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EXECUTIVE SUMMARY

Keewaydin Farms, in cooperation with The Local Fair Trade Network (LFTN) in MinnesatdResearch,
Education, Action, and Policy on Food Group (REAP) of SoutbeasVisconsin, is a fariparticipating in the

Local Fair Trade Labahovement 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 specializpsoduce and sales at Keewaydin, is attempting to gauge the
current marketiemand situation in Madison to conclude whether there is sufficient demand, both at a consumer
and retailer level, for local fair tradabeled productsidditionally, he wouldike to learn if there is interest for
morelocal farmsto jointhe 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 ltheSthéet and Regent Street -©ps,

theF a r mMlarkstpand through a general interest survey via the internet to Madison residents. Conversely, the
retailer analysis consisted of restaurants, cafésagnotcerycooperativevhich helped generate insighinto the

current retail situation in the area.

From our research, we offer basic demagdpics, motivations, and propensities, as well as several
recommendations for Keewaydin Farms regarding how H®-goarket strategy should be formed, one of which
is to continue thE project through next semesteitizing the information providedrlhe prescribed

recommendationsn how to enter the end consumer market and retailer nanket

e Begin to educate/inform consumers and retailers

e Continue market analysis

e Build relationships with local retailers, farmers, and consumers

e Start tocreate promotional/informational materials, an email list serve, and newsletter

¢ Continue student project next semester

The following report and subsequent collection of appendigisi® our research process, recommendations, and

supplement materials.




INTRODUCTION

Consumers and farmers in the US are presented with alternative production, certification, and marketing schel
that offer the consumer a guarantee in food qualitypoduction practices and farmers a price premium. Two of
these alternatives, local and fair tr4&&), have gained the attention of Dane County farmers. In cooperation with
a regional nosprofit, LFTN, which links farmers and retailers in Minnesota &vidconsin, farmers are pursuing

a localFT certification program that will ensure sustainable production practices, support for local farmers, and
provide a living wage and equitable work arrangemseitts participants.

By creating a third party certiation program, which places a Lo¢dl 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 ensunspexent 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, whic

i s t he fHateanindiviualmeast e ar n t o s u PLPTNy 2008}t Theetypical Howlynvageg o

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 agrltwral workers 18 and over is $5.15 per hour, and $#25

age 17 and und€wI Dept.of Workforce Development, 2007).

In 2008 the authors of this report conductaégssessment of the consumer and retailer interest inAddalods

in Madison This asessment was conducted through voluntary, anonymous surveys distributed over the 2008 F
semester at the UWladison. Though a certification for lodall foods does not exist currently in this ardas

study was conducted f&tufus Hauckeat Keewaydin Famsto gain understanding of general market assessment.

METHODS
Two surveys were conducted for this projeete Appendicek & 3) to assess the interest of customers and
retailers in locaFT foods.

Customer survey In total, 383 customer surveys wazonducted over the course of 4 weeks. Of these, 83 were
from the Dane Cd- a r mRlarketp36 from local food cooperatives, and 264 from an online survey distributed
throughsocial network@and University affiliated email listerves. Customers, chosanaconvenience basis,

were informed through a poster or email that the survey was for a student project concerniif local

AttheF a r mmarkst@nd Regent St. @p, we were able to ask people to take a survey; however, at the Willy
St. Ceop we wee prevented from soliciting customes.f t er approaching us, the
intent and that their answers woulddmnfidentia] and were asked to answer each question as reasonably as
possible. Once finished, each customer had thierofo take an information sheet Bi and seasonal availability

of local fresh producesée Appendix)5The survey questions asked demographic information, motivations or
factors of discouragement for purchasing organi€Tofoods, willingness to payf 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 weéksese, 8 were cafes,

19 were restaurants, and 1 was a grocetgp. 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 wa §T. Thesareeg questpnsaadreddedd i g
the retailer's current status as an organic arkVarendor, factors of motivation and discouragement for offering
these products, the level of information provided to their customers at their retail location, and thefiinnteres
local FT foods in Madison in the future.
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RESULTS

Consumer. Just 39% of the customers surveyed said that they had pur¢hgmutls. Interestingly, 56% of
customers who purchase organics regularly also puréfiassgularly, but83% ofcustomers whado not

purchase manics regularly do not purchase regularly. Thisagreesvi t h Howar d and Al |l el
willingness to pay foFT foods that found a correlation between those consumers who regularly buy organic
foods and the respondents tharevwilling 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 49% éowtls by 8%Also, there
was an uneven correlation betmeage and reported purchasing behavior of organi€arolods. As the
individual agesthe more likely they are to purchds€ or organics, but after a certain age, 5tigitreases

- Income Yes Organic | YesFT Education Yes YesFT

Age Yes Organk VesFT 0-8025 4424% 27.93% Organic
18-25 43 5% 25.55% Some College 39% 27.5%
— - — 8025-32550 35.12% 29.87%
26-35 76.2% 62.5% College Degree 67% 10.6%
36-50 20% 61.54% 32550-78850 73.33% 48.27%

_ — _ i Graduate or Professional | 83% 58%
Above 51 74.57% 58.62% 78850-164550 | 613% 15% degree

Individuals in increasing education levels increaseir tieported purchasing habits for both organicEhd
foods, while there is an uneven correlation between income levels and reported purchasing of dedanic or
foods. In both instances thigherincome the more likely they are to purch&3eor organis, but after a certain
income level, $78,858164,550, idecreases

The average wage of a US farm worker estimated by custevasr$7.91, the range was $0.2%8%5.00. The

farmersé market customersd aver age vaangle tvhaes oda .i 7
wage was $8.50. This shows that the coops and f ¢
status, but there is stild]l an overestimation on t

When viewing the motivations for purchasing prbducs, the majority of customelsiy FT to supporfarm
worker justice and enviromentallyfriendly agriculture, while taste and nutrition were not an isSoaversely,
the main reasons customers did not buy FT was the price, lack of understanding, arehstimsrthat can be tied
to lack of educationsee Appendi9 for detailed analysis)

Retailer: Of retailerswho reported an interest in selling lo&al products, 68% were motivated by supporting
local farms, 64% by supporting environmentdtigndly agriculture, 46% by supporting worker justice, 32% by
diversifying the variety of products they offered to customers, Bg#oadening their customer base, and 4% by
supporting the local economy.

Of retailers who were not interested in selling Id€alproducts, 33% were discouraged by the pricEf
products, 18% by insufficient demand from customers, 15% by a lack of variety and availability, and 7% report
they didn't care about locRIT productg(See Appendices 6,.7)

Of retailers that reported antérest in becoming involved in a lodal foods initiative in the future, 38%

reported interest in inclusion on an email list serve, 25% in displaying literature, 15% in inclusiohwakking
tour, 7% in hosting a special event relate&Toand7% in attending bimonthly steering committee meetings. Of
retailers who responded, 25% would not like any more information about &buatiative in the future.

The average wage of a US farm worker estimated by retailers was $9.00, the rafi§el &&s$15.00.




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 willingne
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 watedatfaardi

the results were analyzed. Secondly, there were significantly limiting factors in gathering a representative sam
In the case of retailers, many managers refused to take the survey; either because of lack of time, lack of
incentive or lack ofinterest in locaFT 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 ofliasthgurc
across demographic groups and geographic location in Madison by surveying customers as they entered six
different stores: 2 commercial grocery stores, 2-way natural/organic stores and 2aos. However, we

quickly ran into complications becaustmany 'no solicitation policiesAdjusting to this, we decided to survey
what we could, resulting in survey data from tweogogrocery stores, customers at the DaneFCa.r mer s 6
Market, and an online survey. At the three physicaherson locationmost customers are aware of
organic/localFT 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
Madisonretail 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 advedsponse 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 orgahfo@asl with women
purchasing th&e foods more than men. This may indicate a gendered role of food procurement as the normatiy
role of food shopping is done lyomen Still, this data suggests that women will be either more willing to
engage in educational information or already havasichunderstanding 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 ofT foods, there is an increase in reported purchasing up to the middiae brackets, then

reported purchasing falls off. Howard & Alldrypothesizehat this pattern, present in their 2008 nationwide
survey concerning domes#d productsmay indicate a distancing due to socioeconomic status. Individuals with
higher incomesnay 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
contrastFT price premiums implgocial security whih 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 ||
inclined to pay the price premium for this more diffuse social benefit.

Price was thenostapparentveakness in retailers, followed by the lack of demand from their customers for
businesses that were not interesteBTnIf the localFT labeling program requires a price premium significantly
above that of conventional and organic prices thidlynat be able to compete against these established markets.
Conversely, by targeting changing the perceptions of the end consumer through education, sufficient demand
be raised at the far end of the food chain resulting in a pull strategy whick cditized 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
knowingthat the average retailer overestimates the average hourly agricultural wage, education on this front ci
prove to be essential, considering that the strongest interest foFTosatooted in social causes.

£SS

can

an




INSIGHTS, RECOMMENDATIONS , AND STRATEGIES

A local FT certification program in Dane @aty 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 purchasi
local FT, such as availability ancaviety, and to retailers for offeririgl, such as customer demand, and
information/education of both retailers and consumn@nsthe other hand, consumer interedtThat theF ar me r <
Market,and bothCo-ops suggest opportunities to start a pilot progsahere positive push and pull factors are
present; consumers are somewhat educated and motivated to p&Thaskthe cooperative retailers can be
presented with a positive business case and social justification for offdringa fashion that fits theneeds.

We would encourage the future lo€dl initiative to focus their pilot program on retailers and consumers who
have already expressed interest and knowledge of the implications of alternative food systemE&uoh as
addition, we recommend thiis 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 locdAleao$ter the
following recommendations and strategies:

Consumer-oriented (see Appendif for customeisurvey analysis)
e ltis necessary to keep up to date with emerging trends in the Madison market f&iTlgoalds.

o Continue collecting data about the willingness to pay, motivations and discouragements for purchasing
FT, and general consumer interest in inclusion in a [BEahitiative.

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

e The propensity for consumers who purchase orgaoidyats is much greater towanplsrchasing=T products

0 Strengthenelationships with retailers (Gops,F a r miglarket§T r a d e rWhdleoFedls) where
customers already purchase organics and are somewhat educgfed on

o Due to the current stage of the labeling program and inadesatgrcestarget smaller organietilers
rather than big grocemhere consumers do not know/understand I6@alThe 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 Maidor 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).

0 TheFT labelshould charga price premiumcateing to themore affluent and aware consunsegment.

This is an advantage becatseywill be sold in places where this segment already exists as customers.
e Themajority of consumerbuy or are interested iRT products because of social justice reasons, such as
support of farm worker justice andstainable agriculture, and not because of taste or nutrition.
e Consumers do not buyT products because of price and lack of variety and availatitg.because any do
not understand what @Al ocal FTO0O essentially mean

o Educate and inform by methods otltesn price competition.

0 Education and dispersion of information can hefprm consumers in Madiso@ffer informationfor
literature display at restaurants, informational booths abfizoand thé& a r mMarketpand an email list
serve to interestecbnsumers. In order for retailers to be able to understand the business case~at local
they need to experience demand from their customers and this can be done through education.

e Generally, the oldest age group (greater than 51) reported a lower jiwfebsy organics anBT because
of price and lack of variety and/or availability

0 Again, education to older customers who are generally unaware

Retailer-oriented (see Appendi® for retailer survey analysis)

¢ Continue collecting data about the willingiseto pay, motivations and discouragements for purch&3ing
and generaletailerinterest in inclusion in a loc&8T initiative.

e The majority of businegsthat are interested in selliJ products are interested because of social reasons
and not beca@sof business interests

1°2)




0 The localFT 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 processdéretailers 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 offeT larcainics.

¢ Most businessesantto be included on an email liserve and display literateiregarding=T 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

e Some expressedterest in either attending or hosting a special event, while some are already doing some sort
of event regardin§T (i.e. coffee and chocolate tastings)

o Partner with a retailer and host an event tailored to I6Cand include informational packets,
rea®nghow to get involvedand have fresproduce tasting for the event to spark interest and educate

e Price was thenost apparenweakness, followed by the lack of demand from their customers for businesses
that were not interested Kl

0 The localFT 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 sttatelg utilized to align
the interests of consumers with that of the retailers.

e Most organizationguessedhat the wage of a farm worker is almost $4 higher #wnal minimum wage

0 By knowing that average retaifeoverestimatéhe average hourly agrid¢utal wage, education on this

front can prove to be essential, considering the strongest interest fdfF Tdsalooted in social causes.

Farmer-oriented
e Begin an assessment of local farmers
0 Attempt to see if there is a general interest of local aresefs
o Find out what farms are already followiRg standards (both labor and agriculturally)
e Education of farmers regardifd
0 Include on email list serve and newsletters
0 Show benefits/costs of acquiring-a& system
e Visit/survey past participants and debéme 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
e Create a list of organic producers in the area and begin to generate a general interest survey
0 Consumers who buy organic am®re prone to bufT, 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 resouraast 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 thET label program:

Begin to educate/inform consumers and retailers

Continuemarket 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 semesteduse revised customer and retailer sus(&ee
appendices 2 & 4)




APPENDIX 1

Local Fair Trade Customer Interest Survey
General Business 600, 2008

1. What is your age?

2. What is your sex? I M I F

3. What is your race? (check all that apply)
I American Indian or AlBklsHKiasp&aitc¢ver Latino
I Black or African Amerli cWhite
I Asi an I Other

4, How many people are in yohousehold?

5. If children are in your household, please indicate the age of the youngest child:
| -Dyears old | -&years old
| -Syears old | -19 years old

6. What is your estimated yearly household income?

$$8,025

8P25- $32,550
$ 3 2%$78,850
$ 7 8 $18455860
$ 1 6 4%$35%,500
$ 3 5 -7aboved O

— — — — — —

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

I Some high school

I High school graduate, no coll ege

I Some college

I College degr

I Graduate or Professional degree

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

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

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

I nutrition

avoiding pesticides and other chemical s

taste

support of environmentally friendly agriculture
ot her

— — — —




b. If you answered no, please indicate all factors that discourageoyo organic products:

I price

I taste

lappearance

I concern about safety of organic foods
I lack of variety

I other _

10. Do you regularly purchase fair trade products, excluding coffee? Y e s I No

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

I supporting farm worker justice

I supporting environmentally friendly agriculture
I taste

i other __

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

I price

I lack of variety

I concern about the safety of fair trade foods

I dondt under standandd f air trade

I other

11. At your grocery store, if you could decide between conventagpmés 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 amot
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 restiauir 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?

I Yes I No
a. If the dish on the menu using local fair trade ingredients was the more expensive ofdisbésovould you
choose the fair trade item? l Yes I No
14. At a restaurant, how much more would you be willing to pay for a meal that used local fair trade ingredient|
I O
I $-520m0
I $ 2$5.a01
|

greater than $5.01

15. What do you thinkhe 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?

int

172
)




APPENDIX 2
Revised Customer Survey

Thank you for participating in this umtary 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 Cf
WI)

Please readuestions carefully with attention to wordshiold print; if you do not know how to answer a question
please leave the resporidank or ask the person distributing the survey for clarification as to what the question
is asking.

What is your age? | 1-85 I 2-85 I 3-85 I 4-85 I 56 & older
What is your sex that you identfyasd M T F I ot her _
3. What is your racefplease check all that apply)

I American Indian or Al askKarmHiMNaptainiee or Latino

| Black or African American Il White

I Asi an I Ot her

How many people are in your household? # of peoplading yourself:
(Your household includes other individuals that you share financial respdtysitith)

5. Are there dependent children (underahe of 18) in your household? I Yels No

6. If children are in your household, please indicate the age gbthegestchild:

I -Dyears old I -1 years old
| -Byears old | 1&years old
| -&years old

7. What is your estiated yearly household incom@®ease indicate your personal incormethe combined
yearly income of the primary person you share financial responsibility with)

I $%8,025 I $7 8$184%80

| $8,025- $32,550 | $164$35%,500

Il $ 3 2%$78,850 I $ 35 -7aboved O

8. What is théhighestlevel of education you have completed?

I Some high school I College degree

I High school graduate, nolc&lkIlaegaea tsonaldegre®r of e
I Some coll ege

10




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

I Conventional grocery stoflEar mmarketd

I Cooperative I CSA

I Roadside stand | Fddwying grop

I Grown own food /| other
10. Do you buyrganic foodsatleastevery other time you purchase groceries? I Yes I No

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

a.lf you answereges please indicate all factors that motivate you to purchase organic foods:

I nutrition [taste

I avoiding pesticides and Oshepochemifcahsironment
i other ___ "

b. If you answeredo, please indicate all factors that discourage you from purchasing organic foods:

I price I taste

I appearance I concern about safety
I lack of variety I lack of availability
I other _ _

10. Do youpurchasdair trade foods atleastevery other time you purchase groceriésY e s I No

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

.If you answered yeplease indicate all factors that motivate you to purchase fair trade foods:
nutrition I taste
supporting environment al I gupporting Bmavorker justge i cul t ur ¢
supporting far melawrstarfdaads pr at¢thiece fair trad

— —( —(g,

b. If you answeredo, please indicate all factors that discourage you from purchasing fair trade foods:

I dondt understand fair tradéaskaondamdsil ability
I lack of variety I price

I concern about the safety of fair trade foods I other _

c. Pretend your grocery store began offering locally produced fair trade food options at a price comparable to 1
food you typically purchase. If thefmeal fair trade foods,excludingcoffee, 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 willingegndpach week to purchdseal fair
trade foodsthat are equivalent to items that you normally purchase (for example: locally produced fair trade
apples rather than conventional or organic appE&se check the appropriate box below

I $0 I $-$10.00

11
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I $1-0%2000 I $ 2035000

12. Onaveragehow many times weekdo you eat out?

[ -10 I -2 I - | -6 7

13. Pretend you are looking at the menu at your favorite restaurant. If the two dishes on the menwsaumie the
priceandthe exact same dislbut 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 ne\se likely to purchase and 5 indicates very likely to purchase).

U

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

never likely notvery likely don't know somewhat likely very
1 2 3 4 5

_a. Please indicate how much mgrei wouldbe willing to pay for a dish that used local fair trade ingredients
I O [ $-$200 I $ 2$5.001 I greater than $5.01

15. What do you think the minimum hourly wageadégal 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, ranchesurseries, 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!

12




APPENDIX 3

Local Fair Trade Retailer Interest Survey
General Business 600, 2008

1. Please identify yourrganization or business on the list below:
I grocery I restaurant
ITcaf® I other _
2. Do you currently sell organic products? I Yes I No
3. Do you currently sell local products that are grown or raised in Wisconsin?l ¥ e I No
4. Do you currently sell domestic fair trade products, excluding coffee? I Yes I No
5. | f you had the opportunity, would you bE Nate
a. If yes, please check all options that explairr yoterest in selling local fair trade products:
I broaden customer base
ITdiversify variety of products offered to cus]
I support local farmers
I support environmentally friendly agriculture
I support worker justice
lother:
b. If no, please indicate all factors that discourage you from fair trade products:
I price
I lack of variety/availability
I not sufficient demand from customers
I dondét understand fair trade standards
I dondt care
I other
6. Do you makénformation about fair trade products available to your customers? | Y e s I No
a. Would you like to make information about fair ®aaailable to your customer?Y e s [ No

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

check all that apply)

I Be included on our email l i st serve

I Display literature

I Attend bimonthly steering committee meetings.

I Participate in special events

I Host an event ideas: _ _

I Be i ima Fain Tragewalking tour

I Make a donation

I No thank you, I would not I|i ke any more infor me
I Oother:

8. Would you be interested in |learning noNoe about

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

contact name:
phone:
emai |
fax: ______

mailing address: _ __ __ _ __ _ _ _ _ _ _ __ _______
9. What do you think the hourly wage of a US farm worker is?

—( o — — —

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

grocery I restaurant
caf ® I other

— =

. Do you currently settertified organic products? 1 Y T N

N

3. Do you currently selbcal products that are grown or raised in Wisconsifi? Y T N

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

1 Produce I Meat I Dairyl Breads [ Drinks
I Other __
4. Do you currently setlomestic fair trade products (excluding coffee, tea and chocolaté)? I N

(Domestic Fair Trade businesses commit to paying a fair wage to its employees and provide healthy and safe
working conditiongn an environmentally sustainable way)

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

I Produce T Meatsli Dairyl Breads 1 Drinks
| other __ __ __ __ _ ___ __ _
5. If possible, would yobe interested in selling local fair trade products? Iy I N

a. Please check all options that explain yiaterestin selling local fair trade products:

I broaden customer balskiversify variety of prod
I s u p lpcalifatmers I support environmentally f
Is uppor wor ker justliSwepport Local Economy
lfother: "
b. Please indicate all factors tlécourageyou from fair trade products:
I price I | ac kety/avhilabilitg r i
I not sufficient demandofdomucdet 9mand fair trade
I dondt care I other
6. Do you make information about fair trade products available to your customers? Y I'N
a) If you answered yeplease indicate all how you are making info available:
I Menu I Pamphl etis Verbally Informing Customers
I Other _
7. How would you be interested in becoming involvedhwitMadison Fair Trade coalition
I Be included on our emhiDi $plsay skeirveratur e
I Attend bimonthly steefFiRgrciommpateei meepeéemigal e
I Host an event ideas: | _Make a _donation
I Be i ima Fain Traglewalking tour I No thank you
I Other:
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8. Would you be interested in learning more about local fair trade products? Ty I N
a. If yes, please provide the best ways to contact you about local fair trade:
I contact name I phone:
I email

I magiaddiess:

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 @&lsool 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 readi

Fair Trade

Fair Tradeods primary goals are to:

*supportfamily-scale farming

*reinforce farmedled initiatives such as farmeooperative

*ensure just conditions for those who work in agriculture

*strengthen the organic farming movement

*bring these efforts together with missibased traders, retailers andhcerned 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 businesse that builds equitable, lostigrm 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, partaly 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 Afairo really mean?
The word Afaird can mean a | bh aftdrhaeireattt hdacdg
Tradeo is about more than just paying a fair wage.

benefits and mutual respect; that prices paid to producers reflect the work they do; that workéues figivetd
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 | get local produce?

Madi son has plenty of CSA6s (Community Supported
receive a box of local produce every week (or every other week) from apptelyitiay-October and help your
local farmers. If you are interested in joining a CSA pleasehtisit//www.macsac.orgb see what choices are
available to you.

What local produce is available in WI?

fyouarent erested in Wisconsinbés | ocal produce, pl ea
throughout the seasons.

16

S

ng!

er

Ag


http://www.macsac.org/

AVAILABILITY OF WISCONSIN PRODUCE

CROPS SPRING SUMMER FALL WINTER
DEC

Arugula

Asparagus

Beans

Beets

Bok Choy

Braising Greens

Broccoli

Brussels Sprouts

Burdock Root

Cabbage

Carrots

Cauliflower

Celeriac

Celery

Chard

Cucumber|

Daikon Radish

Eggplant|

Fennel

Garlic, Garlic Scapes

Kale, Collards

Kohlrabi

Leek|

Lettuce

Melon

Mustard Greens

Mushrooms

Ohnion

Parsnip

Peas

Peppers

Potatoes

Radish

Rhubarb

Rutabaga

Scallion

Shallot

Spinach

Summer Squash, Zucchini

Sunchokes

Tomatillo

Tomatoas, field

Tomatoes, greenhouse

Turnip

Watercress

Winter Squash & Pumpkins

HERBS: Basil, Dill

Cilantro, Oregano

Parsley,Sage, Thyme|

Apples

Cranberries

Pears

Raspberries

Strawberries

(www.reapfoodgroup.org/farmtoschool/educators.shtml)
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APPENDIX 6

Retailer Data

Cross Tabulation of Organization and Selling 6Organic,

Local, and Fair Trade Products.

Organization * Sell Organic Cross tabulation

Count
Sell Organic
Yes No Total
Organization| Restauran 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| Restauran 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.con

127 W. Washington Ave.,
Madison, WI 53701

Fair Trade Coffee
House

Lori Henn

ftch418@yahoo.com

608.268.0477

418 State Street, Madison, V|
53703

Hawk's Bar &
Grille

abhoerig@yahoo.com

608.256.4295

425 State Street, Madison, V|
53703

Dotty Dumpling's
Dowry

Rachael Stanley

rachaelstanley@yahoo.cofr

608.259.0000

317 N. Francis $¢et,
Madison, WI 53703

Espresso Royale | Liz Tymus ercl9@expressoroyale.col 608.259.0800 | 208 State Street, Madison, V

Coffee House 53703

Brocach's Irish David david@brocach.com 608.255.2015 | 7 W. Main Street, Madison,

Pub Wi

Tutto Pasta Brian D. bdlamphier@yahoo.com | 608.250.4755| 107 King Street, Madison, W

Cocina ltaliana Lamphier 53703

Jo's Tazzina Cafe| - jackwn@gmail.com 608.819.1082 | 45 S. Bassett Street, Madisg

& Confectionary WI 53703

Madison's Bar & | Andy Haker andy@madisondowntown.| 608.208.3769 | -

Grille om

lan'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, V|

Chipotle Sandra Sanchez | - 608.250.4613 | 658 State Street, Madison, V|

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 Environmentallfriendly 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%)

Dondét Care (7%)

Dondt wunderstand standards ( 0%)

How would you be interested in becoming involved (rank of importance):
Be included on emaildt 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 donatin (0%)

Average (n=22) hourly wage of a US farm workg9:00

Interesting Comments

AWe use 6direct traded coffee, which completely ¢
has improved, there were huge problems with lack of overaightegulation in its infancy, leading to many
abusiedso.0s Tazzina Caf® & Confectionary

AWe do purchase many ingredients from | ocal/ sustg
and do pay living wages and provide benefits. Wieeatthe services of REAP of Southeastern Wisconsin in
finding and doing business with such farms. Our business is committed to providing a livable wage and benefi

to our employees, [which] includes free healthcare to those working more than 30 Weeis Rlease feel free
to contact me WianhdsanPi zqzuaesti ons. 0

ADo you know-twhate IilMdlg3ileetGoaperative
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APPENDIX 9

Customer Survey Analysis Demographics
Gender
Women were more likely than men to purchase bothnicgend 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
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 fool
In reporting purchasing organics of 43.5% individuede 1825 years reported purchasing organics, 76.2% of
individuals age 265 reported purchasing organics, 80% of individuals age03@ported purchasing organics,

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

In reporting purchasinfair trade 25.55% of individuals age-28B years reported purchasing fair trade, 62.5% of
individuals age 25 years reportegburchasing fair trade, 61.54% of individuals ages2@eported purchasing

fair trade, and 58.62% of individuals above ageefibrted 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, white @f7iradividuals with

some college education reported purchasing trade

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

83% of individuals with a graduate 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 orgamniade fimiods.
44.25% of individuals with income between$8.025 reported purchasing organics, 55.12% of individuals with
income between $8,02832,550 reported purchasing organics, 73.33% of individuals with income between
$32,5506%$78,850 reported punasing organics, and 61.3% of individuals with income between $788%0550
reported purchasing organics

27.93% of individuals with income between$8.025 reported purchasing fair trade, 29.87% of individuals with
income between $8,02832,550 report purchasing fair trade, 48.27% of individuals with income between
$32,5506%$78,850 reported purchasing fair trade, and 45% of individuals with income between $7B;83%50
reported purchasing fair trade
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APPENDIX 10

F a r meviarkebAnalysis

Basic Frequencies and motivations/propensities

Age Range
Cumulative
Frequency| Percent |Valid Percent| 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=07 17years of age

2=18i 25

3 =261 35

4 =367 50

5=>51

Regularly Buy Organics
Cumulative
Frequency| Percent |Valid Percent 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

Cumulative
Frequency | Percent |Valid Percent Percent
Valid Yes 41 50.6 50.6 50.6
No 40 49.4 49.4 100.0
Total 81 100.0 100.0

22




Buy Fair trade because of nutrition

Cumulative
Frequency | Percent | Valid Percent 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
Cumulative
Frequency | Percent | Valid Percent 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

Cumulative
Frequency | Percent | Valid Percent Percent
Valid Yes 32 395 39.5 39.5
No 49 60.5 60.5 100.0}
Total 81 100.0 100.0
Buy Fair Trade because of taste
Cumulative
Frequency | Percent | Valid Percent 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

Cumulative
Frequency | Percent [ Valid Percent 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

Cumulative
Frequency | Percent | Valid Percent 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

Cumulative
Frequency | Percent | Valid Percent 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
Cumulative
Frequency | Percent | Valid Percent 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 Crosstabulations of demographics and responses:

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

Count

excluding coffee

Regularly buy fair trade product, excluding coffee

Yes

No

Total

Regularly Buy Organics

Yes

No

Total

33

41

23

17

40

56

25

81

Responde

Count

nt s Ggukdybuyafairdrade products, excluding

coffee

Regularly buy fair trade product, excluding coffee

Yes

No

Total

Sex

Male

Female

Total

11

29

40

10

30

40

21

59

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 =0i 17 years of age
2=18i 25
3 =261 35
4 =361 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
$8,026-32,550
$32,551-78,850
$78,851-164,550
$164,551-357,700

Total

20

12

41

15

12

40

12

35

24

81

26




APPENDIX 11
Cooperatives Market Analysis

Basic Frequencies and motivations/propensities

Age Range
Cumulative
Frequency Percent Valid Percent 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 =01 17years of age
2=18i 25
3 =261 35
4 =361 50
5=>51
Regularly buy organic?
Cumulative
Frequency Percent Valid Percent 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?
Cumulative
Frequency Percent Valid Percent 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

Cumulative
Frequency Percent Valid Percent Percent
Valid Yes 4 111 111 11.1
No 32 88.9 88.9 100.0
Total 36 100.0 100.0
Buy Fair Trade to support farm worker justice
Cumulative
Frequency Percent Valid Percent 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
Cumulative
Frequency Percent Valid Percent 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
Cumulative
Frequency Percent Valid Percent 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
Cumulative
Frequency Percent Valid Percent Percent
Valid  Yes 12 333 333 333
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

Cumulative
Frequency Percent Valid Percent 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 Fai

r Trade because of concern about safety

and regulation

Cumulative
Frequency Percent Valid Percent 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
Cumulative
Frequency Percent Valid Percent Percent
Valid Yes 4 111 111 11.1
No 32 88.9 88.9 100.0
Total 36 100.0 100.0

Basic Crosstabulations 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 =071 17 years of age
2=18i 25
3 =261 35
4 =361 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

Total

13

28

17

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

Basicfrequencies andnotivations demogdraphics:

What is your estimated yearly household income?
$0 - $8,025

$8,025 - $32,550

$32,550 - $78,850

$78,850 - $164,550

$164,550 - $357,700

357,700 - above

0 20 40 60 &0 100 120

What is your estimated yearly household income?

Some high schoal
High school gradu...
Some college
College degree

Graduate or Profe...

o 3

Do you regularly buy organic products?

no 134——mm

62 93

124 155 186

Yes 120
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If yes, please indicate all femrs that motivate you to buy organic products:

nutrition

avoiding pesticid...
taste

support of enviro...

Other

0 23 46 69 92 115 138

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

price

taste

appearance
concern about saf...
lack of variety

Other

0 27 54 B 108 135

Do you regularly buy fair trade products?

—Yes 83
If yes, indicate all factors that motivate yaultuy fair trade products:

nutrition

supparting farm w...
supporting enviro...
taste

Other

0 14 28 42 56 70 B84
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If no, indicate all factors that motivate you to not buy fair trade products:
price

lack of variety

concern about saf...

don't understand ...

Other
0 18 36 54

7290 108

Pretend you are looking at the menu at your favorite restaurant. If two dishes on the menu were the same pric
one was made wittotal fair trade ingredients, would you choose the fair trade dish?

Yes 237

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?

—————No 123

Yes 131
At a restaurant, how much more wowlol be willing to pay for a meal that used local fair trade ingredients?

———$2.01-35.00 °

—greater t... 15

01-$2.00 129——
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APPENDIX 13

Resourceful Area Contacts

Rachel Armstrong, REAP of Southeastern WisconsBuyy Fresh Buy Local CampaigPoordinator
(rachela@reapfoodgroup.org, 6880-7832)

o Provided Madison area retailers and restaurants that already pursue a local food network in the
business model

o Provided insight into the initial direction of this project

o Sheprovided editing foour retailer/consumer surveys, provided informational mdsesiaarea
restaurants, and guided our research on the best way to reach retailers

Larry L. Johnson, Dane County Farmers' Market, Market Manager (larryj@dcfm.org4664.999)
o Larry was contacted to see if our group could conduct research atthe Barmigra r k et | o
downtown Madison on Saturday mornings
0 He provided us a section and a table to conduct our research and was very helpful
Sue Baricg Capital Police (sue.barica@doa.state.wi.us;B8873840)
0 Sue was utilized as aresource forresergimqya ce at t he outdoor Farr
0 She was contacted and we provided our situation and purpose of the ststigrapdied
promptly and professionally
www.fairtradetownsusa.org, (info@fairtraderesource.oyg
o We found a similar survey on this websiggarding local fair trade and emailed to inquire if we
would be able to base our survey off that on the website

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

Molly Schwebach Outreach and External Relations for Gaylord Nelson uristibf Environmental
Studies fhayoung3@wisc.edu

0 We contacted Molly to see if we could survey during a lecture series
0 She stated that we were able to do so and can be utilized for future lectures
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