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Farmers And Their Feed Buying Activity 

(A sUmma:ry report of research done at the Purdue University Agricultural 
Experiment Station by H. F. Krueckeberg and R. 1. Kohls). 

Basic data were collected by personal interview of 95 farmers who 
purchased feed iri three widely separated comnmnities (Areas 1, 2, 3) in 
1959 and of 48 farmers; (Area 4) in 1958. The areas were largely general 
farming areas where hogs were the most important enterprise, in one (Area 2) 
dairy and poultry enterprises were important. 

. .. 
In all areas; two-thirds or more of the.feed was purchased from elevator 

outlets; feed stores and direct salesmen were minor sources~ 

Within the shopping area of each far1,1er were 13 to 17 different feed 
sources· handling 6 to 9 different· brands (five brands were common to each 
area). 

Farmers were classified into large, medium and small feed buyers based 
upon their 4 week purchase volume in Nay, 1959. Large buyers bought en an 
average of 4 ton during this period; mediurnbuyers,. l,50?_Jbs.,_ and small 
buyers, 600 lbs. 

The following is divided in three parts: I. Some Swmnary Observations; 
II •. Deta.ils on Farmers Feed Purchasin,?: Activitie,!L._ c:r1d III. Details on 
Farmers ·selection of a Particular F\ .. ed Source~·> Many will vJish to exainirie 
the details of Parts II and III at their leisure as they think through the 
ilnplications of these findings to their bperations. 

I. §£.me SurJJJI)9,ry Q\Jse.r.va tioE], 

1. Farmers tend to buy their feed from one source which was close by 
·and have a limited concept of sourc.es available to tt1em ( Tabl<:i 1) • 
. They tend to be rather loyal custoll1ers once they have chosen 1rrhere 
. to do business (Table 2). Fe0d business is not too closely linked 
·to other types of activity such as selling grain or purchasing 
other .kinds of suppl:i,es . (Table J) •. T11ese facts indicate that the 
feed business must stand on its own feet and to substantially· 
expand a trade territory of a particular dealer will take cons;Lder
able effort to offset the farmers apparent "proneness to nearness. 11 

2.· Farmers tend to have a limited knowledge of the various aspedts 
of their p:i.rticular dealer's operation (Table 4). In fact, though 

· dealers believe there is considerable difference betueen themselves 
and their competitors (Table 6), farmers hold the picture that 
various feed dealers are just about alike in most ways (Table 5). 
The farmerts most widely used sources of feed information are not 
directly connected with the feed dealer or manufacturer (Table 7). 
These facts indicate either that most feed outlets are about 
similar in their competitive operations to each other, or if they 
are different, little impact has been made on farm customers. If 
dealers believe they have sonething unique, they cannot assume that 
this inforr'.la.tion is auto£natically transferred to customers. 

3. There apparently is no one over-riding reason why a farmer selects 
a p:i.rticular outlet. Factors of location, product, price, service 
and management all enter into the picture (Tables 9 and 10). 
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Table 2~ Extent of LWYalty Which Farmers in Four Indiana Communities Had 
to -Their_ Feed Sources.~~ 

Degree ·of Loyalty 
to one Dealer Area 

Farmers who have traded at 1 
one place for at 10ast 8 years 2 

3 
Li-

Average, all farmers 
Farmers who have· changed source 1 
in past 8 years 2 

3 
4 

Avera ;e. all farmers 
Farmers using two or more 1 
sourc_es for feed 2 

3 
4 

Ave rage i all farniers 

Percent of 
Farmers 

56 
63 
72 

----··4s 
58 
28 
15 
21 
29 
24 
16 
22 
7 

23 
--- 18 

The avera ~e fa:i:wer ha.d been partronizing his feed source,.,fpr 12 years. Half 
of the far111ern·'±ndicated th;1t rrian:i/~E:ffl1ent had· chafrj;ed·and·13;tindic2-ted that 
brand of feed had changed durin::; the time of their doing business at ;a 
par i~icular place. 

Table 3o Extent to Which Indiana F..lrmers Used Their Feed Source as a Place 
to Buy Other Supplies and Sell GrCJi,n (Ar.~~\s 1, 2, 3 only) 

· · Percent of other supplies purchased at feed source:?(-
0- 33 

34- 67 
68-100 

Portion of grain sales rnade to feed source:?H~ 
None 
Part 
All 

Percent of 
Farmers 

38 
33 
g9 

31; 
25 

- 44. 

~<- Lumber and building supplies, fence, posts, week spr;ay§,. santiation 
products, seed> waters,, fertilizer. Four out of five available feed 
sources so1d most of these supplies~ 

~H<- Eight out of ten feed customers did sell f!lOme grain during the previous 
year. 



Opinions Held by the Uealers Serving Farmers in Three Indiana. Com.-.. 
muni ties As to the Differences Existing Among Their Competitors. i~ 

.: :.· · ·Gpinion of D:µ'ferences 
.:· ,:, · · · 11Do not 

11A. lot0 .. .... ... ~~Someu ... 11None 11 Know". Total . - -- ··-·-· ... ~·. --·- ·~- . 
Percent of Dealers. .. 

Speed and ease of grinding and. J, . .. 

mixing 35 -·;a 18 6 
;·,.· :. r 

.... -----.. ~:Jlualit.y: .. oL.feed .. _ ..... ·. .. 41 .. 18- 41 ......... ,.-Q.--

Prices of feeds 

Credit and terrfis of sale 

-··--·-.... 3..p_e.ci.al •. .disc.o.un.t.s.. ---·---C-. 

Willingness of dealer to 
: help in feed and ·.fe.ed~g 
~prob·lems · · ·· · -· · 

Convenience ·of locat.ion to 
other shopping faci'lities 

Honest and fair dealing 

Prices charged for grini:lir.ig and 
mixing 

... 

29 ~4 

18 4J: 

18 41 

1$' - 29 
,'·: '. 

6 35 

0 23 

' 

0 17 

.......... iL. Data .. wa.s .. no.t..available .for .the .1958 area .. studied.· .. 
,-•' .. · ... ; ... ···-· ~·- ···--· --· ... 

;, ~ . . 
- .. :..·~ .. -- ·-~ ~- -~ _: :... . . 

47 :b. 
.. 
,;_ 

···:·:-. 

41 :o 

.. ·-----4l·· O· 

53 0 

59· 0 

77 0 
·. ~ '. 

77 6 
'•i 

.,;.\ 

Table 7. · Uses Made bY Farmers in Four Indiana Communities of Various Sources 
of F3ed Infonnation 

\ 

Source of 
Information 

Articles in farm magazines 

Visiting with neighbors 

Feed bulletins available at 
>· dealers 

Ads in newspapers, niagazines 

Dealers and salesmen 

Radio and television 

University bulletins and 
·--· ....... ··-~---:--,-· :field._da.ys .. ·-- . _ . ~· .. -- -----·-

County~ extension agents 

Use :Hade of Source . 
r: ···l1Seld6m' .. I 

11Now and or 
11Freguent 11 ,_;, ·-thertll - . '. : n€rlrer11 ·.•: 

··-'J .... Pert:e:rit ·of' 'Farmers · 

56 35 100 
i: l,} ·.,--

50 100 

35 
1···1· 

35 30 
-·· .. 100 

29 38 33 100 

31 .. :•.' 26' ... 
.33 100 

19 37 44· · 1.bo 

. ···-21.-,·--------· ............. 23 ...... ----- ... '"'56 .... 100 
· .. _·_ .. 

7 24 69 __ 100 

100 

100 

100 

100 

100 

100 

100 

100 

100 
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1'able. 10" ·.· Reactions of Farmers in Three Indiana Communities to Situation 
Action questions, 

.;....· .. 

. 11 Let. us irn.gine that for Home reason one. of the. following chc:mges 
wo:uld. occur at your. dealer while all other conditions remained unchCl:ng-

d --J' t · 1d b• · · t • t . 1 h .. ?II ... $. .... o ..• v na ... :wott .. a:;y:our r.eac. J.on o sucn.a.c ange .......................... . 

----·---------

Situation Change 

Prices of feed dealer 
.... :trJ.<?.:r'.E>ases but not at .. 

other sources 

Location moved farther 

Change a brand being 
handled 

All credit provisions 
. were ca'nce1led .... -·· .. 

-----· Reaction of Farmer About Doing Business __ _ 
Indefinite Continue 11a t Change dealer 

s::onti~mation least for a while 11 immediately 
Percent of Farmers 

10 17 73. 

30 29 

20 24 

4 

.... 
Li-0 .. ... '..-~~:.'" ~ .. , ....... 28:.>. 

Table llo Relationship of Size of Feed Purchase To lieasons Given by Farmers 
for Selection of Their Feed Sourcea 

c1aS";i£Icationof 
Fa.rmer --- ·----

Srnal 1 Purchasers 

·Mediur.o. Purchasers 

Larger Purchasers 

All 

__ _. __ . ____ Primary Reason G,i ven For Dealer Choice ·. __ _ 
Lo ca ti on Brand Service Management Price 

Percent . of Farmers 1J 
39 32 5 6 ·--~ 

0 •• M•••• ,. W• ..... ~. 

21 16 
·.,_ .. 

21 21 

28 25 

21 

13 

10 

10 

13 

10 

5 

16 

]/ Will not add to 100 since all the mj_nor reasons are given in Tabl.e 2 were 
not included, 


