INTRODUCTION

The dairy industry is searching for new avenues to increase sales and profitability for dairy products. With the organic milk market long in today’s economy, expanding organic products and introducing new organic products is becoming crucial to survival. Niche and specialty markets have become a profitable way to sell organic dairy products. Organic yogurt is a large market that could be enhanced by focusing a target market to increase sales and growth for the dairy industry. 

The demographics of organic dairy products consumers need to be analyzed to specifically target where areas of growth could be possible. Determining consumer characteristics of organic yogurt will be the focus of this project. By pinpointing the consumer traits of whom and where organic yogurt is prospering and where the market could improve will help the industry expand sales for processing organic milk. The demographics and characteristics of current consumers of organic yogurt will be evaluated to see where the market currently is and where growth could be possible. 

Through current research and by conducting a statewide survey of dairy product consumers, the author will therefore be able to analyze where the market is strong and weak. Identifying the weak area of sales for organic yogurt will be beneficial to the dairy industry because processors will therefore know where increased marketing needs to be addressed. Also, introducing a new product to target those who are not currently purchasing organic yogurt would also be another possibility to help processes more organic milk—being beneficial for both consumers and the dairy industry as a whole. 

The project will first start out with research about the organic dairy industry such as standards for organic livestock, the requirements for raising and milking livestock, and labeling requirements. After defining the crucial characteristics of the organic industry, the research will then cover previous market research results on the demographics of organic consumers. Creating surveys will also be included in the research because the author will create and distribute an electronic survey that will help analyze the demographics of organic consumers. By researching and conducting a survey the author will then be able to identify the characteristics of consumers and where the organic milk market (specifically organic yogurt products) could increase in sales. 
LITERATURE REVIEW

Organic Dairy Definition

All certified organic dairies must meet the United States Department of Agriculture (USDA) National Organic Program (NOP) standards in order to produce and ship organic milk. The definition of an organic dairy; 

Organic Milk or milk products must be from animals that have been under continuous organic management at least one year prior to the production of the milk or milk products…and once the herd has been converted (from conventional), all future dairy production animals must originate from the animals that were managed organically from at least the last third gestation. The animals must be fed and managed organically at all times in order to produce organic milk (3).

The “Final Rule” is a 136 page document that defines the National Organic Program (NOP) held under the Agriculture Marketing Service (AMS), it sets the national standards set for organically produced products. The USDA states the summary of the final rule, 

This national program will facilitate domestic and international marketing of fresh and processed food that is organically produced and assure consumers that such products meet consistent, uniform standards. This program establishes national standards for the production and handling of organically produced products, including a National List of substances approved for and prohibited from the use in organic production and handling. This final rule establishes a national- level accreditation program to be administered by AMS for state officials (20). 

Specific regulations. Organic dairies must meet standard regulations in order to become certified producers. The USDA has set regulations to ensure a wholesome product. Strict guidelines in the production of organic milk include; feed, pasture medicine and treatment, fertilizers and pesticides, animal welfare, herd health, and strict transitioning procedure. 

All feed for the cows and calves must be certified 100% organic. Hay and commodities must be certified organic, where the use of synthetic pesticides or fertilizers is prohibited. Feed additives and supplements such as vitamins and minerals must also be approved by a certifier in order to be used.

Recently, pasture regulations for organic dairies have been controversial. While many consumers think that organic milk comes from small dairies there are some feedlot operations shipping organic milk. The Organic Consumers Association has been striving to ensure set regulations and has stated; “ ‘Pretty much the entire organic community welcomes the long-overdue closing of loopholes for pasture and feed in the organic dairy regulations’” (14). No official pasture regulations have been set yet, but work is being done to re-write and enforce more stringent rules. These new rules will give certifiers more specific guidelines to enforce. All pastures that the livestock graze on must also be certified organic.  

The use of antibiotics and growth hormones is prohibited. The Organic Dairy Trade Association states “antibiotics, wormers and other medications may not be used routinely as preventative measures. Antibiotics or other medications, however, cannot be withheld if such treatment would save an animals life” (8). Genetic engineering and cloning are prohibited as well. 

Animal management and herd health. Organic dairying places a strong emphasis on preventative management to maintain healthy animals. Healthy livestock are a direct reflection of how the whole dairy is being operated. For organic dairy operators, treatment is not a routine option that they can use, so they must improve their overall management in order to prevent sickness. Prevention is the key for organic farmers. According to the National Organic Program Rule, “ ‘The producer of an organic livestock operation must establish and maintain livestock living conditions which accommodate the health and natural behavior of animals…” (11). Prevention relies on good farm practices starting from the ground up. Well managed pastures can provide cows with high quality forage ration to help maintain a healthy rumen which ensures a healthy cow. Providing good pastures and plenty of fresh water for livestock is one approach producer’s focus on to aid in heard health. Quality Assurance Institute addresses the living conditions; 

The ability to exercise, freedom of movement and the subsequent reduction of stress are consistent with organic practices. They are important not only because they are humane practices, but also because they increase the animals’ natural immunity to disease (18).

As Jim Pierce states; “The organic movement is built on a fundamental principle: healthy soils lead to health crops, healthy animals, and a healthy planet” (13). Organic dairying places a strong emphasis on biodiversity and farmers use techniques that were “…first used thousands of years ago, such as crop rotation…in organic production, overall system health is emphasized, and the interaction of management practices is the primary concern” (8).

The raising of livestock in a clean environment is another factor played into keeping the livestock healthy. Organic producers focus on giving their livestock clean dry bedding, clean alley ways and barns, protection from severe weather, and clean water. These help to keep the livestock dry and clean to prevent any sickness that could occur. Producers must be good at being able to observe their animals to detect any signs that something could be wrong. By always observing cow signals, and determining any visible sign of sickness, such as a cow being off feed or not drinking water, dairy farmers can initially prevent a sick cow before she reaches a point where she needs to be treated with antibiotics. Dairy producers know what should be done, but organic farmers must strive to hinder sickness, 

When entering known periods of stress such as calving, drying off, weaning, vaccinations, or significant changes to the feeding ration, it is always good to work preventatively…Preventative measures will pay for themselves many times over when done right” (11).

Record keeping. Organic producers must also keep accurate and detailed records to show conformity to all organic rules. Each dairy is responsible for having its own Organic System Plan (OSP) this plan contains key information for the whole operation and what goes on. The USDA states;

The OSP- a plan describing practices and substances used in production. The OSP also must describe monitoring practices to be performed to verify that the plan is effectively implemented, a record keeping system, and practices to prevent commingling of organic and nonorganic products ant to prevent contact of products with prohibited substance (6).

The OSP contains:

1) description of practices and procedures to be performed and maintained, including the frequency with which they will be performed;

2) A list of each substance to be used as a production or handling input, indication its composition, source, location (s), where it will be used, and documentation of commercial availability, as applicable; 

3) A description of the monitoring practices and procedures to be performed and maintained, including the frequency with which they will be performed, to verifty that the plan in effectively implemented.

4) A description of the recordkeeping system implemented to comply with the requirements established.

5) A description of the management practices and physical barriers established to prevent commingling of organic and non-organic products on a split operation and to prevent contact of organic production and handling operations and products with prohibited substances.

6) Additional information necessary by the certifying agent to evaluate compliance with the regulations (26). 

Organic dairying requires that dairy producers are detail oriented in management and record keeping.

Certification process. The USDA Agriculture Marketing Service (AMS) requires that all organic farmers and food handlers meet organic standards and certification is mandatory if the operation generates organic sales revenue over $5,000 dollars. Certification agencies are located throughout the US (6). The process to becoming a certified organic dairy and/ or handling operation has a steady process. This process involves; 

Picking an organic certifier, following national organic standards, keeping records of practices and materials used, and having an annual inspection...an applicant must submit specific information to an accredited certifying agent…Information must include: The type of operation to be certified; A history of substances applied to land for the previous 3 years; the organic products being grown, raised, or processed, and the OSP. (6)

The National Organic Program administered by the USDA provides all the information of the national organic standards and the USDA recognized certifiers and the State organic contacts. There are 12 organic certification agencies in California. The application checklist provided by QAI is as follows; 

Application for organic certification completed and signed. Dairy organic compliance plan completed. Farm and Facility Maps- map of all major structures and fields in the diagram, including acreage of all fields and pasture areas, all buildings, barns and other structures. Flow charts- all functions of the organic operation must be present. Individual Feed Ration (IFR)- a complete IFR must be submitted for each organic ration fed to the organic herd. Herd Pasture Profile (HPP)- a herd pasture profile must be completed for each organic herd under management in reference to pasture and healthcare requirements (18). 

Labeling organic dairy products. The Organic Foods Production Act (OFPA) and the National Organic Program (NOP) address the labeling requirements that are put on all organically produced and processed products. Labeling requirements aid in assuring consumers of what they are purchasing. Products labeled “100 percent Organic” only include organically produced ingredients; “Organic” labeled products have to contain at least 95 percent organically produced ingredients and any remaining ingredients; 

…must consist of nonagriculture substances approved on the National List including specific non-organically produced agriculture products that are not commercially available in organic form. Made with organic ingredients contains at least 70 percent of organic products, and the product can list up to three of the organic ingredients or food groups on the principal display panel (17). 

Organic growth. The consumer demand for organic goods has increased at a dramatic rate within the past decade. Organic products are available for consumers through three main venues in the United States: natural good stores, conventional grocery stores and direct-to-consumer markets. According to the USDA, 

The marketing boom has pushed retail sales of organic foods up to $21.1 billion in 2008 from $3.6 billion in 1997. Supermarkets, club stores, big-box stores, and other food retailers carry organic products, many retailers have introduced lines of organic private-label products, and manufacturers continue to introduce large numbers of new organic products.  (19)

The Nutrition Business Journal claims that in 2009 the sales of organic food will have increased to $23 billion dollars. In 2008, organic dairy products were the 2nd top selling category in the organic food industry with 16 percent of the organic sales. 
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Figure 1. Graph of organic products demand 2005 to estimated 2010 (7).

One study by the Economic Research Service stated;

Organic food sales have more than quintupled, increasing from $3.6 billion in 1997 to $18.9 billion in 2007. More than two-thirds of U.S. consumers buy organic products at least occasionally, and 28 percent buy organic products weekly, according to the Organic Trade Association. This fast-paced growth has led to input and product shortages in organic supply chains, and several new issues—concern about premium-priced product sales in a tight U.S. economy, as well as competition from new environmental labels—are emerging in the organic industry (19).

With the demand of organic dairy products increasing throughout the years more dairy farms have converted their herds, increasing the certified organic acreage. According to the USDA Agriculture Census, organic dairy farms have risen roughly 79% from 2002 to 2007 and organic dairy product sales increase 83% during that same time period.
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Figure 2. Untied States amount of certified organic crop, pasture and range land (8).

TABLE 1. United States increase of certified farmland to corresponding certified organic milk cows (19).

	 
	1992
	2000
	2001
	2002
	2003
	2004
	2005
	2002-2005

	 U.S. certified farmland: acres
	
	
	
	
	
	
	
	Change

	 Total 
	     935,450 
	  1,776,073 
	  2,094,272 
	  1,925,534 
	  2,196,874 
	  3,045,109 
	  4,054,429 
	            111 

	   Pasture/rangeland 
	     532,050 
	     557,167 
	     789,505 
	     625,902 
	     745,273 
	  1,592,756 
	  2,331,158 
	            272 

	   Cropland 
	     403,400 
	  1,218,905 
	  1,304,766 
	  1,299,632 
	  1,451,601 
	  1,452,353 
	  1,723,271 
	              33 

	    Milk cows 
	         2,265 
	       38,196 
	       48,677 
	       67,207 
	       74,435 
	       74,840 
	       87,082 
	              30 


In 1997 California had 1089 certified organic milk cows compared to a recent count of 14,585 cows in 2005. This increase in cow numbers, as well as certified organic pasture, proves that organic dairying has increased dramatically to support the consumer demand. Overall the organic dairy business has seen a significant increase, but recently organic dairy producers are encountering the same economic issues that conventional dairy producers are facing; decreased milk prices, abundance of milk on the market, and high feed and energy costs.

2009 market demand. As the economy has taken a downward turn so has the dairy industry. High feed process and low milk prices are expected to continue through 2010. According to the USDA;

Lower exports of all products, except whey, both this year and next—along with lower domestic commercial use compared with last year—will keep prices low. Weakness in domestic demand, combined with significant drops in exports, is the factor underlying low milk and diary product prices (19).

The weak export and domestic demand due to the current economic insecurity, dairy businesses are struggling to make ends meet.  With an abundance of milk flooding the market, and farmers not being able to make ends meet, the Cooperative Working Together (CWT) program continues to reduce cow numbers to help hinder the oversupply of milk with herd liquidation. 

Organic dairies are facing economic obstacles as well. Organic producers face higher production cost, usually $5-7 dollars more and organic dairy farms use less feed concentrates and more forages compared to conventional producers. This creates a higher per unit cost given that it is certified organic (19). Continued loss of profits is forcing dairymen out of the dairy industry. 

Need for product expansion. In order to open up the organic milk market, target areas for new or increased products needs to be analyzed and implemented. The USA Today quotes,

Association President (of The International Dairy Foods Association) Connie Tipton says the industry should look for new ways to boost demand. Tipton suggested that as the USDA begins buying surplus milk and butter, for instance, it should supplement its purchases with products such as yogurt of low-fat cheese that are gaining consumer acceptance (9).

By expanding products that are becoming more popular or products that have not been as widely publicized, the organic market could boost itself again. 

Available organic dairy products. Organic dairy products have matured rapidly to meet consumers demand. Organic dairy products include; milk, half and half, cheese, butter, heavy whipping cream, cottage cheese, sour cream, ice cream, yogurt, eggnog (seasonally), and cream cheese. Current organic dairy products fulfill 11% of the total organic products market. The top marketer of organic dairy products is Horizon Organic dairy followed by the Organic Valley brand. Other popular suppliers of organic dairy products are Alta-Dena Dairy Co., Springfield Creamery, Strauss Family Creamery, and Stonyfeild Farm, Inc (2). 

Organic consumers. Research by various companies has found information pertaining to consumers who incorporate organic products into their everyday lives. In 2008, the Hartman Group found; 

Over two-thirds (69%) of U.S. adult consumers buy organic products at least occasionally…about 28 percent of organic consumers (19 percent of adults) are weekly organic users…organic categories that continue to be high interest to consumers are dairy, fruit and vegetable… (3).

Consumers are starting to buy products in hopes of helping the environment, hence “environmentally friendly” or “sustainable”. The Organic Trade Association (OTA) claims, “consumer interest in buying environmentally friendly products and organic food remains high among Northwest natural and organic product consumer despite tough economic times and rising food and energy prices” (3). 

Consumers also view organic as being a healthier, more nutritious and better tasting. In a study by the Food Marketing Institute (FMI) out of the 34% of respondents cited organic food as a product purchased to maintain health. Of those consumers interested in organic food 42% chose healthfulness as very important criteria for organic products, while 38% thought this was extremely important (2).

During a study conducted for Whole Foods Market, a major retailer of organic products, found that; 79% of consumers do not want to compromise on food quality, and 70 percent continue to buy the same amount of natural and organic food as always. Studies also determined that two in three adults prefer to buy natural or organic products. Overall the Whole Foods Market study concluded that 74 percent of adults purchase natural or organic food with 20 percent claiming that more than one-forth of all their groceries are organic. Other research conducted the Food Marketing Institute found out that 30 percent of shoppers purchased organic milk or other dairy products in 2005, up from 23 percent previously. The Organic profile discovered that there are “five key criteria for choosing organic products: taste, healthfulness, availability, environmentally friendly, and price” (2).

Organic consumer demographics. It is important to understand the consumer demographics of those who purchase organic products. Knowing who, where, and what type of people are buying organic products aids in helping retailers advertise products and focus attention to markets that could expand. Determining who purchases organic products is broken down into many different segments and characteristics. According the to MarketResearch.com, consumers with different levels of household incomes use organic food. The Natural Marketing Institute discovered that income of organic shoppers are within 10% of the average. 

TABLE 2. Household income that consume organic food (2).

	Income
	
	% Organic Shopper

	$15,000- $29,000
	20%
	

	$30,000- $39,000
	21%
	

	$75,000 and over
	21%
	


Of the male and female organic shoppers the largest groups are in the managerial/professional/executive group along with the retired/student/armed forces group. Baby Boomers and the educated represent the overall largest market of organic food buyers. Baby Boomers demand facts, they like to support companies that give back to society, and are less concerned with price and more concerned with value and service. Baby boomers comprise nearly one-third of the total U.S. population and play a key role in supporting organic food products (2). 

TABLE 3. Age of organic shoppers (2). 

	Age
	
	Percent Organic shoppers

	60 + 
	22%

	50-59 
	
	20%

	40-49
	
	28%

	30-39
	
	21%

	Under 30
	
	9%


Education is another significant demographic aspect, research show that college educated consumers are more likely to purchase organic food. Consumers with some college but no degree comprise 27% of shoppers followed by those with a bachelor’s degree 22% of shoppers. Households knowledgeable about alternative agriculture practices and those concerned about the environment are more likely to purchase organic products. Those that have higher incomes and higher levels of educations tend to be more willing to pay more for organic products. 

Not only does age and education level play a contributing factor into the consumer demographics, but the location of where consumers live is important as well. In the 2000 Organic Trends Consumer Survey found that 44% of organic shoppers live in large cities with a population greater than 2 million and another 22% live in small towns. The highest percentage of shoppers lives either on the East or West Coast. One and two member households drive the market and households with five or more members consist of 9% of the organic shoppers. Awareness, availability, price and quality will help expand the organic markets.

Organic milk products expansion. Horizon Organic and Stonyfeilds Farms has begun target promotion towards mothers with its first national adverting pertaining to kids. Targeting mothers with young children has been become a popular market for organic dairy products. Stonyfeild Farms now sells multi-pack of whole milk organic yogurt specifically formulated for babies in small 4-ounce servings. They also have YoSqueeze yogurt in a tube designed for kid’s lunch boxes and has colorful packaging to attract children. Other popular products intended to attract mothers are Horizons Tuberz, and DHA Omega-3 milk, along with Stonyfields yogurt smoothies, Greek yogurt, and frozen yogurt. 

Surveys. Market research to determine the demographics of consumers can be done by conducting consumer surveys. Research is broken down into two different measurements, quantitative research and qualitative research. Quantitative research “is about getting the hard measures of the market-marker share, how many people think,…how many people saw our advertising, how many people would buy…”(1). Qualitative research is about finding out why people do things or think the way they do. Qualitative research explores the issues that people might be facing. Most of these types of surveys are usually open ended and there is no fixed answers. It draws the views and opinions from people typically through discussion (1). 

There are several types of surveys that can be conducted. The different types of surveys are:

Cross- sectional surveys are used to gather information on a population at a single point in time. Longitudinal surveys gather data over a period of time. The researcher may then analyze changes in the population and attempt to describe and/or explain them. The three main types of longitudinal surveys are trend studies, cohort studies and panel studies (23). 

There are 5 main steps in designing a successful survey (1); 

1) Select the type of survey/research needed (qualitative or quantitative)

2) Choose the way of contact/ recruit the relevant people

3) Design the survey/ questionnaire

4) Recruit the relevant people/ send out survey

5) Analyze the results 

Designing the questions for the survey must be done carefully in order to receive valuable information. Many factors should be considered when creating the survey. “Good questionnaire design makes it easy for the person answering to answer and it is clear, unambiguous, and doesn’t lead the person answering in one direction or another (1). Questions should be clear and precise, don’t assume the person taking the survey knows all the terms used. Double barreled questions should be avoided, make sure that each question is only asking one clear thing. Questions should be asked that the people who are taking the survey can accurately answer. Keep questions relevant to the topic being surveyed on and items are best answered when short and easy to understand. Avoid biased items, terms, and negativity because the respondent could be sensitive to the wording. Avoid slang, jargon and technical terms. The questions should follow a consistent pattern by placing questions with similar content together. The survey should start with general questions first then move to the more specific (23). 

Surveys have advantages and disadvantages even when conducted and written correctly. Surveys are an effective way to collect information from a large number of people and a wide range of information can be collected. Surveys can be relatively easy to conduct especially when using electronic (online) surveys. Online surveys are cost- saving because it is less expensive to send out questioners online compared to paying postage or personal interviews. Online surveys have a extremely quick transmission time—being able to be delivered in seconds compared to mail. Invitations for taking the surveys can be done quickly and participation levels are estimated to be higher. Online surveys are proven to have higher response rates and it has been shown that respondents answer more honestly (21). 

However there are disadvantages as well. Electronic surveys are limited to the network in which they can reach, only those with access to computers and online network can respond. Being able to keep surveys anonymous and confidential is also more difficult to guarantee. Technical problems can also arise when the respondent is either trying to access the survey, fill it out, or submit it. Emailed responses are higher however the response rate does not stay consistent with online surveys. Most responses come within the first few days, but the rates do not stay consistent over a period of time.

All types of surveys can have some type of bias, “bias often occurs when the survey sample does not accurately represent the population…some common types of selection bias are; under coverage, non- response bias and voluntary bias…” (20). Under coverage often occurs in convenience samples where some members of the population are not represented adequately. Non-response bias results when those who did respond differ in significant and meaningful ways compared to the non-respondents. By not being able to interview the people that would be eligible to take the survey a non-response bias or error can take place. Voluntary response bias occurs when the sample members in the survey are self-selected volunteers—those that voluntarily respond—and can lead to results that over represent individuals who have strong opinions. Bias can also be due to measurement, “A poor measurement process can also lead to bias. In survey research the measurement process includes; the environment in which the survey is conducted, the way the questions are asked, and the sate of the survey respondent” (21).
MATERIALS AND METHODS

Literature review analysis
The literature review researched the different areas of the organic dairy industry followed by market research currently completed on organic products and consumers. The literature review also reviewed the survey process and how surveys are prepared, administered, and analyzed. Research came from online documents from the USDA, the Market Research Company, as well as various sites with additional information. The material that was researched was used to help develop a survey that was sent out electronically. The survey results were used to determine the consumer characteristics of organic yogurt. The results of this survey were analyzed to determine where the organic yogurt market currently stands, and where it could potentially grow. 

Choosing survey provider. The survey was designed through an online survey company called Survey Monkey. The author chose to design and conduct the survey through Survey Monkey for a number of reasons. First off, Survey Monkey is the leading survey tool on the internet and is utilized by over 80% of the Fortune 100. The website also provides firewall protection, respects the privacy of those conducting and participating in the survey. Many options are available: when creating the survey types of questions to be asked, a wide variety of templates and themes, results can be viewed anytime, and can be filtered and cross tabulated. 

Creating the survey. The process of forming the online survey was as follows on the Survey Monkey website: a new survey was created from scratch and the title was added in: Consumer Characteristics of Organic Yogurt. Next a template was selected and color scheme was selected: purple passion. Once the outline of the survey was chosen, questions were added. Questions were developed that were thought to be relevant to analyzing consumers and placed in an order thought be most understanding and relevant for participants. Questions included gender, age, education, income, marital status, location (zip code), grocery store(s) shop at, type of yogurt preferred, and if organic yogurt was purchased. 

Distribution. Once the survey was completed and analyzed for punctuation errors, it was distributed through email. Out of approximately 600 people that the survey was sent out to, 275 responded and participated in the survey online. The author contacted 8 personal contacts located throughout California, and asked them to forward the survey link out to their email contact list. The 8 personal contacts all had different careers with a variety of different contacts. However  7 of the 8 are located in Northern California and all of them have agriculture backgrounds which could have caused skewed results. The careers of the contacts that emailed out the survey link are the following; High School Agriculture teacher, Nurse, Electrician, Certified Public Accountant and member of the North Bay Dairy Women, Corporate Coordinator, Police dispatcher, and Mary Kay representative. Survey respondents from Sonoma County alone accounted for 154 of the 275 people, 56 percent. The 8 contacts are all around the same age bracket as well, 35- 45 years old. The potential bias from this survey could be not an equal distribution among respondents in age, gender, social class, education, income, and how the importance of organic dairy products plays into their everyday lives. Respondents that received the email from the Nurse could possibly have a higher degree of education and income compared to the respondents from the Mary Kay representative. The Police dispatcher’s email contact list could very well differ than the Certified Public accountants contacts. 

Analysis. The survey was analyzed to determine characteristics of those who purchase organic yogurt and those who do not purchase yogurt. By linking together information about the consumers results can be drawn of where organic yogurt is prospering, and where more organic yogurt product sales could grow. Survey Monkey provided the ability to cross tabulate the results. These different cross-tabulations were used to compare the differences and similarities between consumers and their characteristics.

RESULTS AND DISCUSSION

The result calculations of the survey were computed by the provider Survey Monkey. The authors’ survey of consumer characteristics of organic yogurt reflected the USDA Economic Research Service’s analysis. Compared to the market research charts of organic milk, consumers between the ages of 25-34 purchase less organic milk compared to those 35 years and older. Education also showed similar results to the organic yogurt survey. Consumers who are college graduates purchase more organic milk than those with high school education to some college education. Distribution of organic milk in households by income had the same dramatic difference between income levels; the lower and middle classes purchased less organic milk than those of upper and high income levels. While the USDA’s research results were conducted on organic milk, organic yogurt can be compared similarly due to the product similarity. Each question asked had tabulated results.

Out of the 275 respondents, only 17.3 percent were male. With only a small percentage of male respondents it is hard to correctly analyze the true characteristics of the men who participated.
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Figure 3. Male respondents compared to females.

The age breakdown of the results was skewed, 25.5% of the participants were 41-50 years old, and 36.5 percent were 51 years and older. The domination of these ages brackets together is 62 percent, which leaves room for error in not being able to fully recognize the purchasing abilities of the younger consumers. 
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Figure 4. Age comparison.

The highest levels of education completed results were typical. The education of participants almost reflected a normal distribution, peaking high in the middle, and decreasing at the sides. Overall the results of the education levels did not have any outstanding outliers. 
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Figure 5. Highest level of education completed.

The majority of respondents, 32.7 percent, had at least a 4 year college degree, three people had professional degrees and one person had earned their doctoral degree. 

Usually education level plays a significant role in a person’s income level. Higher education level usually corresponds to higher income. With roughly 33 percent of the people with at least a 4 year college degree, the household income reflects that image. Nearly 80 percent of those who completed the survey had an annual household income greater than $50,000 dollars. Market research has shown that households with higher income levels are more willing to purchase organic products.
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Figure 6. Annual household income.

The results show that the majority are married and also 74 percent had children. Research has states that households with one to three members tend to purchase more organic products than those with four or more. However, females have demonstrated that they are purchasing more yogurt products that are for children. Households purchasing organic yogurt for toddlers and adolescents is becoming more popular. 
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Figure 7. Marital status of those surveyed. 
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Figure 8. Percent of respondents who have children. 

The survey asked which grocery stores the consumer usually shops at, therefore, people were allowed to choose more than one answer. When the percentages are added up it exceeds 100 percent because of the option of choosing more than one grocery store. By viewing which stores have the greatest popularity among consumers, the dairy industry can focus which brands could benefit. Safeway and Vons chain stores were the most popularly shopped at, followed by Trader Joes and Whole Foods Market. Safeway/Vons has its own O organic brand that is very popular and so does Trader Joes. Whole Foods Market has its own cheese brand, but does not have a personal conventional or organic dairy line, they tends to sell more local brands. 
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Figure 9. Grocery stores that the consumers usually shop at. 

Toward the end of the survey, the type of yogurt either usually purchased or preferred was asked; the option of not purchasing yogurt was also given. The overall most popular yogurt was the low-fat/ light yogurt, followed by regular/original, fruit on the bottom yogurt, and kids branded yogurt. Once again those who responded were able to choose more than one option. Since low-fat/light yogurt was the favorite, organic processors should try to mimic there conventional counterpart to increase sales. 

Area code was also asked so location could be identified. The distribution of the survey was bias due to how the survey was distributed. 154 of the 275 people were from Sonoma County alone. Unfortunately, equal distribution in California was not achieved. 

Table  4. Counties and number of responses from each.
	ADA
	1
	MERCED
	2

	BUTTE
	1
	MINNEHAHA
	1

	CONTRA COSTA
	3
	MONTEREY
	16

	DEL NORTE
	1
	NAPA
	3

	DOUGLAS
	1
	PLACER
	1

	EL DORADO
	1
	PLUMAS
	1

	FRESNO
	1
	RIVERSIDE
	6

	GOODING
	1
	SACRAMENTO
	4

	HAWAII
	1
	SAN BERNARDINO
	2

	IMPERIAL
	3
	SAN DIEGO
	2

	JACKSON
	1
	SAN FRANCISCO
	2

	JOSEPHINE
	1
	SAN LUIS OBISPO
	12

	KITSAP
	1
	SANTA BARBARA
	1

	LAKE
	17
	SANTA CRUZ
	1

	LARIMER
	1
	SOLANO
	4

	LINN
	1
	SONOMA
	154

	LOS ANGELES
	1
	STANISLAUS
	3

	LYON
	2
	SUTTER
	1

	MARICOPA
	1
	TEHAMA
	1

	MARIN
	10
	VENTURA
	4

	MENDOCINO
	2


The zip codes were put into the county they are located. The results were tabulated of where those who responded to the survey were from. 
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Figure 10. Types of yogurt preferred.

The final question to review was if the consumers purchase organic yogurt, and if so, why they choose to purchase organic. Surprisingly, 71.2 percent of the consumers that participated in the survey did not purchase organic yogurt. 195 out of 275 people in the survey do not purchase organic yogurt which leaves 71 percent of room for improvement. Those who do purchase organic yogurt seem to do so because they believe it is a healthier product and that organic is more sustainable and environmentally friendly. These ideas of why consumers are buying organic yogurt needs to be pushed towards those who do not purchase organic yogurt—awareness needs to be brought forth. 
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Figure 11. Purchasing of organic yogurt.

After processing the information the author has found a line of consumers who are not currently purchasing organic yogurt. Locating these consumers is important because the dairy industry should set forth an effort to target these people through marketing and advertising, thus helping increase the sales of processed milk. 

Out of the total responses, those who purchase organic yogurt were 29.5% of 275 people. Those who purchase organic yogurt had the following characteristics; 

TABLE 5. Characteristics of organic yogurt consumers.

	Male
	15.0%

	Female
	85.0%

	41-50 years old
	30.0%

	31-40 years old
	26.3%

	4 year degree
	36.3%

	Some college
	30.0%

	$100,000 or more
	50.0%

	Married
	73.8%

	Single
	16.3%

	Children
	76.3%

	No children
	23.8%

	Shop at Trader Joe's
	74.0%

	Shop at Safeway/ Vons
	55.8%

	Purchase Low-fat/ Light yogurt
	63.8%

	Purchase Regular yogurt
	32.5%

	Purchase Kids branded yogurt
	22.5%


From the results of the survey consumers of organic yogurt usually are people ages 31 to 50 years old with at least some college education. The annual household income level for half of the organic consumers is $100,000 or more dollars. This is significant to know because it shows that the greater the income and education level, the more likely consumers are to purchase organic yogurt. Organic yogurt consumers are tend to also be married couples with children that shop at either Trader Joe’s or Safeway. By processing the results of those who do purchase organic yogurt this leaves room to analyze those who do not purchase organic yogurt, their demographics, and recommend who needs to be targeted. 

Consumers who are not purchasing organic yogurt are younger between the ages of 18- 30 years old with varying levels of education ranging from high school/ GED up to 4 year college degree. The annual household income level for most of those not purchasing organic yogurt is less than $99,999 dollars. Usually education and income levels are linked together, so those who have more education and make more money are more likely to buy organic yogurt. Consumers who are younger, for example, in college or starting to live on their own need to be marketed towards. Making organic yogurt more available for the millennial (those born 1980-2000) generation would be beneficial. With overall concerns with health, watching what you eat and staying active, marketers could easily pinpoint people to market towards. Those who are roughly 18-30 years old need to be advertised toward with an affordable organic yogurt line that is promoted to help you stay healthy. 

Males also prefer the fruit on the bottom type of yogurt while females prefer yogurt enhanced to regulate digestion and kids branded yogurt- cups/tubes. Determining the ingredients that are making these products popular and producing a similar line, sales for organic could seek profit. There are many different types of organic yogurt on the market, but many are not as comparable to their conventional counterpart. 

Individuals not purchasing organic yogurt are married with children and people who are single or divorced. The majority of the consumers that participated in the survey but do not purchase organic yogurt shop at Safeway/Vons, Albertson’s, and Food Max. Safeway has a great line of organic products but the author recommends that they should enhance their marketing capabilities of their organic milk products. People who shop at Safeway/Vons are regular customers and by spending more time promoting organic yogurt to young adults and older individuals with children they could certainly increase sales. Even though Albertson’s is a smaller chain store compared to Safeway they need to make organic yogurt products more available in a range of varieties to increase sales. When consumers have a greater selection of products to choose from in the organic line they are going to be more likely to purchase organic products.

By mimicking the products that consumers are purchasing on a regular basis, like the low-fat/light yogurt that 66% of consumers are purchasing, organic yogurt sales could definitely profit. Processors need to analyze how the conventional yogurt is being made, what makes that product unique, and mimic that in the organic line. 

Marketing also plays a significant role in the sales of products. Not often are advertisements seen on TV for organic milk products—especially yogurt. Organic dairy products are seen limited in magazines and rarely being showcased in grocery stores. More advertisement is crucial for organic products because people are conscious that the product is out there accept they have not mentally processed the benefits of making the purchase.  

CONCLUSION

Conventional and Organic milk is long in today’s economy which is creating difficult times for dairy producers creating reduced revenues. Niche and specialty markets have become a profitable way to sell dairy products. Flavored and vitamin- enriched milk are examples of niche markets that are made to target children and those who believe they should enhance their diet with more vitamins. Through innovating dairy products by introducing a new line, updating a product image, or enhancing the function or nutritional opportunities, the dairy industry can find ways to survive these economic hardships. Organic yogurt is a product that has little popularity but is not yet thriving. By finding target markets for organic yogurt to be advertised towards, the organic dairy industry could increase sales and revenue. This project was designed and implemented with the goal of determining consumer characteristics so organic yogurt could find another market to increase sales and profits in. Results were limited in some areas and more market research could be conducted. 
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