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EXECUTIVE SUMMARY   

Keewaydin Farms, in cooperation with The Local Fair Trade Network (LFTN) in Minnesota, and Research, 

Education, Action, and Policy on Food Group (REAP) of Southeastern Wisconsin, is a farm participating in the 

Local Fair Trade Label movement as a pilot participant and is the only one of its kind in Wisconsin. Keewaydin 

Farms currently sells organic produce via Community Supported Agriculture (CSA) in the Madison and 

surrounding areas. Rufus Haucke, who specializes in produce and sales at Keewaydin, is attempting to gauge the 

current market-demand situation in Madison to conclude whether there is sufficient demand, both at a consumer 

and retailer level, for local fair trade-labeled products. Additionally, he would like to learn if there is interest for 

more local farms to join the program. 

Our research was conducted on two fronts: a survey of the end consumer and a survey of downtown Madison 

retailers. Our group surveyed consumers at multiple locations, namely the Willy Street and Regent Street Co-ops, 

the Farmersô Market, and through a general interest survey via the internet to Madison residents. Conversely, the 

retailer analysis consisted of restaurants, cafés, and a grocery cooperative which helped generate insights into the 

current retail situation in the area.  

From our research, we offer basic demographics, motivations, and propensities, as well as several 

recommendations for Keewaydin Farms regarding how its go-to-market strategy should be formed, one of which 

is to continue this project through next semester utilizing the information provided. The prescribed 

recommendations on how to enter the end consumer market and retailer market are: 

 

 Begin to educate/inform consumers and retailers 

 Continue market analysis 

 Build relationships with local retailers, farmers, and consumers 

 Start to create promotional/informational materials, an email list serve, and newsletter 

 Continue student project next semester 

 

The following report and subsequent collection of appendices outline our research process, recommendations, and 

supplement materials.  
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INTRODUCTION  
Consumers and farmers in the US are presented with alternative production, certification, and marketing schemes 

that offer the consumer a guarantee in food quality and production practices and farmers a price premium. Two of 

these alternatives, local and fair trade (FT), have gained the attention of Dane County farmers. In cooperation with 

a regional non-profit, LFTN, which links farmers and retailers in Minnesota and Wisconsin, farmers are pursuing 

a local FT certification program that will ensure sustainable production practices, support for local farmers, and 

provide a living wage and equitable work arrangements with participants.  

 

By creating a third party certification program, which places a Local FT sticker on certified foods, organizations 

can create a market where certified foods garner a price premium that trickles back to the farmer and workers. 

Additionally, farmers and retailers sign contracts to ensure transparent and just relations between each other while 

farmers sign contracts to hold similar standards with their employees.  

 

These principles ensure agricultural workers a safe and equitable working environment and a living wage, which 

is the ñhourly rate that an individual must earn to support their familyò (LFTN, 2008).  The typical hourly wages 

of farm work in Dane County is reported as $12.73 per hour (Living Wage Calculator, 2008), while the current 

minimum wage in WI for agricultural labor for agricultural workers 18 and over is $5.15 per hour, and $4.25 for 

age 17 and under (WI Dept. of Workforce Development, 2007). 

 

In 2008 the authors of this report conducted an assessment of the consumer and retailer interest in local FT foods 

in Madison. This assessment was conducted through voluntary, anonymous surveys distributed over the 2008 Fall 

semester at the UW-Madison. Though a certification for local FT foods does not exist currently in this area, this 

study was conducted for Rufus Haucke at Keewaydin Farms to gain understanding of general market assessment.  

  

METHODS  
Two surveys were conducted for this project (see Appendices 1 & 3) to assess the interest of customers and 

retailers in local FT foods.  

 

Customer survey: In total, 383 customer surveys were conducted over the course of 4 weeks. Of these, 83 were 

from the Dane Co. Farmersô Market, 36 from local food cooperatives, and 264 from an online survey distributed 

through social networks and University affiliated email list serves. Customers, chosen on a convenience basis, 

were informed through a poster or email that the survey was for a student project concerning local FT.  

  

At the Farmersô market and Regent St. Co-op, we were able to ask people to take a survey; however, at the Willy 

St. Co-op we were prevented from soliciting customers.  After approaching us, the customers learned the surveyôs 

intent and that their answers would be confidential, and were asked to answer each question as reasonably as 

possible. Once finished, each customer had the option to take an information sheet on FT and seasonal availability 

of local fresh produce (see Appendix 5). The survey questions asked demographic information, motivations or 

factors of discouragement for purchasing organic or FT foods, willingness to pay for FT in retail and restaurant 

settings, and an estimate of the average wage of a US farm worker. 

 

Retailer survey:  In total, 28 retailer surveys were conducted over the course of 6 weeks.  Of these, 8 were cafes, 

19 were restaurants, and 1 was a grocery co-op. Locations were selected by convenience, and at each location the 

member requested to speak with the manager about their willingness to participate in a student project by 

completing the survey which was focusing on Madisonôs demand for local FT. The survey questions addressed 

the retailer's current status as an organic and/or FT vendor, factors of motivation and discouragement for offering 

these products, the level of information provided to their customers at their retail location, and their interest in 

local FT foods in Madison in the future. 
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RESULTS 
Consumer: Just 39% of the customers surveyed said that they had purchased FT foods.  Interestingly, 56% of 

customers who purchase organics regularly also purchase FT regularly, but 83% of customers who do not 

purchase organics regularly do not purchase FT regularly. This agrees with Howard and Allenôs study assessing 

willingness to pay for FT foods that found a correlation between those consumers who regularly buy organic 

foods and the respondents that were willing to pay the highest price premium for foods that "embody a living 

wage and safe working conditions". (2008) 

 

Women were more likely than men to purchase organics by approximately 4% and FT foods by 8%. Also, there 

was an uneven correlation between age and reported purchasing behavior of organic and FT foods.  As the 

individual ages, the more likely they are to purchase FT or organics, but after a certain age, 51, it decreases.    

 

       
 

Individuals in increasing education levels increased their reported purchasing habits for both organic and FT 

foods, while there is an uneven correlation between income levels and reported purchasing of organic or FT 

foods.  In both instances the higher income the more likely they are to purchase FT or organics, but after a certain 

income level, $78,850-$164,550, it decreases. 

 

The average wage of a US farm worker estimated by customers was $7.91, the range was $0.25 to $35.00.  The 

farmersô market customersô average wage was $6.37, the coopsô average wage $6.28 and the online surveyôs 

wage was $8.50.  This shows that the coops and farmers market customers are more educated on the farmerôs 

status, but there is still an overestimation on the farmerôs wage.   

 

When viewing the motivations for purchasing FT products, the majority of customers buy FT to support farm 

worker justice and environmentally-friendly agriculture, while taste and nutrition were not an issue. Conversely, 

the main reasons customers did not buy FT was the price, lack of understanding, and other reasons that can be tied 

to lack of education. (see Appendix 9 for detailed analysis)  

 

Retailer: Of retailers who reported an interest in selling local FT products, 68% were motivated by supporting 

local farms, 64% by supporting environmentally-friendly agriculture, 46% by supporting worker justice, 32% by 

diversifying the variety of products they offered to customers, 32% by broadening their customer base, and 4% by 

supporting the local economy. 

 

Of retailers who were not interested in selling local FT products, 33% were discouraged by the price of FT 

products, 18% by insufficient demand from customers, 15% by a lack of variety and availability, and 7% reported 

they didn't care about local FT products (See Appendices 6, 7). 

 

Of retailers that reported an interest in becoming involved in a local FT foods initiative in the future, 38% 

reported interest in inclusion on an email list serve, 25% in displaying literature, 15% in inclusion in a FT walking 

tour, 7% in hosting a special event related to FT, and 7% in attending bimonthly steering committee meetings. Of 

retailers who responded, 25% would not like any more information about a local FT initiative in the future. 

 

The average wage of a US farm worker estimated by retailers was $9.00, the range was $5.15 to $15.00. 
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DISCUSSION 
The results of this survey are indicative of general trends within a specific sample of Madison retailers and 

customers. Before discussing these implications it is important to qualify data of this kind. In reported willingness 

to pay, there is typically a gap between reported behavior and actual behavior, both in frequency of previous 

behavior or likelihood of future behavior. 

 

In the case of this survey, the data should be taken with certain qualifications. First, the data was not audited after 

the results were analyzed. Secondly, there were significantly limiting factors in gathering a representative sample. 

In the case of retailers, many managers refused to take the survey; either because of lack of time, lack of 

incentive, or lack of interest in local FT foods, but there are other factors that may have affected their willingness 

to respond leading to a less representative sample. 

 

In the case of the customer survey, the initial intent was to gather a sample representative of food purchasing 

across demographic groups and geographic location in Madison by surveying customers as they entered six 

different stores: 2 commercial grocery stores, 2 mid-way natural/organic stores and 2 co-ops. However, we 

quickly ran into complications because of many 'no solicitation policies'.  Adjusting to this, we decided to survey 

what we could, resulting in survey data from two co-op grocery stores, customers at the Dane Co. Farmersô 

Market, and an online survey. At the three physical, in-person locations most customers are aware of 

organic/local/FT issues.  This may skew the results. In addition, the city of origin of some customers was a 

limiting factor in the significance of the response data. While these individuals were obviously shopping at a 

Madison retail location at the time, their responses may be entirely too hypothetical to count as part of a 

representative sample of Madison consumers. The age of certain respondents should also be accounted for; 

individuals under the age of 18 may not offer a valid response for willingness to pay if they are not responsible for 

a yearly income, rather they are dependent on a parent or guardian. 

 

The customer data suggests that there are gendered purchasing habits for organic and FT foods, with women 

purchasing these foods more than men. This may indicate a gendered role of food procurement as the normative 

role of food shopping is done by women. Still, this data suggests that women will be either more willing to 

engage in educational information or already have a basic understanding of alternative food systems and thus 

would be more likely to engage in further opportunities to participate. In the correlation of income and reported 

purchasing of FT foods, there is an increase in reported purchasing up to the middle income brackets, then 

reported purchasing falls off. Howard & Allen hypothesize that this pattern, present in their 2008 nationwide 

survey concerning domestic FT products may indicate a distancing due to socioeconomic status. Individuals with 

higher incomes may report increased organic purchasing as this is a personal protective behavior; organic 

certification implies technological security for the individual's safety concerning the ingestion of foods. In 

contrast, FT price premiums imply social security which is more diffuse and less of a reflexive protective 

measure, thus individuals more removed from the socioeconomic status of a farmer or farm worker would be less 

inclined to pay the price premium for this more diffuse social benefit.  

 

Price was the most apparent weakness in retailers, followed by the lack of demand from their customers for 

businesses that were not interested in FT. If the local FT labeling program requires a price premium significantly 

above that of conventional and organic prices they will not be able to compete against these established markets. 

Conversely, by targeting changing the perceptions of the end consumer through education, sufficient demand can 

be raised at the far end of the food chain resulting in a pull strategy which can be utilized to align the interests of 

consumers with that of the retailers. Finally, most managers or owners responding on behalf of organizations 

estimated the average wage of a farm worker at almost $4 higher than the agricultural minimum wage. By 

knowing that the average retailer overestimates the average hourly agricultural wage, education on this front can 

prove to be essential, considering that the strongest interest for local FT is rooted in social causes.  
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INSIGHTS, RECOMMENDATIONS , AND STRATEGIES  
A local FT certification program in Dane County would be met with challenges, but also has an opportunity to 

secure a firm starting place. Challenges suggested by this survey data include barriers to consumers purchasing 

local FT, such as availability and variety, and to retailers for offering FT, such as customer demand, and 

information/education of both retailers and consumers. On the other hand, consumer interest in FT at the Farmersô 

Market, and both Co-ops suggest opportunities to start a pilot program where positive push and pull factors are 

present; consumers are somewhat educated and motivated to purchase FT and the cooperative retailers can be 

presented with a positive business case and social justification for offering FT in a fashion that fits their needs. 

 

We would encourage the future local FT initiative to focus their pilot program on retailers and consumers who 

have already expressed interest and knowledge of the implications of alternative food systems such as FT. In 

addition, we recommend that it is equally important to approach these retailers with both a business case and a 

thorough explanation of the social justifications of such a program that is tailored to the local area. We offer the 

following recommendations and strategies: 

 

Consumer-oriented (see Appendix 9 for customer survey analysis) 

 It is necessary to keep up to date with emerging trends in the Madison market for local FT goods.  

o Continue collecting data about the willingness to pay, motivations and discouragements for purchasing 

FT, and general consumer interest in inclusion in a local FT initiative.  

o Begin to demonstrate the social benefits of paying a higher price. 

 The propensity for consumers who purchase organic products is much greater towards purchasing FT products 

o Strengthen relationships with retailers (Co-ops, Farmersô Markets, Trader Joeôs, Whole Foods) where 

customers already purchase organics and are somewhat educated on FT.  

o Due to the current stage of the labeling program and inadequate resources, target smaller organic retailers 

rather than big grocers where consumers do not know/understand local FT. The large grocers have many 

barriers to entry due to corporate restrictions and policies which limits the feasibility of entry.  

 The majority of the target segment in Madison for FT foods are generally more educated (most with a college 

and/or Professional degrees) and have annual income of greater than $ 32,550 (many over $78,851). 

o The FT label should charge a price premium, catering to the more affluent and aware consumer segment. 

This is an advantage because they will be sold in places where this segment already exists as customers. 

 The majority of consumers buy or are interested in FT products because of social justice reasons, such as 

support of farm worker justice and sustainable agriculture, and not because of taste or nutrition. 

 Consumers do not buy FT products because of price and lack of variety and availability. And because many do 

not understand what ñlocal FTò essentially means. 

o Educate and inform by methods other than price competition.   

o Education and dispersion of information can help inform consumers in Madison. Offer information for 

literature display at restaurants, informational booths at Co-ops and the Farmersô Market, and an email list 

serve to interested consumers. In order for retailers to be able to understand the business case of local FT, 

they need to experience demand from their customers and this can be done through education. 

 Generally, the oldest age group (greater than 51) reported a lower propensity to buy organics and FT because 

of price and lack of variety and/or availability 

o Again, education to older customers who are generally unaware  

 

Retailer-oriented (see Appendix 8 for retailer survey analysis) 

 Continue collecting data about the willingness to pay, motivations and discouragements for purchasing FT, 

and general retailer interest in inclusion in a local FT initiative. 

 The majority of businesses that are interested in selling FT products are interested because of social reasons 

and not because of business interests 
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o The local FT movement will need to show the business case coupled with social justifications. There is a 

growing demand from Madison concerning food origin/miles, organics, and social implications of local 

food production processes. If retailers can be convinced that there is sufficient demand from their 

customers, it would be in there best interest to stay ahead of the curve and offer local FT organics.  

 Most businesses want to be included on an email list serve and display literature regarding FT labeling  

o Create bimonthly/monthly newsletters to update interested consumers (from contact list) 

o Create promotional/information items to be placed in retail locations to extend consumer/retailer 

education and understanding 

 Some expressed interest in either attending or hosting a special event, while some are already doing some sort 

of event regarding FT (i.e. coffee and chocolate tastings) 

o Partner with a retailer and host an event tailored to local FT and include informational packets, 

reasons/how to get involved, and have fresh produce tasting for the event to spark interest and educate  

 Price was the most apparent weakness, followed by the lack of demand from their customers for businesses 

that were not interested in FT 

o The local FT labeling program will not be able to compete against the higher price of its products. 

Conversely, the movement should target changing the perceptions of the end consumer through 

education. If sufficient demand can be raised at the bottom level, a pull strategy can be utilized to align 

the interests of consumers with that of the retailers. 

 Most organizations guessed that the wage of a farm worker is almost $4 higher than actual minimum wage 

o By knowing that average retailers overestimate the average hourly agricultural wage, education on this 

front can prove to be essential, considering the strongest interest for local FT is rooted in social causes.  

 

Farmer-oriented 

 Begin an assessment of local farmers 
o Attempt to see if there is a general interest of local area farmers 
o Find out what farms are already following FT standards (both labor and agriculturally) 

 Education of farmers regarding FT 
o Include on email list serve and newsletters 
o Show benefits/costs of acquiring a FT system 

 Visit/survey past participants and determine the factors that made them leave the program 
o Find out the reasons and see how can better fix the program to attract more farms 

 Create a list of organic producers in the area and begin to generate a general interest survey 
o Consumers who buy organic are more prone to buy FT, which can show demand for these farmers 

 
Although these recommendations are by no means exhaustive, they are a general starting point. Similarly, 

although the recommended actions are numerous and are constrained by time and resources, not all 

strategies need to be undertaken to being to undertake a new food system in order to begin the movement. 

In short, the following recommendations are indispensable for the FT label program: 

 

 Begin to educate/inform consumers and retailers 

 Continue market analysis 

 Build relationships with local retailers, farmers, and consumers 

 Start to create promotional/informational materials, an email list serve, and newsletter 

 Continue student project next semester and use revised customer and retailer surveys (See 

appendices 2 & 4) 
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APPENDIX 1 

 

Local Fair Trade Customer Interest Survey 

General Business 600, 2008 

 

1. What is your age? ______  

 

2.  What is your sex?  ǏM   ǏF  

 

3.  What is your race? (check all that apply) 

Ǐ American Indian or Alaskan Native    Ǐ Hispanic or Latino  

Ǐ Black or African American     Ǐ White  

Ǐ Asian       Ǐ Other _________________  

  

4.  How many people are in your household? _____  

 

5.  If children are in your household, please indicate the age of the youngest child: 

  Ǐ 0-2 years old      Ǐ 6-8 years old 

Ǐ 3-5 years old      Ǐ 9-11 years old 

 

6.  What is your estimated yearly household income?  

  

Ǐ $0 - $8,025  

Ǐ $8,025 - $32,550  

Ǐ $32,550 - $78,850  

Ǐ $78,850 - $164,550  

Ǐ $164,550 - $357,700  

Ǐ $357,700 - above  

 

7.  What is the highest level of education you have completed?  

  

Ǐ Some high school  

Ǐ High school graduate, no college  

Ǐ Some college  

Ǐ College degree  

Ǐ Graduate or Professional degree 

  

8. Where do you buy the majority of your groceries? (name of store) ___________________ 

 

9. Do you regularly buy organic products?   Ǐ Yes       Ǐ No  

 

a. If you answered yes, please indicate all factors that motivate you to organic products:  

 Ǐ nutrition  

Ǐ avoiding pesticides and other chemicals  

Ǐtaste  

Ǐsupport of environmentally friendly agriculture  

Ǐ other_________________________________ 
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b. If you answered no, please indicate all factors that discourage you from organic products: 

 Ǐ price  

Ǐ taste  

Ǐappearance  

Ǐ concern about safety of organic foods  

Ǐ lack of variety  

Ǐ other _____________________________  

  

10. Do you regularly purchase fair trade products, excluding coffee?  ǏYes   ǏNo  

a. If you answered yes, please indicate all factors that motivate you to fair trade products: 

 Ǐ nutrition 

Ǐ supporting farm worker justice 

Ǐ supporting environmentally friendly agriculture 

Ǐ taste 

Ǐ other ______________ 

 

b. If you answered no, please indicate all factors that discourage you from fair trade products:  

 Ǐ price 

Ǐ lack of variety 

Ǐ concern about the safety of fair trade foods 

Ǐ donôt understand fair trade  standards 

Ǐ other ______________ 

  

11. At your grocery store, if you could decide between conventional apples for $10 and local fair trade apples, 

how much more would you be willing to pay for the local fair trade apples? Please mark the approximate amount 

on the scale below. 

 

$0                         $1.75                              $2.50                          $3.75                             $5 

  |________________|___________________|_________________|__________________| 

 

12. On average how many times a week do you eat out? ________  

 

13. Pretend you are looking at the menu at your favorite restaurant. If two dishes on the menu were the same price 

but one was made with local fair trade ingredients, would you choose the fair trade dish?     

   ǏYes  ǏNo  

 

a. If the dish on the menu using local fair trade ingredients was the more expensive of the two dishes would you 

choose the fair trade item?   ǏYes   ǏNo  

 

14. At a restaurant, how much more would you be willing to pay for a meal that used local fair trade ingredients?  

 Ǐ 0  

Ǐ $.01-$2.00  

Ǐ $2.01-$5.00  

Ǐ greater than $5.01  

  

15. What do you think the average hourly wage of a US farm worker is? ________  

Do you have any comments that were not addressed in this survey that you feel are relevant to the questions 

asked?  
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APPENDIX 2 

 

Revised Customer Survey 

 

Thank you for participating in this voluntary survey. Any information you provide here is anonymous. To 

complete this survey you must be: 

18 years of age or older 

a resident of Dane Co., WI for at least 2 months of the year (you qualify if you have a valid address in Dane CO., 

WI) 

 

Please read questions carefully with attention to words in bold print; if you do not know how to answer a question 

please leave the response blank or ask the person distributing the survey for clarification as to what the question 

is asking.  

 

What is your age? Ǐ18-25    Ǐ26-35    Ǐ36-45    Ǐ46-55     Ǐ 56 & older  

 

What is your sex that you identify as?  ǏM     ǏF        Ǐ other ___________ 

 

3.  What is your race? (please check all that apply) 

     

   Ǐ American Indian or Alaskan Native     Ǐ Hispanic or Latino 

   Ǐ Black or African American       Ǐ White   

   Ǐ Asian          Ǐ Other _________________  

 

How many people are in your household?   #  of people including yourself:   __________ 

(Your household includes other individuals that you share financial responsibility with) 

 

5. Are there dependent children (under the age of 18) in your household?  Ǐ Yes   Ǐ No 

 

6. If children are in your household, please indicate the age of the youngest child: 

 

Ǐ 0-2 years old        Ǐ 9-11 years old 

Ǐ 3-5 years old        Ǐ 12-18 years old 

Ǐ 6-8 years old  

 

7. What is your estimated yearly household income? (Please indicate your personal income or the combined 

yearly income of the primary person you share financial responsibility with)  

 

Ǐ $0 - $8,025        Ǐ $78,850 - $164,550  

Ǐ $8,025 - $32,550       Ǐ $164,550 - $357,700  

Ǐ $32,550 - $78,850       Ǐ $357,700 - above 

 

8. What is the highest level of education you have completed? 

 

Ǐ Some high school       Ǐ College degree 

Ǐ High school graduate, no college     Ǐ Graduate or Professional degree  

Ǐ Some college  
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9. At which of the following retail locations/organizations do you buy the majority of your groceries? 

 

Ǐ Conventional grocery store     Ǐ Farmersô market 

Ǐ Cooperative       Ǐ CSA 

Ǐ Roadside stand      Ǐ Food buying group 

Ǐ Grown own food      Ǐ Other ______________ 

 

10. Do you buy organic foods at least every other time you purchase groceries?   Ǐ Yes   Ǐ No 

(Here, organic includes foods that have been federally, state, or farmer certified as organically produced.) 

 

a. If you answered yes, please indicate all factors that motivate you to purchase organic foods:  

Ǐ nutrition        Ǐtaste  

Ǐ avoiding pesticides and other chemicals    Ǐsupport of environmentally friendly agriculture  

Ǐ other_________________________________ 

 

b. If you answered no, please indicate all factors that discourage you from purchasing organic foods:  

Ǐ price         Ǐ taste 

Ǐ appearance       Ǐ concern about safety of organic foods  

Ǐ lack of variety       Ǐ lack of availability 

Ǐ other _____________________________ 

 

10. Do you purchase fair trade foods at least every other time you purchase groceries?  ǏYes   ǏNo  

(Here, fair trade includes foods that have been federally, state, or organization certified as produced under fair 

trade standards.) 

 

a. If you answered yes, please indicate all factors that motivate you to purchase fair trade foods:  

Ǐ nutrition        Ǐ taste  

Ǐ supporting environmentally friendly agriculture   Ǐ supporting farm worker justice  

Ǐ supporting farmers that practice fair trade labor standards Ǐ other ______________________ 

 

b. If you answered no, please indicate all factors that discourage you from purchasing fair trade foods: 

Ǐ donôt understand fair trade standards     Ǐ lack of availability  

Ǐ lack of variety       Ǐ price 

Ǐ concern about the safety of fair trade foods    Ǐ other _____________________ 

 

c. Pretend your grocery store began offering locally produced fair trade food options at a price comparable to the 

food you typically purchase. If these local fair trade foods, excluding coffee, tea and chocolate, were available at 

your grocery store please indicate on the following scale how likely you would be to purchase them  

(if 1 indicates you would never likely to purchase and 5 indicates definitely likely to purchase): 

 

                never likely      not very likely      don't know       somewhat likely   definitely 

1____________2____________3___________4____________5                              

 

d. At your grocery store, how much more money would you be willing to spend each week to purchase local fair 

trade foods that are equivalent to items that you normally purchase (for example: locally produced fair trade 

apples rather than conventional or organic apples)? Please check the appropriate box below. 

 

Ǐ $0       Ǐ $.01-$10.00 
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Ǐ $10.01 - $20.00     Ǐ $20.01 - $50.00  

 

12. On average how many times a week do you eat out? 

Ǐ 0-1  Ǐ 2-3  Ǐ 4-5  Ǐ 5-6  Ǐ 7 

 

13. Pretend you are looking at the menu at your favorite restaurant. If the two dishes on the menu were the same 

price and the exact same dish but one was made with local fair trade ingredients, would you choose the fair trade 

dish? Please indicate on the following scale how likely you would be to purchase the dish with fair trade 

ingredients (if 1 indicates you would never be likely to purchase and 5 indicates very likely to purchase). 

 

                 never likely      not very likely      don't know     somewhat likely       very 

1____________2____________3___________4____________5                              

 

14. If the dish on the menu using local fair trade ingredients was the more expensive of the two dishes would you 

choose the fair trade item? Please indicate on the following scale how likely you would be to purchase the more 

expensive dish made with fair trade ingredients (if 1 indicates you would never be likely to purchase and 5 

indicates very likely to purchase). 

    

                 never likely      not very likely      don't know     somewhat likely       very 

1____________2____________3___________4____________5                              

 

 a. Please indicate how much more you would be willing to pay for a dish that used local fair trade ingredients: 

Ǐ 0   Ǐ $.01-$2.00   Ǐ $2.01-$5.00   Ǐ greater than $5.01 

 

15. What do you think the minimum hourly wage of a legal US farm worker is?  estimated wage: __________ 

(For this survey, a farm worker is an individual that works directly with crops or livestock in an agricultural 

operation, including farms, ranches,  nurseries, slaughterhouses, and ports of entry.) 

 

 

Do you have any comments relevant to the questions asked that were not addressed in this survey?  

 

 

 

Thank you for taking our survey!  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
13 

 

APPENDIX 3 

 

Local Fair Trade Retailer Interest Survey 

General Business 600, 2008 

1. Please identify your organization or business on the list below:  

Ǐ grocery     Ǐ restaurant  

Ǐcaf®      Ǐ other _________________  

2. Do you currently sell organic products?       ǏYes    Ǐ No  

3. Do you currently sell local products that are grown or raised in Wisconsin? Ǐ Yes   Ǐ No  

4. Do you currently sell domestic fair trade products, excluding coffee?   ǏYes   ǏNo  

5.  If you had the opportunity, would you be interested in selling local fair trade products?Ǐ Yes  Ǐ No  

 a. If yes, please check all options that explain your interest in selling local fair trade products:  

 Ǐbroaden customer base  

 Ǐdiversify variety of products offered to customers  

 Ǐsupport local farmers  

Ǐsupport environmentally friendly agriculture  

Ǐsupport worker justice  

Ǐother: ____________________  

 

 b. If no, please indicate all factors that discourage you from fair trade products:  

Ǐ price 

Ǐ lack of variety/availability 

Ǐ not sufficient demand from customers 

Ǐ donôt understand fair trade standards 

Ǐ donôt care 

Ǐ other ______________ 

6. Do you make information about fair trade products available to your customers?  ǏYes   ǏNo  

 a. Would you like to make information about fair trade available to your customers? ǏYes  ǏNo  

7. How would you be interested in becoming involved with a Madison Fair Trade coalition in the future?   (Please 

check all that apply)  

Ǐ Be included on our email list serve  

Ǐ Display literature  

Ǐ Attend bimonthly steering committee meetings.  

Ǐ Participate in special events  

Ǐ Host an event ideas: ___________________  

Ǐ Be included in a Fair Trade walking tour  

Ǐ Make a donation 

Ǐ No thank you, I would not like any more information  

Ǐ Other: _________________________________   

8. Would you be interested in learning more about local fair trade products in the future?   ǏYes  ǏNo  

 a. If yes, please provide the best way to contact you about local fair trade products in the future: 

 Ǐ contact name: ___________________ 

 Ǐ phone:_________________________________  

 Ǐ email:__________________________________  

 Ǐ fax: ____________________________________ 

 Ǐ mailing address:__________________________  

9. What do you think the hourly wage of a US farm worker is? _______________ 

10. Do you have any comments you feel were not addressed in the above questions that are relevant to this 

survey? 
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APPENDIX 4 

 

Revised Retailer Survey 

 

1. Please identify your organization or business on the list below:  

Ǐ grocery      Ǐ restaurant  

Ǐcaf®       Ǐ other __________________________  

 

2. Do you currently sell certified organic products?      Ǐ Y        Ǐ N  

 

3. Do you currently sell local products that are grown or raised in Wisconsin?    Ǐ Y       Ǐ N  

 

a) Please indicate all local products that you are selling: 

Ǐ Produce         Ǐ Meat   Ǐ Dairy        Ǐ Breads   Ǐ Drinks       

Ǐ Other___________________________________________________ 

 

4. Do you currently sell domestic fair trade products (excluding coffee, tea and chocolate)?   ǏY  ǏN 

(Domestic Fair Trade businesses commit to paying a fair wage to its employees and provide healthy and safe 

working conditions in an environmentally sustainable way)  

 

a) Please indicate all local products that you are selling: 

Ǐ Produce         Ǐ Meats  Ǐ Dairy        Ǐ Breads   Ǐ Drinks       

Ǐ Other____________________________________________________ 

 

5. If possible, would you be interested in selling local fair trade products?    Ǐ Y   Ǐ N  

 

   a. Please check all options that explain your interest in selling local fair trade products:  

  Ǐbroaden customer base    Ǐdiversify variety of products offered to customers  

  Ǐsupport local farmers    Ǐsupport environmentally friendly agriculture  

Ǐsupport worker justice     ǏSupport Local Economy 

Ǐother: ____________________  

   

 b. Please indicate all factors that discourage you from fair trade products:  

Ǐ price       Ǐ lack of variety/availability  

Ǐ not sufficient demand from customers   Ǐ donôt understand fair trade standards  

Ǐ donôt care      Ǐ other ___________________________ 

 

6. Do you make information about fair trade products available to your customers?  ǏY      ǏN  

 

a) If you answered yes, please indicate all how you are making info available: 

Ǐ Menu        Ǐ Pamphlets   Ǐ Verbally Informing Customers        

Ǐ Other____________________________________________________ 

 

7. How would you be interested in becoming involved with a Madison Fair Trade coalition  

Ǐ Be included on our email list serve    Ǐ Display literature  

Ǐ Attend bimonthly steering committee meetings.  Ǐ Participate in special events  

Ǐ Host an event ideas: ___________________   Ǐ Make a donation  

Ǐ Be included in a Fair Trade walking tour   Ǐ No thank you 

Ǐ Other: ______________________________ 
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8. Would you be interested in learning more about local fair trade products?    ǏY   ǏN 

   a. If yes, please provide the best ways to contact you about local fair trade: 

   Ǐ contact name: ________________________  Ǐ phone:______________________  

   Ǐ email:_______________________________  

Ǐ mailing address:_______________________  

   

9. What do you think is the minimum hourly wage of a legal US farm worker? ______________  

   

10. Do you have any comments you feel were not addressed in the above questions that are relevant to this 

survey?  
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APPENDIX 5 

 

INFO SHEET 

Thank you for participating in our survey! 

This data will be used for a school project to determine the demand for local and Fair Trade produce in Madison. 

Your identity will be anonymous in our report. If you are interested in local and Fair Trade produce, keep reading! 

 

Fair Trade 

 

Fair Tradeôs primary goals are to: 

*support family-scale farming 

*reinforce farmer-led initiatives such as farmer cooperatives 

*ensure just conditions for those who work in agriculture 

*strengthen the organic farming movement 

*bring these efforts together with mission-based traders, retailers and concerned consumers 

*contribute to the movement for a more equitable, diverse and sustainable agriculture in North America.  

 

What is Fair Trade? 
Fair Trade is an alternative way of doing business - one that builds equitable, long-term partnerships between 

consumers in North America and producers in developing regions. Fair Trade businesses commit to: 

   * Paying a fair wage in the local context. 

   * Offering employees opportunities for advancement. 

   * Providing equal opportunities for all people, particularly the most disadvantaged. 

   * Engaging in environmentally sustainable practices. 

   * Being open to public accountability. 

   * Building long-term trade relationships. 

   * Providing healthy and safe working conditions within the local context. 

   * Providing financial and technical assistance to producers whenever possible. 

   * These Fair Trade criteria were established by the Fair Trade Federation. 

 

What does ñfairò really mean? 
The word ñfairò can mean a lot of different things to different people. In alternative trade organizations, ñFair 

Tradeò is about more than just paying a fair wage. It means that trading partnerships are based on reciprocal 

benefits and mutual respect; that prices paid to producers reflect the work they do; that workers have the right to 

organize; that national health, safety, and wage laws are enforced; and that products are environmentally 

sustainable and conserve natural resources.  

For more information on fair trade, visit these web sites: 

http://www.localfairtrade.org/ 

http://www.fairtraderesource.org/ 

 

Local 

Where can I get local produce? 

Madison has plenty of CSAôs (Community Supported Agriculture) that you can join!  By joining a CSA, you will 

receive a box of local produce every week (or every other week) from approximately May-October and help your 

local farmers.  If you are interested in joining a CSA please visit http://www.macsac.org/ to see what choices are 

available to you.  

What local produce is available in WI? 

If you are interested in Wisconsinôs local produce, please look at the next page on the availability of produce 

throughout the seasons. 

http://www.macsac.org/
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(www.reapfoodgroup.org/farmtoschool/educators.shtml) 

 

 

 



 
18 

 

 

APPENDIX 6 

 

Retailer Data 

 

Cross Tabulation of Organization and Selling of Organic, 

Local, and Fair Trade Products. 
 

Organization * Sell Organic Cross tabulation 

Count 
    

 
 Sell Organic 

  Yes No Total 

Organization Restaurant 8 11 19 

Cafe 7 1 8 

Total 15 12 27 

 

Organization * Sell Local Products Cross tabulation 

Count 
    

 
 Sell Local Products 

  Yes No Total 

Organization Restaurant 15 4 19 

Cafe 5 3 8 

Total 20 7 27 

 

Organization * Sell Domestic FT Cross tabulation 

Count 
    

 
 Sell Domestic FT 

  Yes No Total 

Organization restaurant 2 17 19 

Cafe 3 5 8 

Total 5 22 27 
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APPENDIX 7 

 

Retailer Contacts 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Name of 

Organization 

Name of Contact Email Address Phone Mailing Address 

Barrique's Cafe  Ben Dewberry ben@barriquesmarket.com - 127 W. Washington Ave., 

Madison, WI 53701 

Fair Trade Coffee 

House 

Lori Henn ftch418@yahoo.com 608.268.0477 418 State Street, Madison, WI 

53703 

Hawk's Bar & 

Grille 

- abhoerig@yahoo.com 608.256.4295 425 State Street, Madison, WI 

53703 

Dotty Dumpling's 

Dowry 

Rachael Stanley rachaelstanley@yahoo.com 608.259.0000 317 N. Francis Street, 

Madison, WI 53703 

Espresso Royale 

Coffee House 

Liz Tymus erc19@expressoroyale.com 608.259.0800 208 State Street, Madison, WI 

53703 

Brocach's Irish 

Pub 

David david@brocach.com 608.255.2015 7 W. Main Street, Madison, 

WI  

Tutto Pasta 

Cocina Italiana 

Brian D. 

Lamphier 

bdlamphier@yahoo.com 608.250.4755 107 King Street, Madison, WI 

53703 

Jo's Tazzina Cafe 

& Confectionary 

- jackwn@gmail.com 608.819.1082 45 S. Bassett Street, Madison, 

WI 53703 

Madison's Bar & 

Grille 

Andy Haker andy@madisondowntown.c

om 

608.208.3769 - 

Ian's Pizza Cindy Gross cindy@ianspizza.com 608.283.6341 319 N. Francis Street, 

Madison, WI 53703 

Himal Chuli Jamuna Shrestha - 608.251.9225 318 State Street, Madison, WI 

Chipotle Sandra Sanchez - 608.250.4613 658 State Street, Madison, WI 

53703 

Willy Street Co-

op 

Lynn Olson, 

Services 

Management 

- - 1221 Williamson Street, 

Madison, WI 53703 
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APPENDIX 8 

 

Retailer Survey Analysis 

 

Why interested in selling local fair trade products (rank of importance): 
Support Local Farms (68%) 

Support Environmentally-friendly Agriculture (64%) 

Support Worker Justice (46%) 

Diversify Variety of Products offered to Customers (32%) 

Broaden Consumer Base (29%) 

Other: Support Local Economy (4%) 

 

Why not interested in selling local fair trade products (rank of importance): 
Price (33%) 

Not sufficient Demand from Customers (18%) 

Lack of Variety/Availability (15%) 

Donôt Care (7%) 

Donôt understand standards (0%) 

 

How would you be interested in becoming involved (rank of importance): 
Be included on email list serve (38%) 

Display Literature (25%) 

I would not like any more information (25%) 

Participate in Special Events (15%) 

Be included in a Fair Trade walking tour (15%) 

Host a special event (7%) 

Attend bimonthly steering committee meetings (7%) 

Make a donation (0%) 

 

Average (n=22) hourly wage of a US farm worker: $9.00  

 

Interesting Comments 

 

ñWe use ódirect tradeô coffee, which completely cuts out any middleman. While I hope the Fair Trade program 

has improved, there were huge problems with lack of oversight and regulation in its infancy, leading to many 

abuses.ò ï Joôs Tazzina Caf® & Confectionary  

 

ñWe do purchase many ingredients from local/sustainable farms. These farms are not dependent on migrant labor 

and do pay living wages and provide benefits. We utilize the services of REAP of Southeastern Wisconsin in 

finding and doing business with such farms. Our business is committed to providing a livable wage and benefits 

to our employees, [which] includes free healthcare to those working more than 30 hours a week. Please feel free 

to contact me with any questions.ò ïIanôs Pizza 

 

ñDo you know what local fair-trade meansò ï Willy Street Cooperative 
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APPENDIX 9 

 

Customer Survey Analysis Demographics 

Gender 
Women were more likely than men to purchase both organic and fair trade foods. 

Women: 57.41% buy organic foods, 40.7% buy fair trade foods 

Men: 54.24% buy organic foods, 32.17% buy fair trade foods 

This may be indicative of a gendered role of food procurement as the normative role of food shopping is done by 

women and these answers were not weighted for individuals, couples, and/or families 

 

Age 
There was an uneven correlation between age and reported purchasing behavior of organic and fair trade foods.   

In reporting purchasing organics of 43.5% individuals age 18-25 years reported purchasing organics, 76.2% of 

individuals age 26-35 reported purchasing organics, 80% of individuals age 36-50 reported purchasing organics, 

and 74.5% of individuals above age 51 reported purchasing organics. 

In reporting purchasing fair trade 25.55% of individuals age 18-25 years reported purchasing fair trade, 62.5% of 

individuals age 26-35 years reported  purchasing fair trade, 61.54% of individuals age 36-51 reported purchasing 

fair trade, and 58.62% of individuals above age 51 reported purchasing fair trade.  

 

Education 
Individuals in increasing education levels increased their reported purchasing habits for both organic and fair 

trade foods.  

39% of individuals with some college education reported purchasing organic, while 27.5% of individuals with 

some college education reported purchasing trade 

67% of individuals with a college degree reported purchasing organic, while 40.6% of individuals with a college 

degree reported purchasing fair trade 

83% of individuals with a graduate or professional degree reported purchasing organic, while 58% of individuals 

with a graduate or professional degree reported purchasing fair trade 

 

Income levels 
There is an uneven correlation between income levels and reported purchasing of organic or fair trade foods.  

44.25% of individuals with income between $0-$8.025 reported purchasing organics, 55.12% of individuals with 

income between $8,025-$32,550 reported purchasing organics, 73.33% of individuals with income between 

$32,550-$78,850 reported purchasing organics, and 61.3% of individuals with income between $78,850-$164,550 

reported purchasing organics 

27.93% of individuals with income between $0-$8.025 reported purchasing fair trade, 29.87% of individuals with 

income between $8,025-$32,550 reported purchasing fair trade, 48.27% of individuals with income between 

$32,550-$78,850 reported purchasing fair trade, and 45% of individuals with income between $78,850-$164,550 

reported purchasing fair trade 

 

 

 

 

 

 

 

 

 

 



 
22 

 

APPENDIX 10 

 

Farmersô Market Analysis 
 

Basic Frequencies and motivations/propensities: 

Age Range 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 8 9.9 9.9 9.9 

2 12 14.8 14.8 24.7 

3 18 22.2 22.2 46.9 

4 15 18.5 18.5 65.4 

5 28 34.6 34.6 100.0 

Total 81 100.0 100.0  

Where: 

1 = 0 ï 17 years of age 

2 = 18 ï 25 

3 = 26 ï 35 

4 = 36 ï 50 

5 = > 51 

Regularly Buy Organics 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 56 69.1 69.1 69.1 

No 25 30.9 30.9 100.0 

Total 81 100.0 100.0  

 

Regularly buy fair trade products, excluding coffee 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 41 50.6 50.6 50.6 

No 40 49.4 49.4 100.0 

Total 81 100.0 100.0  
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Buy Fair trade because of nutrition 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 10 12.3 12.3 12.3 

No 71 87.7 87.7 100.0 

Total 81 100.0 100.0  

 

Buy Fair Trade to support farm worker justice 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 42 51.9 51.9 51.9 

No 39 48.1 48.1 100.0 

Total 81 100.0 100.0  

 

Buy Fair Trade to support environmentally-friendly agriculture 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 32 39.5 39.5 39.5 

No 49 60.5 60.5 100.0 

Total 81 100.0 100.0  

 

Buy Fair Trade because of taste 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 9 11.1 11.1 11.1 

No 72 88.9 88.9 100.0 

Total 81 100.0 100.0  
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Do not buy Fair Trade because of price 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 22 27.2 27.2 27.2 

No 59 72.8 72.8 100.0 

Total 81 100.0 100.0  

 

Do not buy Fair Trade because lack of variety/availability 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 28 34.6 34.6 34.6 

No 53 65.4 65.4 100.0 

Total 81 100.0 100.0  

 

Do not buy Fair Trade because of concerns about safety/regulation 

of fair trade foods 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 4 4.9 4.9 4.9 

No 77 95.1 95.1 100.0 

Total 81 100.0 100.0  

 

Do not buy Fair Trade because do not understand standards 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 11 12.3 12.3 12.3 

No 70 86.4 86.4 98.8 

     

Total 81 100.0 100.0  
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Basic Cross-tabulations of demographics and responses: 

Respondents who regularly buy organics and regularly buy fair trade products, 

excluding coffee  

Count     

  Regularly buy fair trade product, excluding coffee 

  Yes No Total 

Regularly Buy Organics Yes 33 23 56 

No 8 17 25 

Total 41 40 81 

 

Respondentsô sex and regularly buy fair trade products, excluding 

coffee 

Count    

  Regularly buy fair trade product, excluding coffee 

  Yes No Total 

Sex Male 11 10 21 

Female 29 30 59 

Total 40 40 80 

 

Age ranges and regularly buy fair trade products, excluding coffee  

Count     

  Regularly buy fair trade product, excluding coffee 

  Yes No Total 

Age Range 1 4 4 8 

2 5 7 12 

3 11 7 18 

4 6 9 15 

5 15 13 28 

Total 41 40 81 

Where: 

1 = 0 ï 17 years of age 
2 = 18 ï 25 

3 = 26 ï 35 

4 = 36 ï 50 
5 = > 51 
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Yearly household income and regularly buy fair trade products, excluding coffee  

Count     

  Regularly buy fair trade product, excluding coffee 

  Yes No Total 

Yearly Household Income $0-8,025 3 3 6 

$8,026-32,550 6 6 12 

$32,551-78,850 20 15 35 

$78,851-164,550 12 12 24 

$164,551-357,700 0 4 4 

Total 41 40 81 
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APPENDIX 11 

 

Cooperatives Market Analysis 
 

Basic Frequencies and motivations/propensities: 

 

Age Range 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 5 13.9 13.9 13.9 

3 6 16.7 16.7 30.6 

4 8 22.2 22.2 52.8 

5 17 47.2 47.2 100.0 

Total 36 100.0 100.0  

Where: 

1 = 0 ï 17 years of age 

2 = 18 ï 25 

3 = 26 ï 35 

4 = 36 ï 50 

5 = > 51 

Regularly buy organic? 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 32 88.9 88.9 88.9 

No 4 11.1 11.1 100.0 

Total 36 100.0 100.0  

 

Regularly buy fair trade products? 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 21 58.3 58.3 58.3 

No 15 41.7 41.7 100.0 

Total 36 100.0 100.0  
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Buy Fair Trade because of nutrition 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 4 11.1 11.1 11.1 

No 32 88.9 88.9 100.0 

Total 36 100.0 100.0  

Buy Fair Trade to support farm worker justice 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 22 61.1 61.1 61.1 

No 14 38.9 38.9 100.0 

Total 36 100.0 100.0  

Buy Fair Trade to support environmentally-friendly agriculture 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 18 50.0 50.0 50.0 

No 18 50.0 50.0 100.0 

Total 36 100.0 100.0  

Buy Fair Trade because of taste 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 5 13.9 13.9 13.9 

No 31 86.1 86.1 100.0 

Total 36 100.0 100.0  

Do not buy Fair Trade because of price 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 12 33.3 33.3 33.3 

No 24 66.7 66.7 100.0 

Total 36 100.0 100.0  
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Do not buy Fair Trade because lack of variety 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 8 22.2 22.2 22.2 

No 28 77.8 77.8 100.0 

Total 36 100.0 100.0  

Do not buy Fair Trade because of concern about safety and regulation 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 1 2.8 2.8 2.8 

No 35 97.2 97.2 100.0 

Total 36 100.0 100.0  

Do not buy Fair Trade because do not understand standards 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 4 11.1 11.1 11.1 

No 32 88.9 88.9 100.0 

Total 36 100.0 100.0  

 

Basic Cross-tabulations of demographics and responses: 

 

Respondents who regularly buy organics and regularly buy fair 

trade products, excluding coffee 

Count     

  Regularly buy fair trade products? 

  Yes No Total 

Regularly buy organic? Yes 19 13 32 

No 2 2 4 

Total 21 15 36 
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Age range and regularly buy fair trade products 

Count     

  Regularly buy fair trade products? 

  Yes No Total 

Age Range 2 1 4 5 

3 5 1 6 

4 7 1 8 

5 8 9 17 

Total 21 15 36 

Where: 
1 = 0 ï 17 years of age 

2 = 18 ï 25 

3 = 26 ï 35 
4 = 36 ï 50 

5 = > 51 

 

Age range and buy fair trade to support farm worker justice  

Count     

  Buy Fair Trade to support farm worker justice 

  Yes No Total 

Age Range 2 1 4 5 

3 5 1 6 

4 8 0 8 

5 8 9 17 

Total 22 14 36 
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Age range and buy fair trade to support environmentally-friendly agriculture 

 

Count     

 
 Buy Fair Trade to support environmentally-friendly 

agriculture 

  Yes No Total 

Age Range 2 1 4 5 

3 2 4 6 

4 6 2 8 

5 9 8 17 

Total 18 18 36 

 

Age range and do not buy fair trade because of price  

Count     

  Do not buy Fair Trade because of price 

  Yes No Total 

Age Range 2 4 1 5 

3 1 5 6 

4 1 7 8 

5 6 11 17 

Total 12 24 36 

 

Age range and do not buy fair trade because lack of variety  

Count     

  Do not buy Fair Trade because lack of variety 

  Yes No Total 

Age Range 2 3 2 5 

3 1 5 6 

4 0 8 8 

5 4 13 17 

Total 8 28 36 
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Age range and do not buy fair trade because do not understand 

standards 

Count     

 
 Do not buy Fair Trade because do not understand 

standards 

  Yes No Total 

Age Range 2 1 4 5 

3 0 6 6 

4 0 8 8 

5 3 14 17 

Total 4 32 36 

 

 

 

Yearly household income and regularly buy fair trade products  

Count     

  Regularly buy fair trade products? 

  Yes No Total 

Yearly Household Income $0 - $8,025 2 3 5 

$8,026 - $32,550 1 0 1 

$32,550 - $78,850 8 5 13 

$78,851 - $164,550 9 7 16 

> $357,701 1 0 1 

Total 21 15 36 
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APPENDIX 12 

 

Internet Survey Analysis 
 

Basic frequencies and motivations demographics: 

 

What is your estimated yearly household income?  

 

 

 

 

 

 

 

 

 

 

 

What is your estimated yearly household income?  

 

 

 

 

 

 

 

 

 

 

 

Do you regularly buy organic products?  
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If yes, please indicate all factors that motivate you to buy organic products: 

 

 

 

 

 

 

 

 

 

 

 

If no, please indicate all factors that motivate you to not buy organic products: 

 

 

 

 

 

 

 

 

 

 

 

 

Do you regularly buy fair trade products? 

 

 

 

 

 

 

 

 

 

 

If yes, indicate all factors that motivate you to buy fair trade products: 
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If no, indicate all factors that motivate you to not buy fair trade products: 

 

 

 

 

 

 

 

 

 

 

 

Pretend you are looking at the menu at your favorite restaurant. If two dishes on the menu were the same price but 

one was made with local fair trade ingredients, would you choose the fair trade dish? 

 

 

 

 

 

 

 

 

 

 

If the dish on the menu using local fair trade ingredients was the more expensive of the two dishes would you 

choose the fair trade item? 

 

 
 

At a restaurant, how much more would you be willing to pay for a meal that used local fair trade ingredients?  
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APPENDIX 13 

 

Resourceful Area Contacts 

 

 

 Rachel Armstrong, REAP of Southeastern Wisconsin, Buy Fresh Buy Local Campaign Coordinator 

(rachela@reapfoodgroup.org, 608-310-7832) 

 

o Provided Madison area retailers and restaurants that already pursue a local food network in their 

business model 

o Provided insight into the initial direction of this project 

o She provided editing for our retailer/consumer surveys, provided informational materials on area 

restaurants, and guided our research on the best way to reach retailers 

 

 Larry L. Johnson, Dane County Farmers' Market, Market Manager (larryj@dcfm.org, 608-455-1999) 

 

o Larry was contacted to see if our group could conduct research at the Farmersô Market located in 

downtown Madison on Saturday mornings 

o He provided us a section and a table to conduct our research and was very helpful 

 

 Sue Barica, Capital Police (sue.barica@doa.state.wi.us, 608-266-7840) 

 

o Sue was utilized as a resource for reserving space at the outdoor Farmersô Market 

o She was contacted and we provided our situation and purpose of the study and she replied 

promptly and professionally 

 

 www.fairtradetownsusa.org, (info@fairtraderesource.org) 

 

o We found a similar survey on this website regarding local fair trade and emailed to inquire if we 

would be able to base our survey off that on the website 

o They replied and allowed us to base our survey structure off theirs  

 

 Molly Schwebach, Outreach and External Relations for Gaylord Nelson Institute of Environmental 

Studies (mayoung3@wisc.edu) 

 

o We contacted Molly to see if we could survey during a lecture series 

o She stated that we were able to do so and can be utilized for future lectures 
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