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CHAPTER I

INTRODUCTION

Oklahoma has long been known for the diligent farmer tending his wheat and
cattle. While this image 1s still accurate. 1t has been changed and enhanced in order to
meet changes in technologies and communications. Dunham (1993 ) remarks that the
farm value of commodities have remained constant tor the past ten vears The price
spread of food products at retail however. have continued to rise. This price spread can
be identified with the assembling, processing and distributing costs or added value to raw
farm products. As the farming capabilities have changed the Oklahoma farmer has
changed with them  OKlahoma now boasts a wide vaniety of value-added products and
alternative crops 1n additton to the standard crops (Clark. 1997)

International food markets have developed in all regions ol the world — In order to
compete internationally value-added food producers in Oklahoma must rescarch the
potential for their company to go international  In 3 Charlet's (1990)rescarch ol
Oklahoma value-added product companies it was determined important that value-added
firms have long term contribution to exporting and international trade  This commitment
should be incorporated as part of the firm's mission statement - With help from the
Oklahoma Department of Agriculture value-added food and agricultural producers can

take part in food shows through the “Better buy Oklahoma™ logo - Through the program



12

companies can reach target markets in a cost effective and efficient manner. These
shows can take Oklahoma value-added food producer to markets around the world
Across the United States agricultural export trends have been shifting from bulk
commodities to high-value food products (Greene. 1994). The added services processing
agricultural products increases the price spread from the farm value to the retail market
In order for Oklahoma producers and processor to reclaim part of this increase i value
they must be part of the value-adding process. As markets change. hundreds of
Oklahoma agricultural producers need information that will help them with their
marketing efforts. ldentifving structural charactenistics. marketing activities. and food
safetv requirements of potential importing countries will enhance Oklahoma agricultural

producers” opportunities for continued growth in the economy (Suter. 1996)

Statement of Problem

With the marketabihity of agricultural products moving from bulk to valuc-added
or high-value food products. Oklahoma's producers are in a state ol adaptation
Structural characteristics. size. and inadequate marketing strategies associated with
current food processing firms presents problems for state exportation Corporate larming
and industrial processing companies are taking over the agriculture markets because of
the ability to quickly adapt to changing markets. Smaller Oklahoman owned companics
are losing business. These individually owned OKlahoma companies are how Oklahoma
developed a heritage and history as a strong agncultural state Now with the development
of value-added food and agriculture markets around the world Oklahomans need the

technology and insight 1o grow with exports  However. there 1s httle information from
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Oklahoma's value-added food producers to use in the appraisal of needs for importers off
agricultural value-added food products. With an assessment of the buving preferences
exhibited by importers as perceived by Oklahoma value-added food product exporters
information can be collected and developed into educational opportunities for erowth for

Oklahoma producers.

Rationale of Study
Because of new technologies and communication capabilities around the world
smaller businesses have more opportunities for interational trade  In addition to
Oklahoma’s bulk food products. agriculture. and food producers are finding niche
products that also have the potential for international markets. As these value-added and
high-value food products are introduced to world markets some become a success and
some fail. Therefore. a study to determine the buving preferences of value-added food

importers. as percenved by food exporters. was deemed necessan

Purpose of Studv
The purpose of this studv was to determine customers buying preferences ol
agriculture and foad product importers as perceived by Oklahoma Value-Added T ood

and Agnicultural Product Exporters




Objectives

1. Determine selected characteristics of value-added food exporters in Oklahoma

2. Determine selected characteristics of food importers as percenved by value-added
food exporters.
3. Determine information sources conceming potential export markets as percenved

by value-added food exporters.
4. Determine buyving preferences of food importers as perceived by valuc-added

food exporters.

Scope of Studv
The scope of this study included agriculture and tood product processors and
distributors in Oklahoma as histed in the 1996-1997 Oklahoma food and Agricultural

Product Directory and the Oklahoma Agricultural Products Export Directony

Assumptions
The assumption was made that the respondents answered the questions honestly

accurately. and to the best of their knowledge

Definitions of Terms
As used 1n this study. the following terms are defined
Bulk products - Unprocessed and unpackaged grains. orlseeds. and other agriculture

products.




Consumer food products - Products primarily shipped for consumption in the retail

market and food service industries (Greene. 1994)
High-value - Term given to a group of agricultural products with value added through

processing. or because they require special handling or shipping (Greene.1994)

Intermediate commodities - Those that had been partially process or those used as iputs
on the farm or used by food manufacturers (Greene, 1994).

Price spread - The difference between the farm value and the retail price

Value-added foods - Food products where value has been added due to processing or

packaging.




CHAPTER 11

REVIEW OF LITERATURE

Introduction
The purpose of this chapter was to present an overview of related literature that
tdentifies a number of factors relevant to this studv  The presentation of this review was
divided into four major areas. and a summary to facilnate clarity and orzanizaton  The
areas were: (1) market opportunities. (2) Oklahoma food and agricultural exports. (3)

LS food and agricultural exports. and (4) customer preferences

Market Opportunities

Value-added agricultural and food producers are i a prime time to expand ther
businesses into international trade  However. there are many considerations to be
analvzed prior to jumping into the export busimess. and the opportunitics continue to
::'.rl“\

The first step to a successtul exporting business 15 getting a commitment from the
owners and operators to research the possibilities of exporting the companies product or
products. Setting goals for international trade in the company helps successtul exporters

maintain or increase the company s iternational exposure  Goals such as dollars of sales




from exporting should be set. Less sale oriented and or beginner exporter goals could
include determining customers needs, broadening company exposure in new markets.
and gathening information about other companies products. Building the company s
moral and international interests helps keep the companies international trade a vital part
of their success (Kennedy. 1997).

Once the company has decided to move to intermational exports. marketing the
company s products becomes more specific. There are additional cost 10 shipping into
other countries. Tariffs and duties may be a cost that was not anticipated. These will
change from country to country. and mavbe within the same countryv. Transportation will
be another expense. Shipping into Canada or even South America will be less expensive
and take less time actually getting the products to market. When shipping to the Pacific
Rim these costs will be much higher. [n a research report from the University of
Kentucky in 1992 by Salvacruz. they predicted that a country’s U.S. agricultural import
growth rate will dechine by 0.002 percent for every Kilometer that 1t1s farther away from
the United States. assuming all other vanables are held constant - Therclore. distance 1s
an important consideration.

Market size of the exporting company may also be a determiming factor in the
success of an exporter when looking for new markets A 1997 study by Kennedy at
Oklahoma State Unnersity showed that the value-added product exporter should stay i a
similar size market. Importers like the rehability of working with similar size
companies Investigating the economie stabiiity and growth potential 1s also a kev in

exporting success. Macroeconomic variables about the importing country can also




predict the growth rate of U.S. agricultural exports in other countries markets (Salvacruz,
1992).

Culture also has a profound impact on the wav consumers perceive others and
how they behave. Cultures are known as a nation’s character. It 1s not a charactenstic of’
individuals, but of a large number of persons conditioned by similar backgrounds.
education, and life experiences (Kale, 1992). Making products acceptable in certain
cultures may involve removing certain seasonings and/or colorings. In the U.S.
packaging is done at a minimum. however in some intemational markets customers look
for bright colors and elaborate designs as buying points. When working with
international companies it is important to know their customs. However. 1t 1s not
possible to know all international markets customs, that is where product brokers and
agencies of the U.S. government or Oklahoma Department of Agniculture come into the

compantes marketing scheme.

Oklahoma Food and Agriculture Exports
Oklahoma Department of Agriculture designed a program i the late 1980 s,
“Oklahoma Value-added Agriculture Export Improvement Program™, to better
understand how the state could increase exports from the value-added industry sector
There were more than 400 companies that processed and marketed value-added
agricultural products at the time (Charlet, 1990). Today, "Better buy Oklahoma 15 a

common phrase when discussing Oklahoma food products. The Oklahoma Department of

Agriculture initiated it This marketing program identified to the consumer products




made by Oklahoma companies. A directory developed by the Market Development
Service was also mailed to grocery stores and restaurants around the state. This listed all
the food and agricultural producers that were registered in the “Better buv Oklahoma™
program. With these methods of advertising the Market Development Service of
Oklahoma hoped to promote Oklahoma products around the state, as well as nationally

As the trends of United States exports move from bulk commodities 10 value-
added products, Oklahoma producers are changing there marketing strategies. A study of
value-added foods in the Mid-South region (Suter. 1996) helped identify structural
characteristics. marketing activities and food safety requirement for the growth of
Oklahoma agricultural products.

The food processing industry in Oklahoma consists of only a small portion of the
U.S. total food processing activity. less than one percent including both value-added
products and emplovment. However, Oklahoma had been one of many farm states in
which research had indicated potenuial for growth in food processimg activities
Oklahoma 1s located centrally with good transportation routes which were identilied as
helpers to promote the growth of Oklahoma's markets (Suter. 1996)  Structural
characteristics, size. and inadequate marketing strategies associated with current tood
processing firms in Oklahoma presented problems for state exportanon. With the
completion of the Food Processing Research and Technology Center at Oklahoma State
Umiversity in Stillwater some of these problems have started being addressed

A benefit to Oklahoma value-added exporting 1s Interstate 35 [t s hike North

America’s main street and 1t1s divides Oklahoma in half When the North American
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Free Trade Act (NAFTA) was passed it created the largest single free trade market in the
world providing Oklahoma's value-added exporters with an easy access to trade routes

In 1996 Oklahoma exported $177.9 million worth of goods to Mexico and $690.& million
to Canada. However. this was part of a decrease between 1992 and 1996. of about five
percent. This is because there are still certain kinds of documentation and transportation
challenges that need to be resolved (Alford, 1998).

The market for value-added products 1s very competitive. Smaller companies
must promote their products with unique and distinctive characteristics. and capitalize on
their quality service capabilities. Exporters should not assume one marketing technique
could be applied to a variety of country situations (Charlet. 1990). Cultural ditference.
different languages. governmental trade restrictions. and financial limitations are just a
few of the evervday hindrances to foreign trade. International market development
coordinators are experienced 1n getting around these barriers and opening
communications between Oklahoma sellers and foreign buvers (Clark. 1997

The Oklahoma Department of Agriculture has contracted with associates from
Ringe Marketing Services. an established marketing agency in Hlong Kong. 1o market
Oklahoma agriculture products in Hong Kong and South China. OKlahoma food
products are in high demand. including meat, poultry. vegetable oils, amimal feeds. hve
animals. seeds. snack foods. nursery products. cotton and peanuts  These etlorts and
others by State Universities and government agencies support goals to find new markets

for Oklahoma’s value-added products (Clark. 1997).




United States Food and Agricultural Exports

Agniculture exports for the U S. have had to offset the trade deficit for
nonagricultural products for many vears. Net U S, agricultural exports have been
positive since 1959 Food grains. feed grains and o1l crops have made up the bulk of the
exports. since 1977 The U.S. food processing industry showed a positive trade balance
for the first time in ten vears 1in 1992 (Food. 1994) Fiftv-three percent of the total U S
exports consisted of these products (Lee, 1994)

Recently the United States had become one of the largest exporters of value-
added agnicultural products. Since 1986. world trade in high-value agricultural exports
had reached record highs each vear (Krausc. 1995) Approximately $116 billion were
added to raw food products by processing and manufacturing firms in 1992 (Suter. 1996)
A principal factor causing a drop in bulk export commodities and an increase 1n value-
added products was the improvement of commodity production m importing countrics
(Lee. 1991)

As countries around the world have improved their farming capabilities they have
become less dependent on others for bulk farm products. When countries become more
independent their national income level nses  Growing icomes worldwide. changing
demographic factors. and technological improvements in transportation and product
handling are credited for the nising demand for value-added food exports (Krause. 1995)

Traditional international trade theory states that trade will take place only if the
price of the voods imported s less than the cost of goods produced locally - However

today. this is not alwavs the case With global market and comimunications being what




they are it has created a more competitive concept (Kennedy, 1997). Products from one
distributor can be produced for a specific market. This distributor should know the
culture. any new market information. and what the buyers of a market are looking for.
along with what the competitors are promoting. This information keeps the distributor
on top of desired markets.

More than 50 percent of the U.S. agricultural exports went to developed
countries. The exports to these countries were mostly high-value agricultural products.
Also. the products were very close substitutes for each other in terms of factor inputs and
consumption. Thus, a considerable part of U.S. agncultural trade with these countries
was intra-industry trade (Lee, 1994).

The concentration of U.S. consumer food exports had been to Canada. Japan. the
European Union. and Hong Kong. They made up about three-fourths of the exports
However, these markets have slowed  Since 1990. Mexico and the Pacilic Rim were the
fastest growing importers  Shipments of consumer goods to the Pacific Rim. excludimg
Japan. rose 19 percent. Growth had also continued im Hong Kong. South Korea. and
Taiwan The strongest were 1n Southeast Asia. Increases of 44. 32 and 19 percent have
been reported for Indonesia, Thailand. and Malaysia since 1990, Some of the largest

consumer product increases had been for fruit. vegetables. and red meats (Greene. 1994)




Customer Preferences

Food processors would benefit if they could understand cnitena the targeted
international buyers used when deciding to purchase or not. This also reduces wasteful
research spending and providing services that are unwanted by international buvers  Any
company should learn as mush as possible about the tarift rates and regulations,
consumer habits. and importers purchasing habits as possible (Kennedyv. 1997)

Markets in developing countries were opening for value-added importation. As
imcomes increase. not only does total food consumption increase. but consumers seek
greater variety in their diet (Harrison, 1992).

Communicating with international trade partners is one of the challenges of’
value-added agricultural products marketing. Common business practices in the United
States may not be proper etiquette with international customers. Personal relatonships
with importing businesses can be the success or failure of an exporting endeavor

Manyv developing tforeign countries have the same concerns as the United States
when 1t comes to food quality and safety. With aging population around the world
citizens are looking for food to facihtate the health conscious populaton  Foods high in
fiber and low 1n cholesterol are very important  The U.S. processed food industry usually
has a higher salt content that foreign customers are not accustomed to cating — This 1s not
only a health 1ssue but also a culture adjustment that needs to be made

Convenience foods have also had growing demand  Approximately 80 percent of

food products sent to China in 1997 were frozen foods. Snack food products made up 30




to 40 percent of the desired imports. The people of the foreign countries were willing to

pay a little extra for the conveniences.

Summan

Oklahoma value-added agricultural food product exporters are in a competitive
market of increasing economic value of farm products. Value adding combines labor.
machinery. energy. and technologies to convert bulky farm products into packaged
palatable foods.

Understanding the needs and wants of importing countries is kev to the
development of exporting markets for Oklahoma as well as the Umited States.
Consumer onented sector studies are done in developed countries, such as Japan. To
identify market potential in the countries informauon about ingredients and labeling
requirements can be provided by the US Food Service Ageney (FSA) In 1998 a $250
imvestment could get a food product company a menu of services provided by the FSA
They can provide information about packagmg, ingredients. and market potential and
prov ide a competiuve review of your products in designated markets This s where the
companies goals and priorities come n, to allocate moneys to go into research for
exporting.

Oklahoma food and agricultural product exports have been on the rise. With
tmely accurate market information. producers. processors and others in agnbusimess

industries can continue to make wise marketing decision




CHAPTER 1lI

METHODOLOGY

The purpose of this chapter was to describe the methods and procedures used to

conduct the study of customer preferences of agricultural and food product imports as

perceived by Oklahoma value-added food exporters.

In order to accomplish the purpose i1t was necessary to establish a purpose and set

forth specific objectives. determine a population and develop a survey instrument which

would acquire the information needed to fulfill the study objectives. Specific objectives

ot the study were

Determime selected charactenstics of value-added Tood exporters i Oklahoma
Determine selected characteristics of food importers as percenved by value-added
food exporters

Determine iformation sources concerning potential export markets as percenved
by value-added food exporters

Determine buving preferences of food importers as perceived by value-added

food exporters
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Institutional Review Board (IRB)

Federal regulations and Oklahoma State University police require review and
approval of all research studies that involve human subjects before investigators can
begin their research. The Oklahoma State University Office of Umiversity Research
Services (IRB) conducts this review to protect the rights and weltare of human subjects
involved in biomedical and behavioral research. In compliance with the aforementioned
policy. this study received the proper surveillance and was granted permission 1o
proceed. This research was assigned the following research project number: AG-99-013

A copy of the IRB approval form is resented at the end of this document i Appendix A

Population

The purposive sample for this study consisted of 100 agricultural product and
food processors in Oklahoma. The study population was determined from a combination
of current directories ( 1997) published by the Oklahoma Department of Agrniculture
located i Oklahoma Citv. The directories included ~The Oklahoma Agnicultural
Products Export Directory”™ and ~Oklahoma Food and Agricultural Product Directorn -
Better Buv Oklahoma™

Of the 100 surveys mailed. 11 were returned completed indicating a 11 percent
return rate. Therefore. since potential participants were purposcfully selected because ol
their involvement in the processing and or exporting of value-added lood and agnicultural
products. this study group was referred to as a purposive sample. in which the potential

respondents were pre-selected.




Design of the Instrument

A mailed questionnaire was determined to be the most appropriate tool to satisfy
the objectives of the study. Developing questions for the instrument which would
complete the objectives began with reviewing survevs of similar studies. The rescarcher
complied questions related to the demographics of exporters. information sources
concerning potential export markets and perceived buving preferences of food importers

A draft copy of the instrument was reviewed by ten faculty in various departments
in the College of Agncultural Sciences and Natural Resources and Human
Environmental Sciences at Oklahoma State University. The departments represented
were Agricultural Economics, Amimal Science, Horticulture. Cooperative Extension-
Family and Consumer Sciences. and Food & Agricultural Products Research &
Technology Center (Appendix C). After reviewing the draft. revisions suggested by the
expert faculty panel were implemented and the instrument was developed into booklet
form (Appendix D) for mailing. Forty-six closed response items and two open-ended
questions for written comments were compiled.

Sections one through four included closed response items. 1he respondents were
asked to identfy or rank the responses. In the items that were to be ranked. the
respondents were asked to use 1, 2.3 . with | being the most frequently used
Responses to these questions were analyzed by determining the frequency and the
ranking number of 1items selected

The first section of questions were relative to the demographics of the exporter in
Oklahoma. This included the location of the firm. number of emplovees. vears of

establishment. tyvpe of products handled. and experiences in exporting




In the section two of the questionnaire the demographics of food importers as
perceived by the exporters was recorded. Information about the geographic area where
products are exported was included The demographics of the consumers of products.
such as age. income range. education were gathered 1n section two of the surves
instrument. The product trend and methods of purchasing of the export products was
also examined.

In section three of the survey the food producers were asked to rank the use of
information sources concerning potential export markets. Thev were asked to ranked
state and federal government agency services for exporting information as well as
associations. publications, and electronic export trade information services.

Buving preferences of food importers qualities were ranked in section four of the
survev. The food producers and processors were asked to rank the qualities that they
perceived to be desirable bv importers. Also the tvpe of products preferred concerning
raw agricultural products.  Then the questions were broken down into preferred types ol
value-added food products. Exporters were asked to respond to only the questions that
were related to the products of their firm

Finally in section five of the survey instrument two open-ended questions were
included for written comments. The exporters were asked to comment on why they
believed importers chose raw products or value-added products. and any additional
comments were requested 1n this section. The additonal comment are quoted in
Appendix F

When designing the questionnaire. it was realized that there was potential need

for a follow-up. Therefore the questionnaires were coded 1n order for non-respondents 10
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be contacted. Ten percent of the non-respondents were telephoned and asked to respond
to the demographic portion of the questionnaire. Only the researcher had access to these
codes for the use of follow-up. The codes were destroyed after the telephone surveys
were conducted.

Nominal scales and ordinal scales were used to describe and quanufy data derived
from forced response items. Orlich etal.. (1975) described the use of nominal and ordinal
scales in reporting and presenting findings in a similar study.

Nominal Scales - One typed of forced response question represents

nominal or a “naming” scale. The response categories of a nominal 1tem

are basically non-numerical in their relationship.  This scale identifies

rather than measures. Questions representing a nominal scale are usually

designed to gather factual information about respondents or item

categories (p.37).

Ordinal Scales - The ordinal scale represents a type of forced response

question and 1s generally used 1o gather both factual information and

respondents”  opinions The ordinal scale indicates a rank order
relationship among the response categories ol a question. however 1t does

not reveal the magnitude of difference between categories or intervals

(p.38.39)

Runyon-Haber (1971) in describing frequency distributions using nominal scales stated
no order 1s assumed to underlie nominally scaled vanables  Thus. the vanous categories
can be represented 1n any order vou choose™ (p 31)  In addressing the use ol ordimally

scale variables Runvon-Haber (1971) charactenized the management of data “in treating
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1t the same way as nominally scaled variables except that the categories should be placed
in their naturally occurring order™ (p.33).
Runyon-Harber (1971) further alluding to the use of ordinal scales and existing
relationships when one moves into the next higher level of measurement explamed.
We encounter variables which the classes do represent an ordered series of
relationships. Thus. the classes in ordinal scales are not only different
from one another but stand in some kind of relation to one another (p. 14).
To further explain data summarization Hoshmand (1988) emphasized:
We can use class intervals to condense the data. Class intervals are non-
overlapping contiguous intervals selected arbitrarily in such a way that
each value in the set of data can be placed in one. and only one. of the
intervals. The number of intervals depends on the number of observations

described (p.18).

Collection of Data
The researcher decided the mail questionnaire was the best approach for data
collection. The large population to be studied made the mail questionnaire the most
feasible. One hundred questionnaires were mailed by U S. mail February. 1999 The
packets included a cover letter (Appendix B) that described the purpose of the study. one
coded questionnaire and a self-addressed stamped envelop for the return of the survey

The producers were advised that all questions were voluntary



The codes on the questionnaires were used to do a follow-up two weeks after the
imtial mailing. Ten percent of the non-respondents were contacted by phone and asked
to respond to the demographic question of the questionnaire (Appendix I )

Eleven percent of the questionnaires were returned. Nine producers were

contacted by phone and participated in the demographic portion of the study.

Data Analvsis
The data collected in the study population of Oklahoma value-added tood
processors and agnicultural producers was analvzed using descriptive statistics. The
descriptive statistics used to analyze the data included. percentages and trequency
distributions. as well as overall ranks. Hoshmand (1988) in his treatment of descriptive
statistics stated:
agncultural scientist and managers alike collect data tor decision making
purposes.  Mostly. the data are obtained from samples and are usually
unorganized To make a decision from an unorganized set ol data 1s very
difficult It 1s therefore necessary to condense large sets ol data into an
ordered array. An ordered array 1s a hsting ol sampled observations from
the smallest value to the largest (p 16)
Hoshmand (1988) emphasized the benefits of frequency distnbutions. stating.
The data can be presented in a frequency distribution. which involves
crouped data that can be easily visualized Frequency distributions give

both the value for the observations and their frequency ol occurrence

(p.18)



In their “Guide To Sensible Surveys™ Orlich etal. (1975) stressed the value

of utilizing percentages in summarizing data.
Respondent counting provides a summan of the tabulated
frequency for which each category indicated. Frequency data can be

converted to percentages indicating the number of respondents who

marked a particular category in relationship to the total number of

respondents. Percentages are usually calculated for nominal. some ordinal
and interval items (p. 108).
Orlich etal (1975) in illustrating how to report ranked item stated
Some ranked i1tems are also commonly analvzed by mean. To
compute the average preference for a particular category a separate mean
score must be calculated For example. we assign a weighted value to
each fires place preference . to each second. to each third. to cach fourth.
ete (p 113-114)
Van Dalen (1966) 1n addressing the effectiveness of rank-order scales emphasized
Rather than rating subjects. objects. products. or attributes on an
absolute scale. a rank-order scale compares them to once another  This
techmque 1s especially useful for handling 1n a quanutative manner data
that have not been precisely differentiated  Tank-order scales. theretore.
usually give a more rehable measure at the extremes of the scale that in
the central portion (p. 320)
In reviewing Van Dalen’s (1966) recommendations concerning the utlity

of rank-order scale. numerical values were assigned in order to determine

77



differences and calculate an overall rank/mean rank by sunning the values for the
ranks consigned to each possible statement and dividing (+) by the total number
of responses. The numerical values established for calculating overall ranks for
this study were: one( 1) - first. two (2) - second. three (3) - third. four (4) - fourth.

five (5) - fifth, six (6) - sixth. etc.



CHAPTER IV

PRESENTATION AND ANALYSIS OF DATA

The purpose of this chapter was to present data describing the perceptions of
Oklahoma value-added food and agriculture products processors and exporters
concerning perceived customer buying preferences of agricultural and food products. A
mail survey was conducted of Oklahoma food and agricultural product processors and
exporters. The study participants responses dealt with: Demographics of Exporters,
Demographics of Food Importers, Information Sources Concerning Potential Export
Markets, and Buying Preferences of Food Importers. A follow-up telephone survey was
conducted to determine the demographics of 10 percent of the non-respondent. Their
inputs were consolidated with the respondents’ Demographics of Exporters. Data were
organized to correspond with the objectives of the assessnient.

The purpose of this study was to determine customers buying preferences of
agriculture and food product importers as perceived by Oklahoma valuc-added food and
agricultural product exporters. In order to accomplish the purpose of the study, the
following objectives were established.

1. Determine selected characteristics of value-added food exporters in Oklahoma.

(]

Determine selected characteristics of food importers as perceived by value-added

food exporters.
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Determine information sources concerning potential export markets as perceived
by value-added food exporters.
4. Determine buying preferences of food importers as perceived by value-added food

exporters.

Population

The purposive sample for this study consisted of 100 agricultural product and
food processors in Oklahoma. The study population was determined from a combination
of current directories (1997) published by the Oklahoma Department of Agriculture
located in Oklahoma City. The directories included “The Oklahoma Agricultural
Products Export Directory™ and “Oklahoma Food and Agricultural Product Directory-
Better Buy Oklahoma™.

Of the 100 surveys mailed, 11 were returmed completed indicating a 11 percent
return rate. Therefore, since potential participants were purposefully selected because of
their involvement in the processing and/or exporting of value-added food and agricultural
products, this study group was referred to as a purposive sample, in which the potential

respondents were pre-selected.

Findings of the Study
The finding of this study were derived from the survey instrument developed and
administered during the 1999 spring semester. Information compiled from the study was
dichotomized into sections to provide an organized approach to the analysis of the data.

1. Demographics of Exporters.
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Perceived Demographics of Importers.
3. Information Sources Concerning Potential Export markets.
4. Buying Preferences of Food Importers.

5. Comments and Suggestions/Observations (Appendix E).

Demographics of Exporters
Tables I through XI were developed to show selected demographic information.
The data shown in Table I described the geographic location of respondents in Oklahoma
where exported products are produced. Slightly more that 33 percent of the respondents
were located in Northeast Oklahoma, while 8.34 percent in the Southeast, 33.3 percent
were in the Southwest, while 25 percent reveled “Central” Oklahoma as the location

where their products were producced.

TABLE I

A Distribution Of Study Respondents by Geographic Location In Oklahoma

Geographic Location Frequency Percentage
_ (N=12) (")
Northeast 4 33.33
Northwest
Southeast 1 8.34
Southwest 4 33.33
Central 3 25.00

(]

100.00

Total




The data in Table II illustrates the length of time current firms had been
established. Seven (43.75%) of the firms had been established 41 years or more, while
firms established less than 5 years and 6 to 10 years included 12.5 percent of the
respondents respectively. Three (18.75%) firms had been established 11 to 20 years.

However, 6.25 percent of the firms had been established 21 to 30 years and 31 to 40 years

respectively.

TABLE II

A Distribution Of Study Respondents By Number Of Years The
Current Firms Had Been In Business

Length of Time Frequency Percentage
Years C(N=16) (o)
05 2 12.5
6to 10 2 12.5
11to 20 3 18.75
21 to 30 I 6.25
31 to 40 l 6.25
41 or more 7 43.75
Total 16 100.0

The data in Table I1] showed the number of employees of the firms. Seven
(46.67%) represented firms with 25 or less employees. Three respondents represent one
(6.67%) firm each indicated they employed 51 1075, 76 to 100, and 101 to 125 employces
respectively. Five (33.33%) of responding businesses with 126 employees or morc

represented over 33 percent of the total respondents participating in this study.



TABLE 111

A Distribution Of The Study Respondents
By The Number Of Employees At The Firm

Employees  Frequency Percent
(N=15) (%)

25 or less 7 46.67
26 - 50 - -

51-75 | 6.67
75 - 100 1 6.67
101- 125 1 6.67
126 or more 5 33.33

The data in Table IV illustrated the diversity of commodities processed by
Oklahoma food and agniculture product exporters that the agricultural products and/or
commodities processed by the respondents varied. Among the respondents, meat
producers were largest group with about 35 percent. The “other™ category involved 17.65
percent, with respondent listing honey, seasonings, ostrich products, beverages, candics.
and popcom seed as “other™ agricultural products/commodities processed. Ol sced
processing involved 17.65 percent of the respondents, while processed fruit, wheat, and
vegetable commodities included 5.88 percent of the total respondents of processed

agricultural products respectfully.




TABLE [V

A Distribution Of Firms By The Type Of Business Organization And
Food And Agricultural Products Processed

Business Organization of Frequency (N=11) Percentage (%)
Firms and Type of Products
Processed
Corporate 6 54 §5
Meats (4)
Feed Grains (1)
O1l Seeds (2)
Vegetables (1)
Fruit (1)
Wheat (1)
“Other” (1)
Mid-Size Operations. | 9.09
Feed Grains (1)
Ot Seeds (1)
Privately Owned/Small: 4 36 36
Meat ()
Honev (1
Popcorn seed (1)
Ostrich (1)
Total I 100 00

The data in Table V demonstrates the percentage of the raw
products commodities purchased by the responding firms. Over twelve percent of the
firms produced the raw products themselves. while 50 percent of the firms purchased 91
to 100 percent of the raw products used. The remaiming 37 S percent of the responding

firms represented were distnibuted from one to ninety percent



The data in Table VI represented the percentage of raw products commodities
produced in Oklahoma used by the respondents firms. Slightlv over 14 percent of the
firms represented used 0 to 10 percent and 91 to 100 percent of Oklahoma produced
products respectively. More than 21 percent of the firms represented 11 to 20 percent
and 21 to 30 percent used Oklahoma produced products respectively. Of tour (28 56%0)
firms representing; 31 to 90 percent of the raw products.commodities they used were

produced in Oklahoma.

TABLE V

A Distribution Of The Responding Firms By The Percentage Of Raw
Products/Commodities Purchased

Percentage of Products:  Frequency  Percent

Commodities Purchased (N=16) (%)
0 2 12.50
] to 10 ] 625
111020 | 6.25
21 to 30 ;

31 to40 1 625
41 to 50 & 3

51 to 60 | 625
61 to 70 | 625
71 1o 80 - =

&1 to 90 1 6.25
91 to 100 8 S0 .00

Total 16 1 00)




TABLE VI

A Distribution Of Firms By The Percentage Of Raw Products/Commodities
Produced In Oklahoma

Percentage of Products/  Frequency Percent

Commodities Produced (N=14) (%)
01010 2 1429
111020 3 21.43
211030 3 21.43
31t0 40 1 7.14
4] to 50 - -

51 to 60 1 7.14

61 to 70 - -

71 to 80 1 7.14

81 to 90 1 7.14

91 to 100 2 14.29
Total 14 100.00

When the respondent agriculture product and food producers were asked if they
exported; eight (47.06%) of the respondents answered “yes™, leaving nine (52.94%)
answering “no”. Of those who said “yes”, the data in Table VIII showed how long they
had been exporting. Three (37.50%) businesses had been exporting five years or less,
while one (12.50%) firm had been exporting 6 to 10 years, and two (25.00%) had 21 1025
years exporting experience. In addition, two (25.00%) firms represented in this study had

26 or more years of exporting experience.



TABLE VII

A Distribution Of Whether Or Not The Firms Represented By Respondents Exported
Either Processed Food Or Agricultural Products

Frequency (N=8)  Percentage (%)

Yes 8 47.06
No 9 52.94
Total 17 100
TaBLE VIII

A Distribution Of Firms Represented By Years Of Exporting Experience

Years Frequency (N=8)  Percentage (%)
Sor less 3 R 3750
6to 10 1 12.50
11to 15 = =
16 to 20 - .
21to 25 2 25.00
25 or more 2 25.00
Total 8 100,00

The data in Table IX shows the purpose of export involvement of the responding
firms. Expanding profit potential had the highest frequency at 5 (71.43%). Four firms
chose opportunity to expand the business (57.14%) and maximum return on investment
(57.14%), respectfully, as the next most popular choice for export involvement.
Optimum use of available labor and facilities and economic development for the

community each were chosen three times (42.86%).



TABLE IX

A Distnibution Of The Study Respondents On The
Purpose For Export Involvement

Purpose of Exporting Frequency Percentage (%)
(N=7)

_E_xi:-’;d Profit Potential _ s 7_1 43
Optimum use of available labor & facilities 3 42.86
Economic Development for Community 3 42.86
Opportunity to expand the business 4 57.14
Maximum return on investment 4 57.14

Value-added products was perceived to be the preferred products by the five
(71.42%) responding agriculture product and food producers. Raw products was chosen
by 2 firms (28.58%) percent.

The data shown in Table X represents the packaging preferences of the Oklahoma
agriculture product and food producer respondents used when marketing their exports.
Five (50.00%) firms represented packaged in Oklahoma, while one (10.00%) firm sold 1ts
products prior to packaging. However, two (20.00%) firms had their export products
packaged out of state, while two (20.00%) other firms used a combination o [ packaging

in Oklahoma., selling prior to packaging and packaging their products out of state.



TABLE X

A Distribution Of Firms Represented By Packaging Preferences

Of Export Products
Packaging Frequency (N=10) Percentage (%o)
Preferences
o In &(Iahoma- - S_ 50.00
Sell before 1 10.00
Out of state 2 20.00
All of the above 2 20.00
Total 10 100.00

The data in Table XI describes how price was determine for products that were
exported by the firms represented in this study. Six (67.67%) firms set their own price,

while three (33.33%) sold their exports based on market value.

TABLE XI

A Distribution Of Firms Represented By Method Of Price
Determination For Exported Products

Price Establishing Frequency Percent
 Method (N=9) (o)
Firm Set Price 6 67.67
Market Value 3 33.33
Producer -
Associations

Total 9 100.00




Demographics of Food Importers

The demographics of food importers survey questions were desi gned to show the
characteristics of importers as perceived by the responding Oklahoma value-added food
and agnicultural product exporters.

The data in Table XII indicated the age groups for which export products were
targeted. As the data suggests adults were the most frequent target market. Fifty-five
percent of the respondents indicated adults were their number one market. Children and
Teens were targeted consumer groups by 18 percent of the study respondents

respectively, while nine percent suggested they produced products for all age groups.

TABLE XII

A Distribution Of Study Respondents By The Age Group
Of Targeted Consumers

Frequency Percent

Age Group (N=11) ("%0)
Adults 6 54.54
Teens 2 18.18
Children 2 18.18
All Ages 1 9.10
Total 11 100.00

Income ranges of consumers using Oklahoma food and agriculture products as
perceived by exporters was describe relative to the importing country’s standards. The
data in Table XIII revealed one of the survey respondents indicated value-added exports
were consumed by the upper middle class, and raw products were purchased by the lower
middle class. Income ranges among consumers revealed the upper middle class ranked

the highest in the use of imported food and agricultural products, followed by the lower



middle class by the respondents in this study. Three (17.65%) respondents indicated the
wealthy were the primary income group targeted for their products, while two (11.76%)

indicated they targeted all income classes for marketing their products.

TaBLE XIII

A Distribution Of Consumers As Perceived By Study Respondents Using
Imported Food And Agricultural Products By Income Range

Income Range Frequency Percent
- N=1) )
Upper Middle Class 8 47.06
Lower Middle Class - 23.53
Wealthy 3 17.65
All Classes 2 11.76
Poverty - -
Total 17 100

The perceived level of formal education among consumers using the respondents
products was described in Table XIV. Of the 15 responses to this survey question, one
(6.67%) respondent indicated no formal education, while one (6.67%) stated clementary
education as the primary level of education consuming their products. Three (20.0%)
respondents indicated consumers with a high school education were their primary
customers. Two (13.33%) indicated their products were consumed by people with a
graduate level education. The largest group of respondents, four (26.67%). indicated
their consumers were college educated, while another four (26.67%) revealed their

products were oriented toward all groups regardless of educational level.



TABLE XIV

A Distribution Of Consumers As Perceived By Study Respondents Using
Imported Food And Agricultural Products By Level Of Formal Education

Frequency  Percent

~ Education  (N=15) (%)

No Formal 1 6.67
Elementary 1 6.67
High School 3 20.00
Trade School - -
College 4 26.67
Graduate 2 13.33
All Levels 4 26.67
Total 15 100.01

The survey data concerning product trends preferred by consumers showed that
most consumers preferred value-added food products, 67 percent. Twenty-two percent
indicated raw products were preferred. One respondent indicated that both value-added

and raw products were preferred by consumers.

TABLE XV

A Distribution Of Perceived Consumer Product Preferences
By Product Characteristics

Product Characteristics Frequency Percent
_ (N=9) (%)
Value-added Food Products 6 06.67
Raw Products 2 2222
Both Value-added and Raw | 11.11

Products
Total 9 100.00




The data shown in Table XVI reveled the methods used by exporters to enable
importers to purchase their products. Four (33.34%) respondents indicated purchasing
direct from the exporter was primary method of getting products to foreign consumers.
Three (25.00%) exporters indicated that their products were purchased by foreign
consumers from local distributor, while three (25.00%) indicated they used a broker to
move their products to foreign consumers. One (8.33%) respondent indicated he/she used
all available methods for moving product(s) to foreign consumers, while one (8.33%)

respondent, used an export trader to get his product(s) into the hands of consumers.

TABLE XVI

A Distribution Of Respondents By The Method Used To Move
Product(s) To Foreign Consumers

Method of Moving Product(s) to Frequency Percentage
Consumers _ (N=I12) (%)
Direct from Exporter 4 33.34
Local Distributor 3 25.00
Broker % 25.00
Export Trade Representative 1 8.33

All Methods ] 8.33
Total 12 100.00




Information Sources Concerning Potential Export Markets

Survey questions were designed to show where Oklahoma value-added food and
agriculture products exporters get information about exporting their products.

The data in Table XVII exhibits respondent’s rankings of Federal agencies
concerning the availability of information and frequency of use conceming potential
export markets. The data showed the Foreign Agriculture Service to be the best source of
export information available. The State Department was the second leading agency used
as a source for export information, while the Trade Information Center was ranked third

as an information source and was the most frequent source cited.



A Distribution Of Respondents’ Ranking Of Information Sources Conceming
Potential Export Markets By Federal Agencies

TaBLE XVII

Federal Agencies

Forcign Agriculture
Service (USDA)

State Department (US)
Trade Information
Center (USA-Trade)
International Trade
Administration (Dept. of
Commerce)

The Export Hot Line
(USA-XPORT)

First
4

Frequency of Ratings

Second
|

-
b

Third

0O

~ Fourth
|

Fifth

2

3
1

Sum of
Rankings
20

23
24

26

39

Mean Overall

Rank Rank
2.5 I
2.88 2
3.0 3
3.25 4
4.88 5




The data in Table XVIII showed the State Government agencies which
responding product exporters look to for information about export markets. The
Oklahoma Department of Agriculture was the agency that was used most frequently and
ranked the highest. The Oklahoma State Department of Commerce ranked as the second
most common agency used and second most frequent. Few of the respondents ranked
more that three agencies.

The data in Table XIX indicated the rank and frequency of trade and export
associations used by study respondents. The data showed that few trade and export
associations were contacted by Oklahoma value-added food and agriculture exporters.
The most frequently used information source was the Southern United State Trade

Association (SUSTA).




Table XVIII

A Distribution Of Respondents’ Rankings Of Information Sources Concerning Potential

Export Markets By State Agencies

State Agencies

Oklahoma Dept. of
Agriculture
Oklahoma Dept. of
Commerce

Center for Int’l Trade
Development

Food & Agricultural
Products Research &
Technology Center
(OSU)

Oklahoma Cooperative
Extension Service

First
7

Frequency of Ratings Sum of Mean
Second Third  Fourth  Fifth Rankings Rank
- - - I 12 1.5
2 3 1 2 17 2.13
2 ] - 5 32 4.0
3 - - 5 31 3.88

I - 7 38 4.75

Overall
Rank
1

2

4




IFABLEF XIX

A Distribution Of Respondents” Rankings Of Information Sources Concernming Potential Export
Markets By Trade And Export Associations

Trade & Export Association(s) I'requency of Ratings Sum of Mean Overall
First Second Third Fourth  Fifth Sixth Rankings Rank Rank

Southern Umited States Trade 4 I - “ " 3 24 3.0 I

Assoc. (SUSTA)

National Assoc. of State Dept of - | - - - 7 14 5.5 3

Agriculture

American Assoc of Exporter & - - - - - 8 48 6.0 5

lmporters

Small Business Administration - - - - - 8 48 6.0 5

(SBA)

Western United States Trade - - - - 7 44 5.5 3

Assoc (WUSTA)

State Chamber of Commerce ! - | . £ 6 39 4 88 2

(Oklahoma



Survey question number four describing trade and export publications used as
sources of information revealed few food processors used these publications. Three
respondents indicated that they used the Ag Exporter as a reference, as well as OSU
Extension Fact Sheets for export marketing information. One respondent used “Export
Briefs " (AIMS) and one indicated they used “other” publication sources.

When asked to rank the electronic and web site export trade areas used for sources
of information only one respondent used these methods. The source they indicated was
“Buver Alert Program: (AIMS)”. There were no responses to the private services for

trade and export assistance used as sources of information.

Buying Preference of Food Importers

This section of the Oklahoma Value-added Food Product Exporters Survey
described the buying preferences of food importers as perceived by the Oklahoma food
and agriculture product exporters. Questions one. two and three asked respondents to
rank desirable characteristics of value-added food imports, importance of product
attributes, and primary preferences concerning raw agricultural products. Questions four
to twenty-two asked study participants o respond only to items concerning product 1tems
preferred by their international customers.

The data in Table XX illustrated the rankings of quality charactenstics of value-
added food imports producers perceived to be desirable by importers. The respondents
ranked price as the characteristic they perceived importers felt was the most important.
Ranking second among respondent perception was quality of the products being

imported. while availability of the product(s) ranked third. One of the respondents




remarked that the “closeness to the importers taste and cooking preference™ was a quality
which affected desirability of a product.

The data in Table XXI portrays the importance of product attributes deemed
desirable by importers as perceived by food exporters. Flavor was the product attribute
selected most frequently, and freshness and shelf-life were also selected as desirable
product attributes. Safety was another attribute selected. Again, one respondent
indicated “‘closeness to importers taste and cooking preference™ was the most important
attribute of desirability by importers.

The data in Table XXII illustrated the rankings of three respondents conceming
the prnimary preferences involving raw agricultural products. All three respondents

ranked meat first. Dairy and grain products were ranked second by the respondents



TABLE XX

A Distribution Of Respondents™ Ranking Of Food Importers Buying Preferences
By Desirable Product Characteristics

Product a Respondents’ Ratings Sum of Mean Overall

Characteristics ~First Second Third  Fourth Fifth  Sixth  Rankings  Rank Rank
Price 5 2 1 - - - 12 1.5 1
Quality 2 0 - . - . 14 1.75 2
Availability - - 4 3 - 1 30 375 3
Quantity 1 - | 2 2 2 34 4.25 4
Brand Names - - 1 1 2 - 41 5.13 5
“Taste and Cooking - - 1 - - 7 45 5.63 6

Preference”




TABLE XXI

A Distribution Of Respondents’ Ranking Of Food Importers Buying
Preferences By Desirable Food And Product Attributes

Food/Product Respondents’ Rating Sum of Mean  Overall
Attributes ~ First Sccond  Third Fourth Fifth Sixth Seventh  Eighth ~ Rankings Rank  Rank
IF'reshness 2 1 3 - - - - 2 29 3.63 2
Shelf-Life 2 3 - - | - - 2 29 3.63 2
Flavor | 2 3 | - 1 26 3.25

Safety I - - 3 - I I 2 42 525 4
Packaging - 1 | 1 2 : 1 2 42 5.25 4
Nutntion - - - I - 2 2 3 54 6.75 6
Ready to Serve - - - - 2 2 ] 4 54 6.75 O
“Taste & Cooking - - 1 - - - % 7 59 7.38 8

Preference™




TaBLE XXII

A Distribution Of Respondents’ Ranking Of Perceived Customer Choice(s) Concerning
Raw Agricultural Product By Primary Preferences

Primary Prefercnce Respondents’ Ratings Sum of Mean  Overall
_ First ~ Second Third  Fourth  Fifth Sixth Rankings  Rank  Rank
Raw Agricultural

Products:
Meat 3 - - - 2 15 3.00 ]
Dairy Products - 1 I - - 3 23 4.6 2
Fruit - - - I 1 3 27 54 4
Grain - 1 ] - 3 23 4.6 2
Vegetables - - - . 1 4 29 5.8 O
Livestock - - - | - 4 28 5.6 5

Feed-stuffs

FI
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The data in Table XXIII and Table XXIV revealed the responses by the value-
added food and agriculture product study participants. They were asked to respond to
specific product items preferred by their international customers. Only customer
preferred types of foods produced by study respondents were reported in this chapter.
The complete value-added food product survey is in Appendix C. The preferred type of
oil or oil products selected by the respondent were corn oil and sunflower oil. Sweeteners
preferred by consumers of the responding producers were sorghum, honey, cane
molasses, and two respondents selected corn syrup.

When asked about the preferred value-added meat products, the respondents
indicated fresh chilled meats were customer preferable. Frozen and cured/smoked meats
were alternative options. Regarding fresh chilled meat. the respondents felt their
importers/customers preferred retail cuts and boxed products verses whole carcass and
wholesale cuts. Preferences associated with processed meat products included hot dogs
and sausage. Table XXIII shows the preferences conceming kinds of meat products
preferred. Beef and pork products ranked the highest among the respondents.

One respondent perceived that importers of fresh fruits and vegetables preferred
them in bulk. The kinds of fruits preferred by this respondents international consumers
were: peaches, apples, apricots, plums, grapes, and strawberries. This same
processor/producer also had customers who imported pecans and indicated the importers
preferred the pecans in bulk, shelled and selected.

Buying preferences concerning kinds of condiments and fruit spreads revealed
two producer/respondents indicating that their international customers imported these

products.



TAaBLE XXIII

A Distribution Of Respondents’ Rankings Concerning Perceived Customer
Preference(s) By Kind Of Meat Products

Kind of Meat Respondents’ Ratings Sumof  Mean Overall

Products First ~ Second ~ Third  Fourth  Fifth Sixth Rankings Rank Rank
Pork ] 2 - - - - 5 1.67 1
Beel 2 - I - - - d 1.67 1
Poultry - 2 . - - 8 2.67 3
Fish - - - 2 - 1 14 4.67 4
lLamb - - - | | 1 15 5.0 5

Goat - - - - - 3 18 6.0 6




TABLE XXIV

A Distribution Of Respondents’ Ranking Concerning Perceived Customer
Preference(s) By Kinds Of Condiments And Fruit Spreads

Condiments & Respondents’ Rankings Sumof  Mean Overall
~ Fruit Spreads First Second ‘Rankings Rank  Rank
Spices 1 1 3 1.5 I
Bar-B-Q 1 1 3 15 1
Mayonnaise 1 1 3 1.8 I
Salsa 1 1 3 1.5 1
Mustard - 2 4 2 5
Marmalade 1 1 3 1.5 2
Jams 1 1 3 15 2
“other” ! 1 3  H 2
Jelly - 2 4 2 4
Preserves - 2 4 2 4




CHAPTER V

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS

Summary
Introduction
The purpose of this chapter was to present the summary, major findings,
conclusions, and recommendations which was conducted to determine the focus of
Oklahoma Value-Added Food and Agricultural Product Exporters and their perceived
buying preferences of their customers. All the information in this chapter is based on the

data collected from the respondents and information gathered in the review of hiterature.

Purpose of the Study

The purpose of this study was to determine customers buying preferences ol
agriculture and food product importers as perceived by Oklahoma Value-Added Food and

Agricultural Product Exporters.
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Objectives
In order to accomplish the purpose of the study, the following objectives were
established:
1. Determine selected characteristics of value-added food exporters in
Oklahoma.
2. Determine selected characteristics of food importers as perceived by value-
added food exporters.
3. Determine information sources concerning potential export markets as
perceived by value-added food exporters.
4. Determine buying preferences of food importers as perceived by value-added

food exporters.

Population

The purposive sample for this study consisted of 100 agricultural product and
food processors in Oklahoma. The study population was determined from a combination
of current directories (1997) published by the Oklahoma Department of Agriculturc
located 1n Oklahoma City. The directories included “The Oklahoma Agricultural
Products Export Directory™ and “Oklahoma Food and Agricultural Product Dircctory-
Better Buy Oklahoma™.

Of the 100 surveys mailed, 11 were returned completed indicating a 11 percent
return rate. Therefore, since potential participants were purposefully selected because of

their involvement in the processing and/or exporting of value-added food and agricultural
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products, this study group was referred to as a purposive sample, in which the potential
respondents were pre-selected.

Design and Conduct of the Study

A mail questionnaire for data collection was used to conduct the survey. The
large population to be study made the mail questionnaire most feasible.

A four-part survey was mailed to both current value-added food exporters and
potential value-added food exporters. The food processor and agricultural product
exporter population was determined from the “Oklahoma Department of Agriculture’s
Publications “Better Buy Oklahoma™ and Oklahoma Agricultural Products Export
Directory”. Ten percent of the non-respondents were telephoned and asked to respond to
the Exporter Demographic portion of the questionnaire.

Part I of the survey addressed 12 items concerning the demographics of exporters.
These questions gathered information about the location, time of establishment. number
of employees, and products the firms produced. The producers were also asked if they
were exporting and if yes how long, and the purpose of export involvement. Nominal
and interval scales were used in the data gathering for this part of the survey. Non-
respondents (10%) were telephoned and asked only the twelve survey items dealing witls
exporter demographics.

The second portion of the survey included six (6) items designed 1o acquire
information concerning exporters perceptions of food and agricultural product importers.
These were characteristics the food exporters observed among customers purchasing their
products. Geographic locations, and customer/consumer demographics were gathered in

this section. Nominal scales were used to ascertain data in this section.
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Part 111 addressed information sources concerning potential export markets.
respondents were asked to address six (6) issues ranking frequency of use by their firm
Ordinal scales were used to gather the ranked data.

Both nominal scales and ordinal scales were used in Part Four of the Value-
Added and Agricultural Product study. Respondents were asked to rank perceived
buying preferences and indicate the type of value-added products preferred by their
international customer. The final section of the survey allowed the respondent to write
additional comments and suggestions or observations about value-added food product

exporting.

Major Findings of the Study

Demographics of Exporters. Almost 44 percent of the study respondents were

involved with exporting firms which had been in business 41 vears or more. while more
than 18 percent had been involved in exporting endeavors from 11 to 20 vears. Firms
with 25 or less emplovees made up over 46 percent of the food exporters responding to
this study. while businesses with 126 or more emplovees represented more than 33
percent of the respondents.

Over 35 percent of the exporting firms represented in this studv were involved in
meat processing. while more than 17 percent of the respondents were representatives of
either o1l seed or “other” processors respectively. Fifty percent of the firms represented
in this study purchased from 91 to 100 percent of the products they processed for
exporting  Almost 36 percent of the firms represented 1n this study produced more than

50 percent of the product processed for export in Oklahoma  Fifty percent of the firms



represented 1n this study had ten years or less involvement as exporters. More than 71
percent of firms represented 1n this study indicated they were involved in exporting to
“expand profit potential.”

Fifty percent of the firms represented in this study packaged their own products in
state prior to shipping. In addition, over two-thirds of the businesses involved 1n this

study established the value for the items and/or products which they sold.

Demographics of Food Importers. The information from the respondents

indicated that the area with the perceived highest market potential was the Pacific Rim
and Mexico. This also corresponded with the review of literature which revealed these
were the fastest growing areas during the last eight vears

The data showed almost 35 percent of the exporters represented in this study
oriented the products they produce toward adult markets overseas. Shghtly over 18
percent of the export markets represented in this study targeted exports toward specific
markets involving either teenagers or children Over 60 percent of the respondents in this
study indicated their markets were oriented toward middle class customers overseas  In
addition. 60 percent of the exporters in this study revealed their markets and products
were developed to appeal to individuals with a high school education or higher
Furthermore. over 66 percent of the respondents indicated they perceived their customers
preferred value-added products versus only 22 percent preferning raw products. Shghtly
over one-third of studv respondents indicated 1t was their perception that most of their

customers purchased food and agnicultural products ~“Direct From the Exporter”. while
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25 percent of the respondents reported their customers purchased products from “Local

Distributors ™ or “Brokers™ respectively in overseas locations

Information Sources Concerning Potential Export Markets. Data trom the

responding agricultural product and food product processor/producers showed the federal
agencies most often contacted for information concering export markets were the
Foreign Agriculture Service and the US State Department. At the state level, the
Oklahoma Department of Agricultural and the Oklahoma Department of Commerce were
the state agencies most frequently contacted for export market information In addition.
trade associations most frequently contacted by respondents in this study revealed the
Southern United States Trade Association (SUSTA) was by far the most helpful and
provided quality information. The Ag /<xporter, OSU Lxtension I-act Sheers, and
“Export Briefs” seemed to be the most popular export market publications among

respondents in this study.

Buving Preferences of Food Importers. Respondents in this study indicated the
product characteristic first considered by importers was price of the product. This
corresponds to the information n the review of literature that indicated prices increased
as distance increased. Tanffs and taxes were also considerations in setting price. Quahity
of the product was a close second as a consideration of food importers customers.
Availability and quantty of the products were also quahities that value-added food

exporters perceived to be desirable characteristics for importers
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The product attribute perceived to be most desirable to importers as perceived by
respondents was flavor. Freshness and shelf-life were also considered important
attributes to foreign consumers as perceived by exporters. In addition. safety was another
attribute customers seem to consider in regard to preference.

With regard to customer preferences of raw agricultural products. the respondents
indicated meat was by far the most preferred followed by dairv products and grain
Respondents” ranking revealed product preferences included meat. dairv products and
grain in that order. On the other hand, “pork and beef™ were equallv popular with the
respondents’ overseas customers and both ranked first in perceived consumer preference
for “Kinds of Meat™

Consumer preferred value-added meat products were fresh chilled products
According to the respondents” rankings. value-added exporters felt the international
consumers preferred retail cuts and boxed products. over carcasses or wholesale cuts

Only one respondent had international consumers who imported fresh frunts and
vegetables. and preferred them in bulk. Two respondents had consumers who were

interested in condiments and fruit spreads.

Conclusions
The following conclusions were based on the major findings of this study
1 It was apparent anv conclusions developed were limited to the firms
represented 1n this study
2 It was apparent the firms represented in this study have been established in

food and agricultural product processing for 21 vears or more



3. It was further concluded that the firms represented in this study were either
small or large with few medium size businesses.

+. It was apparent from the major findings the typical Oklahoma firm represented
in this study was involved in the processing of meat. oil seeds, other and feed grains.

5. In addition. it was rather apparent the firms represented in this study were
equally divided between groups with 21or more vears or 10 vears or less expon
experience.

6. It was apparent from the findings, most firms 1n this study “see™ exporting as a
way of “expanding their profit potential™.

7. The firms represented in this studv seem to package their products prior to
shipment.

8. It was interesting to note the firms represented 1n this study seem to target their
products to markets oriented toward the “adult” customer who 1s “muddle class™ and has
a “high school™ education or better

9 It was apparent. the respondents in this study believe value-added products
have the qualities and charactenstics preferred by foreign customers

10. It was apparent from the findings the Foreign Agriculture Service (FAS) and
the Oklahoma Department of Agriculture provide helpful and quality information for
export clientele and seem rather popular with the respondents participating in this study

11 In addition, the Southern United States Trade Association (SUSTA) was the
most popular trade association with this group of respondents

12 According to the respondents in this study. both price and quality are

important characteristics to consumers in foreign markets
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I3, It was apparent “flavor . “freshness”. and “shelf-life” were the priman
atributes considered by foreign customers represented in this study.

14. It was apparent from studyv findings the respondents belhieved that meat was
the most popular raw product. while both pork and beef products were equally in demand
by their foreign customers.

Recommendations
The following recommendations were based on the review of literature. findings. and
conclusions of this study.

I. The Oklahoma Department of Agriculture develop an up-to-date and accurate
directory of value-added food and agriculture product exporters to disseminate
information more effectively and efficiently.

2. Since education 1s the mission of the Oklahoma Cooperative Extension
Service (OCES), directories of information sources and new fact sheets addressing export
marketing should be developed to better serve Oklahoma food processors and producers

3 Since education has such a large impact on the success of most export
operations. Oklahoma export service providers should design/develop the necessary
informational matenals. videos and educational programming to inform potential and
existing exporters of the avatlability of potential markets, impact of cultural differences

in trade negotiations. and food product preferences ol foreign buyers
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Recommendations for Further Research

It 1s the author’s opinion that further research could be conducted to retrieve
further information concerning exporting value-added food and agnicultural products by
Oklahoma producers and processors.

1. A qualitative study addressing observed international customers and
consumers food product preferences and food exporters’ perceptions of what they could
do 10 expand markets and enhance market share.

2 Conduct a study of Oklahoma export service providers to determine how to
better educate beginning exporters and deliver cutting edge information to existing

exporting firms.
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Division of Agneulturel Sciences and Natural Resoutces
Lepariment of Agricultural Educotion, Communications

ond 4-H Youth Development
448 ,'.gn(u::urﬂ Holl
Stiliwater, Oklghomo 74078-603)
405:744-8035 FAX 4057445176

February 26, 1999

Dear Oklahoma Food Exporter

We are in the process of conducting a descniptive study concerung the export potential for Oklahoma value-
added food products As you know, Oklahoma has long been known for the quality of agriculture commodities
and food products we produce. With new technology and commumication capabilitics, Oklahoma agriculture
producers and food processors can expand into a wide vanety of value-added products, alternative crops and
markets.

The purpose of this study was to determine customer preference concerning agriculture and food product
imports as perceived by Oklahoma value-added food exporters This information as well as the potential for
new Oklahoma export markets is economically important for both agncultural producers and food processors

Please take about 20 minutes and complete the survey. A stamped envelope addressed to Melanie D Sumter,
1015 West 5th, Stillwater, OK, 74074, is provided for your convenience.

We appreciate your willingness to share your perspectives and insight. Please rest assured that your responses
will be strictly confidential and the coding of the survey instrument is done only for the purpose of providing
follow-up to non-respondents. Data from this survey will only be reported in the aggregate. No individual
responses will be able to be identified as a result. During the time the study is being conducted, 1 wall be the
only person having access to the raw data. All records and information will be stored 1n a secure filing system
After complction of the study, all raw data and correspondence will be destroyed. In addition, participation is
strictly voluntary, refusal to participate will involve no penalty or loss of benefits to which you may be entitled

If vou have questions, you may contact me at the Natural Resources Conservation Service office in Claremore
(918) 341-0536 or call Dr James White at (405) 744-8143 in Sullwater

- T bk
o di

James D White

Professor and Thesis Adviser

Department of Agncultural Education, Communications
& 4-H Youth Development

Melanie D Sumter
Graduate Student
Oklahoma State University

— 7 |
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David M. Henneberry / James P. Key i .
Member of Graduate Committee | Member of Graduate Committee

Agncultural Economics Agricultural Education
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Survey Review Team

“Oklahoma Value-added Food Product Exporters Suney™

I.inda Bvford - FAPRTC

Renee” Daugherty - Extension FCS
David Henneberry - AGEC

Stewart Kennedy - FAPRTC

Dean McCraw - HORT

Jim Osborn - Int’l Ag Programs
Michelle Oteremba - FAPRTC

Fred Ray - ANSI
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Oklahoma State Univeféity Value-added

Food Product Survey

I. Demographics of Fxporters

-

The purpose of this study 1s to 1 ge;g:;?‘hi;tocation in ouahmé.]a;ﬁ;:;pomd products are produced
determine the buying O Northwest 3 Southwes
preferences of food importers ? ‘g‘gﬂ‘*’?g;,““" m “é‘i:,%ﬁ'w“

as perceived by Oklahoma 0 1120 yer D)1 years o more
value-added product exporters. R e A

The findings of this study will Q517 Dlizbormer

be used to determine needs of | ) Agieit FrotutyCommodies Procesed (heck
'value-added food product | o Hoie

exporters concerning the | Citan o

‘marketing of their products. |
Thank you for participating in
this study. To help us complete
this study as quickly as possible,
we ask that you please return
this survey by February 20,

1999.

1

|

5)

6)

What percentage of the raw products/commodities used by

your firm do you purchase?

O I produce the raw products

0J 0 - 10% purchased

O 11 - 20% purchased
0 21 - 30% purchased
0O 31 - 40% purchased
01 41 - 50% purchased

0 51
a 61
on
081

- 60% purchased
- 0% purchased
- 80% purchased
- 90% purchased
0ot -

100% purchased

What percentage of the raw products/commodities used by
your firm is produced in Oklahoma?

00-10% 0 51 -
011-20% ael -
021-30% an-
031 - 40% 081 -
O 41 - 50% aor-

60%
80%
90%
100%

EL
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Food Product Survey | ]

7) Do you EXPORT the products/commodities your firm processes’
O Yes 0O No

8) Expenence in exporting.

[J 5 years or less 0 16 - 20 years
06 - 10 years O 21 - 25 years

O 11-15 years O 26 years or more

9)  Purpose for Export involvement:

U Expand profit potential

2 Optimum use of available labor and facilities
O Economic Development for Community

O Opporrunity to expand the business

0 Maximum return on investment

10 Do your IMPORTERS prefer
O Raw products O Value added products

1) 1f vou EXPORT wvalue-added products, does your firm
O Package, in Oklahoma O All of the above
O Sell before packaging O other

O Package, out of state

12) Price s determined for products EXPORTED by
O Your firm setting the prce O Market value
0 Producer association (example: AMPI) D3 Other

lI. Demographics of Food Importers:

(What characreristics have you observed among consumers
using your proxfucts?) ¢

Check all tha: apply on the following questions.

1) Geographic area in which your product is marketed

0O Afnica O Europe O Pacific Rim

0 Canada 0O Former Sovict Union O South Amenca
0O Canbbean 0 Mexico O South Asia

O Central Amenca O Middle East

3

2) Age group for which your product(s) is targeted
O Children O Teens O Adults

3) Income Range of consumers using Yyour products
(Levels relative to their countries standards)

O Poverty O Upper Middle Class
O Lower Middle Class O Wealthy

4) Education of consumers using your products

0O No formal education D Trade School
O Elementary education [ College
0 High School O Graduate Education

5) Product Trends preferred by consumers:
0O Value-added Food Products
0O Raw Food Products

6) Method(s) of Purchasing your Product

0 Direct from exporter (you) O Broker
O Local Distributor O Other

IIT. Information Sources Concerning Potential Fxport
Markets

1) Rank Federal government Agencies by frequency of use
(1,2,3..., 1 being the most used)
__Foreign Agriculture Service - USDA
__ Trade Information Center (USA-Trade)
__ State Department (U.S)
__ International Trade Administration (ITA) - Dept of Commerce

__The Export Hot line (USA-XPORT)
__ Other

2) Rank State Governmental Agencies by frequency of use
(1,2,3 ..., 1 being the most used)

___ Oklzhoma State Department of Agriculturs

__Oldzhoma State Department of Commerce

__ Center for Interational Trade Development - OSU

__Oldahoma Food & Agri. Products Research & Technology Center - OSL

__Oklzhoma Cooperative Extension Service

vL
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Food Product Survey

3)

)

3)

5)

Rank Trade & Expont Associations by trequency of use
(1,2, 3 ., 1 being the most used)

_ Southern United States Trade Association (SUSTA)
__National Association of State Departments of Agniculture
__ American Association of Exporters and linporters
___ Small Business Foundation
__ Western US Agricultural Trade Association (WUSATA)
__State Chamber of Commerce (Oklahoma)

__ Other L
Rank trade & expon publications you use as sources of information
(1,2, 3..., 1 being the most used)
__ OSU Extension Fact shects __Ag Exporter
___Business Amenca __ Trade Point USA
~_“Export Brefs" (AIMS) __ Other

__“Contacts” (AIMS)

Rank the following elecirome and web site 2xport trade areas you

use as a source of informaton® (1 2 3 |1 being the most used)
__“Buyer Alert Progeam (AIMS _NAFTAnet
__ Cyber Trade Center Miami Trade Web
__Tradexpress Other

Rank the following private services for
use as a sources of informanon?
__ Export Services, Inc
__Yang's International Corp (YIC)
_ Export Link

irade and export assistance you
(1,2,3 , | being the most used)
_James A Whitley Intemational, In¢
National Export Offer Service
Other

IV. Buying Preferences of Food Importers:

Rank the qualities of value-added food imports you perceived to
be desirable by importers (1,2, 3 | | being the most used)

__ Quality __ Quantity
__ Availability _ Price
__Brand name __ Other

2)

3

4)

6)

7

Rank the importance of product attAbutes you perceived to be desirable by
importers (1, 2,3, 1 being the most used)

__ Freshness __ Shelf-life |
__Flavor ___Nutntion
__ Safery __ Packaging
__Readytoserve _ Other

Rank pnimary preferences concemning raw agricultural
product(s) imports (1,2, 3 1 being the most usad)

_ Meat __Fruit __Vepetables
__Dairy __ Gran __Livestock Feed-stuffs
_ Other

Beginning with item # 4; please respond only to the items
concerning products preferred by your
international custorers.

Mark all that apply

Preferred type of value-added DAIRY product(s):

O Whole Milk O Low-Far Milk O Condensed/Evaporated Milk
[J Yogurt 01 Sour Cream O Processed American Cheese
O Butter O Ice Cream O Other

Preferred type of value-added GRAIN/BREAD product(s) '
0O White Bread 0 Specialty Bread 0 Corn Meal
O Refngerated/Frozen O Wheat Flour 0 Gther

Preferred type of value-added OILS and OIL product(s)

0 Comn OIl O Sunflower Oil O Safflower Oil
O Solid Shortening O Margarine O Aerosol Non-Stick
0O Other

Preferred type of value-added WHOLE GRAIN BREAKFAST food
product(s)

O Hot Cereals
O Other

0O Cold Cereals O Breakfast bar

€L



Oklahoma State University Value-added Food Product Survey

8) Preferred type of value-added SWEETENER(s)

O White Cane Sugar O Honey O Brown Cane Sugar 16) Preference(s) concerning kinds of VEGETABLES

O Sorghum O Beet Sugar O Cane Molasses __ Sweset com _ Green beans Sweel peas

O Com Syrup O Maple Syrup O Other — __Cow peas _ Oksa _Squash
__Tomatoes __Potatges _ Pumplans

9) MEAT and MEAT product(s) preference __Lima beans __Beets ~ Cucumbers

O Fresh Chilled O Frozen __ Asparagus _ Lettuce __ Cabbage

O Canned C Cured & Smoked __ Mushrooms __Pitobeans  Hot peppers

3 Other — __ Green peppers (sweet) __ Carrots __ Broccoli
___Onions _ Caubflower  Other

10) Preference concerning delivery of FRESH CHILLED MEAT

O Whole Carcass 0 Wholesale Cuts 17) Preference(s) concerning kinds of NUTS

0O Retail cuts U Boxed Products (vacuum sealed) __ Pecans __ Walnuts Brazl

0 Other __ Almonds __ Peanuts _ Cashews
__Hazel __ Chestnuts _ Other

I1) Preference concerning PROCESSED MEATS

0 Sausage O Hot-dogs O Hams 18) Preference(s) concemning how nuts are processed

D Beefsticks O Jerky O Other __Inshell _ Salted
__Boiled ___Frozen (shelled & selected)

12) Please Rank preferences concerning kinds of MEAT products __ Canned __Other

Poultry __Pork __Beef
Lamb __Fish __Goat 19) Preference(s) concerung delivery of nuts
: __Bulk in shell Bulk, shelled & selected

|3) Please rank preferences concermng FRUITS & VEGETABLES __ Packaged ready for home use __ Other o

__Tresh _ Frozen __Dry

_ Canned _ Other o 20) Preference(s) conceming kinds of CONDIMENTS
__Mustard __Relish

i4) Preference concerrung delivery of FRESH FRUITS & VEGETABLES __ Spices __ Mayonnaise

O Bulk 0 Packaged ready for home use __Bar-B-Qsauce _ Salsa

0O Other __Ketchup __Other

In questions 15 - 21, please rank only those products exported by your firm 21) Preference(s) concerning kinds of FRUIT SPREADS
_ Jely __ Preserves __Jam

15) Preference(s) concerning kinds of FRUTTS __ Marmalade __ Other

__Peaches __Apples __ Apricots __ Plums

_ Watermelons __ Grapes _ Honeydew  __Cantaloupes 22) Preference(s) concerning kinds of SNACK FOODS

_ Strawberries __ Raising __ Other __ Corvpotato chips __ Packaged crackers
_ Packaged Cakes __Puddings
__ Other

0
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V. Additional Comments and Suggestions/Observations:
hali

1y Why d elieve your importers chose raw products or
value-added products

Thank vou tor your time!

LL
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Purpose for Export involvement:

O Expand profit potential

O Optimum use of available labor and facilities
O Economic Development for Community

O Opportunity to expand the business

O Maximum return on investment

Do vour IMPORTERS prefer:

O Raw products O Value added products
If vou EXPORT value-added products, does your firm:
O Package, in Oklahoma O All of the above
O Sell before packaging O other

O Package. out of state

Price 1s determined for products EXPORTED by
O Your firm setting the price O Market value
O Producer association (example: AMPI) 0O Other
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Why do you believe your importers chose raw products or value-added product?

“Primarily — price. Secondarily — many value added products don’t match local
tastes or cooking requirements.”

“They are trving to improve their own value added manufacturing ™

“They do not have the facilities to effectively & profitably process and package
products in raw maternal form.”

Other Comments:
“Come visit our plants. Further information.™

“We raise fallow dear and sell vemison, keep bees and sell honev. We don'( have
enough based on experience.”

“Our company has not exported vet, but we would like to. Shell-life 1s one of the
problems ™
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