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Non-Technical Summary

The goal of this project was to increase sales of locally grown organic foodsin
Fargo, North Dakota and its neighbor, Moorhead, Minnesota. The community population
is approximately 125,000. Like many other small metro areas in the Midwest, Fargo-
Moorhead had no established mainstream market for organic foods despite the growth of
organic foods nationally. Consequently, producers sought to reach the growing segment
of mainstream consumers who desired high-quality, earth-friendly foods, but who don’t
have the time to search around town for particular products. Project coordinators knew
that selling to awider range of consumers meant developing areliable supply of organics
to local markets.

Successfully mainstreaming organics meant working closely with retailers as well
as consumers. Project leader, Ben Larson, aresearcher at North Dakota State University
aswell aslocal organic farmer, contacted the Organic Alliance in St. Paul to develop a
marketing, consumer education, and media plan. That marketing strategy was then
presented to the managers of three local grocery store chains. An agreement was reached
with two of those chains to sell certified organic products. Contacts with the media
resulted in numerous newspaper and television stories about the project (see appendix).

A local consumer survey indicated strong interest in organic foods, especialy in
locally grown foods (Braun, 1999). To ssmplify the grocery stores' ordering procedures,
coordination was established between local growers and grocers. One sales call was
made each week to the grocery stores, offering them a wider selection of produce and
reducing the number of calls that may otherwise have interrupted their work day. To
promote the produce, each store was provided with attractive point-of-sale materials from
the Organic Alliance in St. Paul, MN.

Project leaders aso developed a new farmers market devoted to local non-
certified organic foods. Advertising was purchased on public radio and in newspapers to
promote the availability of the organic foods, both at the grocery stores and at the farmers
market.

A sub-contract with the Northern Plains Sustainable Agriculture Society (NPSAS)
resulted in the coordination of rural farmers interested in marketing their produce in
Fargo-Moorhead.

The result was an increase in sales of organic products at grocery stores and at the
new farmers market. Salesto grocery stores started well. In the winter of 1998-1999,
one grower’ s packaged, certified organic potatoes sold much better than retailers
expected, encouraging them to try more products. However, sales of other products were
hit and miss. Muskmelons and watermelons sold well despite competition from low-
priced conventional melons. However, alocally grown, organic sweet corn proved too
expensive compared to machine-harvested corn, about four times less costly than the
organic. Packaging and labeling of products (tomatoes, cucumbers, etc.) was difficult.
The industry standard, PLU (price look-up) number stickers project leaders had hoped to
purchase, were only available in large lots (500,000 or more). Future research may find a
solution by a number of grower groups around the country purchasing the labels together,
perhaps a purchasing co-op to allow them to buy in bulk.

In addition to labeling, alack of certified growers limited the project’ s retail sales.
The grocery stores wanted more certified produce than the organic farmers could supply.
However, because of this project, five growers may seek organic certification and most of
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the grocer-partners remain convinced of the consumer’ s interest in organic products.
They now stock organic items from national wholesalers.

While the certified-organic farmers sold through the grocery stores, the non-
certified farmers decided to initiate a farmers market. The market proved quite popular at
its prime location on a busy street in an upscale neighborhood in south Fargo.
Consumers said they liked the market’ s convenient location and after-work hours as well
asitsfocus on organic foods. There was no rental fee for the farmers because the church
that provided the parking lot site said it might attract new parishioners by providing the
service, aswell as helping local farmers, thus no fee.

Despite the success of the farmers market, it did not re-open the following year.
The project leader grew weary of the hours and accepted another job, consequently
down-scaling his own operation, and without his leadership the group apparently
disbanded. Only one farmer wanted to continue, but did not. The group’s champion
speculated that lack of motivation, consistency, and poor salesmanship skills may
hampered the growers’ progress.



1) Abstract

Substantial progress was made to establish a market for organic and non-certified
organic produce in the Fargo, ND and Moorhead, MN area. Partnerships were
established early-on with two local grocery store chains, in part, due to professionally
produced sales materia from an already established organic marketing group. Loca
farmers improved sales through direct methods -- a farmers market and farm stands -- as
well as through retailers — two local grocery store chains.

Initial retail sales of certified organic products at grocery stores was promising,
and served to demonstrate to produce managers that demands for organics does exist in
Fargo-Moorhead. Labeling and packaging local organic products proved difficult
because only bulk quantities of bar codes are available. Three to four grocery stores are
now carrying organic produce on aregular basis, consequently, the project leader
believes he accomplished the group’s goal to develop a mainstream market for organic
produce.

Producers learned many new skills through this project. They attended
conferences and farm tours that gave them the knowledge to solve problemsin their own
operations, as well as share skills and information they discovered. Market power
through joint sales proved significant, but the failure to sustain that alianceis a
disappointment. The grocers and the public appreciated the organic product, but
ironically, the producer-supplier proved to be the main factor that was unsustainable.

2) Objectives

Increase memberships in community-support farms (CSAs*).
Increase sales at roadside stands and farmers markets.
Increase sales of certified organic products at retail outlets.
Develop producers’ growing and marketing skills.

Form marketing alliances between rural and local producers.
Document the economic impact of local marketing.

ok wbdpE

* Community-supported agriculture (CSAS) offers a direct growing and purchasing relationship between
the farmer and consumer. There are four types of CSAs: subscription or farmer-driven, shareholder or
consumer-driven, farmer cooperative, or farmer-consumer cooperative (2000, Appropriate Technology
Transfer for Rural Areas).



3) Methods/Approach

I ncr ease member ships in community-support farms (CSAS).

After submission of the SARE grant proposal in early 1998, both CSA producers
involved in this project saw their fields suffer from terrible weather in the summer of
1998. Knowing that recruiting in 1999 would be difficult, they aimed to maintain
membership levels. What CSA producers tried were innovations in membership options.
Ten members of one farm tried the “shopping share,” which gave them the flexibility to
come and shop for their produce whenever they could fit it into their busy schedules.

The CSA serving Fargo-Moorhead found it increasingly difficult to recruit
members by going door to door, and found that radio advertising was even less effective.
The ineffectiveness of traditiona advertising reinforces the importance of word-of-
mouth promotion in the growth of CSAs, suggesting that recruitment of friends and
acquaintances of existing members is more effective. The three members interviewed for
thisfinal report are al faculty members at local universities. Perhaps their level of
education validates the appeal organic foods have to a more knowledgeable population
and future marketing efforts could be more focused on educators.

Here are comments from some of the members of the Moorhead, MN. CSA:

“It was great, especialy in the middle of the project,” said a Fargo woman.
She said she had a feeling of being a part of the agriculture community with
people interested in the environment and the foods they ate. “Y ou got the
intrinsic feeling you were doing something good connected to agriculture.” She
likes organic because it is friendly to the earth and she knows where it came from
and what farming practices were used.

A Moorhead man said, “He was excited about the CSA becauseit allowed
him to be connected with what he ate and to take arisk along with the grower. He
found the farmer to be very knowledgeable, well read, and diligent about his use
of organic methods. The farmer aso seemed to have a commitment to the
community and was also a good conversationalist. He was very principled in his
approach.”

Another Moorhead man said, “The first two years of the CSA were redly
good, after that it appeared the grower was coasting to the finish line.” The farm
stand was on the honor system the last year, and that was a problem. People
appeared to be taking from one another’s food supply.

Increase sales at roadside stands and farmers markets.

Despite the risk of starting a new farmers market, three compelling reasons
encouraged the group to do so. First, access. The existing Fargo-Moorhead farmers
market excludes any new members. Secondly, six of the local organic growers were not,
or have not yet been certified, so they could not sell to grocery stores as organic. And
thirdly, we knew we could not sell al of our produce through existing CSAs or road-side
stands. The original location, at a city park, was denied three weeks before it was
scheduled to open. So contact was made with churches and businesses, which unlike
governments, could quickly make a decision. The decision was made to work with one
church that enthusiastically allowed the growers to set-up their market in their parking
lot, which was located on a busy residential street in an affluent residential area. A
formal agreement was drafted with the church, advertisements were placed in the local



newspaper and on public radio, and a brightly colored sign was set-up next to the market.
The market started successfully and continued throughout the summer and fall. There
was no cost to growers because the church believed it would benefit by increasing its
own membership by providing this community service.

Here are some comments from vendors at the farmers’ market:

“1 thought the project went well in the summer of 1999,” said a Fargo
woman. She enjoyed everyone except one grower who was told not to return.
“That guy came on too strong, yelling at people as soon as they got out of their
parked vehicles, yelling at them to come over to his particular stand. Itis
important to have afriendly, but calm, laid-back atmosphere.” She made money
selling specialty spreads and breads, but she doesn’t know how much. Although
she wishes the farmers market continued in Fargo, she realized the growers didn’t
want to come back and the public expected more vendors and more variety.

A farm couple said they grew frustrated with the standards set at the
farmers market, i.e., magazine perfect looking produce. They prefer to sell at
another local farmers market where it doesn’'t have to look perfect and you don't
have to sdll it yourself. They described themselves as introverts who found it
hard to sell their own produce. They appreciated the times Larson sold for them.
They have scaled back their farming operation because of low prices and now
make most of their living in another occupation.

A Fargo vendor said she liked the organic marketing project at the
farmers’ market because she enjoyed the people and repeat business. She doesn’'t
know how much money she made but appreciated the chance to get her name and
product out to the public.

I ncrease sales of certified organic products at retail outlets.

Doubtful that small salesto small natural food stores would be profitable, the
decision was made to only sdll to larger grocery storesin Fargo-Moorhead. Since the
project leader, Ben Larson, was unsure of the interest store-level produce mangers would
have in buying certified organic produce, he wanted to give them one option, to say
“yes.” Consequently, he went straight to their boss (either the regional produce manager
or the manager of several stores), hoping they would think selling “upscale” organic
produce was an opportunity, rather than arisk. In preparing his sales pitch, Larson
consulted the Organic Alliance in St. Paul, MN., a non-profit marketing group that has
successfully promoted organicsto retailers. (Organic Alliance aso helped the project
leader plan the local group’ s outreach and media campaign.)

The sales technique focused on the recent growth of organicsin the Twin Cities
and ways the Fargo-Moorhead growers could help the produce managers. Larson
designed an attractive-looking letterhead and business cards with the name of the
growers’ group, Red River Organic Growers (appendix). These preparations prior to the
initial sales callsworked. Of the three grocery store chains in Fargo-Moorhead, two
agreed to start marketing locally grown organic produce. (The one chain that declined
did so in part because its ordering is centralized through its Minneapolis area office.) The
managers committed to work with certified growers (they did not want to sell any non-
certified “chemical free’ produce). Once they’d committed to trying organics, the



managers set up meetings with their store-level produce managers and the project |eader
to discuss the issues involved in buying and selling local organics.

The produce managers had many issues, and it was crucia to take their concerns
seriously. They needed to know that the farmers would listen to their concerns; they
seemed to like having an honest broker that would relay their concerns to the growers.
Chief among their concerns was produce quality, appearance, and price. They said they
only wanted good- looking produce priced at not more than 20% above conventional
prices. However, given an exceptional product, they would accept a higher price. For
instance, the produce managers raved about the organic carrots one local grower sold to
them years ago, which were so sweet and delicious that consumers loved them even
though they looked the same as the competition and were considerably more expensive
than conventional carrots. Also, one organic producer delivered exceptional melonsin
1999 and the managers wanted more and more of them. It was clear that the produce
managers sense of quality can be expanded to include taste and freshness (i.e., locally-
grown) if they are provided with exceptional products. But produce managers do not
share many of thelr consumers’ ecologica concerns.

The other magjor concern the produce managers had was receiving too many calls
each week from growers. One of the regiona produce managers suggested the project
leader coordinate with the local growers and send the produce managers afax once a
week listing the available produce and prices. This approach worked well for both
growers and grocers. The growers were able to just make one call to Larson, and
likewise, the grocers received only one call from the project leader. The produce
managers also seemed to appreciate telling Larson about problems with produce rather
than telling the grower himself. Once the growers had product in the stores, they
provided the grocers with attractive point-of-sale promotional materials produced by
Organic Alliance.

Here are some comments regarding the project from produce managers from the
two chainsin the Fargo area

A northside grocer thought the project went well in the summer of 1999
and he appreciated Larson’s efforts to coordinate the growers. He explained, he
doesn’'t want ten growers calling him. He'd like to seeit set up as a cooperative
in the future with coordination provided for al involved.

Another Fargo grocer said he doesn’t deal with organic produce. He only
sells Dol€e' s organic salads shipped in from California. He said his small store
doesn’t attract organic shoppers.

A southside grocer got more involved in the project and attributes some of
the success to his clients who are more educated and affluent than other Fargo
residents. He said he likes the grower to call him at least a week prior to when his
produce is ready and make adeal. Unlike some grocers, he doesn’'t mind a
number or growers calling him directly but he doesn’t want “a hundred of them
calling.” Itisdifficult for the check-out clerks to identify the more expensive
organic produce from the conventional produce. UPC stickers are needed, he
said, and he'swilling to put them on if provided with them. Since the local
organic supply wasn't sufficient, he deals with a California company but would
like to support farmersin the area, consequently he is considering a southern
Minnesota organic company.

A westside grocer in Fargo said the organic project “didn’t really do
anything.” He doesn’t have awhole lot of people looking for organic produce



because his store is located near numerous apartment buildings housing either
young or elderly people who look for bargains when they shop. He also said it
was difficult to deal with organic farmers at times because they were not
consistent. “They appear to be very, very independent.” Quality was also an
issue, “ The shoppers are picky and too often the farmer was inflexible, delivering
product that had been sitting too long and had defects.” Despite the shortcomings
he said he iswilling to try the project again and he still has the organic produce
signage that he thought was well done, as well as the literature provided by this
project.

A produce manager from another Fargo chain said he would definitely like
to see a steady, local supply of organic produce but it just isn’'t there. Currently
he buys from a Minnesota wholesaler who ships in organic produce from
California. Potatoes are the only organic item he receives from alocal grower.
He has seen a growing interest on the part of shoppers for organic items. He also
mentioned the problem check-out clerks have identifying organic items and
pricing them accordingly. Despite his support of organic food, he was concerned
about the growers' lack of reliability. It isn't just the local farmers at fault, he
said, alarge California organic company also keeps his trucks waiting for hours at
atime, time they can’t waste so at times they have to go to their next stop and
eventually return to North Dakota without organic produce.

Two organic growers gave their perspective of the linkage this project provided
them with grocers:

A Minnesota potato grower appreciated Larson’s coordination of the
orders as he took the role of a middleman between the grocery stores and grocers.
He learned the hard way that people want good-looking produce if they are going
to pay premium prices. Consequently, when his older, malformed potatoes didn’t
sell, he removed the organic sign and sold them as just “potatoes’ for less. He
sellsalot of his produce in Chicago and Minneapolis but is frustrated with trying
to find transportation.

A North Dakota grower was disappointed that his organic melons didn’t
sell for ahigher pricein Fargo. He supplies stores elsewhere in the state and
receives a much higher price (as high as 59 cents a |b. compared to alow of 30
centsalb. in Fargo). He'd dso like to sell three times the volume as he did in
Fargo the summer of 1999, but he realizes cheaper, conventionally grown melons
are beating out his produce at the store.

4) Results

I ncr ease member shipsin community-supported farms (CSAS).

CSA membership levels were maintained, which as aresult of the difficult
weather in 1998, was the goal CSA producers set. Cooperatively marketing produce
benefits CSAs by providing awider selection of produce to their members. For instance,
one grower sold 1,500 pounds of potatoes to other CSA members. In the members’ 1999
year-end survey, many expressed interest in getting local, organic meat. Members also
expressed interest in garden flowers and bread as additional products they’d like to



receive through the CSA. Expanding the range of products and services provided to
members is another way one CSA producer is expanding his operation.

Member surveys in 1999 indicated high overall satisfaction with the quality and
quantity of produce received by the members. Over seventy percent of respondents said
they were “very satisfied” with membership, and the remaining respondents said they
were “ satisfied”.

Increase sales at roadside stands and far mers markets.

The remaining roadside stand operator (the other quit farming) implemented
improvements to his service and products as part of the marketing project. Display of
produce was improved with specialy designed produce shelves and better labeling with
industry-standard price channels. Advertising of the stand was improved in three ways:
the operator paid for newspaper ads, put up road signs saying “organic produce’, and
handed-out “thank you” dlips that listed the market’s hours. Thislast technique proved
very effective and inexpensive. Selection at the market was improved by buying produce
the operator did not have at the time from other growers. Service was also improved by
expanding the hours.

All four vendors who sold their products at the farmers market on aregular basis
increased their sales compared to the previous year.

I ncrease sales of certified organic products at retail outlets.

Retall sales at the two chains' grocery stores were improved for three certified
growers. Originally skeptical about demand for organic produce, the produce managers
were surprised at sales and three stores (representing both chains) eventually started
stocking small organic sections, which is the kind of reliable mainstream market the Red
River Organic Growers wanted to establish.

Developed producers growing and marketing skills.

Producers developed many skills. Five producers attended the Upper Midwest
Organic Farming Conference in 1999 where they attended presentations on production
and marketing organic crops and met other producers from around the Midwest. They
also shared production skills with other organic growersin the Red River Valley at three
farm tours. Four local growers attended the Northern Plains Sustainable Agriculture
Society (NPSAS) summer symposium, where two organic vegetable growers gave farm
tours. One producer enrolled in a specialty crop management course on crop nutrition
and marketing, and also attended a workshop in 1998 on working with the mediain
promoting sustainable agriculture. Various informational materials, addressing such
issues as cover cropping, weed management, marketing, and accounting, were shared
amongst the growers. The most effective way producers developed their skills was
through the frequent and ongoing conversations they had with each other at the farmers
market.

Form marketing alliances between rural and local producers.

The Northern Plains Sustainable Agriculture Society (NPSAS) compiled grower
information and made it available on the Internet, see www.npsas.org/DirectM arkets.htm
and in the form of a booklet — an effort to link interested consumers directly with organic
growers. The North Dakota State Agriculture Commissioner also provided alink on his
web site to the NPSAS information. Growers were also encouraged to contact one
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another to coordinate marketing efforts. A workshop is also offered at the NPSAS winter
conference in February 2001 in Aberdeen, S.D.

5) Publications/Outreach

The Red River Organic Growers publicized their project through a variety of media.
Larson produced a brochure on the organic farmers market and farms that sell
sustainable/organic products to local consumers. In April 1999 the growers handed-out
hundreds of those brochures (appendix) to consumers at a tradeshow that attracted ten
thousand local consumers (mostly women).

The growers’ media outreach plan succeeded in getting favorable coverage in local
newspapers and television stations. A spring article in the major daily newspaper
announced the beginning of our sales of organic products to grocery stores (1999, The
Forum). The growers published two stories in an alternative weekly newspaper, one on
local farmers who sell their meat directly to consumers and the other on factory farms
moving into the area (1999, High Plains Reader). In the summer of 1999, Larson
worked with alocal television station that broadcast two stories, one on alocal CSA farm
and the other, alive remote from the farmers market (Stone, 1999). A large color photo
story on the cover of alocal publication featured other CSA farmers (1999, The Forum).
Two sustainable farmer-oriented newd etters with readers in the Dakotas and Minnesota,
described the organic growers' marketing project (1999, Northern Plains Sustainable
Agriculture Society Newsletter). All of these print pieces are included in this report’s
appendix.

Promotion of the farmers' market included a weekly newspaper ad in the metro-areas
largest newspaper, The Forum (appendix) as well as daily announcements on the loca
public radio station, Prairie Public Broadcasting. Because of the project, one CSA farm
is being profiled for an NDSU Extension publication on local farm marketing (North
Dakota State University).

The project was featured at two conferences for farmers. It was presented to about
seventy-five participants at the NPSAS summer festival, and also at SARE’ s Innovative
Marketing Strategies Conference in Lincoln, NE, in November 1999.

6) Potential Contributions

Improving producers skills has had and will continue to have a crucial impact.
For instance, in 1999 one farmer learned how to grow tomatoes and peppersin a
greenhouse, consequently he was able to provide more of his popular crops to his CSA
members as well as customers at the farmers market and other farm stands. He also
shared that technigue with other growers. In another instance, a producer is raising beds
to provide crops with better drainage and warmer soil, which promises to improve
produce quality and value. Weed control is another skill CSA farmers are studying.
Using educational materials provided through this project: a video on no-till vegetables,
SARE's handbook Cover Cropping, and the handbook Stedl in the Field, producers are
working to control weeds with cover crops and cultivation.
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7) Economic Analysis

This project made significant financial impact for five growersin 1999, and a
modest impact for about eight others. 1t made significant impact by helping five growers
make between $2,000 and $10,000 in additional salesapiece. Since these growers have
relatively low gross incomes, that represents significant growth. This project made a
more modest impact on the eight other growers by increasing their sales by less than
$1,000 a piece. However, some of those growers, just beginners at selling to the public,
were impacted more than the numbers might suggest. All totaled, the project increased
producers sales by about $49,000 in 1999.

Inroads were made through this project so in the future, organic growers will be
ableto profit if they meet the public’s expectations. If they don’t, organic growersin
Californiawill continue to benefit, asis the case locally in 2001.

8) Farmer adoption, impact, involvement

Eleven farmers participated directly in this project’s marketing efforts, five of
those participated on an intense, long-term basis, committing about 600 hundred of hours
of labor and about $3,000 dollars in supplies and expenses. Three participating farmers
handed out promotional materials to consumers at alocal trade show entitled Women's
Showecase (appendix, p. 17); five contributed food and labor to the “Organic Harvest”
meal; about eight came to three mid-winter planning meetings, five went to the Upper
Midwest Organic Farming Conference; four regularly marketed their products at the
farmers market; three coordinated their sales to grocery stores; and about six participating
farmers showed interest in forming a marketing co-op following the completion of this
project.

Farmers improved many of their production, as well as marketing practices, asa
result of this project. The farm tours allowed farmers the opportunity to learn from each
other’s practices, i.e., growing greenhouse tomatoes and better cultivation methods, as
well as each other’ s machinery and operations. Washing and packing methods were aso
discussed and improved as aresult. Farmers product display and marketing improved by
seeing others' methods. Farmers learned and discussed much at the conference. In our
1999 year-end survey, most farmers said they felt there is “great need” for farmersto
work together on local marketing and said they found the marketing project “helpful” or
“very helpful”.

Our project demonstrated that through cooperating, small, sustainable farmers can
market their unique products despite the increasing integration of the food system.
Consumers still prefer the taste of home-grown tomatoes and other produce; and a
number of consumers are concerned with how their food is grown. People will buy from
small farmers, if the farmers work together and make shopping easier for the customer.

Small farmers should stop perceiving other small farmers as their competition.
Instead, what they are really competing against is the conventional food system and the
attitudes upon which it depends. According to the project leader, the organic growers are
competing against Dole, Del Monte, a handful of California lettuce growers, and peoples
desire to spend as little money and time on their food as possible. Give consumers a
reason to eat well, and eat thoughtfully, and the organic growers will have won the real
“marketing” battle. Small farmers need to work together to build an alternative
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marketing system that makes this kind of food culture not only possible, but practical.
Farmers' markets, CSAs, farm stands and small sections of the produce section are where
consumers will be able to directly participate in and prosper from this culture. Inaworld
dominated by trans-national food corporations, and ever-growing farms, this aternative
marketing system will seem modest, even miniscule. But the importance of this food
system liesnot inits scale, but in its promise.

9) Involvement of other audiences

Through outreach and the farmers market, this project contacted hundreds of
people and educated them about the farm products and organic farm methods. For
instance, hundreds of people at a consumers' tradeshow (Women's Showcase) were
surveyed in Fargo. A sample of that audience was surveyed to ascertain their perceptions
about, and preferences for organic foods (1999, Braun). A copy of the highlights of that
survey isincluded in the appendix (p. 40-45).

At the weekly farmers market, held from June to late October in 1999, the
growers met hundreds of interested consumers on aregular basis. Because the growers
advertised the market as featuring local, organic products, they invited dial ogue with
consumers about their food and farming concerns. Identifying the products in this way
appears to be one of the best ways to start dialogue with consumers. Also, in the Fall of
1998, farmers sponsored and prepared a meal at a Fargo café featuring local organic
foods. About one hundred people attended that meal. In the Summer of 1999, NPSAS
and local farmers set up a booth at the Fargo Park District’ s “Farming in the Park” event,
working to educate parents and their children about local and organic foods systems.
About 250 people were reached through that event. And finally, one farm held an
heirloom tomato tasting party in September 1999 with about 30 people in attendance.

10) Reflections from the Project Leader

1. Remember that grocery stores have their own needs and concerns.
Learn what they are, and then see if you can address them.

2. Go to the top when approaching a grocery store chain. The produce manager in the
local store is concerned about day-to-day practicalities, whereas the regiona produce
manager or chain manager is more likely to see produce as a marketing tool that can
attract high-end customers that will keep them coming back. Also, if the bossis
interested in organics, the produce manager is going to try harder at selling strawberries
that spoil faster, lettuce that needs to be separated, potatoes that sprout, etc.

3. Organize the growers and market them as a group with a weekly availability list
faxed to participating grocery stores.

4. Don't deliver the group’ s produce together, instead insist that participating growers
deliver what and when they said they would to grocers.
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5. Get good quality in-store labels, signs, and other promotional materials from groups
like the Organic Alliancein St. Paul, MN.

6. Avoid growing loss leader crops like sweet corn or pumpkins unless your stores
commit to buying yours at a good price, in sufficient numbers, and you can trust their
word to follow through with the purchase.

7. Start early. Fall isthe best time to start working with growers and grocers for
deliveries promised the following summer.

8. Don't bother to do general market research. It's already been done and it all shows the
same results, namely, enough people will pay a premium of 20% to 40% for organically
grown produce if it's attractive, the supply is dependable, its convenient to buy, and they
are educated on the merits of organic food.

9. Specific market research for your area is important, however. Remember to think like
acustomer, not afarmer. What do your customers want? How do they want it? Where
do they want to buy your produce? How often do they want to buy it? When do they
want to buy it?

10. Stop by and chat with the produce managers. They'll never call you. The produce
industry istight in the sense that it's dominated by individua brokers buying and selling
increasingly larger proportions of vegetables. Y ou need to act like you respect and care
about your buyers. It may be in their economic interest to buy from you and your
growers, but never take them for granted.

11. Get your friends and organic aliesto talk to the produce managers. Hardly anyone
does, except to complain. Many produce managers base their entire perception of the
vegetables and fruit industry on their first-hand experience, and if no one says they want
organic food, far too many managers conclude that no one wantsit. In contrast, if afew
customers go up to them and ask for it, they may conclude that lots of people want it.

12. Remember to consider class and educational differences. Generally speaking,
because of their economic status and high school education, producer managers may not
have the same perception of organic food as the more, successful organic customer. To
most produce managers, fruits and vegetables carry none of the social, political and
ecological connotations that matter to today’ s organic customer.

13. Emphasize that your produceisloca. Most customers respond to that, because it
implies freshness, so you need to distinguish your items from the produce from
Cdlifornia, Florida, or Mexico. Many customers will support local growers over
outsidersif the product is as good or better than the competition.

11) Areas Needing Further Study

We found a number of areas that need further study. Oneis the need to find ways
for small organic farmersto buy and use industry-standard labels, with PLU numbers,
and packaging in order to preserve their products’ identity in grocery stores. The only
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economical way to purchase such labels now isin large quantities (500,000 or more).
What small organic produce growers need is a broker of sorts who can re-sell PLU labels
to them at reasonable prices. Larson contacted Angela Stearns, marketing director of the
Organic Alliance, about that need and ways the Organic Alliance might assist.

Secondly, the growers need data on the effectiveness of different kinds of
advertising (i.e., the importance of using a combination of radio, newspaper, portable
signs, etc.) in promoting farm stands, farmers markets and sustainable/organic products.
Also, they need to better understand how to encourage word-of-mouth advertising --
encouraging customers to recruit other potential customers

Finally, the growers encountered arange of topics that deserve further study:

1 Pricing remains a difficult area for small growers because most
Cconsumers use grocery store prices as a benchmark, but large
conventiona growers enjoy technological, economic and
climatological advantages over small Midwestern growers, and
as the Red River Organic Growers encountered, grocery stores
sometimes use produce as a loss |eader.

2. In terms of production, weed control and crop protection from
diseases, e.g., blight on potatoes, are perennial problems.
3. Some growers reported problems in recruiting and keeping

workers, atopic that could be addressed by compiling other
growers successful recruiting and labor management practices.
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Ben Larson, Project Coordinator
Ag. Econ, Depart., P.O. Box 5636, MRSV
Fargo, MD 58108-3636

fax: 701,231,7400, phone: 701.231. 7468
benlarsond@fm-net.com

ORGANIC MARKETING PROJECT HIGHLIGHTS

Who we are
W are a group of organic family farmers locared arcund Fargo-Moodhead and throughout Nosth Dakota
and Minnesota We prow a wide vagety of crops, including fresh produce, meats, grains and valuc-added
products. As organic farmers, we strive to provide good value to consumers while protecing the
envircament. To ug, “organic” means foods that are healthy, great tasting and earth-friendly.

What Qur Goals Are

We want to increase sales of organic foods in Fargo-Moodwead. Nationwide, osganic Foods are ane of the
hotest trends in the food industry, growing over 20% a year for the lase five years. At this rare, organics
are guing mainstream--and represent an expanding market to retailess. We know that consumess i
Fargo-Moorhead would be interested in organics, too, if they were available on a reliable basis. Wi seek
t reach the growing sepment of mainstream consumers who desire high-qualiry, earth- friendly foods, but
who don't have the ame o search all over town for them.

What Our Plan Is
As farmers, we know that to successfully market organics in Fargo-Moochead, we will need to wok
closely with a retailer who forms the key link in the local food chain, Success will take much more than
simply growing and delivering the products. Firat, we will survey customers to determine what kinds of
organic products they want. At the same time, we as farmers we will carefully plan our praduction 30 a8
to eosure 3 relisble supply. Then we will advertise the avalability of the organic peoducts and finally,
when customers are in the stoze, we will offer them samples and point-of-sale information about orguics.

What Resources We Have
O effort is supported with & grant of over §40,000 from the USDA (Sustzinzble Agriculture Research
and Extension program) that 1s being directed by Dir. Davad Watt, Departmeat of Agricultural Eco
nomics at NDSU, Geant suppoet will fund our market research, adve rising, in-store promotions, etc.
Consultation in marketing, consumer education and media outreach is being provided by the Crganic
Allisnce, which has suceessfully promoted organics in the Twin Cities. The Northem Plains Sustainable
Agriculture Sociery (NPSAS) will coordinate rural farmers seeking to market their products in Fargo-
Moodhead.

Red River Organic Growers' flier given out at Fargo-Moorhead grocery stores and the
Farmers Market, 1999.
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Farmers’ Forum

Famu Spoman

Frouy, Juuy 23, 1999
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in the fromt ward

Uy, i @Pew 1p om A b
farm near Fergua Falle, has worked
as a Grephound driver and hybrid
sunflower gwwr Moo he wiorks the
farmn and mkes varioue jobs m the
wrinier, Sharcs i g learning desabili
ties adde in Moorhead

When they moved here in 1478,
prowing comeceen ahout insecticides
made themn chaoee chemical free gar
dening. Bowver, they are not sure if

Nature’s way best, cou

The Farum

GLYNDCH, Minn. - As Owen
Slveriaon works his arganic wag-
etable stand in the Gethsemane

SE:'II"E Praffie Ganden can ever be
odticlally certified organic.

The fields are sumrounded by com
merclal farmers who use chemicals
regularly Crop disters buze avar.

A Crren plamts his spring pas-
105,

Crganic cemification often Maqsires
a 3-Tood chemnscal-fres huffer zone,
The Sivertsans do not hava thas clear
ance everywhere, and i wonld be ton
expaneive to rent adioiming sfce

Either way, the Stversons will wse
arganic methods

Thig seasan they ame fphning
wionds, meatly with a kae, Whees
FEatadn bups atack egaplanis, they am
picked aff by hand.

This grmmer, they bangted their
1000 teimatn planes seith & layer of
tindl plasticio sHmulace faster Eravath
Dwien veould also Nk 1o rry mose
@ratind-eover crops. such as oo, for
e conlral.

The Sivertznns recantly buily g pec:
il greenbeosse to ourend thelr grow

i and
Sharan
Siwertson,
shown with
thedr dog
§ Tullulah,
tarm

organic
8l vegatalles
mortheast of
Giyndan.
The pro-
duc is
celivered
wenhkly to
sharahald-

finds

it s=axon from Febrisary o Nowsm:

B,

Their 70 subscription custamers
Invest $250 2ach ar thi be@inning of
the spanan and recalve @ wekly
share af the yiekl The Siversons
pack the veggies In 5 gallon Durger
Eing pickle fers and dediver them
wreslkly,

Thee farm affars solad greens, comn,
bemans, peas, pataices, onions, mel-
ons, squash, pumpkins, basil, pep
pers and tomaines.

Cwen anld gueryene peis thetr
maney's warth in the end compared
1o the grocery o price.

They've tapped a renewed interest
ir local food aupplies and chemical
iree pradace

The bigaest throat o bustness is an
increasing numbes of people wha
dan't eat v aldes.

“Feople ralk abiut how thear kids
WOTL T eat iL” Owen exid. uhawﬂu
bead. =1 el thvms: ¥ou don't et thens
get hangry erangh,

The Forum July 23, 1999, Farmers Forum, p. 1, Fargo, ND.
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Organic produce program tai(e& root
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NPSAS Submits Comments to USDA on “Issue Papers”

USDA published three “lssue Papers”™
in the Federal Register asking for com-
ments from the prganic industry and the
public concerning hivestock confinement,
the use of antibiotics and parasiticides, and
ermination of certification by private cer-
tfiers. The NPSAS Organic Standards
Task Force developed positions on each of
the issnes, These posiions were submit-
ted 1o the USDA and sent out to NPSAS
membersencouraging them tosubmit com-
ments. -

Lasue Paper #1 deall with the issee of
livestock confingment in ofganic produc-
tion ‘systems, In this paper the USDA
asked if livestock confinement should bé
allowed and if sounder what specific con-
ditions. USDA proposed [our opticns for
dealing with this issue, The first was to
rerain the “current” language (of the orige-
nal proposed natonal organic standards
published December 19973, bul elaborate
an s mntent,

USDA’s second proposed option was
e establishment of animal space require-
ments in animal feeding operations and
option 3 entailed the establishment of re-

quirements for access to pastore, NPSAS
ook the position that the current langliage
needs i be changed 1o include all of the

NOSE recommendations a5 haseline con-

_ditioms on aeimal confinemen. Nore of

these requeirenents by e selves e subsel-
tute for the full NOSE recomumendations.

The final option proposed by the USDA
COMCErning livestock conceniration was that
"pasture-raised.” "lree-ranpe” of "never
confined in a fecdlot” not be requirements
for certification but be additional label
claims that could be tacked on o the “or-
ganic” Igbel, This lower organic standard
i mol acceptable. These claims are all
Imporfand Componetis of an orpanic pro-
duction system and NOFE'S regommenda-
tions; they must be part of the standards
and certification.  However, the right aof
publec or private cerlification agencies i
certify o a higher siandard gnd moke gd-
ditigmal label claims must be upheld, The
national orpanic standard canret be a
i meme Slandird, i

Issue Paper #2, eniitled “The Use of
Antibiotics and Parasiicides in Organic
Livestock Production™ proposed three

options. NPSAS found none of the options
acceprable in and of themaelves. Showld
antibioticy be- necessary lo reslore an
animal’ shealthvwhen organicmethods have
proven inndequate, the anibiotics st be
adminisiered. However, ax the NOSB kas
recommended, “thereafier the animal
cannat be wsed for erpanic production,
Regarding parasitictdes, NPSAS s position
isthat parasiticides are syntheric molerials
and sheuld not e allowed in an organic
production system.

Finally, Issue Paper #3 addressed the
termanabon of certification by private cer-
nfigrs. USDA contends that there is no
legal mechanism toallow private certifiers
to-decertify and only the USDA can doso,
MPEAS mrinraing thet the DDA role is
that of an acereditor of certificanion orga-
rizarions. The certjfication argamzalions
st both certify and decertifv in order o
ingure the inteyrity of arganic cerfificuiton
and protect the public from fraud,

The deadling for submission of com-
ments on these issue papers was December
15th. NPSAS's foll letter to the USDMA is
on file at the NPSAS office.

Northern Plains Sustainable Agriculture Society (NPSAS) Newdletter, January 1999,
Fullerton, ND, p. 3.
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Organics Showcased in F-M Area

Increasing the visibiliny and availability
oforganically produced foods in the Fargo-
Monrhead medrepolitan area bas been the
goal of & yeor long project funded by the
Sustainable Agrcoliure Besearch amd Edu-
cition (SARE) Program.

Representatives of NP5 AS setopabooth
along with the Red River Growees, an
orpganic prodoce growers groap based in
the Fargoanca, during Women's Showcase
at the Farge Dome in Aprl. The booth
feamred samplesof orgamic lemb chili and
redst leg of lamb served cold with a rhu-
barh glaze. Both entrees were prepared by
MNPSAS boand members, Diane Schill and
Janct Facohson, Samples of organic pro-
duce and snacks were also served, The day
leng event provided NPSAS and grganics
pood cuposure o the public with over
10, wromnien in atlendance.

A survey was alio carmed oul dunng the
course of the event. With the help of re.
searchers from Moorh esd Sue University's
Small Business Develop Center, students
randomly inerviewed attendees wdevelop
a betier understanding of consumers” per-
ceplaions and attitudes toward organic prod-
uets. Highlighis of the results were that
BN% of the peopbs who had purchased
organic fooxt in the 1ast three months said
they were salisfied and would parchase it
again. A surprisingly high number of re-
spondents said they had purchased oroanic
food in thi last theee months.

In July NPSAS worked with the Fargo
Park District o provide scivities and adi-
catipnal infromation during anevent calied
“Let's GoFarming.” NFSAS setup abooth
on onganic agricultare with information
and literature explaining what organic
means and where families can purchase
crganically produced foods. In addition,
folks were encouraged k0 sign up for a
directory outlining where they conld pur-
chase organically prodaced meats, pro-
duce and other iwms discctly from the

farm. (Forinfermation on listing yoos farm
in this directory, pleass contact the office
mmediately as the direclory will go w
print the first part of August.}

The two day event inclhaded hands-on

. demonstrations on making buiter and ice

crean, & petting zoo with a vanety of Lim
animals, Johs Deerc raciors from 1935
amid 1995, aztate historscal society display,
and our own NPSAS members helping
children and their parenis plant bean and
[owes sekds. Manning the booth on Saher-
[Comiinieed on frage 41

Northern Plains Sustainable Agriculture Society (NPSAS) newdletter, July 1999,
Fullerton, ND, vol. 19, no. 3, p. 1.
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Genetic Heritage, (Continued from front page)

over thousands of years, Thesa choices are
represented in the genetic material that
they chose to conserve, becanse they
thought it was good. This genstic heritage
is valuable and should be conserved, but it
is also important to conserve e idea that
it represents — that cach of us can influ-
_ence the futare by shaping the plants that

will sustain us and our children, Weneed o

save people who save seeds even more
than we need o save germplasm.”
NESAS members Don Vig (ND), David
Podoll (WD), Tom Tomas (NE) and pro-
gram assistant Tonya Haigh (SD) attended
a July 10ih farm tour of The Grain Place
near Marquette, Nebraska, to learn more
about on-farm seed saving and breeding.

Tom Thomas was a speaker, explaining

why be thought farmers need o begin
saving their own seeds for replanting,
Dr, Raoul Robinson also spoke at the
event, sharing his ideas aboul farmers under-
taking an on-farm breeding project with any
crop — b improve its resistance o disesse
and 115 performance onder sitc-specific con-
ditions, and to create new non-GMO seed
vancties which could be sold to others.

In & tour of The Grain Place's farm,
Mike Herman showed plots of open-polli-
nated field com, which he has been work-
ing to improve over the last couple of
years by hand-selecting the plants and the
kernels of corn that he considers superior.
Traits Mikelooks for include stalk strength,

‘as well as specific seed quality markers,

Five members also shared their experi-
ence with seed saving at NPSAS's Sum-
mer S ympostumon June 2 Tth, Diane Schill
explained in the workshop bow she and
her hushamnd have addressed the problem
of the high cost of some crop seed. This
year they planted small plots of some
crops specifically for saving seed, which
they will then plant next year [or a full
crop. David Podoll and Diane further ex-
plained their methods for saving seed on
an agricultural level. They simply harvest
their crops, put them through on-fam
cleaners, and select the heaviest seed for
replanting. Selecting the heaviest seed
leads (o annual improvements in the crop.

Digvid soggested that if farmers are
interested in improving specific mraits in
their crops, such as lack of lodging, they

could also go inte the field at the appropn-
ate time and mark the plants that best meet
the goal. These plants could he hand har-
vested before the rest, and again the heaw-
gst seed should be selecied.

Tom Tomas and Brad Brommond ex-.
plained that at garden level, seed saving i is
gven easier, They justkeep a few fruils from
plants that perdfiorm the best in their gardens
and produce the best tasting food, and lel
thoge froits and sceds dpen. Somc seods,
such as tomato seeds or watermelon secds,
are ready for harvesting at the same time as
the fruit is ready weat, sothe seed saver can
taste test before deciding which seeds 1o
2A¥E,

Tom suggested having a watermelon
eating party and setting out multiphe buck-
ets for spilting seeds into, Onebucket would
be for spitting the seeds from the walermel-
ons that the guests thought tasted the best
Easy! Other veggies, such as cocnmbers o
lettnee, require [eiing the plants griny past
the point of prime ealing before the seeds
are fully developed.

{ Continued on page 15)

—_— | —

Northern Plains Sustainable Agriculture Society (NPSAS) newsdletter, July 1999,
Fullerton, ND, vol. 19, no. 3, p. 4.
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Agriculture in transition

Breaking The

onds Of Tradition

By Skipe Winod

called Land Tordan, rector of

Corporite Communications for

Cenex Harvest Stoes, and tokd
her T wanted fo talk with someons
wha could tell me what agricul-
ure would be like in the next
millennium. She gave a hearty
langh end sabd, “Call us when you
fiel owal”

ikay, 5o U simpossible to know
Lo sure whedt Lies aroand (he cen-
fury’s turn, but we know change
iz insvitable, and some of the
higgest changes have already
begun. Genetic engineering the
race for vertical intezration, the
-t [msues in our cureent far
crisis, the oulkoek for the Tamily
farm, new idens and trends ..
these are huge topics, each of
which could Rll velumes, ket alone
one magaine article,

Undemted, here's our partial
list, owrc discussion
of changes reshaping the rural

CUTSOTY
OO

Genetic Engineering,
Despite Consumer Concerns

ft's a yomng industry that's
already huge, The Gen Directory,
a hlotech directory published by
Genetic Engineering News, lists
3, 5000 cempsanics directly or indi-
rectly Lnwolved with genetlc cogl-
neering. This year's edition added
w00 Tistings. Alrcady, 33% of the
corn wnd 44% of the soybeans
planted in the LS. are genctically
engineered [or pest control or her-
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hicide resistance - up [rom (M in
19493, In the future, we conbd see
crops that treat ailments, act as
vaeeines, last bonger on the shell,

harvest earlier. and  increg
vields. The possibilities are
unlbmited

Also seemingly unlimited are
the nuiber of [nternet Web pages
devoted o concerns ahout genelic
ehgineering. Will pest-resistant
plants kill too many good bugs?
Will suchs plants ghve tise 1o pests
resistant to contrel? Will pollen
from genetically enginecrad crops
pass traits o other varletivs: Conald
an epidemic of food all
peeur; How those fears balance
writh setentific development Is one
of the big wild cards of the next
i llenium,

Dwight Aakre, NISU Exfension
parm Management Economist,
says the impact of genetle Engi-
necring cowld b uite astound-
ing, but the controversics can't be
digcounted. A large sector of the
world's population is very reluc
tant to purchase genetlcally engi-
neerel commuoditios.” says Askre.
This is particularly traein Europe.
where labelisng b required for foods
with genetically enginecred ingre-
dients, & Beitlsh poll this spring
found that & out of 10 shoppers
would switch supermarkets to
avoid genetically modified food.
Already, some LS, graln terminals
won'l take genetieally engineercd
crops that aven'tapproved for use

ies
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in Burope, There s alsy coneern
that a two-ther price system could
develog

There's kess uproar in the s,
where no labeling 15 required.
post ol us cat genetically nodified
foodl datly, However, the debates
ahoul genetic engineering and
labeling are bound g grow as
mire genetically modified prod
petsreach the marketplace. Aakee
sirys there's a0 assumption made
b the big agribusinesses that the
pubbic will getoweT i r
support genetic modification. bt
he's not convineed Lhat assump-
tiom will hold true.

8n, ure businesses that make a
play in the genetle marketplace
making a mistake? Mark Dillon.
pxecutive vice president at Golden

Lince Lo

Growers  Cooperatlve,  says il

there's a mistake being made, its
probably in fuiling io communi-
eate adequately with consumers,
1 think time will show that these
IZ?'FJ.II!H"-'U- are sate.” He feels the
oppesition in Furope isn'l really
abeurt food safety, He says it's a
trandde: bssue, “protecting other pro-
dueers from suddenly very aggres
sive trade oppertunities by the
country  of origin  for  these
products.”

Traceability ... Instead Of Organic
Puhblic opposition might slow
the pace of genetic engineering.
bt it apgears unlikely to stop it 5o
as more and more products get
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developed with special traits, there
comes a need to rack these com-
maodities from the fleld 1o the gro-
cery store. The wheat that lights
arthritis, or the beans that lower
cholesteral, can't be mixed with
the regular crops at the elevator,
The demand for traceablility
extends to nonmodified crops as
well, Dilloa calls it “prescription
agriculture. wherahy spectfic vari-
elies are needed for specific con-
sumer goods. “More and more of
the characteristics a processor

wwismanthizmag.com

wanls |5 going to be bired Into the
grain,” says Dillon.

MWoel Bstenson, Cenex Harvast
States CEQ, says, “With identity-
preserved grain, weneed an infor-
mation svstem that will teack that
grain from the time it i= planted in
the ground until it eods up in the
processors’ kands or maybe even
in the gprocery stare. ™ His company
hwpes toroll oul a prototype track-
ing sy=tem at the annual stock-

haobders meating in December.

sy smanbizrmag.com

Contracting For Premium Prices

As consumer demand and
genctic enginecring turn histori-
cally generic crops e specialty
craps, and as the ability to trace
these crops peks easicr, coniracting
becomes more important, Dillon
speculates that contracting could
claim 1t 30 peccent of the com-
maodity market i a few vears - ap
from almost sero not too long ago.
And the contract 15 Mkely 1o cover
much mere than just seed, “The

fertilization, the chemical treat-
ment. a lot of those things could
be dictated by the contract.” says
Dillon.

Sowill contracting — with the
premium it includes — be good for
farmers: Mark Watne farms near
Velva and has had & few commaod-
ity contracts. He says theyve typ-
ically bean  pretity  reasonable
contracts. but that farmers tend to
bid for them. “What starts out as
a seemingly pood concept. 2oomn
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becomes not much more thar
what the commodity marke
would deliver when you haw
added expenses in keeping the
product separte [rom the rest.”
He says 1t all depends on how the
contracts are wrtten. I the com:
pany shares the risk, he savs the
contracts lnok much hetter]
Economist Azkre sayvs (armer:
need to nrove (o the position: the
il @ contracl price isn't gooc
enogh. frmers refuse to produce
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at all. He acknowledges that such
supply side conirol s 8 real hurdle.
While other industries routinely
control supply, i's been almost
impossible with the independence

found in agriculture. ~The love of

independence i a great asset, but
it's alzo one of the biggest reasons
for failure," =ays Ankre.

The Race For Vertical Integration

‘ertical integration refers to
companies  hecoming  invnlved
with evervihing from planting to
retail. What Tvson Foods did
decades age with chicken - cown-
g evervihing from che egg to the
final supermarkel product - is an
advanced example. Estenson says
the hog industry is consolidating
and integrating In much the shme
way. “And in observing the muldi-
natlonals, Cargill, A, '3 hap-
pening in grain.” says Estenson.
“"They are golng to the farmer and
saying we can offer you the eredit,
the fertllizer, evervihing on the
input side, and we'll do the mar-
keting lor you.”™

This isn't just happening from
the top dewn, Farmer co-ops lke
Estenson s are alse working on
vertical Integration. The recently
anneunced merger of Cenex
Harvest States and  Farmland
Inddustries 15 a case in point. "We
will grow value for the larmer by
heing that link hetwesen the pro-
ducer and the consumer.” =says
Estensomn.

“It's a race for ownership.”
observes Watne, “inio that -
cessing, Into the developing nichic
produets - bdenthiy preserved and
penetics, 1T [armers could own
that, 1 actually think that we
would maintain people on the
land, and the family farm would
prodably survive, [§ ndustey does
it. then [ don't think the family
[rm survives,'

The Family Farm's Future

The maove ta get blgger and tio
besome maore efficient 15 hardly a
new trend. As Dillon putsit, "The
social structure in roral America
has been changlng  since
Columbus landed, ™ He says there's
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*It's @ way)... to get into agriculture without
having to spending a lot of money."”

a bot of good in the sechal stracnire
of pural Arnenca and a kot worth
saving, but “the Tocus will not be
somuch on preventing change.
bt rather adapting to change that
will happen anywayr In ways
where prople can be successful
and st enjov the quality ol lile.”

The pace of this change is par-
ticularly high right now, thanks to
the current farm orisls. Bob
Schneider of the Job Service office
In Dickinson, NI¥ says there are
1,408} Morth Dakota farmers tha
currently  can’t  meet  their
XTSRS,

While the crisis is in parl a
short-term sitaation — the Asian
eronomic woes horting demand
just as |.'lu|!|:|pn_"|‘ CEOa iz LU Eup-
phy = it's alsa deivenn by new trends,
Aakre says some areas of apricul-
ture have lost the potential for

—Ben Larson

proft from production. He says
dormirration by & fow Targe compa-
nie=s has pushed the profit totally
into the processing sector, “lt's
market power.” sive Aakre, “The
agribusiness community  has
exerfed marked power. amd the
individual producers have been
unable o Mght back.”

Ancther cloud on the horizon
Is the promlse of huge production
atvanoss in other countries, Noel
Estenscn made a trip to South
America in February, He says al
least 50 million acres will come
into production in the next 10
years. Some reports pat Lhe polen-
ttal for new ceopland as high as
208 million acres. To put such
lafty fgures in perspective, con-
sider that the United States has
less than 270 million total acres in
production. Consegquently, even as
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the Asian economy makes a come-
hack. Fstenson doesn't think the
long-term picture for commodity
prices is pood.

Even [urther into the next cen-
tury looms the prospect of global
warming. I that comes te pass.
vast amounts ol land could
become suitable for planting in
Canada and Russia.

Will the family farm survive:
Farmer Mark Watne savs, like it or
not, the lifestyle of a family work-
ing the farm as their sole source of
employment is for the most part
already gone. He says it's a matter
of how many of-farm jobs are
necded “just 1o supply the lamily
living while the farm stands
alone.” Beonomist Aakre agrees.
He sees mid-sized farms becomimg
part-time farms. “The middle is a
difficult place e stay,” says Aakre.

The aliernative is to grow inta
something more than a family
[arm, but Watne says that more
and more he hears farmers talk
about their comfort level, remaln-
ing at a size the family can man-
age, while holding down other
jobs, Instead of buving more land,
they are investing in the vertical
integration through co-ops or
olbier investments,

Small Farm Revival

While the midsized farm strug-
gles. there's been a revival of soris
fior the smallest of Farms that stay
away [rom the commodity crops,
apting for fresh produce, Mowers.
and specialized niche items. Ag
Eoonomist Dwight Aakre savs it's
a part of the market where the
Independent-minded person can
sl rebgm.

These farms. which are tvpl-
cally 300 acres or less, grow vari-
edies bred for taste, not for shipping
and handling. Like midsize farms.
the owners of market farms usu-
altv have off-farm incomes, Bui
unlike midsize farms, thelr num-
bers are growing. up by two mil-
liomn farms in the last 20 vears. Ben
Larson and Isis Stark recently
reppened the historic Old Trail
Market just north of Moorhead.
Larson calls himsell a market gar-
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dener. “I1°s a way for people to get
into agriculture without having to
spend & lot of money” savs
Larson. “Tt's a trend [ see continu-
ing. [t provides a lifestyle a b of us
IHke.”™

He says there's a desire among
the public for something other
than the standard offerings at the
grocery store, Large operators
can'l take a chance with unusual
variefies, but for the market gar-
dener. it's standard Fare,

Many of these markei farms
are organic, capitalizing on a
demand that has grown by 200%
every year in the last 7 years asthe
public responds nol ooly to the
quality. but to the environmental
sensitivity. Larson says organic
Fowsd bs pow 8 54 to 3 billion dollar
Irdustry,

Bt ekt gardening is not for
evervhody Aakre savs such direct
sales requires marketing skills and
people skills that are not impor-
tant when wholesaling (o eleva-
tors. “1 think that's probably the

bigppest single factor in determin-
Ing swccess or filure,” says Aakre.

Larson's marketing sirategy
includes subscriptions, wherehy
customers pay in advance for a
share of the crop. A full share citi-
tles a customer to a bushel of pro-
duee every week [rom June to
Dtober. Larson says the subserip-
tion business accounts for as
much az one-third of his business.

The Old Tratl Market can trace
its history back to the 1860s. It
closed about 20} years ago. In
reopening, perhaps it proves the
adage that even in agriculture, the
maore things change, the more
things stay the same.

{Skip Wod is a reporter! prodicer
for Prairie Mews Service, He alse
freelarees ag a writer, TV producer
ardd peililicise. Before striking ot on
fais o, Wood spent 22 gpers ot
KX]B-TV Int Fargo as news pra-
ducer He car B reactied at
skipimpol.org)
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3) Interviews conducted by Kathy Coyle, Quentin Burdick Center for Cooper atives,
North Dakota State University, Fargo, ND

Theresa Podoll, executive director, Northern Plains Sustainable Agriculture Society
(NPSAS), interviewed January 5, 2001.

What was your overall reaction to the organic marketing project?
It was Ben Larson’sideato do the project. He played the lead role. He was the most
committed and perhaps the others didn’t pick up on it.

When they talked at the winter conference of NPSAS about alliances, it may give insight
in how other members viewed the project. If one person can sell the others, it may
continue but if the other growers don’t buy into the dream, the project fails after that one
person leaves (which Ben did). Y ou need more than one person being the spark plug.

I’m sure there is more to setting up an alliance than | know at this point, she said. It
needs to be structured properly. The Extension Service in ND has been working on
alliances through marketplace last year, Rudy Radke. NPSAS and Extension have been
working on it and Rura Studies Enhancing Local Food Systems for Sustainable Regional
Development has a workbook that Ben was actually doing some work on. The three
entities will be doing another round of those. A contact person is Tom Hanson, Minot
Research Extension Center, Sustainable Ag Coordinator for the Land Grant Universities
in the Dakotas. He's been working with a woman near Minot, who grows vegetablesin
the corners of her non-irrigated field corners and has marketed them to Minot stores.
She' s working with one more producer, with the help of a SARE producer grant.

There are producers across the state who couldn’t participate in the Fargo project because
of distance and transportation but it spawned the idea of doing afarmers market director
and the NPSAS directory in connection with the North Dakota Department of Agriculture
which was a direct affect of Ben Larson’s project.

In South Dakota they worked with Rural Action, a non-profit which also did a directory
that is on the NPSAS web site. Consumers can go to that web site to find growers who
would like to sell to them directly. Potential customers are currently looking at local
farmers markets but can’'t find all they want so via this web site, they may find what
they want. For instance, Golden Flax.

What advice do you have? Thereis aneed to provide an increase variety to consumers
rather than just fruits and vegetables. Meat for exampleis on the web site. Y ou can buy
it in quarters, halves, you can buy chickens that have been processed on the farm and
pork. Meat isusualy not sold at the farmers market. The ND State Ag Dept. publishes
the farmers market directory.

How do people find out about this? NPSAS did a press campaign for its web site and
local foods available for holiday meals.

Was there a response? NPSAS has not asked producers if they have gotten calls or
noticed increased sales.
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She does not have alist of people involved in the Larson project. | asked what her
involvement was since Ben told me she received some of the grant money and was
contracted to do some work for him. She said she just gave Ben alist of NPSAS people
to call. She went to the initial meetings that Ben held in the winter and got some of her
members to attend those, as well. She and Ben talked several times. He was frustrated
trying to get the growers involved but she said if he pushed, he would only get them for a
short time. Instead only the committed ones would be worthy partners.

Most producers are grain farmers, not vegetable. They don’t even feed themselves, she
said, let done their local community. They are into raising hundreds of heads of cattle
and large volumes of wheat. So the local food concept is foreign to them. In Wisconsin,
the farmers are smaller so its more workable. 6-10 quarters of land in ND. This may be
aniche market for producers, but you’ ve got to sell the farmers on that first. Y oung
producers with limited capital may enter into farming this way.

Ben Larson’s organic farm, Grazeland, was in part a CSA (Community Supported
Agriculture) and afarmers market. She doesn’'t know how successful he was doing that
here but he did it successfully near Minneapolis before moving to rural Moorhead.

Was it subscription farming with people buying in early and receiving a portion of the
crop each week? Ask Ben, she said.

Ben asked her if producers would like to sell meat directly through the farmers market.
She doesn’t know if that happened and if so, what the percentage earned on that was, but
she does know that trying to set up meat salestook alot of Ben'stime and energy. It
may have reflected alack of professionalism and discipline on the part of the producers.
Theresa gave Ben three names of meat producers about mid-way through the summer,
after consumers asked for meat at the farmers' market. It had to be organic.

They — Larson, NPSAS members, and 4-H members -- worked with the Fargo Park
Didtrict and offered a program for the general public. They helped children plant tomato
and sguash seeds. As that was going on, parents looked at the NPSA'S organic farming
information and visited with she and others about the merits of such farming. Two adults
and three 4-H youth participated. The public was also told where and when the farmers
market was held. They reached about 171 children and 79 adults for atotal of 250
people.

What were some of the failings of the farmers market and sales in grocery stores?

She said most farmers don’'t spend a lot of time marketing. They just sell commodities.
Organic farming weeds out those not willing to sell because to be an organic farmer, you
also have to find your own market. At the same time that type of farming is very time
consuming and back breaking. Y ou aso have to do your paperwork to become certified
organic. You haveto sall to the public and many aren’t willing to do that, consequently
Hugh's Garden sells to brokers for growers.

This project asked producers who are already working full time to become
salesmen/woman — to market their own goods, she said. There may be a need for more
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loca middiemen. The alliance may have continued if enough money was there to hire a
point man to deal with grocers (which iswhat Ben did under this grant).

There are higher expectations by consumers for organic because they are paying more.
It's not just because they don’t want the pesticides. They want the status symbol of
buying organic, so the growers need to know that and produce that caliber of vegetable
and other items. However, organic farming is alot of hand level work so they get upset
when the public doesn’t want ill-formed produce. Perhaps the alliance is the answer.
Each grower can grow one item and you pool it together. It isvery labor intensive and
there are only so many man-hours in the day.

Produce manager interviewed January 26, 2001.

What was your overall reaction to the organic marketing project?

He said the SARE project was a good idea, but he wishes it had worked out.

All he got involved in was potatoes from alocal grower. He would definitely like to see
a steady, local supply of organic produce but it just isn’'t there, he said. Currently he buys
through Rust David, a Wadena, MN. wholesaler of organic food. He faxes Rust David a
week in advance and it is then faxed to a California distributor. They buy their dry goods
through SuperValu.

He believes there is growing interest on the part of his customers in organic produce.
They are stocking more items all the time at his store. Some aren’t feasible, however,
because they need misting and it gets confusing, putting them next to regular produce.
The checkout clerk finds pricing a challenge, not able to figure out which is organic and
whichisn't. People are willing to pay more to buy organic.

Currently he sells organic oranges, apples, celery, cauliflower, carrots, baby carrots,
broccoli, celery hearts, and potatoes. The potatoes are the only item produced locally.
That producer continues to contact him, even now after the SARE project. The store
continues to deal with that grower, however, the grocer had not heard from the grower for
over amonth, consequently, heis currently selling California organic potatoes. The local
potato is a good product but their Moorhead store hasn’t sold it because the produce
manager reportedly wants a steady supply. It also takes awhile for customers to learn of
the produce, be sold on it via word-of-mouth, and then it moves nicely. Which is the case
at his Fargo store.

The natural foods section manager in his store visits with customers one-on-one
regarding her offerings and then she encourages them to consider the fresh, organic
produce, aswell.

Where do you get a reliable supply of organic produce?

Earth Bound Organicsin Californiais not dwaysreliable either. Sometimes the grocer’s
trucks wait for two hours for their loads and that causes the drivers to have delays
elsawhere. Inthefall of 2000, they couldn’'t get a delivery every other week from CA.
Consequently, it is not only the local organic growers who are not consistent.
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Produce manager interviewed January 25, 2001.

What do you remember about the organic produce marketing project one and a half
years ago?

It didn’t really do anything, he said. 1’m not sure what happened, he added. He doesn’t
have awhole lot of people looking for organic produce. Since the project, he's started
carrying an organic peeled carrot, 3 organic salads, and one spinach but he said his store
islocated near many apartments and the older and young shoppers they attract don’t seem
interested in paying the extra money for organic produce. It may be different at the other
stores in Fargo that are located in residential areas dominated by single- family homes.

He said Ben struggled to get the farmers to cooperate. It was a hit and missdeal. You
weren't sureif you'd get acall back. Organic farmers appear to be very, very
independent. The customer isn’'t willing to pay the price the farmer wants. Ben was
suppose to be the go-between but couldn’t seem to get enough product. One farmer in
particular he called a*“ stinker” because he has no concept of the sale-ability of his
organic items. It hasto betop of thelineif the public is going to buy it. Shoppers are
picky and too often the farmer was inflexible, delivering product that had been sitting too
long and had defects.

Were there any good qualities about the project? What did you think of the organic
literature Ben provided? The literature was good, he said. The signage was aso good in
fact he thinks he still hasit. But organic produce isatough sell, he said. Also, if the
program doesn’t follow through, then it will be harder to accept it the second time
around. He quickly said, however, that heiswilling to try it again.

Produce manager interviewed January 26, 2001.

What was your overall reaction to the organic marketing project?

He said they are trying to get more organic growers to bridge the communication gap.
For instance he did not know of any organic melon producers until Ben Larson
introduced him to a grower from Tappen, ND. He bought aload from that farmer in the
summer of 1999 and again in 2000.

How do you like to deal with local growers?

He likes the grower to call him at least a week prior to when his produce is ready and
make adea. Loca farmersjust call him directly. That doesn’t bother him, but he said
he doesn’t want a hundred of them calling.

How do you deal with price?

Price depends on supply and demand. When the weather gets hot the local, non-organic
melon deadler arrives at his store with many to sell, so the price drops and the organic
melons sitting next to them don’t sell aswell. The price varies. It is hard for the check-
out clerks to know the difference between regular and organic produce, such as melons.
A method is needed to wrap it or label it so it is recognizable as organic.

Who should be responsible for labeling? The grower or the grocery store?
31



He said he was willing to put the stickers on if they had them.
When they buy their organic produce from Freda sin California, it has a UPC code for
scanning. That code automatically explains the variety and size of each item.

Tips for others? There aren’t that many growers out there and organics haven't hit here
very much yet. It's still coming, he said. It's hard to sell sometimes because the quality
isn't the greatest and it’s hard to get the price the grower wants. For example, aloca
organic potato farmer delivered small, inferior grade potatoes to begin with but after the
grocer told him he wanted a higher quality, the grower responded. The grocer figures the
grower was just trying to sell his left-overs someplace but south Fargo customers weren't
buying them.

This grocer likes to give customers new things to try. Currently he has the following
organic produce from Freda s in Californiac mini-peeled carrots and onions. However,
they are currently investigating the possibility of buying from a Minnesota organic
distributor, such as Roots and Fruits and another possible one, both in the Minneapolis
area. Hissupervisors are pursuing that. The California produce isn’'t as fresh asit could
be by the time it reaches North Dakota. Orders are taken on Wednesdays and the items
arrive in Fargo on the following Tuesday. Transportation costs drive up the price.
They’'d like to support local, or at least regiona farmers, if possible.

Produce manager interviewed January 26, 2001.

What was your overall reaction to the organic marketing project?

He does not deal with organic produce. He only sells organic salads that he thinks are
shipped in from California. He has a small store so he deferred to his company’s larger
storesin Fargo.

Produce manager interviewed January 26, 2001.

What was your overall reaction to the organic marketing project?

He did not have anyone approach him with produce in the summer of 2000, but he
thought the initial project in the summer of 1999 went well considering it was the first
year. He created a specia table to sell organic peppers, tomatoes, and cucumbers. Some
of it sold but it is hard, he said. His store sells less compared to the company’ s southside
store. He has many elderly clients who are less educated and have less income than
clientsin south Fargo. The southside store has mostly double-income families who are
college educated. In contrast, he has nursing home and assisted-living residents shopping
at hisstore. They are looking for price and quality. Many of his older clients have aso
grown up on afarm so don't react to frightening stories in the media that may cause
others to buy organic.

What about the future?
He thinks the e-coli outbreaks are coming from organic growers who are using manure.
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He thinks there is a catch 22 created when promoting something as “organic”’. He
anticipates more laws in the future regulating organics.

He appreciated Ben Larson’s efforts to coordinate the growers because as a produce
manager he doesn’t want ten growers calling him.

Would you be interested in dealing with growers again if the effort was coordinated?
Yes, he'd liketo seeit set up as a co-op that would provide coordination for al involved.

CSA member interviewed January 29, 2001.

What was your overall reaction to the organic marketing project?

She was a CSA member for three years with a half membership that fed 3-4 people. She
said, “It was great, especialy in the middle of the project.” The problem was, you were
at the mercy of the elements. 1999 was the best — with the best variety and quality. She
also was friends with Ben Larson’s partner, so this member received specia privileges
such as picked raspberries and asparagus at various times. The last year, 2000, she said
Larson’s heart just wasn't in it and it was evident. The amount of produce they got didn’t
match the money spent. By August, Larson was working full- time so he only had
evenings to work. Asaresult, some produce may not have gotten harvested.

What impressed you in the beginning?

She said she had afedling of being a part of the agriculture community with people
interested in the environment and the foods they ate. Y ou got the intrinsic feeling you
were doing something good, she said, connected to agriculture.

Was it your first experience with a CSA?

No. Inthe Twin Cities (Minneapolis areq) it isareally big thing. Tonsof CSAsare
available, she said. One CSA had the philosophy that you should receive more food than
you could use so you' d be encouraged to store and freeze your food. That CSA didn't
conform to contemporary society. In contrast, Ben was excellent at figuring out how
much food you needed and what varieties you wanted.

Did you encourage others to join the CSA?
Yes. She encouraged a couple of friends who did join.

Were they well educated?
Y es, both were. She added, it seemed that most members of the CSA were at the locd
universities and/or professionals.

Why did you join the CSA?

She joined to get fresh, organic vegetables to supplement what she grows. She likes
organic because it is friendly to the earth. She knows where it came from and she knows
what practices Ben used. She said Ben even had a bumper sticker that read: “ Treat your
dirt well!” She'd like to see more CSAs forming — small scale, consumer oriented
groups, but instead there are none at this time, she said.
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CSA member interviewed January 29, 2001.

What was your overall reaction to the organic marketing project?

He was amember of Ben Larson’s CSA for three years. The produce he received
included: mixed herbs. thyme, basil, pardey, zucchini, cucumbers, salad greens, peas,
baby carrots, beets, onions, potatoes, corn, tomatoes, squash, pumpkins, egg plant,
strawberries, and raspberries.

He liked the fact that he was forced to be creative, sometimes surprised by what he
received, so had to adjust menus. He was excited about the CSA because it allowed him
to be connected with what he ate and to take risk along with the grower. He found Ben
Larson to be very knowledgeable, well read, and diligent about his use of organic
methods. Larson seemed to have a commitment to the community and was a good
conversationalist as well as grower, he said. He was a CSA member for three years, first
as a half member for $250 which he shared with two other people (rather than $400 for
the full membership), and the final year he was afull member (which fed atotal of four

people).

As time went on Ben narrowed down the days on which members could get their already
picked produce. At the end it was once aweek. It was obvious that Larson had grown
tired of sitting at the produce stand for long periods of time, so hours were cut.

He noticed that some potential customers only wanted a specific item and would leave
disappointed and empty-handed if it was not available. Some also complained about the
mile (or miles) they had to travel to reach the market, but he enjoyed the brief journey
into the country (which is actualy in the city limits of Moorhead).

He was glad the other farmers market in the community had competition. A friend of his
had sold bread at the Fargo location until he was told he could no longer because he
wasn't one of the handful of growers who ran the site (which is located on public land).
He called the growers a monopoly that obviously fixed its prices at “pretty high levels’.
He thinks those growers would attract more customers if they allowed more growers and
homemade item producers to sell rather than the approximately six growers now
involved.

Is he a member of a CSA now that Larson is out of business? Heis not aware of any
current CSA in the Fargo-Moorhead area. He would be interested if thereis one.

He said it was exciting to have Ben's interest in organic farming in our community.
He was very principled in his approach.



CSA member interviewed January 29, 2001.

What was your overall reaction to the organic marketing project?

He was a CSA member for three years, with a half membership that fed his family of
seven. Thefirst two years were really good, he said. They got alot of produce for what
they paid. The last year was disappointing due to the weather and it appeared that Larson
was coasting to the finish line (Summer 2000). The member didn’t see Larson often
during the last summer, the variety was less, and the quantities were much less.

Especialy at the end of the season there wasn't much at all, he said. The farm stand was
on the honor system at that time and that may have been part of the problem, as people
may have been taking from one another’ s food pile so when this member arrived later, his
food was depleted. He called that a serious problem.

Did you know others involved in the CSA?

He knew four others. He recommended it to othersin the beginning but most did not
want to take the extra effort to drive out to the Larson stand. They wanted convenience
so they favor the grocery store. He told both faculty and students at his college but they
didn’'t follow through because organic produce wasn't a priority to them.

What caused you to make the extra effort to buy organic?
He' s always been concerned about chemicals in our food system. He has a number of
children and doesn’t want them to be impacted by chemicals.

He' s not in a CSA now but he goes to Tochi (Fargo natural foods store) where he buys
two cases of milk each visit and he buys produce from the farmers market in the summer
and fall at Dike East in Fargo. Those items are not organic but the farmers, especialy
onein particular, is conscientious and uses chemicals responsibly. He buys organic items
from Hornbachers grocery store (Dole salad) and dry goods and canned goods. He buys
organic meat from Terry and Janet Jacobson from Grafton, ND who have the “Northern
Outback” which Larson recommended to him. It is certified organic meat asisthe
Jacobson’ s neighbor’s lamb and chickens. He aso buys responsible conventional pork
from farmersin that area.

Organic farmer interviewed January 4, 2001.

What was your overall reaction to the organic marketing project?

He sold some organic melons to Fargo stores through the Larson project. It wasn't areal
big deal he said. He always certifies anyway. He sold about 50-100 melons per store for
atotal of 300 melonsatrip (which is 135 miles one-way).

He had to compete against the conventional melons on price. He couldn’t get a premium
price when competing against non-organic melons from the same area, the Red River
Valley. He thinks Ben could have done more homework on it to get a better price. By
the time the stores wanted it, his crop was slowing down. He made three trips to Fargo.
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Was that profitable, or did you lose money by the time you paid your transportation
costs?

He didn't lose money, he said. He only sold to four stores from the same company, not
the other chain or the farmers market.

What kind of prices do you get?

Conventional melons go for $ .25 a pound compared to $.30 for organic and he wanted $
35alb. He'sableto charge $ .50 alb. at his stand near hisfarm (in between Jamestown
and Bismarck). He sdlls his melons to stores in Dickinson, Jamestown, Bismarck and
sometimes Minot. The price can be ashigh as$ .59 alb.

He covers all of western ND from Jamestown on and he’ d have no problem traveling to
Fargo if the market was there. He'd like to see avolume of at least 800-900 melonsin
Fargo (compared to 300). In Bismarck he stocks four stores and sells anywhere from
1000-1400 melons atrip.

Because of this project he got the impression he would be moving large volumes of
melons so he put more acres in (10 acres), so when it didn’t prove successful, he got
discouraged. Did he contract to sell melons in the summer of 2000? He said they didn’t
give him acommitment the fall prior so he didn’t plant that volume. Y ou have to know
you have a“home” for your melons, otherwise you end up selling “cheap” and that drives
the price down to $ .20-$ .25 allb.

It'sbeen $.30alb. for about 10 years. He didn’'t sell at the farmers market because he
doesn’'t want to sit al day to just sell about 100 melons at $.45-$ .50 alb. Instead he
wanted to spend three hours going to the stores and selling 1000 melons artrip.

His season is from the end of August until the first two weeks of Sept. He only has 3
weeks to sell hismelons. In acool year it may go later into Sept. 1t's hard to sell melons
up here, he said. He also sells squash which has its season for three weeks after the
melons.

Farmers market vendor interviewed January 26, 2001.

What was your overall reaction to the organic marketing project?

She thought the project went well in the summer of 1999. She thought more people came
to the farmers market in the beginning because of all of the publicity but as time went on,
fewer came. She speculated that more advertising might have helped but wondered if the
project could afford that expense.

She said the public expected more producers at the farmers market than was represented.
She and her business partner were positive about the experience saying it got their name
out as the providers of sour dough bread and a variety of spreads. The health department
told them early on to provide nutrition labels, which she said was a positive move,
because it forced them to comply rather than procrastinate. They still sell their goodsin
the summer at alarge flea=market south of Detroit Lakes, MN. and at a resort grocery
store in that same area. She is disappointed the Fargo farmers market did not continue.
She made money but doesn’t not know how much money.

36



When asked whether she enjoyed the experience (sheis a people-person and alocal jazz
entertainer), she said she enjoyed everyone except one grower who was told not to return.
That fellow came on too strong, she said, yelling at people as soon as they got out of their
parked vehicles, yelling at them to come over to his particular stand. She saiditis
important to have afriendly, but calm, laid-back atmosphere.

Although she wishes the farmers market continued in Fargo, she realized the growers
didn’t want to come back and the public expected more growers and more variety.

Organic farmer and distributor interviewed December 29, 2000.

What was your overall reaction to the organic marketing project?

He delivered organic, bagged potatoes to local grocery stores under the Ben Larson
project. He has been in the business for 10-12 years so has been selling through local
grocers prior to 1999, but he appreciated Ben’s coordination of the orders — acting as the
middleman between the grocery stores and the grocers.

He did not participate in the Farmers Market. He ships wholesale so he did not have the
time to sell the produce himself at the church parking lot once aweek. There are too
many pressing things to get done. Also, there wasn't a consistent amount of growers
there — mainly Larson and afarmer who is not yet certified.

Heis certified and mainly markets potatoes (some sgquash) grown by his brother and
nephew who farm 80 acres near Moorhead. He also sells another local man’s potatoes
whom has 100 acres. He does business in Minneagpolis and Chicago. He does some in
the Fargo-Moorhead area but he said people are not willing to pay the market price yet
for organics. He has to settle for below market price in Fargo-Moorhead. College towns,
Minneapolis and the East and West Coasts are the best markets for organics. It worked
best when he had a greater volume to sell and he could afford to sell them at alower cost
in Fargo-Moorhead.

Pricez. When he deals with Lund’ s grocery store chain in the Minneapolis area, he
receives $1.60/5 Ibs (nets $1.50 after transportation costs to Minneapolis are factored in).
Lund's sdllsit for $3.69/5 Ibs compared to $3.49/5 |bs for conventional potatoes.

In Fargo-Moorhead he receives $1.20 ($1.00 net) per 5 Ibs. bag that is sold to the public
for $1.99/5 Ibs.

Quality: When he sellsto Lund’s, they expect a higher quality than Fargo-Moorhead
accepts. He will sell his poorer quality potatoes without the organic label in Fargo-
Moorhead in order to keep the public image of a good looking, high quality organic
potato.

He spent alot of time years ago, establishing a market in Chicago. For the past 6-7 years
he has been selling there. His biggest problem is transportation. Few truckers will accept
less than a truckload and they want it on schedule. He has found carriers who will accept
his potatoes and will then round out their load with items from other clients.
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He packed potatoes for 5-6 people last year. Their income goals were too high
considering the poor quality of gourmet potatoes they were growing. They lost money so
were dissatisfied so he' s not brokering their potatoes anymore. There is not a market for
number two organics. People want it to look nice if they are going to pay premium
prices. Both the stores and the customers demand premium-looking organic produce.

Rancher, past-president of the Northern Plains Sustainable Agriculture Society,
interviewed December 28, 2000.

What was your overall reaction to the organic marketing project?

He didn’'t have much to do with the project in fact he had a hard time remembering
anything about it. Heisagrain farmer near Buffalo, SD that is south of Bowman, ND.
He saw the materia regarding the organic project and it was discussed at the NPSAS
annua meeting but he deferred me to Theresa Podoll, the executive director of NPSAS.
The current president of NPSAS is Janet Jacobson who is not into organics either so he
did not recommend | call her.

Far mers mar ket vendor interviewed December 28, 2000

What was your overall reaction to the organic marketing project?

She liked the organic marketing project. She and her business partner sold their
homemade spreads and bread made by alocal man. They sold jalapeno pesto, basi
mayo, tomato cucumber, and tofu based. Garlic dill and roasted bell pepper are the most
popular. The sour dough bread also sold out nearly every week.

When asked if they made money at the Farmers Market each Wednesday considering the
time commitment from 4pm-9pm, she said she'd have to look at her books but she figures
they did or they wouldn’t have kept participating. At first two participated at once but
they quickly realized they needed to take turns. She said it was ashame it didn’t reopen
in the summer of 2000. | asked why it didn’t and she did not know. She said she enjoyed
the people — the farmers and the customers. There was alot of repeat business each
week, especially from people who had food allergies so they preferred the organic
produce free of pesticides and bread and spreads free of preservatives.

The summer of 2000 was so hectic because they catered food for a number of community
festivals — the Garden Festival near Sabin, MN., the Blues Festival in Fargo, and the
Street Fair in Fargo. However, she would till like to have more business

Organic farmer , wife interviewed December 28, 2000.

What was your overall reaction to the organic marketing project?

He grew one acre of sweet corn for the Red River Organic Growers project in 1999.
He was unavailable for comment.
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Organic farmer interviewed December 28, 2000.

What was your overall reaction to the organic marketing project?

This farm couple sold garlic, beans and afew other vegetables through the project in the
summer of 1999. The farm wife said her husband decided not to continue growing
organic certified produce because of the distance and expense to reach customersin the
Fargo-Moorhead area, about 75 miles from hisfarm. He also grew frustrated with the
standards set at the Farmers Market, i.e., magazine perfect looking produce. It That was
difficult for her husband to produce but she said it was “a neat project”. When asked if
the trip to Fargo was worth the money they received for their produce, she said she finds
other reasons to make the trip, too, so that wasn’t an issue. Since the project, they have
scaled down because of the lack of money in farming. They just grow produce for
themselves, however, they till sell garlic, peas, dill, and avariety of other produce at the
Farmers Market in West Fargo. It doesn't have to look perfect at that market, “it is more
real,” shesaid. Also, it doesn’t have to be organic, its pretty open and you don’'t have to
sl it yourself. She described herself and her husband as introverts who found selling at
the south Fargo Farmers Market, difficult. However, they did like it when Larson sold for
them. In West Fargo, they sell to the market manager.

They wanted to give the organic effort agood try but the certification process costs quite
abit and they only have forty acres. The husband has a full-time job in another field so
they scaled back their farming operation. Also, in the Oakes area there is a pick-your-
own farm that sells raspberries, potatoes, and strawberries and many residents have their
own gardens so it doesn’t pay for them to sell their produce. 1t would make a difference
selling produce -- in time, energy costs, and freshness -- if they were closer to Fargo, but
they are not.
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METHODOLOGY

The following survey instrument was utilized at the Women's Showcase held on
Saturday April 24,1999 at the Fargo Dome from 9:00 a.m. to 6:00 p.m. Most of the
attendees of the Showcase are women.

Surveyors were stationed at the three locations in the Fargo Dome from 9:30 a.m. to
5:30 p.m. The surveyors completed 178 surveys by stopping women and asking them
the questions. An answer card was used for ranking the selection factors and for the
income question. Only females were asked to complete the survey.

The data in this report is of two types; the first is a frequency analysis in which the
number and/or percentage of people who gave each answer to a question is reported.
The second type of data is cross tabulations. All cross tabulations included in this
report have passed three tests for statistical significance. Cross tabulation tables show
how people grouped by a similar characteristic, such as age, or income, ete. answered
another question. For example there is a difference in the way different age groups
answered how likely they would be to purchase organic foods.
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REPORT HIGHLIGHTS

The following are highlights of what the respondents to they survey said.

L i o

77% said they ate fresh vegetables 3 or more days a week.

When buying fresh vegetables

s 97% said quality and freshness were first or second most important.

» 52% said price was first or second most important.

s 31% said convenience was first or second most impartant.

» 10% said locally grown was second most important. No one said it was most
important.

« 10% said organically grown was first or second most impaortant.

70% had purchased foods at a farmer's market or farm stand last year.

85% agreed or strongly agreed they buy locally grown foods whenever they find

them.

55% agreed or strongly agreed they had never given much thought to organically

grown foods.

16% disagreed or strongly disagreed that paying more for organically grown foods is

a waste of money.

57% said they had purchased organically grown foods in the past year. 92% of

these people said they would buy them again.

If organically grown foods were available in the grocery store, 26% said they would

buy them maost times they shop and 48% said they would buy them some times. Of

these people:

» 73% would be likely to buy organically grown vegetables.

71% would be likely to buy organically grown fruits.

44% would be likely to buy organically raised chicken.

37% would be likely to buy organically raised turkey.

34% would be likely to buy organically raised beef.

31% would be likely to buy organically raised pork.

37% would be likely to buy organically produced milk.

40% would be likely to buy other dairy products that were organically produced.

The grocery stores usually shopped at were:

« 34% at a Hombachers.

+ 13% at a Sunmart.

« 19% at a Cashwise.

83% were between the ages of 25 through &4.

57% had two or three in their household.

45% had household incomes between $35,000 through $74,999.

Older women were more likely to eat fresh vegetables more often than younger

women were.

39% of the women from 45 to 54 years old said they would buy organic foods in a

grocery store most times they shopped. They were also most likely to buy they

following types of organically grown foods: vegetables, fruits, pork, milk, and other

organically produced dairy products. They were tied in the likelihood of buying

turkey.
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¥ 24% of the women 55 or older said they would buy organic foods in a grocery store
most times they shopped. They were also most likely to buy the following types of
organically grown foods: chicken and beef, They were tied in the likelihood of
buying turkey.

» 50% of those who bought at a farm stand or farmer's market last year said they eat
fresh vegetables 5 or more days a week.

¥ Those who have bought at a farm stand or farmer's market in the last year are more
likely to:

say they buy organically grown foods whenever they can find them,

to disagree that they had not given much thought to organically grown foods.

to disagree that paying more for organically grown foods is a waste of money.

68% have bought organically grown foods in the last year.

31% say they would buy organically grown foods in the grocery store most times

they shop.
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Key to coded responses
Mote: these are my categories that [ imposed on the variety of unprompted, spontaneous
answers to the questions quoted below.

Questions 10-12: *“Why would vou choose to buy organie foods?™

less pesticides
ecological concerns
health

home grown

other

taste

freshness

Ho e b —

Questions 13-15: “What is the biggest drawback to buying organic food?”

price

availability

do not trust that it is actually organic
do not know about organic

other

bugs!

b i b e



Why would you choose to buy organically grown foods?

QL0-12 Why would you choose to buy

erganically grown foods? Number Percent
Wouldn't i a7 18 %
1 97 48 %
0z 2 1 %
03 33 16 %
4 2 1%
05 11 5%
0& 13 6 %
07 7 KT
10 2 1 %

Number Of Cases = 178

Kumber Of Responses = 204

Average Number Of Responses Der Case = 1.1
Number Of Cases With At Least One Response = 178
Fesponse Percent = 100 %

Nhat is the biggest drawback to your purchasing organically grown foods?

!13-15 what is the biggest drawhack to

Your purchasing organically grown foods? HNumber Percent
No answer 28 14 %
1 83 42 %
2 Bl 3l %
3 3 2 %
4 4 2 %
5 17 9 %
0& 1 1%

Bumber Of Cases = 178

Number Of Responses = 187

Average Number Of Responses Per Case = s B
Number Of Cases With At Least One Response = 178
Response Percent = 100 %
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