.267

	Sodium: 1%
	2.11
	0.89
	2.16
	0.92
	0.597
	0.298

	Sodium: Fat-free
	1.81
	0.89
	2.00
	0.99
	0.028*
	0.014*

	Artificial Ingredients: Whole
	2.11
	1.25
	2.21
	1.37
	0.450
	0.225

	Artificial Ingredients: 2%
	2.02
	1.02
	2.07
	1.22
	0.658
	0.329

	Artificial Ingredients: 1%
	1.92
	0.92
	2.01
	1.20
	0.352
	0.176

	Artificial Ingredients: Fat-free
	1.77
	1.02
	1.88
	1.23
	0.293
	0.147

	Fat Content: Whole
	4.59
	0.75
	4.51
	0.77
	0.318
	0.159

	Fat Content: 2%
	3.12
	0.80
	3.15
	0.73
	0.661
	0.331

	Fat Content: 1%
	2.17
	0.69
	2.13
	0.63
	0.496
	0.248

	Fat Content: Fat-free
	1.13
	0.51
	1.16
	0.64
	0.566
	0.293


Table 2.6.2.  Summary Statistics for Ranking Milk Purchasing Factors

	
	Milk Drinker
	Organic Consumers

	Alternative Hypothesis tested
	two-tailed

t-test, P
	One-tailed 

t-test, P
	Two-tailed

t-test, P
	one-tailed

t-test, P

	Cholesterol: whole > 2%
	0.000*
	0.000*
	0.000*
	0.000*

	Cholesterol: whole > 1%
	0.000*
	0.000*
	0.000*
	0.000*

	Cholesterol: whole > fat-free
	0.000*
	0.000*
	0.000*
	0.000*

	Cholesterol: 2% > 1%
	0.000*
	0.000*
	0.000*
	0.000*

	Cholesterol: 2% > fat-free
	0.000*
	0.000*
	0.000*
	0.000*

	Cholesterol: 1% > fat-free
	0.000*
	0.000*
	0.000*
	0.000*

	Calories: whole > 2%
	0.000*
	0.000*
	0.000*
	0.000*

	Calories: whole > 1%
	0.000*
	0.000*
	0.000*
	0.000*

	Calories: whole > fat-free
	0.000*
	0.000*
	0.000*
	0.000*

	Calories: 2% > 1%
	0.000*
	0.000*
	0.000*
	0.000*

	Calories: 2% > fat-free
	0.000*
	0.000*
	0.000*
	0.000*

	Calories: 1% > fat-free
	0.000*
	0.000*
	0.000*
	0.000*

	Sodium: whole > 2%
	0.007*
	0.004*
	0.059*
	0.039*

	Sodium:  whole > 1%
	0.000*
	0.000*
	0.002*
	0.001*

	Sodium:  whole > fat-free
	0.000*
	0.000*
	0.000*
	0.000*

	Sodium: 2% > 1%
	0.008*
	0.004*
	0.149
	0.074*

	Sodium: 2% > fat-free
	0.000*
	0.000*
	0.004*
	0.002*

	Sodium: 1% > fat-free
	0.000*
	0.000*
	0.147
	0.074*

	Artificial Ingredients: whole > 2%
	0.449
	0.224
	0.331
	0.166

	Artificial Ingredients: whole > 1%
	0.076*
	0.038*
	0.133
	0.067*

	Artificial Ingredients: whole > fat-free
	0.003*
	0.001*
	0.015*
	0.008*

	Artificial Ingredients: 2% > 1%
	0.262
	0.131
	0.567
	0.284

	Artificial Ingredients: 2% > fat-free
	0.012*
	0.006*
	0.122*
	0.061*

	Artificial Ingredients: 1% > fat-free
	0.133
	0.066*
	0.334
	0.167

	Fat Content: whole > 2%
	0.000*
	0.000*
	0.000*
	0.000*

	Fat Content: whole > 1%
	0.000*
	0.000*
	0.000*
	0.000*

	Fat Content: whole > fat-free
	0.000*
	0.000*
	0.000*
	0.000*

	Fat Content: 2% > 1%
	0.000*
	0.000*
	0.000*
	0.000*

	Fat Content: 2% > fat-free
	0.000*
	0.000*
	0.000*
	0.000*

	Fat Content: 1% > fat-free
	0.000*
	0.000*
	0.000*
	0.000*


2.7 Organic Milk Awareness

Question 5:
Which of the following best describes your knowledge of organic milk before you read this leaflet.  (1 = Never heard of organic milk until now, 2 = Had heard of it, but didn’t know much about it, 3 = Knew a lot about it)
Consumers were asked about their awareness of organic milk before reading an informational brochure.  The organic food consumer group had a significantly high level of familiarity with organic milk as would be expected with a mean response of 2.8 (Table 2.7.1).  The milk drinkers group had a mean response of 1.729, indicating that on average, consumers had a relatively low level of familiarity with organic milk.


Table 2.7.1. Summary Statistics for Organic Milk Awareness

	Consumer Type
	Mean
	Std
	Two-tailed t-test probability

	Milk Drinkers
	1.729
	0.564
	0.000*

	Organic Consumers
	2.811
	0.436
	


2.8 Attitude to Organic Milk Label
Question 6:
Where had you heard or read about organic?


Newspaper, In-store product samples, Promotional materials at the store, Other (please identify)
Many consumers who were aware of organic milk at the awareness level of at least “had heard of it” learned about organic milk through newspapers.  Consumers identified a variety of other sources of information by writing them in the “other” category.  Some of the responses that were revealed most often in this category included health magazines, health food stores, friends, and family.

Question 7 (8):
Prior to (After) reading this leaflet, how would you have characterized your attitude to an “organic” label? Positive, Negative, Indifferent

The survey asked consumers their attitude toward an organic milk label before and after reading an informational brochure that gave a general overview of organic milk (Figures 2.7.1 and 2.7.2).  There were very few negative attitude responses even prior to reading the information provided.   Consumer attitudes were mostly positive after reading the informational brochure.  At least half of the consumers (50% of organic food consumers and 62% of milk drinkers) who previously had an indifferent attitude changed their attitude to positive after reading the enclosed information. 
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Figure 2.8.1. Attitudes to “Organic Milk” Label Prior to Reading Informational Brochure
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Figure 2.8.2. Attitudes to an “Organic Milk” Label After Reading Informational Brochure
2.9 Demographic Questions: Gender


Values of 1 and 2 were given in the data for male and female respectively. As seen in Table 2.9.1, most of the consumers were females (86% female for milk drinkers, 84% female for organic consumers), however, there was no statistically significant difference in the responses between milk drinkers and organic consumers.  The large response by female consumers is not surprising as the cover letter asked that the person in the household most responsible for groceries shopping, which are mostly women, complete the survey.
Table 2.9.1. Summary Statistics for Gender

	
	
	t-test probabilities

	Gender
	Mean
	Std
	Two-tail
	One-tail

	Milk drinkers
	1.86
	0.35
	0.633
	0.316

	Organic consumers
	1.84
	0.36
	
	


2.10 Demographic Questions: Age

Failure to reject the null hypothesis that both consumer types have different mean ages was found. This suggests that both consumer types do not have significantly different mean ages (Table 2.10.1).  The majority of consumers were between the ages of 30 and 60 as seen previously in Figure 2.2.1.

Table 2.10.1. Summary Statistics for Age

	
	
	t-test probabilities

	Age
	Mean
	Std
	Two-tail
	One-tail

	Milk drinkers
	44.05
	8.30
	0.665
	0.332

	Organic consumers
	44.38
	10.48
	
	


2.11 Demographic Questions: Education

Respondents were asked in this question to indicate their education level, from 1 (less than 12th grade) to 8 (Ph.D., etc.).  Failure to reject the null hypothesis that these responses were different between consumer types was found (Table 2.11.1). This suggests that there are no significant differences in educational levels between milk drinkers and organic consumers.

Table 2.11.1. Summary Statistics for Education

	
	
	t-test Probabilities

	Education
	Mean
	Std
	Two-tail
	One-tail

	Milk drinkers
	4.46
	1.73
	0.721
	0.361

	Organic consumers
	4.51
	1.83
	
	


2.12 Demographic Questions:  Income


Consumers were asked to indicate their annual household income level on a range from 1 (less than $23,000) to 12 (more than $120,000).  It was hypothesized that the organic consumer would be a higher income group than the milk-drinking group.  While the difference between the two groups was statistically significant, the organic consumers in fact had lower incomes than the milk-drinking group in contradiction of the hypothesis.  As seen previously in Figure 2.2.2, the overwhelming majority of consumers had income levels of greater than $100,000.

Table 2.12.1. Summary Statistics for Income
	
	
	t-test probabilities

	Income
	Mean
	Std
	Two-tail
	One-tail

	Milk drinkers
	10.35
	2.68
	0.000*
	0.000*

	Organic consumers
	8.95
	3.09
	
	


 2.13 Demographic Questions: Number of Children

Consumers were asked to respond to this question with a 1 for no children in the household or 2 for children in the household.  The responses showed a statistically significant difference in the two populations with milk drinkers having more children on average than the organic group and the null hypothesis was rejected (Table 2.13.1).

Table 2.13.1. Summary Statistics for Number of Children

	
	
	t-test probabilities

	Children
	Mean
	Std
	Two-tail
	One-tail

	Milk drinkers
	1.89
	0.41
	0.000*
	0.000*

	Organic consumers
	1.64
	0.48
	
	


2.14 Summary

This chapter summarized the survey data collected on the top 500 milk drinkers and the top 500 organic milk consumers.  Several differences were found between both consumer groups.  First, organic consumers purchased significantly fewer soft drinks (diet and non-diet) than the milk drinkers.  Organic consumers were significantly more aware of the caloric content of milk.  As would be expected, organic milk consumers were more aware of differences between organic milk and non-organic milk.  Upon reading the informational brochure, 50% of the organic consumers and 62% of the milk drinkers were more inclined to purchase organic milk.  Organic consumers had a significantly lower income and fewer children than milk drinkers.  The next chapter analyzes consumer willingness-to-pay for organic milk.

CHAPTER III
CONSUMER WILLINGNESS TO PAY FOR ORGANIC MILK

Estimating a consumer’s willingness-to-pay (WTP) is a common method for providing information to policy makers regarding the potential benefits and costs associated with a particular policy.  Typically, this involves eliciting a consumer’s WTP for a particular policy which provides a marginal value for that decision.  The analysis and theoretical presented in this chapter closely follows previous work by Boland and Fox (2001). 

3.1 Willingness-to-Pay Data


Figure 3.1.1 and 3.1.2 summarize the data for the two consumer groups.  Four versions of the survey were used which differed only in the amount of the bid (Exhibit 20).  The bid for the organic milk was higher in every instance.  For example, in version 1, consumers were asked to choose between regular milk for $2.00 per gallon and organic milk for $2.50 per gallon.  The consumers who selected the regular milk were then asked to choose between regular milk at $2.00 per gallon and organic milk at $2.20 per gallon.  Consumers who selected regular milk in the first question were asked to choose between regular milk at $2.00 per gallon and organic milk at $2.50 per gallon.  

The four versions of these 1,000 (125 per group) surveys varied the prices at which consumers could purchase the regular and organic milk.  The 1, 2, 3, and 4 in those exhibits represent the responses assuming that consumers answered yes-yes, yes-no, no-yes, and no-no to each bid.  A “1” represents a yes-yes response to the bid. These prices are summarized in Table 3.1.3.  In general, willingness-to-pay decreased from Version IV (highest prices) to Version I (lower prices). 

Figure 3.1.1. Milk Drinker Willingness-to-Pay for Organic Milk
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Figure 3.1.2. Organic Food Consumer Willingness-to-Pay for Organic Milk
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Table 3.1.1. Prices Offered to Consumers in Willingness-to-Pay Question

	Version
	First Outcome

(B)
	Second Outcome (if they chose $2.00 as first outcome), Bd
	Second Outcome (if they chose the higher price as the first outcome), Bu

	I
	$2.00 or $2.50a
	$2.00 or $2.20
	$2.00 or $3.00

	II
	$2.00 or $3.00
	$2.00 or $2.50
	$2.00 or $3.60

	III
	$2.00 or $3.60
	$2.00 or $3.00
	$2.00 or $4.50

	IV
	$2.00 or $4.50
	$2.00 or $3.60
	$2.00 or $5.50


aFor example in version 1, if the consumer chose $4.00 (“No”) as the first outcome, then  their second outcome would be either $4.00 (“No”) or $4.20 (“Yes”).  

3.2 Double Bound WTP Model


Hanneman (1985) and Carson (1985) first proposed a double-bounded model that asks a consumer to answer “yes” or “no” to an initial bid, followed by a second question which again asks a consumer to answer “yes” or “no” to a particular bid.  Hanneman, Loomis, and Kanninen (1991) compared single- and double-bounded logit models and reported that the double-bounded model yielded tighter confidence intervals.  Herriges and Shogren (1996) report similar results.  Hanneman and Kanninen (1996, page 70) “…recommend using the double-bounded format when collecting CV (i.e., contingent valuation) data because of the extra information it provides.”  


To motivate the double-bounded model, the single-bounded model is introduced.  Let B denotes the value of the bid and  is the probability associated with a “yes” or “no” response (Hanneman, Loomis, & Kanninen, 1991).  For the single response scenario with only one bid (single-bounded model), the probability of obtaining a “yes” response to that bid is

(1)




[image: image2.wmf])

;

(

1

)

(

q

p

B

G

B

y

-

=




and the probability of receiving a “no” response bid is

(2)            
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G(B; ) represents a cumulative density function such as the logistic function and  is a set of unknown parameters (a, b) that are hypothesized to determine a person’s response to a bid.  This can be expressed as 

(3)
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The scenario in which an individual responds to one bid that is followed up with an alternative bid (double-bounded model) has four possible responses (yes-yes, no-no, yes-no, no-yes).  The probability of receiving a “yes” response to the first bid followed by a “yes” response to the second bid is  

(4)
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where Biu is the second bid for the ith respondent (B < Biu), y denotes “yes.”  The probability of receiving a “no” response to the first bid followed by a “no” response to the second bid is

(5)
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where Bid is the second bid for the ith respondent (B < Bid) and n denotes “no.”  For the other two outcomes, the probability of receiving a “yes” response and then a “no” response (B > Biu) is 

(6)
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and the probability of receiving a “no” response followed by a “yes” response (B > Bid) is

(7)
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The log-likelihood function for the double-bounded model is

(8)
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where ln is the natural log operator and LD is the value of the double-bounded log likelihood.  The equations for the binary variables (diyy , dinn, diyn, diny) are shown in equations (4) through (7).   

3.3 Regression Procedures


Equation 8 is maximized using the following independent variables: Pricei is a categorical variable representing consumer i’s WTP, Educationi is a categorical variable for the level of education for the ith consumer, Incomei is a categorical variable for the level of income for the ith consumer, Genderi is a binary variable for the sex of the ith consumer, and Agei is a continuous variable for the ith consumer.


After informing the consumer about organic milk and how it is produced, consumer WTP bids were elicited using a double-bounded model in which consumers were asked to choose between organic milk and non-organic milk.  The first bid asked consumers to choose a bid for organic milk and regular milk.  A second bid was contained in a follow-up question to this first bid.  


A logit model (0 equals consumers who purchased organic milk; 1 equals consumers who did not) is estimated and the parameters are used to calculate the marginal effects (measured at their means) for the independent variables.  TSP was used to estimate this model.  Finally, the log-likelihood function in equation (8) is formulated in TSP) and solved by maximizing the log-likelihood function.  Goodness of fit for the double-bound model is measured by using McFadden’s pseudo R2 as adapted by Herriges (1999). The variance-covariance matrix is calculated and used for hypothesis testing.

3.4 Regression Results


The demographic variables were found to be highly correlated with price and the model did not include these variables.  The parameter estimates on price were –0.558 (Milk Drinkers) and –0.713 (Organic Consumers).  However, it is difficult to interpret these and thus the marginal effects (parameter estimates multiplied by the mean of both variables) are always reported.  The marginal effects are shown in Table 3.4.1.  These were calculated using the means of the dependent variable (0.677 and 0.07 for milk drinkers and organic consumers, respectively) and the independent variable (2.381 and 3.3 for milk drinkers and organic consumers, respectively).

For milk consumers, the parameter on Price was significant at the .10 level and the resulting marginal effect was –1.96.  Thus, a $0.20 (10 percent increase in price from $2.00 to $2.20) increase in price per half gallon would increase the likelihood that milk drinkers would not purchase organic milk by 19.6%.  Price was also significant in the model using the organic food consumers.  A similar increase in price would increase the likelihood that milk drinkers would not purchase organic milk by 333.6 percent.   These represent the upper bound on a single bound model.  

Table 3.4.1. Marginal Effects Evaluated at The Mean and Selected Statistics for the Single Bound Logit Model with Whether a Milk Drinker would Purchase Organic Milk

	Variable
	Milk Drinkers
	Organic Consumers

	Intercept
	2.006
	4.065

	Price
	-1.96* (.03)
	-33.631* (.004)

	Pseudo R2
	0.67
	0.14


*denotes significance at the .10 level for the parameter estimate used to calculate the marginal effects.

A double bound model should provide better precision in calculating an upper bound.  The bid was used as an independent variable in equation (8).  The estimated parameters and other selected statistics are presented in Table 3.4.2.  

In a double bound model, the median WTP is calculated as the intercept parameter divided by the bid parameter.  For this data, the median WTP equals $2.83 (3.34 divided by 1.18) for milk drinkers and $6.05 (5.99 divided by 0.99) for organic consumers.  The parameter on the bid was statistically different from zero at the .001 level of significance in both models.  The pseudo R2 was 0.13 and 0.09.

The use of the double bound model had a lower and more plausible upper bound relative to the single bound model.  The premium in the single bound logit model was $1.96 ($3.96 minus $2.00) and $33.63 ($35.63 minus $2.00) per gallon, respectively, for milk drinkers and organic consumers.  These premiums were $0.83 ($2.83 minus $2.00) and $4.05 ($6.05 minus $2.00) per gallon, respectively, for milk drinkers and organic consumers.  Clearly, consumers were willing-to-pay more for organic milk.

Table 3.4.2. Parameter Estimates and Selected Statistics for the Double-Bounded Models

	Variable
	Milk Drinkers
	Organic Consumers

	Intercept
	3.34 (0.34)
	5.99 (0.72)

	Bid expressed in eB
	1.18* (0.1)
	0.99* (0.17)

	Pseudo R2, a
	0.13
	0.09


aThe pseudo R2 for the double-bounded is Herriges’ modification of McFadden’s pseudo R2.

*denotes significance at the .10 level for the parameter estimate.

3.5 Summary

This chapter summarizes consumer willingness-to-pay for organic milk.  On average, an organic consumer would be willing to pay a $4.05 premium for organic milk compared to only $0.83 for milk drinkers.  The next chapter provides implications.

CHAPTER IV

CONCLUSIONS

Milk production and consumption is changing.  This thesis summarized the survey data collected on the top 500 milk drinkers and the top 500 organic milk consumers for Kansas consumers.  Several conclusions and implications were found.

4.1 Survey Summary

Several differences were found between both sets of consumer groups.  First, organic consumers purchased significantly fewer soft drinks (diet and non-diet) than the milk drinkers.  Organic consumers were significantly more aware of the caloric content of milk and were more aware of differences between organic milk and non-organic milk.  Upon reading the informational brochure, 50% of the organic consumers and 62% of the milk drinkers were more inclined to purchase organic milk.  Organic consumers had a significantly lower income and fewer children than milk drinkers.  It was found that milk drinkers and organic consumers would increase their purchases of organic milk if its price decreased.  

4.2 Implications


Clearly there is a market for organic milk, but its size is small.  Glaser and Thompson (2000) found that organic milk was sold primarily in half gallon containers.  Some survey respondents expressed an interest in gallon containers.  More than half of the consumers would consider purchasing organic milk after reading informational information about organic milk. 


Likewise, it is clear that smaller-sized families were more likely candidates to purchase organic milk.  Families with more children and greater consumption are less likely to purchase organic milk.


Household income was not a significant factor in determining who purchases organic milk as milk drinkers had a significantly greater income than organic consumers.  The fact that families with greater milk consumption are less likely to purchase organic milk suggests that a consumer’s overall expenditure on milk is more important than the individual price of organic milk.  Glaser and Thompson (2000) found similar results for milk drinkers using national data.  


Organic consumers are significantly less likely to purchase soft drink beverages and were more concerned about the caloric and fat content of milk.  This would suggest that organic consumers are more likely to consume more milk per day.  Given a smaller family size, less income, and a greater willingness-to-pay a greater premium for organic milk would suggest that these organic consumers are less sensitive to price effects, which was also found by Glaser and Thompson (2000).


On average, an organic consumer would be willing to pay a $4.05 premium for organic milk compared to only $0.83 for milk drinkers after reading literature about organic milk.  While it is not advisable to use these numbers as absolutes, it does suggest that organic consumers were willing to pay a premium that was four times that of milk drinkers.  It is important to note that these figures represent marginal values and not an economic premium.  Thus, if the cost of producing organic milk is greater than $0.83 then milk drinkers would not purchase organic milk because it would be priced greater than $0.83 per half gallon.  It is interesting to note that the November 2001 price for organic milk was $3.75 a half gallon and the price for regular milk was $2.06 per half gallon in Manhattan, Kansas.  This would suggest that the marginal costs of producing organic milk are $1.69 per half gallon.


A producer or group of producers that seeks to enter the organic milk industry requires marketing expertise because these results suggest that it is important to know who purchases organic products.  In addition, it is important to educate consumers about the products.  However, consumer loyalty is likely to be greater for organic milk consumers.

4.3 Suggestions for Future Research

These results suggest that there is a small market for organic milk.  Additional

research is needed prior to advising a producer or group of producers to enter this industry.  Information on the potential return on equity for the investment in organic production is needed.  In particular, knowledge of the cost of organic feedstuffs such as corn and soybeans is needed.  Organic production requires intensive management.  Likewise, these investments may be large which would suggest that if a producer does not have economies of size, he will likely have to work with other producers.  This thesis does not answer all the questions about marketing organic milk but it does provide some evidence of these consumer’s marginal value for organic milk.  This is helpful information to producers who have knowledge of their marginal costs of production.
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APPENDIX A

Survey Cover Letter, Insert, and Survey

Dear Consumer:

The Dairy Science Club at Kansas State University in cooperation with ********* Supermarkets is conducting a research study with residents of Kansas City regarding their preferences for organic milk that is produced in Kansas by a small dairy.  Your household was scientifically selected to be included in this study and we would be grateful for your help.  We would like the person who is most responsible for food purchases in your home to complete the enclosed survey.  This should take only about 5 or 6 minutes of your time.  We want to assure you that the information you provide will be kept strictly confidential and used only for the purposes of this research.

Please return your completed survey to us in the enclosed postage paid envelope.  The enclosed money is a token of our appreciation for your help.  We would ask that you return the survey by August 1. 

Sincerely,





Kansas State Dairy Science Club

Organic and Natural Milk Survey

Dairy Science Club

Kansas State University
1. How often do you consume (Please check the appropriate box on each line)?

	
	never consume
	
once per day
	
twice per day
	three times 

or more per day

	Milk 
	______
	______
	______
	______

	Juice
	______
	______
	______
	______

	Diet soft drinks
	______
	______
	______
	______

	Non-diet soft drinks
	______
	______
	______
	______


2. When you buy milk, which type do you most often buy?  Please check one category.

____ Whole 
____ 2%
_____ 1%
_____ Fat-free (skim)

3.  When you buy milk, which size do you most often purchase?  Please check one category.

____ Gallon
_____ 2 gallon

____ Quart
_____ Pint

4. How would you rate milk on these product characteristics (1= very low content to 

5= very high content)



    

  Whole
      
2%

1%

Fat-free (skim) 

Cholesterol content

1   2   3   4   5   
1   2   3   4   5  
1   2   3   4   5  
1   2   3   4   5

Calorie content

1   2   3   4   5   
1   2   3   4   5  
1   2   3   4   5  
1   2   3   4   5

Sodium content

1   2   3   4   5  
1   2   3   4   5  
1   2   3   4   5  
1   2   3   4   5

Artificial ingredients
1   2   3   4   5   
1   2   3   4   5  
1   2   3   4   5  
1   2   3   4   5

Fat content


1   2   3   4   5   
1   2   3   4   5  
1   2   3   4   5  
1   2   3   4   5

Enclosed with this survey is a leaflet describing a product called Organic Milk.  Please read the leaflet BEFORE answering the following questions.

5.  Which of the following best describes your knowledge of organic milk before you read this leaflet.
              Never heard of organic milk until now (skip Question #6 and proceed to Question #9)

              Had heard of it, but didn=t know much about it

              Knew a lot about it

6.  Where had you previously heard of or read about organic?  Please check all that apply.

             Newspaper




             In-store product samples

             Promotional materials at the store

             Other (please identify)

7. Prior to reading this leaflet, how would you have characterized your attitude to an Aorganic label?@
             Positive

          
 Negative

          
 Indifferent

8.
After reading this leaflet, how would you now characterize your attitude to an Aorganic label?@
            Positive

            Negative

          
Indifferent


--------------------------------------------------------------------

Now, imagine you are shopping for organic milk at your local supermarket.  You can choose between Organic Milk and Regular Milk. 

9.
 Regular Milk costs $2.00 per gallon and Organic Milk costs $3.00 per gallon.

If Regular Milk cost $2.00 per gallon and Organic Milk cost $3.00 per gallon, I would buy (Please check only one)

_____  Regular Milk at $2.00 per gallon

_____  Organic Milk at $3.00 per gallon

If you chose Regular Milk, please go to Question 10, do not answer Question 11.

If you chose Organic Milk, please go to Question 11, do not answer Question 10.

Please Answer Question 10 if you chose Regular Milk on Question 9. 
10.
Regular Milk costs $2.00 per gallon and Organic Milk costs $2.50 per gallon.

If Regular Milk cost $2.00 per gallon and Organic Milk cost $2.50 per gallon, I would buy (Check only one)

______  Regular Milk at $2.00 per gallon

______  Organic Milk at $2.50 per gallon

Please answer Question 11 if you chose Organic Milk on Question 9. 
11.
 Regular Milk costs $2.00 per gallon and Organic Milk costs $3.60 per gallon. 

If Regular Milk cost $2.00 per gallon and Organic Milk cost $3.60 per gallon, I would buy (Check only one)

_______  Regular Milk at $2.00 per gallon

_______  Organic Milk at $3.60 per gallon

In this section, we would like some background information about you.  This information will be treated as confidential, and the results will only be used in aggregate form.
12.
 Are you (please circle) . . .
 
male

female

13.
Your age . . .



_______  years

14.  What is the highest level of education you have completed?  Please check only one category.

___  Less than 12th grade



___ High School Grad., G.E.D.

___  Some technical, trade, business school

___ Some college, no degree

___  B.S., B.A. completed



___ Some graduate work, no degree

___  M.S., M.A., etc.




___ Ph.D., D.D.S., M.D., J.D. etc.

15.
What is your annual household income before taxes?  Please check only one category.


___  Less than $20,000
___  $50,000 up to $59,999
___  $90,000 up to $99,999

___  $20,000 up to $29,999
___  $60,000 up to $69,999
___  $100,000 up to $109,999

___  $30,000 up to $39,999
___  $70,000 up to $79,999
___  $110,000 up to $119,999

___  $40,000 up to $49,999
___  $80,000 up to $89,999
___  more than $120,000

16. Do you have children in your household?

              No
______ Yes.  If you answered yes, please list their ages_______________________

APPENDIX B

Comments from Milk Drinker Surveys

	(Question 4) Fat content/calorie content--decreases as fat % decreases. 4% milk being the highest fat/calorie/oz ratio to skim, the lowest. Artificial ingredients--(rBGH, antibiotics, pesticide residue) remain relatively high in all commercial, non-organic dairy products. Sodium Content--I would imagine content to be that of normal saline, identical to that of fluids in the human body. Not a major concern to those on mild to no sodium restrictions. Cholesterol--Cholesterol is a necessary dietary element necessary to produce bile and steroids (testosterone, progesterone, etc.) The public has been grotesquely mislead concerning the role of cholesterol in our diet. The danger is not a concern with our family, hence a high consumption of butter, milk, eggs and beef. It is the high consumption of trans-fatty acid (hydrogenated oils) which is a real threat to cardiovascular health. Just ask any organic chemist! (Question 9) Only if it is also non-homogenized. I prefer a lower price since our household drinks 12-14 gallons per week.  (Question 11) I would shop around to find organic/non-homogenized milk at a lower price. It can be done!

	The reason I would buy regular milk is because my children can tell the difference between regular and organic and they like regular better. I have even tried to trick them by changing the package of the organic milk. They can still tell the difference in the taste. I would prefer them to drink organic.

	Why, if stuff is being put into cows, why would it cost less than milk that's “purer?” Isn't there a cost to spraying pesticides and feeding hormones to cows? If the land grass is pesticide free--why isn't organic milk cheaper?

	Thank you for including us in your organic milk survey. It is encouraging that you are surveying the aspects of organic products. We have been consumers of organic dairy products as well as organic bee, pork, poultry, vegetables, grains and fruits for over 20 years. I answered the questions about prices for milk in your survey with the intent to purchase organic milk at any cost. This is important to me as I am nursing my child (4 1/2 months) and hope to continue her on cow's milk at 1 year of age. Hopefully, the prices for organic milk and other organic products will decrease as/when the knowledge of organics is shared and the benefits are seen. Thank you for your continued research. 

	(Question 4) I do not have any idea other than whole is the worst for cholesterol calorie and fat, but it tastes best! (Question 11) That's a tougher choice. If it tastes the same and the quality is really as good and there's not the same risk of contamination as regular milk--then I'd buy organic because the risk to humans from using the antibiotics and hormones is too great if we don't know the effects. Plus needless cruelty to animals is wrong.

	I could answer this question (# 10) more intelligently if I could see an analysis of trace “contaminants” in regular milk.

	Would buy gallon if grocer carried gallon organic.

	Cholesterol, calorie, sodium, and fat content are not product characteristics that concern me when I buy 2% milk. However, artificial ingredients in my milk bother me!

	I would like to try the organic first and make sure my family would drink it (Question 9).

	It's called economics (Question 9).

	I'd pay a $1 more at most (Question 10).

	On question 11…Maybe, but it would increase grocery bill by $7/month.

	However, I had been told it doesn’t keep well (organic milk). Is this an issue? Means more to me than the price. (After answering “positive” on question 7).

	I would try the organic milk and if we liked the taste I would buy it. The closer the price the more frequently I’d buy it. The further on price, I would buy it less often.

	I have never purchased organic milk products for fear they would more likely be tainted with disease. I'm glad to know they aren’t.

	I’d buy it at a “closer” price ($3.60) knowing the facts about organic milk (Question 10).

	Taste is more of a factor than price. Would go back to regular if family didn't like (Question 9). Again, depends on taste (Question 11).

	I can tell you that I think organic is wonderful, but my grocery bill is high enough so I don’t usually buy it.

	This is a tough question because I buy both regular and organic milk and soy too! (Question 9).


APPENDIX C

Comments from Organic Consumer Surveys
	Would buy organic milk at $3.60 per gallon, but not as often.

	We only buy organic milk.

	I have been buying organic milk for years. But just noticed this past year that ********* carries organic “Horizon” milk. So now I buy it there. Although they are always out of it. I don’t care how much the organic costs, I’d rather buy it. I have lots of allergies and the organic milk and other organic products work better for me.

	We already drink organic milk (Horizon).

	I already buy organic milk whenever it's available.

	Our store doesn’t sell gallon organic milk. If it did, I would buy it.

	It would be wonderful to find it (organic milk) at $3.60 per gallon.

	I already purchase organic milk. It is sold at both HyVee and *********. One brand is called Horizon and it is from Colorado. I think the other brand is from California.

	Questionable! (Whether to pay $5.50 per gallon of organic milk)

	Would like to have organic milk in gallon size.

	Maybe go to soy (instead of organic milk at $5.50 per gallon)

	Horizon from Boulder, CO is delicious!

	Since we already drink organic at a higher price than regular--I don’t think I would switch to a brand that costs more than twice as much.

	I buy a half gallon of Horizon Organic milk every week.

	But I would drink less (in response to paying $3.00 per gallon of organic milk).

	Milk should have no artificial ingredients including drugs and hormones.

	But I wish it could be affordable for ALL children (in response to question 11).

	Buy 2- half-gallons at a time. Gallon size not available.

	I currently buy Green Hills Harvest Organic milk for $2.99 per half gallon. I no longer buy Horizon Organic milk after I ready a New York Times magazine article which explained that Horizon is “ultra” pasteurized in order to be shipped long distances and consequently has fewer nutrients.

	I always buy organic.

	In Jan. and Feb. or 2001, I was buying about 5 gallons of organic milk per week for my family. I wanted to use it, despite the cost. But about 1/3 or the organic milk I bought was very sour, even a week or more before the expiration date. There was no particular brand (I tried 3) or store (I purchased at 4 different stores, representing 2 different chains) or fat content (I tried all 4 choices). I asked a manager at ********* in march to look into it, but have not heard anything. This was not just a different taste--I took a 1/2 gallon to the man at ********* and he agreed it was not drinkable in spite of a much future expiration date. Some of the milk came from Texas, I think. Can you explain this or tell me where I can buy drinkable organic milk? 

	I wish. Try $3.69 per half gallon. (in response to question 9).

	Only because I can find organic in that size (half gallon) (question 3).

	We always buy organic milk.

	Always buy organic. Have for years. It's too expensive but it’s only milk husband will drink.

	The absence of extra junk in my milk is worth $. I am currently buying organic and a big fan of organic products. I hope their production increases.

	We do buy organic milk, but it is not available at ********* in a gallon jug.

	Only because I can't get the organic in gallon size. I prefer the gallon size (Question 3).

	Depends--probably if my budget allows (Question 11).

	Organic milk tends to go sour before date on carton--maybe 4-5 days before date. 

Might want to look at revision standards for dates.

	Must be a way to make organic milk cheaper! (Question 11)

	I already use organic milk and ONLY organic milk!

	Gallons of organic milk are not available. Please tell the ********* I don’t like the fact that they are collecting data about me and then sharing or selling it without my permission. Also, their organic produce section is pathetic.

	I have a child that can only drink goat milk. What makes it different? Thank you in advance for your response.

	Probably I’d buy every other 1/2 gallon (question 11). My greatest concern is growth hormones and my 4-year old daughter.

	I'll buy it at $2.50-$3.00 (Question 10).

	Very pricey! (Question 11)

	Guess what--1/2 gallon of organic milk is $3.29 at ********* and $3.89 at Meineas Sun Fresh.

	I wish organic was less, but will pay the extra because I think it’s important to my family’s health.

	I buy organic milk for my grandchildren because I am aware of the health and growth hazards with additives to regular milk. Because of cost I buy regular milk for myself as at age 58 years old it probably wouldn't be as important for me to drink the “good milk.” Yes for my grandchildren--I myself would drink regular milk because of price (Question 11).

	Only size available (Question 3).

	I don't know which milk has rBGH and which doesn't unless it says “organic.” Would buy organic milk at $4.50 per gallon, but not if my finances got crunched. I currently buy “Horizon” organic milk when I can get it. I prefer it for health reasons and the taste is better. If cost goes too high though, my purchase would be less likely. I like available organic products in local supermarket.

	Especially for children, maybe not so much for self.

	Mine costs more!? (question 9). I only buy organic milk. I think it is very important to avoid additional intake of hormones and pesticides--for prevention of cancer. I think the past 2 generation have larger feet sizes because 1) good general nutrition 2) additional growth hormones in milk and meat. There is also a 4 year younger age for onset of puberty which I attribute to these additives. I have to buy the “Horizon” brand milk at ********* as HyVee does not carry it. ********* charges over $3.00/1/2 gal!! It would be wonderful to find a cheaper place to buy it. 

	I am most interested in purchasing 1% organic milk for my children, but purchase skim (regular) milk for myself. On question 9, if 1% is available--often it isn’t.

	However, we would reduce consumption in our household (Question 11).

	But might buy less (Question 11).

	Organic does not come in 1 gallon--or I would buy 1 gallon. When it's over 1/2 the cost of regular milk, it becomes more questionable although I would still buy it (question 11). It is easier to find organic milk in grocery stores when it is located with the other milk. It is hard to find if only in the “natural foods” section. I always buy organic milk unless I can't find it in the store. Advertising and marketing would help inform people of the positive attributes and availability of organic dairy products.

	The nearest larger grocery store is Harrisonville, MO 42 miles one way. I buy organic milk presently. I buy organic milk and other organic food at *********.

	My being a breast cancer survivor influences my choices. I am very wary of BGH.

	That is the only size (1/2 gal.) of organic milk stocked at my store. I purchase 4 (question 3).

	Have not found organic milk in 1 gal. containers at store. Max $/gal ($3/gal) Question 11.

	Only because ********* does not sell the gallon size in organic (Question 3).

	If husband with me, regular. If my decision, organic.

	I've been an organic gardener since the 1950s and have bought only organic milk as soon as available locally. Currently at *********. Earlier at HyVee.

	It's more than $2.50 per 1/2 gallon. We still buy it (Question 9).

	The quality of some available organic milk, such as “Horizon,” is very poor. Producers should compete for product quality.

	Concern: reduced shelf life for organic milk--it sours more quickly than non-organic.

	These prices are not realistic. Organic milk is over $3.00 for half a gallon.

	If becomes that high ($3.00 per gallon), one would have to reconsider. One would 

have to decide then if organic too high.

	I only buy organic milk for my family. I love it.

	…and complain about price! (Question 11)

	That is what I always buy

	I only use organic milk now!

	Organic milk doesn’t come in gallon sizes (Question 3).

	I buy 1/2 gallons because quarts are not available at my store.

	I already drink organic milk, but am the only one who does!

	This seems excessive. 2.5 times regular price of milk? (Question 11)

	If you're interested, there is a farm in Moran, KS that networks with other Kansas (?) farmers. ********* carries their “All Natural Organic Beef.” Its flavor is great and meat is always fresh. It is also more expensive, but well worth it! I'd love to see more coverage for "local" farmers who practice organic. I've been buying Horizon dairy products, but would love to find local organic dairy--especially milk, butter and yogurt.

	Already drinking organic milk. I pay more now for a half gallon. Horizon is the brand (question 9). I would be interested in a grassfed organic product. I buy an organic milk in Florida that tastes awesome.

	I wish our store carried quarts. It goes bad too fast.

	Would prefer gallon, but organic tends to be in 1/2 gallons (question 3). We're die-hard organic milk buyers--but would love if it was cheaper! We drink sooo much milk--that would be really expensive to continue at $5.50 per gallon (question 11).

	At Wild Oats Store, half gallon milk costs about $2.69-2.89. Then I buy organic. When it costs $3.59 at HyVee I buy regular milk (question 9).

	It costs more but I understand why (question 9). I drink LOTS of milk and find it hard to always be able to purchase it (organic). In my area, ********* is the only store who carries it, but they are out of it a lot of the times I shop there. I wish it were more available in the Lee's Summit area.

	I buy organic if available.

	It makes me mad that it is so expensive (question 11). Please note--If I buy regular, non-organic milk because they are out of organic milk, my kids won't drink it! They can tell the difference.

	I pay $3.00 for a half gallon! (question 9). I cannot get in gallon containers.

	Occasionally, but that is a fairly stiff price and more than double regular milk price (question 11).

	I am already a user of organic milk and other products. It is the chemicals that we are trying to cut out of our food.

	I currently buy organic milk, yogurt, cream cheese and sour cream, as well as some cheeses. I also buy free-range chickens and natural beef.

	Because of my son's health (question 11).

	But still too high (question 9).

	Although it's very hard! (question 11).

	It is the only size available at the grocery store (1/2 gallon).

	We buy organic--wish it came in gallons.

	Love organic milk but since we drink so much milk I buy 1 gallon regular and 1 quart organic. I can taste the difference.

	When I can find the gallon in Horizon Organic. ********* only carries the 1/2 gallon so I try to buy the gallon at my health food store, where it is less expensive. On question 11…or look for a local dairy farmer to buy whole milk from or buy a goat.

	Would buy gallon if they sold organic in gallon jugs. Because I already pay more for organic. Lifestyle/health choice (question 9).
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