Table 53. Marketing Practices on Exempt Organic Farms: 2008

[For meaning of abbreviations and symbols, see introductory text]

United States Alabama Alaska Arizona
ltem Percent Percent Percent Percent
Farms Farms Farms Farms
of sales of sales of sales of sales
SALES OUTLETS
Consumer direct sales:
On-site (e.g., farm stand, u-pick)........ccccooeeveniiininnicen. 1,518 36.7 4 424 4 12.0 15 55.7
Farmers' market ... 964 23.0 8 15.0 5 414 3 (D)
Community Supported Agriculture (CSA). 185 6.9 - - 2 (D) - -
Mail order/INternet ...........cceeeeiiiiiiieeiiee e 142 1.6 1 (D) 1 (D) - -
Other consumer direCt..........coccueeeiiiiiiiiie e 669 11.7 4 (D) 1 (D) 8 13.0
Direct-to-retail sales:
Natural food stores (cooperatives and
SUPEIMATKELS) ...oveiiiiiiiieiie et 364 3.7 2 (D) - - - -
Conventional supermarkets.............ccoooeeiiiiieiiiieenieee s 79 1.1 2 (D) 1 (D) 2 (D)
Restaurants/caterers .........coooeeeeniiiiiiniiieeeeeeee 281 4.0 3 (D) 1 (D) 1 (D)
Institutions (e.g., hospitals, schools} ..........cccccoiiiiiiiienine 36 0.3 - - - - - -
Other direct-to-retail ..........ccccooiiiiiiiiiiie e 97 1.0 2 (D) 2 (D) 1 (D)
Wholesale market sales:
Natural food store chain buyer ............cccccovvviiiiiennenee 29 0.3 - - 1 (D) - -
Conventional supermarkets chain buyer.. 5 0.1 - - - - - -
Processor, mill, or packer............ccccevieeeennenn. 69 1.4 - - - - - -
Distributor, wholesaler, broker, or repacker ....................... 122 3.7 - - 1 (D) - -
Sales to other farm operations ...........cccceceevieiiieneiieene. 151 25 2 (D) - - 1 (D)
Grower cooperative 43 0.6 - - - - -
Other wholesale .............cooiiiiiiiiii e 94 1.4 - - - - 3 (D)
FIRST POINT OF SALES
Local (within 100 MilES).....cc.coiriiririerireecreeee e 2,922 96.0 19 (D) 8 (D) 23 100.0
Regional (more than 100 miles but less
than 500 miles)......cccocvevrrenne 169 3.1 1 (D) 2 (D) - -
National (500 miles or further).. 75 (D) - - - - - -
International.............ccoi i 4 (D) - - - - - -
OTHER MARKETING INFORMATION
Sold organic products in non-organic or
conventional Markets ..........cccoiiiiieiieiie e 906 (X) 7 (X) 6 X) 7 (X)
Sold products through CSA shares............ccccoeiiieiiiieiiieene 185 (X) - (X) 2 (X) - (X)
Sold all organic products produced in 2008 ..............cccocueneee. 1,682 (X) 8 (X) 4 (X) 15 (X)
Produced organic products under
a production CONtract...........ccoceeiiiiiiiiieeiee e 38 (X) - (X) - (X) - (X)
Found reliable buyers/markets ...........cccccoiviiiiniiice 2,163 (X) 14 (X) 6 (X) 19 (X)
Had sufficient organic marketing options ............cccccoiieenis 1,869 (X) 10 (X) 6 (X) 13 (X)
Acquired sufficient amount of organic seed ..............ccccceee. 1,977 (X) 14 (X) 8 (X) 14 (X)
Had adequate organic production inputs
AVAIIADIE ... 2,410 (X) 13 (X) 7 (X) 18 (X)
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Table 53. Marketing Practices on Exempt Organic Farms: 2008 - Con.
[For meaning of abbreviations and symbols, see introductory text]
Arkansas California Colorado Connecticut
ltem Percent Percent Percent Percent
Farms Farms Farms Farms
of sales of sales of sales of sales
SALES OUTLETS
Consumer direct sales:
On-site (e.g., farm stand, u-pick) .........ccoceriiiiirniieniee 6 (D) 157 26.0 23 22.8 24 53.2
Farmers' market........c.ccooveiiiiiinnnic, 2 (D) 77 29.3 16 27.2 15 31.8
Community Supported Agriculture (CSA). - - 16 1.3 4 16.7 1 (D)
Mail order/INternet...........ccooivieiieiiiiiiee e - - 14 1.0 2 (D) - -
Other consumer direct ............coooeviiiiiiiniiiee 5 (D) 57 11.1 10 22.0 3 (D)
Direct-to-retail sales:
Natural food stores (cooperatives and
SUPEIMATKELS ) ...ccvvieiiiiiieieiee ettt - - 44 5.2 4 3.5 7 7.9
Conventional supermarkets ............cccoocveeiiiieiiiiieniee s 1 (D) 7 0.7 - - - -
Restaurants/caterers ...........ccooeeiieiiiiiic i 2 (D) 36 2.7 1 (D) 6 1.8
Institutions (e.g., hospitals, schools}..........cccccoveineniiennnn. - - 2 (D) - - 1 (D)
Other direct-to-retail...........cccooiiiiiiiiiiee e - - 7 0.3 4 (D) 5 2.2
Wholesale market sales:
Natural food store chain buyer............cccccoviiiiiiiiiiicies - - 2 (D) - - - -
Conventional supermarkets chain buyer .. - - - - - - (D)
Processor, mill, or packer .............ccccoeeeee - - 26 4.3 1 (D) - -
Distributor, wholesaler, broker, or repacker...............cc....... - - 30 12.2 - - - -
Sales to other farm operations...........cccceeviiieiniiieiiiiees - - 10 1.6 2 (D) 1 (D)
Grower cooperative - - 7 1.8 - - 2 (D)
Other wholesale...........ooooveiiiiiiiiie e - - 14 22 4 3.3 - -
FIRST POINT OF SALES
Local (within 100 MiIES) ....cc.eeivirieiiricicrecc e 10 100.0 327 93.1 42 96.3 40 (D)
Regional (more than 100 miles but less
than 500 miles) .......cccccvevenerne - - 30 (D) 4 (D) 1 (D)
National (500 miles or further) .. - - 6 0.3 2 (D) - -
International ............ccoooiiiiii e - - 1 (D) - - -
OTHER MARKETING INFORMATION
Sold organic products in non-organic or
conventional Markets..........ccooiieiieiiiiiin e 3 (X) 78 (X) 11 X) 6 (X)
Sold products through CSA shares ...........ccccoeiiiiiiiiieeiieene - (X) 16 (X) 4 (X) 1 (X)
Sold all organic products produced in 2008 ............ccccoeueneee. (X) 167 (X) 24 (X) 30 (X)
Produced organic products under
a production contract ...........ccoeiiiiiiiiie e - (X) 9 (X) - (X) 1 (X)
Found reliable buyers/markets ...........cccccooviniiiiiiiie 9 (X) 210 (X) 34 (X) 36 (X)
Had sufficient organic marketing options............cccccccooiveninne 9 (X) 181 (X) 29 X) 34 (X)
Acquired sufficient amount of organic seed...............cccce.e. 7 (X) 165 (X) 32 (X) 30 (X)
Had adequate organic production inputs
AVAIlaDIE......cci 9 (X) 276 (X) 42 (X) 34 (X)
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Table 53. Marketing Practices on Exempt Organic Farms: 2008 - Con.
[For meaning of abbreviations and symbols, see introductory text]
Delaware Florida Georgia Hawaii
ltem Percent Percent Percent Percent
Farms Farms Farms Farms
of sales of sales of sales of sales
SALES OUTLETS
Consumer direct sales:
On-site (e.g., farm stand, u-pick)........ccccooeeveniiininnicen. 4 (D) 36 18.0 23 20.7 45 37.0
Farmers' market .........cccooveviiiiiiiiens 1 (D) 26 (D) 23 31.6 45 14.9
Community Supported Agriculture (CSA). - - 4 (D) 7 36.1 6 0.4
Mail order/INternet ...........cceeeeiiiiiiieeiiee e - - 2 (D) 4 (D) 12 1.9
Other consumer direct...........cccoooiiiiiiiiiii e, - - 15 3.2 3 (D) 26 8.8
Direct-to-retail sales:
Natural food stores (cooperatives and
SUPEIMATKELS) ...oveiiiiiiiieiie et - - 5 0.6 7 2.1 44 13.8
Conventional supermarkets.............ccoooeeiiiiieiiiieenieee s - - 2 (D) - - 5 0.3
Restaurants/caterers ...........ccoovveiineeieniniesecceeeeee - - 4 0.3 5 1.9 22 4.5
Institutions (e.g., hospitals, schools} ..........cccccoiiiiiiiienine - - - - 1 (D) - -
Other direct-to-retail ..........ccccooiiiiiiiiiiie e - - 1 (D) - - 4 (D)
Wholesale market sales:
Natural food store chain buyer ............cccccovvviiiiiennenee - - - - - - 4 2.3
Conventional supermarkets chain buyer.. - - - - - - - -
Processor, mill, or packer............ccccevieeeennenn. - - 3 3.2 - - 7 25
Distributor, wholesaler, broker, or repacker ....................... - - 11 3.3 1 (D) 10 8.1
Sales to other farm operations ...........cccceceevieiiieneiieene. - - 1 (D) 2 (D) 1 (D)
Grower cooperative - - 1 (D) 1 (D) 4 0.7
Other wholesale .............cooiiiiiiiiii e - - 1 (D) - - 6 1.0
FIRST POINT OF SALES
Local (within 100 MilES).....cc.coiriiririerireecreeee e 4 (D) 68 (D) 36 100.0 123 97.9
Regional (more than 100 miles but less
than 500 miles).........cccoceveunene - - 8 3.7 - - 3 0.3
National (500 miles or further).. - - 3 (D) - - 14 1.8
International............coociiiiiiii e - - - - - - - -
OTHER MARKETING INFORMATION
Sold organic products in non-organic or
conventional Markets ..........cccoiiiiieiieiie e 2 (X) 22 (X) 12 X) 38 (X)
Sold products through CSA shares............ccccoeiiieiiiieiiieene - (X) 4 (X) 7 (X) 6 (X)
Sold all organic products produced in 2008 ..............cccocueneee. 2 (X) 40 (X) 22 (X) 69 (X)
Produced organic products under
a production contract............ccoeiiieiiie e - (X) 2 (X) 2 (X) - (X)
Found reliable buyers/markets ...........cccccoiviiiiniiice 2 (X) 54 (X) 27 (X) 89 (X)
Had sufficient organic marketing options ............cccccoiieenis 1 (X) 43 (X) 25 (X) 77 (X)
Acquired sufficient amount of organic seed ...............ccccceee. 1 (X) 31 (X) 26 (X) 93 (X)
Had adequate organic production inputs
AVAIIADIE ... 3 (X) 48 (X) 23 (X) 111 (X)
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Table 53. Marketing Practices on Exempt Organic Farms: 2008 - Con.
[For meaning of abbreviations and symbols, see introductory text]
Idaho lllinois Indiana lowa
ltem Percent Percent Percent Percent
Farms Farms Farms Farms
of sales of sales of sales of sales
SALES OUTLETS
Consumer direct sales:
On-site (e.g., farm stand, u-pick) .........ccoceriiiiirniieniee 17 40.7 31 44.0 17 84.2 17 25.0
Farmers' market........ccccoovoeeiiieeieeee. 10 29.4 25 334 15 10.2 18 47.2
Community Supported Agriculture (CSA). 4 6.7 1 (D) - - 2 (D)
Mail order/INternet...........ccooivieiieiiiiiiee e 3 0.9 2 (D) 1 (D) 4 5.7
Other consumer dir€Ct..........cocueeiiiiieiiiie e 6 9.8 14 8.7 4 (D) 8 4.0
Direct-to-retail sales:
Natural food stores (cooperatives and
SUPEIMATKELS ) ...ccvvieiiiiiieieiee ettt 2 (D) 10 3.7 6 1.8 7 2.6
Conventional supermarkets.............ccccoeeniiiiiiiiiiiieneece 1 (D) 3 0.1 - - - -
Restaurants/caterers ...........ccooeeiieiiiiiic i 1 (D) 7 0.4 3 1.0 - -
Institutions (e.g., hospitals, schools}..........cccccoveineniiennnn. - - 2 (D) 1 (D) - -
Other direct-to-retail...........cccooiiiiiiiiiiee e 6 (D) 1 (D) - - (D)
Wholesale market sales:
Natural food store chain buyer............cccccoviiiiiiiiiiicies - - - - - - 2 (D)
Conventional supermarkets chain buyer .. - - - - - - - -
Processor, mill, or packer ...........cccceeeeeenne - - - - 1 (D) 1 (D)
Distributor, wholesaler, broker, or repacker........................ 1 (D) - - 1 (D) - -
Sales to other farm operations...........cccceeviiieiniiieiiiiees 1 (D) 3 5.0 3 0.6 5 101
Grower cooperative - - - - - - - -
Other wholesale.............cocoviiiiiiiiiiiee e 2 (D) 1 (D) - - - -
FIRST POINT OF SALES
Local (within 100 MiIES) ....cc.eeivirieiiricicrecc e 30 97.1 49 92.0 34 99.4 38 99.1
Regional (more than 100 miles but less
than 500 miles) .......cccccvevenerne 2 (D) 3 (D) 2 (D) 3 (D)
National (500 miles or further) .. 2 (D) 1 (D) 2 (D) 1 (D)
International ............ccooiiiiiii e - - - - - - -
OTHER MARKETING INFORMATION
Sold organic products in non-organic or
conventional Markets..........ccooiieiieiiiiiin e 7 (X) 27 (X) 10 X) 13 (X)
Sold products through CSA shares ...........ccccoeiiiiiiiiieeiieene 4 (X) 1 (X) - (X) 2 (X)
Sold all organic products produced in 2008 ............ccccoeueneee. 26 (X) 25 (X) 12 X) 22 (X)
Produced organic products under
a production contract ...........ccoeiiiiiiiiie e - (X) - (X) - (X) - (X)
Found reliable buyers/markets ...........cccccooviniiiiiiiie 28 (X) 38 (X) 22 (X) 25 (X)
Had sufficient organic marketing options............cccccccooiveninne 24 (X) 32 (X) 17 X) 25 (X)
Acquired sufficient amount of organic seed..............cccceeeeee. 21 (X) 34 (X) 27 (X) 23 (X)
Had adequate organic production inputs
AVAIlaDIE......cci 28 (X) 37 (X) 29 (X) 28 (X)
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Table 53. Marketing Practices on Exempt Organic Farms: 2008 - Con.

[For meaning of abbreviations and symbols, see introductory text]

Kansas Kentucky Louisiana Maine
ltem Percent Percent Percent Percent
Farms Farms Farms Farms
of sales of sales of sales of sales
SALES OUTLETS
Consumer direct sales:
On-site (e.g., farm stand, u-pick)........ccccooeeveniiininnicen. 4 5.9 21 27.6 1 (D) 48 50.1
Farmers' market ........cccooooeiiiiiiiiee. 7 52.2 17 16.0 - - 31 13.2
Community Supported Agriculture (CSA). 2 (D) 4 12.7 - - 19 6.4
Mail order/INternet ...........cceeeeiiiiiiieeiiee e 2 (D) 3 (D) 1 (D) 3 0.4
Other consumer direct...........cccoooiiiiiiiiiii e, 3 (D) 16 255 1 (D) 15 3.8
Direct-to-retail sales:
Natural food stores (cooperatives and
SUPEIMATKELS) ...oveiiiiiiiieiie et 3 5.4 3 1.9 - - 15 3.8
Conventional supermarkets.............ccoooeeiiiiieiiiieenieee s 1 (D) 2 (D) 1 (D) 2 (D)
Restaurants/caterers .........coooeeeeniiiiiiniiieeeeeeee 7 7.8 - - 1 (D) 20 7.6
Institutions (e.g., hospitals, schools} ..........cccccoiiiiiiiienine - - 3 (D) - - 3 0.2
Other direct-to-retail ..........ccccooiiiiiiiiiiie e - - 2 (D) - - 2 (D)
Wholesale market sales:
Natural food store chain buyer ............cccccovvviiiiiennenee 2 (D) - - - - 10 4.0
Conventional supermarkets chain buyer.. - - - - - - -
Processor, mill, or packer............ccccevieeeennenn. - - - - - - 3 3.3
Distributor, wholesaler, broker, or repacker ...................... - - 3 1.8 - - 6 5.3
Sales to other farm operations ...........cccceceevieiiieneiieene. 2 (D) 1 (D) - - 1 (D)
Grower cooperative - 1 (D) - - 2 (D)
Other wholesale .............cooiiiiiiiiii e - - 2 (D) - - - -
FIRST POINT OF SALES
Local (within 100 MilES).....cc.coiriiririerireecreeee e 14 92.4 47 97.5 2 (D) 87 (D)
Regional (more than 100 miles but less
than 500 miles)......cccocvevrrenne 2 (D) 4 25 1 (D) 2 (D)
National (500 miles or further).. 1 (D) - - - -
International............coociiiiiiii e - - - - - - - -
OTHER MARKETING INFORMATION
Sold organic products in non-organic or
conventional Markets ..........cccoiiiiieiieiie e 5 (X) 12 (X) 2 X) 22 (X)
Sold products through CSA shares............ccccoeiiieiiiieiiieene 2 (X) 4 (X) - (X) 19 (X)
Sold all organic products produced in 2008 ..............cccocueneee. 8 (X) 23 (X) 4 (X) 48 (X)
Produced organic products under
a production contract............ccoeiiieiiie e - (X) 4 (X) - (X) 2 (X)
Found reliable buyers/markets ...........cccccoiviiiiniiice 12 (X) 29 (X) 4 (X) 60 (X)
Had sufficient organic marketing options .............ccccceeieeninne 8 (X) 20 (X) 2 X) 57 (X)
Acquired sufficient amount of organic seed ..............ccccceee. 13 (X) 32 (X) 4 (X) 75 (X)
Had adequate organic production inputs
AVAIIADIE ... 15 (X) 32 (X) 3 (X) 68 (X)
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Table 53. Marketing Practices on Exempt Organic Farms: 2008 - Con.
[For meaning of abbreviations and symbols, see introductory text]
Maryland Massachusetts Michigan Minnesota
ltem Percent Percent Percent Percent
Farms Farms Farms Farms
of sales of sales of sales of sales
SALES OUTLETS
Consumer direct sales:
On-site (e.g., farm stand, u-pick) .........ccoceriiiiirniieniee 8 14.3 50 39.7 61 49.3 39 17.9
Farmers' market........ccccoovoeeiiieeieeee. 11 20.6 30 12.6 31 171 24 26.6
Community Supported Agriculture (CSA). 7 15.0 15 9.3 3 2.2 6 5.7
Mail order/INternet...........ccooivieiieiiiiiiee e 1 (D) 5 1.0 6 0.5 2 (D)
Other consumer direct ............coooeviiiiiiiniiiee 8 45.7 26 15.4 35 19.6 22 40.0
Direct-to-retail sales:
Natural food stores (cooperatives and
SUPEIMATKELS ) ...ccvvieiiiiiieieiee ettt - - 7 1.7 11 1.5 7 0.8
Conventional supermarkets.............ccccoeeniiiiiiiiiiiieneece - - 3 12.8 1 (D) 3 (D)
Restaurants/caterers ...........ccooeeiieiiiiiic i 2 (D) 8 3.2 3 0.2 7 1.6
Institutions (e.g., hospitals, schools}..........cccccoveineniiennnn. - - 1 (D) - - 1 (D)
Other direct-to-retail............occoiiiiiii 1 (D) 3 1.9 8 3.1 1 (D)
Wholesale market sales:
Natural food store chain buyer............cccccoviiiiiiiiiiicies - - (D) - - - -
Conventional supermarkets chain buyer .. - - - - - - 1 (D)
Processor, mill, or packer ...........cccceeeeeenne - - - - 1 (D) 1 (D)
Distributor, wholesaler, broker, or repacker........................ - - 2 (D) 3 0.9 4 3.5
Sales to other farm operations.............ccccceeiieiiiineiiceee 2 (D) 2 (D) 8 4.0 3 0.5
Grower cooperative - - - - 3 1.2 1 (D)
Other wholesale.............cocoviiiiiiiiiiiee e 2 (D) 2 (D) 1 (D) 2 (D)
FIRST POINT OF SALES
Local (within 100 MiIES) ....cc.eeivirieiiricicrecc e 23 (D) 85 98.3 113 90.9 75 97.5
Regional (more than 100 miles but less
than 500 miles) .......cccccvevenerne 1 (D) 1 (D) 4 (D) 4 (D)
National (500 miles or further) .. 1 (D) 3 (D) 3 (D) 2 (D)
International ............ccooiiiiiii e - - - - - -
OTHER MARKETING INFORMATION
Sold organic products in non-organic or
conventional Markets..........ccooiieiieiiiiiin e 18 (X) 30 (X) 44 X) 26 (X)
Sold products through CSA shares ...........ccccoeiiiiiiiiieeiieene 7 (X) 15 (X) 3 (X) 6 (X)
Sold all organic products produced in 2008 ............ccccoeueneee. 14 (X) 49 (X) 74 (X) 43 (X)
Produced organic products under
a production contract ...........ccoeiiiiiiiiie e - (X) - (X) 2 (X) 1 (X)
Found reliable buyers/markets ...........cccccooviniiiiiiiie 22 (X) 64 (X) 97 (X) 58 (X)
Had sufficient organic marketing options..............ccccoiieenies 16 (X) 64 (X) 74 X) 50 (X)
Acquired sufficient amount of organic seed...............cccce.e. 17 (X) 64 (X) 89 (X) 49 (X)
Had adequate organic production inputs
AVAIlaDIE......cci 18 (X) 74 (X) 103 (X) 63 (X)
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Table 53. Marketing Practices on Exempt Organic Farms: 2008 - Con.
[For meaning of abbreviations and symbols, see introductory text]
Mississippi Missouri Montana Nebraska
ltem Percent Percent Percent Percent
Farms Farms Farms Farms
of sales of sales of sales of sales
SALES OUTLETS
Consumer direct sales:
On-site (e.g., farm stand, u-pick)........cccccceeririnninenns 4 8.9 17 19.9 15 32.7 4 10.3
Farmers' market ........cccooooeiiiiiiiiee. 5 315 30 29.9 17 26.1 4 121
Community Supported Agriculture (CSA). 2 (D) 4 (D) 1 (D) 1 (D)
Mail order/Internet ...........c.ccooeeiieiiiiie e 2 (D) - - 3 (D) - -
Other consumer direct...........ccoociiiiiiiiiiiciiceee 7 (D) 15 17.2 9 17.5 1 (D)
Direct-to-retail sales:
Natural food stores (cooperatives and
SUPEIMATKELS) ..ot 1 (D) 4 5.6 6 9.2 2 (D)
Conventional supermarkets.. 2 (D) - - 3 1.9 1 (D)
Restaurants/caterers............cccoeeeee. - - 10 6.8 1 (D) 1 (D)
Institutions (e.g., hospitals, schools} ..... - - - - 1 (D) - -
Other direct-to-retail ..........ccccooiiiiiiiieeee - - 2 (D) 1 (D) - -
Wholesale market sales:
Natural food store chain buyer ...........ccccccooeiiiiieennnn. - - - - - - - -
Conventional supermarkets chain buyer.. - - 1 (D) - - - -
Processor, mill, or packer............ccccevieeeennenn. - - 2 (D) - - - -
Distributor, wholesaler, broker, or repacker ................. 1 (D) 2 (D) - - 3 42.1
Sales to other farm operations ...........cccccceeiieeieenicnne. - - - - 3 (D) 1 (D)
Grower cooperative - - 5 5.3 - 1 (D)
Other wholesale ...........cccoooeiiiiiiiniee e - - - - - - - -
FIRST POINT OF SALES
Local (within 100 MilES).....c..ccveriiririiniiec e 13 100.0 61 (D) 32 94.4 12 (D)
Regional (more than 100 miles but less
than 500 miles)......cccocvevrrenne - - 5 (D) 3 (D) 1 (D)
National (500 miles or further).. - - - - 1 (D) - -
International............cociiiiiiiii - - - - - - - -
OTHER MARKETING INFORMATION
Sold organic products in non-organic or
conventional markets ...........ccccocceeiiiiieii i 5 (X) 22 (X) 11 X) 3 (X)
Sold products through CSA shares...........ccccceeviieeieenn. 2 (X) 4 (X) 1 (X) 1 (X)
Sold all organic products produced in 2008 ..................... 6 (X) 33 (X) 25 (X) 5 (X)
Produced organic products under
a production contract...........cccoeiieeiiiieiie e - (X) 3 (X) - (X) - (X)
Found reliable buyers/markets...........c.cccoconviiiiniinnnn. 7 (X) 44 (X) 28 (X) 5 (X)
Had sufficient organic marketing options ......................... 7 (X) 40 (X) 24 X) 5 (X)
Acquired sufficient amount of organic seed ..................... 6 (X) 43 (X) 22 (X) 11 (X)
Had adequate organic production inputs
available ..o 10 (X) 59 (X) 27 (X) 11 (X)
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Table 53. Marketing Practices on Exempt Organic Farms:

[For meaning of abbreviations and symbols, see introductory text]

2008 - Con.

Nevada New Hampshire New Jersey New Mexico
ltem Percent Percent Percent Percent
Farms Farms Farms Farms
of sales of sales of sales of sales
SALES OUTLETS
Consumer direct sales:
On-site (e.g., farm stand, u-pick) .........ccoceriiiiirniieniee 2 (D) 13 69.8 43 59.8 26 56.6
Farmers' market........c.ccooveiiiiiinnnic, 1 (D) 9 20.0 7 10.7 27 325
Community Supported Agriculture (CSA). - - 1 (D) 3 (D) 1 (D)
Mail order/Internet............cooivieiiiicienseeee e - - - - - - - -
Other consumer direct ............coooeviiiiiiiniiiee 2 (D) 4 3.5 11 5.9 10 3.6
Direct-to-retail sales:
Natural food stores (cooperatives and
SUPEIMATKELS ) ...ccvvieiiiiiieieiee ettt 1 (D) - - 5 6.5 9 5.2
Conventional supermarkets ............cccoocveeiiiieiiiiieniee s - - 2 (D) - - - -
Restaurants/caterers ...........ccooeeiieiiiiiic i - - 3 5.5 2 (D) 2 (D)
Institutions (e.g., hospitals, schools}..........cccccoveineniiennnn. - - - - - - - -
Other direct-to-retail...........cccooiiiiiiiiiiee e - - - - 2 (D) - -
Wholesale market sales:
Natural food store chain buyer............cccccoviiiiiiiiiiicies - - - - - - - -
Conventional supermarkets chain buyer .. - - - - - - - -
Processor, mill, or packer ...........cccceeeeeenne - - - - - - - -
Distributor, wholesaler, broker, or repacker........................ - - - - - - 1 (D)
Sales to other farm operations.............ccccceeiieiiiineiiceee 1 (D) 1 (D) 4 1.1 1 (D)
Grower cooperative - - - - - - - -
Other wholesale...........ooooveiiiiiiiiie e - - - - 5 8.6 - -
FIRST POINT OF SALES
Local (within 100 MiIES) ....cc.eeivirieiiricicrecc e 5 (D) 22 100.0 55 (D) 48 98.1
Regional (more than 100 miles but less
than 500 miles) .......cccccvevenerne 1 (D) - - 1 (D) 3 1.9
National (500 miles or further) .. - - - - 1 (D) -
International ............ccoooiiiiii e - - - - 1 (D) - -
OTHER MARKETING INFORMATION
Sold organic products in non-organic or
conventional Markets..........ccooiieiieiiiiiin e 2 (X) 6 (X) 11 X) 9 (X)
Sold products through CSA shares ...........ccccoeiiiiiiiiieeiieene - (X) 1 (X) 3 (X) 1 (X)
Sold all organic products produced in 2008 ............ccccoeueneee. 1 (X) 11 (X) 30 (X) 25 (X)
Produced organic products under
a production contract ...........ccoeiiiiiiiiie e - (X) - (X) 1 (X) 1 (X)
Found reliable buyers/markets ...........cccccooviniiiiiiiie 3 (X) 19 (X) 31 (X) 34 (X)
Had sufficient organic marketing options............cccccccooiveninne 4 (X) 15 (X) 31 X) 29 (X)
Acquired sufficient amount of organic seed...............cccce.e. 2 (X) 15 (X) 36 (X) 36 (X)
Had adequate organic production inputs
AVAIlaDIE......cci 5 (X) 20 (X) 42 (X) 39 (X)
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Table 53. Marketing Practices on Exempt Organic Farms: 2008 - Con.

[For meaning of abbreviations and symbols, see introductory text]

New York North Carolina North Dakota Ohio
ltem Percent Percent Percent Percent
Farms Farms Farms Farms
of sales of sales of sales of sales
SALES OUTLETS
Consumer direct sales:
On-site (e.g., farm stand, u-pick)........ccccooeeveniiininnicen. 74 371 47 404 1 (D) 59 37.2
Farmers' market .........cccooveviiiiiiiiens 26 24.2 40 19.9 1 (D) 31 256
Community Supported Agriculture (CSA). 6 3.5 9 5.4 - - 5 15.1
Mail order/INternet ...........cceeeeiiiiiiieeiiee e 1 (D) 6 (D) - - 4 1.9
Other consumer direCt..........coccueeeiiiiiiiiie e 29 9.1 22 15.6 1 (D) 25 13.2
Direct-to-retail sales:
Natural food stores (cooperatives and
SUPEIMATKELS) ...oveiiiiiiiieiie et 13 29 10 3.9 1 (D) 2 (D)
Conventional supermarkets.............ccoooeeiiiiieiiiieenieee s 4 0.5 - - 3 17.7 4 0.8
Restaurants/caterers .........coooeeeeniiiiiiniiieeeeeeee 13 8.4 23 6.8 1 (D) 2 (D)
Institutions (e.g., hospitals, schools} ..........cccccoiiiiiiiienine 1 (D) 1 (D) - - - -
Other direct-to-retail ..........ccccooiiiiiiiiiiie e 5 1.6 2 (D) - - 2 (D)
Wholesale market sales:
Natural food store chain buyer ............cccccovvviiiiiennenee - - 2 (D) - - 1 (D)
Conventional supermarkets chain buyer.. - - 1 (D) - - - -
Processor, mill, or packer............ccccevieeeennenn. 3 1.7 - - - - 2 (D)
Distributor, wholesaler, broker, or repacker ....................... 4 2.8 2 (D) - - 3 1.7
Sales to other farm operations ...........cccccveeeveiiiiiiee e 20 6.7 4 0.8 - - 4 0.8
Grower cooperative - - 2 (D) - - - -
Other wholesale .............cooiiiiiiiiii e 3 (D) 1 (D) - - 7 2.4
FIRST POINT OF SALES
Local (within 100 MilES).....cc.coiriiririerireecreeee e 129 98.2 97 98.7 3 (D) 92 96.6
Regional (more than 100 miles but less
than 500 miles)......cccocvevrrenne 7 1.5 4 (D) 1 (D) 8 (D)
National (500 miles or further).. 3 0.3 1 (D) - - 1 (D)
International.............ccoi i - - 1 (D) - - - -
OTHER MARKETING INFORMATION
Sold organic products in non-organic or
conventional Markets ..........cccoiiiiieiieiie e 48 (X) 30 (X) 1 X) 33 (X)
Sold products through CSA shares............ccccoeiiieiiiieiiieene 6 (X) 9 (X) - (X) 5 (X)
Sold all organic products produced in 2008 ..............cccocueneee. 72 (X) 51 (X) 1 (X) 63 (X)
Produced organic products under
a production contract............ccoeiiieiiie e - (X) - (X) 1 (X) 1 (X)
Found reliable buyers/markets ...........cccccoiviiiiniiice 92 (X) 70 (X) 1 (X) 88 (X)
Had sufficient organic marketing options ............cccccoiieenis 80 (X) 61 (X) 1 X) 77 (X)
Acquired sufficient amount of organic seed ..............ccccceee. 79 (X) 66 (X) 1 (X) 77 (X)
Had adequate organic production inputs
AVAIIADIE ... 88 (X) 68 (X) 1 (X) 92 (X)
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Table 53. Marketing Practices on Exempt Organic Farms: 2008 - Con.
[For meaning of abbreviations and symbols, see introductory text]
Oklahoma Oregon Pennsylvania Rhode Island
ltem Percent Percent Percent Percent
Farms Farms Farms Farms
of sales of sales of sales of sales
SALES OUTLETS
Consumer direct sales:
On-site (e.g., farm stand, u-pick) .........ccocceeviiiienninne. 10 81.7 92 26.3 55 59.7 5 (D)
Farmers' market 5 11.9 53 13.8 33 17.7 2 (D)
Community Supported Agriculture (CSA)........cccceeenee. - - 13 11.3 4 1.6 -
Mail order/Internet...........ccoeeeiieiiiini e - - 10 (D) 5 (D) - -
Other consumer direct ..........cccoooiiiiiiiiiiience 2 (D) 50 8.0 20 8.4 - -
Direct-to-retail sales:
Natural food stores (cooperatives and
SUPEIMATKELS ) ...couvieiiiiiiesiie et 2 (D) 38 6.8 6 1.4 3 3.9
Conventional supermarkets............ccccooeriieiiiniieniennee. - - 5 0.8 1 (D) - -
Restaurants/caterers ...........cccccoeeveenne 2 (D) 17 18.1 5 4.4 3 13.6
Institutions (e.g., hospitals, schools}... - - 8 0.6 2 (D) - -
Other direct-to-retail ... - - 8 1.6 2 (D) - -
Wholesale market sales:
Natural food store chain buyer............... - - 1 (D) - - - -
Conventional supermarkets chain buyer - - - - - - - -
Processor, mill, or packer ............cccceevceeeenneen. - - 1 (D) 1 (D) - -
Distributor, wholesaler, broker, or repacker.................. - - 6 (D) 1 (D) - -
Sales to other farm operations............ccccevieeiiiiennen. - - 16 3.1 2 (D) - -
Grower cooperative - - - - 2 (D) - -
Other wholesale...........c.cocoeiiiieiinicc e - - 6 0.6 - - - -
FIRST POINT OF SALES
Local (within 100 MilES) .....cceevviriininieiiieceeceeeee 13 100.0 198 93.4 87 99.2 5 100.0
Regional (more than 100 miles but less
than 500 MIlES) ......ccoviiiiiiiiiri e - - 6 1.5 4 (D) - -
National (500 miles or further) ... - - 8 5.1 3 (D) - -
International ... - - - - - -
OTHER MARKETING INFORMATION
Sold organic products in non-organic or
conventional markets..........ccoooeceeiiiiienic e 3 (X) 42 (X) 30 X) 1 (X)
Sold products through CSA shares - (X) 13 X) 4 (X) - (X)
Sold all organic products produced in 2008 ..................... 12 (X) 109 (X) 52 (X) 2 (X)
Produced organic products under
a production contract ...........ccoeieeiiiiiiesi s - (X) - (X) 1 (X) - (X)
Found reliable buyers/markets .................. 12 (X) 137 (X) 68 (X) 2 (X)
Had sufficient organic marketing options... 7 (X) 125 (X) 62 X) 2 (X)
Acquired sufficient amount of organic seed...................... 4 (X) 105 (X) 64 (X) 4 (X)
Had adequate organic production inputs
available........coooiiii e 13 (X) 157 (X) 69 (X) 4 (X)
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Table 53. Marketing Practices on Exempt Organic Farms: 2008 - Con.

[For meaning of abbreviations and symbols, see introductory text]

South Carolina South Dakota Tennessee Texas
ltem Percent Percent Percent Percent
Farms Farms Farms Farms
of sales of sales of sales of sales
SALES OUTLETS
Consumer direct sales:
On-site (e.g., farm stand, u-pick)........ccccooeeveniiininnicen. 13 74.2 3 (D) 33 27.2 62 225
Farmers' market .........cccooveviiiiiiiiens 5 (D) 2 (D) 21 36.2 34 247
Community Supported Agriculture (CSA). - - 1 (D) 1 (D) 4 1.7
Mail order/INternet ...........cceeeeiiiiiiieeiiee e - - - - 1 (D) 13 6.2
Other consumer direCt..........coccueeeiiiiiiiiie e 3 (D) 4 21.7 8 (D) 37 14.3
Direct-to-retail sales:
Natural food stores (cooperatives and
SUPEIMATKELS) ...oveiiiiiiiieiie et 1 (D) 1 (D) 5 8.2 6 1.0
Conventional supermarkets.............ccoooeeiiiiieiiiieenieee s - - - - - - 1 (D)
Restaurants/caterers .........coooeeeeniiiiiiniiieeeeeeee 2 (D) 2 (D) 4 3.1 5 1.1
Institutions (e.g., hospitals, schools} ..........cccccoiiiiiiiienine - - - - - - 2 (D)
Other direct-to-retail ..........ccccooiiiiiiiiiiie e 1 (D) 1 (D) - - 3 (D)
Wholesale market sales:
Natural food store chain buyer ............cccccovvviiiiiennenee - - - - - - (D)
Conventional supermarkets chain buyer.. - - - - - - - -
Processor, mill, or packer............ccccevieeeennenn. - - - - 1 (D) 7 5.5
Distributor, wholesaler, broker, or repacker ...................... - - - - - - 12 10.3
Sales to other farm operations ............ccccoeviieiiniieiiiiieee 1 (D) - - 2 (D) 7 21
Grower cooperative - - 1 (D) - - 1 (D)
Other wholesale ..o - - - - 3 7.4 12 7.3
FIRST POINT OF SALES
Local (within 100 MilES).....cc.coiriiririerireecreeee e 15 (D) 7 100.0 59 96.4 145 86.9
Regional (more than 100 miles but less
than 500 miles)......cccocvevrrenne 1 (D) - - 2 (D) 10 9.4
National (500 miles or further).. 1 (D) - - 1 (D) 5 3.7
International............coociiiiiiii e - - - - - - - -
OTHER MARKETING INFORMATION
Sold organic products in non-organic or
conventional Markets ..........cccoiiiiieiieiie e 4 (X) 4 (X) 18 X) 49 (X)
Sold products through CSA shares............ccccoeiiieiiiieiiieene - (X) 1 (X) 1 (X) 4 (X)
Sold all organic products produced in 2008 ..............cccocueneee. 8 (X) 5 (X) 31 (X) 91 (X)
Produced organic products under
a production contract............ccoeiiieiiie e - (X) - (X) - (X) 2 (X)
Found reliable buyers/markets ...........cccccoiviiiiniiice 12 (X) 6 (X) 44 (X) 107 (X)
Had sufficient organic marketing options .............ccccceeieeninne 9 (X) 5 (X) 35 X) 92 (X)
Acquired sufficient amount of organic seed ...............ccccceee. 12 (X) 6 (X) 38 (X) 92 (X)
Had adequate organic production inputs
AVAIIADIE ... 15 (X) 7 (X) 38 (X) 118 (X)
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Table 53. Marketing Practices on Exempt Organic Farms: 2008 - Con.
[For meaning of abbreviations and symbols, see introductory text]
Utah Vermont Virginia Washington
ltem Percent Percent Percent Percent
Farms Farms Farms Farms
of sales of sales of sales of sales
SALES OUTLETS
Consumer direct sales:
On-site (e.g., farm stand, u-pick) .........ccoceriiiiirniieniee 17 40.3 40 494 32 28.8 85 25.8
Farmers' market........ccccoovoeeiiieeieeee. 9 31.9 8 15.2 25 17.6 47 24.6
Community Supported Agriculture (CSA). - - 4 3.8 1 (D) 9 1.3
Mail order/INternet...........ccooivieiieiiiiiiee e - - 6 3.3 1 (D) 7 0.4
Other consumer direct ............coooeviiiiiiiniiiee 10 (D) 10 6.0 11 30.6 45 26.0
Direct-to-retail sales:
Natural food stores (cooperatives and
SUPEIMATKELS ) ...ccvvieiiiiiieieiee ettt - - 11 71 9 3.4 18 4.6
Conventional supermarkets ............cccoocveeiiiieiiiiieniee s - - 1 (D) 3 1.1 4 1.2
Restaurants/caterers ...........ccooeeiieiiiiiic i 1 (D) 2 (D) 12 3.7 8 0.8
Institutions (e.g., hospitals, schools}..........cccccoveineniiennnn. - - 2 (D) 1 (D) 3 0.1
Other direct-to-retail...........cccooiiiiiiiiiiee e - - 4 5.3 6 2.4 5 (D)
Wholesale market sales:
Natural food store chain buyer............cccccoviiiiiiiiiiicies - - - - 1 (D) - -
Conventional supermarkets chain buyer .. - - - - - - - -
Processor, mill, or packer ...........cccceeeeeenne - - - - 1 (D) 2 (D)
Distributor, wholesaler, broker, or repacker........................ - - 2 (D) - - 7 7.5
Sales to other farm operations.............ccccceeiieiiiineiiceee 2 (D) 2 (D) 4 5.4 10 2.9
Grower cooperative - - - 2 (D) 1 (D)
Other wholesale.............cocoviiiiiiiiiiiee e - - 1 (D) 2 (D) 5 0.8
FIRST POINT OF SALES
Local (within 100 MiIES) ....cc.eeivirieiiricicrecc e 32 100.0 49 95.7 67 (D) 153 97.4
Regional (more than 100 miles but less
than 500 miles) .......cccccvevenerne - - 3 (D) 8 3.7 4 (D)
National (500 miles or further) .. - - 1 (D) 1 (D) 2 (D)
International ............ccoooiiiiii e - - 1 (D) - - -
OTHER MARKETING INFORMATION
Sold organic products in non-organic or
conventional Markets..........ccooiieiieiiiiiin e 11 (X) 10 (X) 33 X) 37 (X)
Sold products through CSA shares ...........ccccoeiiiiiiiiieeiieene - (X) 4 (X) 1 (X) 9 (X)
Sold all organic products produced in 2008 ............ccccoeueneee. 19 (X) 27 (X) 38 (X) 89 (X)
Produced organic products under
a production contract ...........ccoeiiiiiiiiie e 1 (X) - (X) 2 (X) - (X)
Found reliable buyers/markets ...........cccccooviniiiiiiiie 26 (X) 33 (X) 53 (X) 111 (X)
Had sufficient organic marketing options............cccccccooiveninne 23 (X) 32 (X) 41 X) 101 (X)
Acquired sufficient amount of organic seed..............cccceeeeee. 25 (X) 41 (X) 47 (X) 97 (X)
Had adequate organic production inputs
AVAIlaDIE......cci 25 (X) 47 (X) 51 (X) 129 (X)
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Table 53. Marketing Practices on Exempt Organic Farms: 2008 - Con.

[For meaning of abbreviations and symbols, see introductory text]

West Virginia Wisconsin Wyoming
ltem Percent Percent Percent
Farms Farms Farms
of sales of sales of sales
SALES OUTLETS
Consumer direct sales:
On-site (e.g., farm stand, u-pick)................. 18 (D) 89 355 4 (D)
Farmers' market ........cccooiniiiiiniiee 14 25.0 61 25.8 7 (D)
Community Supported Agriculture (CSA).... 2 (D) 9 6.1 1 (D)
Mail order/Internet ..........ccccocevireniiicnenne. - - 14 4.8 - -
Other consumer direct...........ccocoeeriiinennnn. 5 (D) 36 12.2 2 (D)
Direct-to-retail sales:
Natural food stores (cooperatives and
SUPErMArkets) ......ccecueerieeiieeiieeiee e 4 3.1 19 2.9 3 7.3
Conventional supermarkets............ccccccuee... 1 (D) 4 21 3 26.6
Restaurants/caterers............ccccoeeveene 4 (D) 13 (D) 3 (D)
Institutions (e.g., hospitals, schools} .. . - - - - - -
Other direct-to-retail ..........cccceviiiiineninnn. - - - - 1 (D)
Wholesale market sales:
Natural food store chain buyer .................... - - - - - -
Conventional supermarkets chain buyer-.... - - - - - -
Processor, mill, or packer...........cccceeevueenne - - 5 1.3 - -
Distributor, wholesaler, broker, or repacker 1 (D) 3 (D) 1 (D)
Sales to other farm operations .................... 1 (D) 13 29 1 (D)
Grower cooperative . - - 6 0.9 - -
Other wholesale ...........c.ccooevviiiiiiiiiee, - - 8 1.7 1 (D)
FIRST POINT OF SALES
Local (within 100 Miles)........ccccevevverrvenenieeene 36 (D) 177 91.8 13 (D)
Regional (more than 100 miles but less
than 500 MileS) .....cevvrveririeereee e 1 (D) 18 (D) - -
National (500 miles or further)... . - - 3 (D) 2 (D)
International............coooiiiiiiiiie - - - - - -
OTHER MARKETING INFORMATION
Sold organic products in non-organic or
conventional markets ............cccccceiiiininiienne 14 (X) 60 (X) 1 (X)
Sold products through CSA shares................. 2 (X) 9 (X) 1 (X)
Sold all organic products produced in 2008 .... 21 (X) 110 (X) 8 (X)
Produced organic products under
a production contract...........cccoeceiiiiiienieene - (X) 2 (X) - (X)
Found reliable buyers/markets................... . 28 (X) 134 (X) 9 (X)
Had sufficient organic marketing options ........ 22 (X) 114 (X) 8 (X)
Acquired sufficient amount of organic seed .... 40 (X) 134 (X) 5 (X)
Had adequate organic production inputs
available ... 35 (X) 150 (X) 8 (X)
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