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Abstract 

LAAIBROS TSOURGIANNIS 

THE MARKETING STRATEGIES OF LIVESTOCK ENTERPRISES IN OBJECTIVE 

ONE REGIONS: A COMPARATIVE STUDY BETWEEN GREECE AND UNITED 

KINGDOM. 

This research aims to identify the marketing decisions made by agricultural producers in two 

E. U. Objective I regions and to provide insights into the reasons that such decisions are 

made, with a particular focus on meat and milk products. 

Two farm business surveys; one in the involving sheep and goat farmers in the Region of East 

Macedonia and Thrace (EMT11) in Greece and one in the sheep and dairy cow fanners in 

Cornwall, U. K. were undertaken in order to identify their marketing behaviour. This study 

used robust predictive models incorporating bivariate and multivariate statistical techniques 

in order to develop marketing typologies regarding tile livestock and milk marketing 

strategies that the sheep and goat fan-ncrs follow in EMT11 and which tile sheep and dairy cow 
fan-ners adopt in Cornwall. 

Results show that the sheep and goat fan-ners in EMTh follow three different livestock 

marketing strategies: (a) cost-focus strategy, (b) production-orientation strategy and (c) 

return-focus strategy; and three different milk marketing strategies: (a) differentiation 

strategy, (b) production orientation strategy and (c) return focus strategy. Sheep farmers in 

Cornwall adopt the following two marketing strategies: (a) differentiation strategy and (b) 

production-orientation strategy; while tile dairy cow Cornish fan-ners adopt tile following 

three marketing strategies: (a) opportunistic strategy, (b) return focus strategy and (c) market 

orientation strategy. This study deten-nined the factors and the characteristics that influence 

the fanners to adopt a particular marketing strategy. Moreover, marketing channel selection is 

related to distribution channel utilisation. It also identified the factors included sale price, 
speed of payment, volurne of livestock and milk production and loyalty that affect tile fanners 
in EMT11 to choose a particular marketing channel. Farmers in Cornwall are also influenced 

in their marketing channel selection by welfare issues, marketing cost and convenience. 
Finally, implications of these findings for agencies and organisations seeking to Increase tile 

regional GDP derived from the agrifood sector in these regions, were identified. 
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Chapter 1: Introduction 

CHAPTER1 

INTRODUCTION 

1.2 Introduction 

Since ancient times agricultural production has been the main pillar of the economic 

activity, especially in rural communities. Even today agriculture comprises a very 

important sector of the economy within the European Union and therefore it gets a large 

slice of the European Union's budget and accounts. However, international agreeilicnts 

within the W. T. O. pressure the E. U. to limit the subsidies regarding agricultural 

production. Hence, the European agricultural sector has had to become more competitive 

and market orientated. Furthen-nore, the globalization of the economy, tile 

internationalization of the market and the vertical integration of the hurnan supply through 

the rapid development of the supen-narket chains during tile last decades have forced 

agricultural producers to become more market orientated. Most fanners within tile 

European Union will be capable of responding to this change to'varying degree. Oil the 

other hand, producers in geographical areas that are traditionally regarded as poor (e. g. 

E. U. Objective I regions)") , usually have small fanns, are operated in regions which in 

most cases are isolated for tile main urban centers and therefore will find difficulties in 

responding appropriately. 

The Ob. jecti%c I regiolls al-C coil-esponding to Nomenclature offechnica I Stalislica I Un its fNUTS level 11) and I lici I' Pei' capita GDP 
calculated Oil t lie basis of' Comillullity fil"Jil-es for I lie last 1111-ce years available oil 26"' ol'Nlal-cll I w)t) %%-as less than the 751! 'o ol'the E. U. 
average. This Objective al,.,, o covels tile most relliole re"lon. " 'a. 1ch as tile Fiench o%enscas depannients, A/ores. NUdeira and Canary 
Isla"(-Is as well as the area eligible under the lonner Objecto c6 for the Pei iokI 1995-1999 pul-suant to Protocol 6 it) the Act of' Accession 
ol'Austria. Finland and Sweden (Council Regulation (EC) No 1260 1991)), 
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Thus, it is important for policy makers and extension workers (advisors) to have a clear - 

understanding of the way that farmers make business decisions (and the factors that 

influence such decisions) so that they can work in order to make tile farming sector 

(especially in poor regions) competitive, effective and profitable. This investigation aims 

to identify the marketing decisions made by agricultural producers in two E. U. Objective I 

regions and to provide insights into tile reasons that such decisions are made, with a 

particular focus on meat and milk products. I'lle results of this study %vill facilitate 

improvements in agricultural production whilst recognizing the important part that 

agricultural producers play in the structure of rum] communities. This study will also 

provide suggestions that can be usefull to tile local authorities and the rum] stakeholders 

and help them make their proposals more useful (through the bottom - up procedure 

proposed by the European Commision) to their national government for tile design of tile 

national plans regarding rural development for the next Programming period (2007-2013). 

1.2 Background to the study 

Most producers use marketing intermedianes such as wholesalers and retailers to distribute 
I 

their products to the markets. These marketing intermediaries consist of a marketing 

channel (Kotler 1994). Marketing channels can be defined as -... sets of i1jilejell(ICIII 

organisations involved in the process ofmaking a product or sen-ice a, -ailal)le for 

consuniption or use " (Stem et al. 1992). 

Marketing channel decisions are some of the most crucial that businessmen and nianager*, %, 

take because they affect all the other marketing decisions of their organizations (Kotler' 

1994). More particularly, distribution channels are vcry important ill the famling sector 

since it comprises a large number of small agricultural holdings, 1110st of tile agricultur, 11 

products are "undifferentiated'*, and the fanning enterprises are isolated for tile final 
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consumer (Ritson 1997). Distribution channel choice is one in which an organization can 

achieve its marketing objectives within the framework of its marketing strategy (Fifield 

1992; Kotler 1994). A marketing strategy that an organization follows aims to identify a 

competitive and consumer advantage and therefore can be viewed as an integral part of the 

business strategy (Wind and Robertson 1983). In the business literature there are many 

studies related to business typologies and taxonornies, as Chapter 3 presents. 

It is very difficult to use the typologies of business strategies (presented in Chapter 3) to 

describe adequately the way agricultural businesses behave, due to the nature of farrn firrns 

and the environment in which they operate. It is also very difficult for fanners to 

differentiate their produce, and the large number of small farrn businesses impedes the 

creation of economies of scale that are required for cost leadership. 

Generally, little is known about the decision making process of fan-ners regarding 

marketing strategy selection, and particularly about tile factors and tile farmers' 

characteristics that influence them to choose a particular strategic alternative. Sonic studies 

that are presented in Chapter 4 have sought to cluster farniers according to their strategic 

behaviour. Other studies have attempted to identify the factors that influence farrners to 

adopt a particular marketing strategy. For example, distribution risk is one factor that 

influences marketing decision making in the agribusiness sector. Risks that agricultural 

producers face are linked with decisions about the prices, quantity, quality, and the timing 

of delivery (Royer 1995). Transaction cost was identified as another factor, which has 

significant impact on marketing decision-making (Hobbs 1996a; Hobbs 1996b; Hobbs 

1996c). Age, education and farrn profit are also, according to Hobbs (1997), some factors 

that affect fanliers using live auction markets. Tile type of cattle, quick payment and tile 

price received were the most important reasons for selling cattle live-weight. 

3 
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Furthermore, changes in meat and milk consumer prcfcrenccs and demand havc an impact 

on farmers' marketing strategy selection and distribution channel's utilization as Chaptcr 6 

presents. The demand for meat and milk products is influcnced by the products thernsel%-es; 

their quality characteristics such as taste, tenderness, leanness; and their pficc. (Brayshaw 

1000; Iazafidis 2003-, Nlantzouncas et al. et al. 1967; Kotler 1994; Fousekis and Pantzios . 

2004). Promotion activities, distribution systems (including tile increasing bargaining 

power of supermarket chains), as well as tile economic environment and new technologiL-S, 

comprise some other factors that affect the demand for those products. Political decisiolls, 

cultural and social factors including family, roles and statuses, also influencc the demand 

for milk and meat products according to the same authors. Besides, consumers, personal 

characteristics such as age, occupation, lifestyle, income; and psychological factors like 

their belief and attitudes towards meat and milk consumption have an impact oil tile 

demand for those products (Braysliaw el al. 1967; Kotler 19194; Fousekis and Pantzios 

2000; Lazaridis 2003; Mantzouneas el al. 2004). 

Additionally, the C. A. P. refonn and Regional Policy of E. U. (presented in Chapter 7) 

affect fan-ners' decision-making regarding their business and marketing strategies. 

Furthermore, marketing channel selection is %, cry important for the livestock farniers ill tile 

two examined regions as both regions are quite isolated from the rest of their countries, 

their agricultural sector is dominated by ruminant livestock production, they are quite poor 

regions as their income per capita is less'than 75% of the income per capita in E. U. and 

therefore have their designation as Objective One Regions. 

The factors that may potentially influence farmers' decision making regardilig Illark-etill'.. 

strategy and distribution channel selection arc proposed in (Figure 1.1 ) 

4 
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1.3 Rationale for the study 

Agricultural economists, policy makers and farm advisers need to develop strategic 

programs and business plans in order to maintain farm incomes in regions where the 

agricultural sector consists of an important part of their economy. Therefore, it is very 

important to have a clear understanding of the marketing behaviour of fan-ners regarding 

the livestock and milk distribution channel selection and their response to the changes that 

occur across the supply chain. However, there is not much objective evidence regarding to 

the strategic management process of fan-Tiers and, particularly, about the factors that 

influence their choice of a specific marketing strategy. Initially, this study- describes the 

marketing strategies that livestock fan-ners (sheep and goat fan-ners in EMT11 as well as 

sheep and dairy cow fan-ners in Cornwall) follow regarding the factors that affect their 

marketing attitudes. The main aim of this study is to profile each of the identified 

marketing strategic groups in the sheep and goat livestock sector in ternis of the farrn and 

the -fan-ners' characterstics, as well their preferred livestock distribution channels. It also 

aims to explore the association between the factors that influence the. farmers of each 

strategic group in choosing a particular distribution pattern and their selection of a 

particular marketing strategy. 

The results of this study will be valuable for the policy makers, who aim to assist fanners 

to exploit changing markets, by providing thern with a better understanding about fan-ners' 

choice criteria regarding their distribution channel, and the association between marketing 

and business orientation and the preferred marketing channels. 

Furtlienliore, this study has implications for fanners in facing tile. possible impacts of 

governmental policy and other factors including tile increased retail concentrations and 

quality assurance in businesses in specific groups. For example, the C. A. P. has a large 

1; 
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impact on livestock and dairy farmers' income, ' and may force some of them to access 

cooperative marketing groups in order to establish closer business relationships with major 

multiple retailers. It may also have implications on the design of the Rural Development 

Policy of the E. U. for the period 2007-2013 through the participation of the local 

stakeholders to the decision making procedure (bottorn - up approach). 

In addition, members of various members of the livestock and milk marketing channels 

such as dairy firms, milk marketing groups, and abattoir and meat processors might be 

interested in the results of this study as they provide useful infon-nation about the 

marketing behaviour of livestock and dairy fan-ners operating in Cornwall and EMTh, their 

distribution channel sele6tion, and tile factors (farm and personal characteristics) that affect 

those decisions. 

More particularly, the this research aims to examine the factors affecting tile choice of 

marketing channels by sheep and goat meat and milk producers in the Region of East 

Macedonia and Thrace in Greece and sheep and dairy cow fan-ners in the County of 

Cornwall in U. K.. In Greece tile milk from the sheep and goats is used for tile production 

of processed dairy products such as clicese and yoghurt. In U. K. tile dairy industry, apart 

frorn a small amount of goat's milk, mainly uses tile milk frorn cows. Thus this thesis will 

examine tile distribution channels as they are related with milk production, that the sheep 

producers follow in Greece and dairy cow producers follow in U. K.. These two areas are 

characterised by the E. U. as Objective One areas and have a lot of similarities in the 

structure of the agricultural sector. This thesis will include a multivariate statistical 

analysis of strategic groups of the examined livestock producers in both areas in order to 

examine the business and management characteristics associated with their distinctive 

marketing strategies. The similarities and differences between these characteristics in these 

two areas will be identified. 
6 
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Specifically, the objectives of this project are: 

1. To identify the marketing channels that the livestock producers (sheep and goat fanners; 

in EMTh as well as sheep and dairy cow fan-ners in Cornwall) use for the distribution 

of their products (meat, livestock and milk). 

2. To deten-nine the factors and the characteristics that affect marketing channel 

utilisation (such as the level of dernand, tile nature of the retail sector). 

3. To identify the strategies that the fan-ners follow (based oil those previously identified 

in the literature) and to cluster them into strategic groups. 

4. To deten-nine the factors and the characteristics that influence the fan-ners to adopt a 

particular marketing strategy. 

5. To deten-nine the factors and the characteristics that influence farmers' distribution 

channel decision making. ' 

6. To compare the marketing strategies, as well as the characteristics and the factors that 

influence the decision making of the fan-ners, in relation to the marketing channel 

utilisation in tile Region of East Macedonia and Thrace and in the County of Cornwall, 

and to identify tile similarities and tile differences in these strategies and 

characteristics. 

7. To identify implications of these findings for agencies and organisations seeking to 

increase the regional GDP derived from the agrifood sector in these regions. 

This study, in order to achieve its aim and objectives stated above, presents in Chapters 2-4 

a literature review regarding the marketing strategies and distribution channels; decision- 

making process about marketing strategy and distribution channel selection in tile primary 

sector. A more detailed examination of the factors that affect tile rneat and rnilk 

consumption patterns and dernand in Greece and United Kingdom is presented in chapter 

6. Chapter 7 encapsulates the impact of the European Union's Common Agricultural and 

Regional Policy on the livestock and dairy cow farning sectors in objective one European 
7 
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Regions. A detailed description of the two research areas consisted of the Region of East 

Macedonia and Thrace (EMTh) in Greece and the County of Cornwall in U. K. is provided 

in Chapter 5. Furthermore, the methodology and results of the survey that was conducted 

to explore the marketing stiýategies and distribution channels that the sheep and goat 

farmers use in the Region of EMTh regarding their livestock and milk production are 

presented in Chapters 8-10. Chapters 11-13 describes the methodology and results of the 

two surveys conducted in the County of Cornwall in order to identify the marketing 

strategies and distribution channel that sheep and dairy cow fan-ners follow in that area 

regarding their livestock and milk production, respectively. Finally, a discussion of the 

findings of this study takes place in Chapter 14 and concluding remarks are presented in 

Chapter 15. 

Figure 1.1 provides a schematic linking tile various factors that impact on the decision - 

making process of fan-ners. 

8 
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CHAPTER 2 

MARKETING AND MARKETING CHANNELS 

2.1 Introduction 

The marketing system as it exists in the British and Greek agricultural sector consists of 

many factors such as long-standing traditional practice, compulsorily organized marketing 

of some products and generally by many complex procedures bringing the agricultural 

products from the farm gate to the household shopping basket. 

Due to the fact that there are very few fan-ners. that can afford to stay long-ten-n without 

making profit, most of them try to achieve incorne that exceeds their expenditures in order 

to be able to continue their businesses. Thus, marketing management should be of 

importance to the individual fan-ner, since lie wants to make a profit from his transactions, 

in other words lie should take marketing aspects into consideration before lie makes any 

short terrn decisions (e. g. sell the grain immediately after the harvest or store it and sell it 

in the winter when the prices will be higher) or long temi decisions (e. g. what should he 

grow after two years). 

In this chapter, the ten-n of marketing will be defined, and the elements of the "i-narketing 

mix" will be analysed. A more detailed analysis of marketing channels and their functions 

and structure will also be presented in this chapter. Finally, a brief review of vertical 

marketing channels will also be COMILICtUl. 

10 
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2.2 What is marketing 

The market, according to Kotler (1994), "... consists of all the potential customers sharing 

a particular need or want u, ho might be willing and able to engage in exchange to satisfy 

that need or want". Thus, at the simplest level marketing could be regarded as the activity 

which takes place in the market. 

Bartels (1968) defined marketing as "the process whereby society, in order to supply its 

needs, evolves distributive systems composed of participants, who, interacting tinder 

constraints - technical (economic) and ethnical (social) - create the transactions orflows, 

which resolve inark-et'separations and result in exchange and consumption ". He supported 

the view that participants in marketing, act as social entities, nor just economists or 

mechanisms. 

Rogers (1962) argued that marketing is a primary management function, which organizes 

and directs the aggregate of business activities involved in converting consurner 

purchasing power into effective demand for a specific product or service and in moving the 

I specific product or service to the final customer or user so as to achieve company profits or 

other objectives. The ten-n "custorner", as Rogers (1962) used it, refers llot only to the final 

consurner but also to inten-nediate market agents'such as wholesalers and retailers as well 

as, in the case of fan-ning, to merchants and co-operatives that must be persuaded to buy 

the product. 

Kempner (1971) defined marketing as: "the process in a societY bv anticipated orentarged 

and satisfied through Me conceplion, plii, sical disiribittion and exchange of'such good and 

serviccs ". 
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Marketing according to Barker (1989) covers all the business functions, including 

production, and in its broadest sense also covers production decisions. Hence, fan-ner's 

decisions relative to tile variety of crop to grow, the breed of animal to keep, are marketing 

decisions. 

Kolils and Uhl (1990) gave another definition of marketing that is more applicable to 

agriculture. They said that marketing is a perfon-nance'of all business activities involved in 

the flow of goods and services from the farrn where they are produced until they are in the 

hands of the final consumer. From this definition it can be argued that groups with varying 

interests will view marketing differently (Barker 1989). Consumers will be interested in 

buying what they want at the lowest price and fanners will be interested in obtaining the 

highest possible returns frorn the sale of their products. A situation such as this is possible 

to cause conflict of interests, while the continual occurrence and solution of such problems 

gives marketing its essential dynamic character (Barker 1989). 

Keegan (1989) defined marketing as "a process offocusing the resources and objectives of 

an organisation on environmental opportunities and threats ". 

Marketing according to Kotler (1994) is "a social and managerial process kv which 

individuals and groups obtain what lhey need and want through creating, qffiering, and 

exchanging products of'value with others ". 

The following figure represents the main elements of a rnodeni marketing system as Kotler 

(1994) described it. 

12 
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Figure 2.1: Main Actors and Factors in a Modern Marketing System 
Irp 

Source: Adapted from Kotler (1994) 

He argued that, in a non-nal situation, companies try to serve their markets in tile face of 

their competitors. The company and its competitors send their messages directly or through 

intennediaries (wholesalers, retailers, merchants and co-operatives) to the end users. Their 

respective suppliers as well as major environmental forces (demographic, economic, 

physical, technological, political, legal, social, cultural) influence their relative 

effectiveness. 

In this thesis marketing is defined as a process, fully harmonized with the general business 

strategy of an organization, aiming to the satisfaction of needs and wants of a specific 

target group of customiers through creating and selling products. In the above process, it is 

crucial that ail analysis of the internal and external environment of ail orgailisation to be 

conducted. In this thesis the definition of Roger (1962) regarding the description of the 

term "customer" is adopted. In the marketing literature, the set of the variables with which 

an organisation may influence its market is known as "'i-nai-kcting mix**. The achievcment 

of the marketing airn requires the planning of tile appropriate policies relative to each 

element of tile -inarketing mix-. Barker (1999) argued that there are a large number of 

variables in the marketing mix. McCarthy (1975) introduced tile four-factor classification 

which is generally known as the -4 Ps*' - Product, Price. Promotion and Place. Each of 
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these four factors includes a number of marketing considerations as shown in the Figure 

2.2. 

PRODUCT 

Quality Product line 
Features and options Wartant) 
Style Set, % ice leN ell 
Brand name 01 [ley set, % ices 
Grading Market resscarch 
Patkaging 

PLACE PROMOTION 

Distribution channels Ad%crfising 
Disti ibution co%crage I'monal selling 

Outict locations Sales promotion 
Sales territories Publicity 
In% entory lc% els 
Transportation 

Mail, cl information 

PRICE 

Le% el 
Discounts and allo" ances 

Paý incrit ternis 

Figure 2.2: Elements of ularketing mix 

Source: Adapted from Barker (1989) 

A marketing manager is responsible for tile selection of target groups and tile design of 

policies relative to the "marketing rnix". The marketing manager in agriclulture (who is 

usually the fan-ner) is responsible for making decisions such as the range of products to be 

offered, the prices and the discounts, the communication media to be employed, and the 

distribution channels through which tile product or service is to be made available (Barker 

1989). 

The way in which fan-ners view their businesses depends to a very high degree on their 

personal aspirations and opinions. Bartels (1968) suggests that agricultural businesses are 

usually either produetion orientated or selling orientated. The product i on-on entated fanner 

believes that the most important part of his business is concerned with the goods that lie 

wishes to produce. 011 the other limid, the sellhig Orieiitated fanner ciideavours to produce 
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goods that can be sold profitably, giving due to consideration the likelihood of profit 

before production is undertaken. 

The subject of marketing as defined above is closely related with broader social and 

economic factors that constrain the -satisfaction of consumers' and society's wants and 

needs (Webster 1992; Kotler 1994). For example, Houston (1986) argues that it should 

include factors such as environmental pollution, reduction of natural resources, 

unemployment, population growth, that are of high importance to society. 

Due to the fact that tile marketing concept sidesteps tile potential conflict between 

consumer wants and interests and long - ten-n societal welfare, Kotler (1994) defined a 

marketing philosophy as "the societal inarketing concept according to which the 

organisation's task is to deterinine the needs, wants and interests qf target niarkets and to 

deliver the desired satisfactions inore qf . 
fecth, ely and qf riciently than conipetifors in a way 

that preserves or enhances the consioners and the society's well-being ". Social marketing 

deals with tile market's core beliefs and values whereas business marketing often deals 

with superficial preferences and opinions (Kotler and Zaltirian 1971). 

In recent years, industry is mostly marketing orientated which means that companies argue 

that tile key to achieving organisational goals consists of deten-nining tile needs and wants 

of target markets and delivering the desired satisfactions more effectively and efficiently 

than their competitors (Kotler 1994). While there is a continuous growth concerri over the 

relationship between food consumption, health and diet (Kotler 1994), tile societal concept 

starts to become more evident as retailers and manufacturers start selling more ecoiggical 

products, organic products as well as products in recyclable packing. 
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2.3 The"Marketing Mix" 

A marketing strategy aims to create a sense of purpose in an organization, and thereby to 

create a behaviour that the customer will understand and will enable thern to differentiate 

the organization frorn its competitors (Fifield 1992). It is also responsible for some basic 

decisions on marketing expenditures and the marketing mix. The marketing mix according 

to Kotler (1994) is defined as "a set of marketing tools that the firm uses to pursue its 

marketing objectives in the target market 

McCarthy (1975) described the marketing mix with the 4P's - product, price, promotion 

and place. Many years later, when theorists gave more attention to services marketing, 

additional variables which can be added to the 4P's were identified (Vignali 2001a). 

Process, physical, and people, were recognized by Fifield and Gilligan (1096) as an 

integral part of the marketing rnix. Hence, a 7P's marketing mix referring to service 

mafketing can be described as follows (Vignali 2001 a): 

(1) Product - features, quality, quantity 

(2) Place - location, number of outlets 

(3) Price - strategy, deten-ninants, levels 

(4) Promotion - advertising, sales, promotion, public relations 

(5) People - quantity, quality, training, promotion 

(6) Process - blueprinting, autornation, control procedures 

(7) Physical - cleanliness, d6cor, ambience of tile service. 

It should be noted that the 4P's and 7P's marketing mix represent the marketing tools used 

by sellers in order to influence buyers. From the buyers' points of view, each marketing 

tool is referring to a custorner benefit (Kotler 1994). 
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Therefore, Lautembom (1990) suggested the 4C's which corresponds to each of the 4P's: 

4P's 4C's 

Product Customer need and wants 

Price Cost to the customer 

Place Convenience 

Promotion Communication 

The analysis of the marketing mix in this thesis will be based on the 4Ps classification, 

which is the most widely used classification in the marketing literature. 

Product, according to Kotler (1994), is the most basic marketing - rnix tool that represents 

the firrn's tangible offer to the market, including the product quality, design features, 

branding and packdging. Product is "no mom than the most appi-opriate vehicle, at any 

point in thne, ivhich will carty satisfactions produced by the organization in one dircctioll, 

and cariyprqfitsfrom market place to the organization in the opposite direction" (Fifteld 

1992). Kotler (1994) distinguished product into 3 parts'. the core component, the packaging 

component and tile support services component. Tile core component refers to tile physical 

product and the functional features while the packaging component refers to elements such 

as the trade mark, the brand narne, style, colour and price which is an important packaging 

component that it links strongly to the quality. The support services component refers to 

aspects such as maintenance, installation, and delivery terms (Fifield 1992). 

Price impacts upon financial performance of the organization and depends mainly oil tile 

target market, tile product and tile distribution strategies. It also has a significant influence 

oil buyers' perceptions and positioning of the brand (Vignall 2001b). Zikmund and D* 

Arnico (1993) argued that price may serve as a substitute for sell i ng, effort, advertising and 

product quality. The pricing process according to Vignali (2001a) consists of 6 steps: 
17 
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(1) selecting the price objective, (2) determining demand, (3) estimating costs, (4) 

analyzing competitors' costs, price and offers, (5) selecting a pricing method and (6) 

selecting a final price. Pricing policy may be influenced by many factors such as 

competitor's price, positioning of the product in the lifecycle, company positioning policy, 

perceived level of differentiation and perceived value (Fifield 1992). 

Place or distribution is another key tool of tile marketing mix and refers to the various 

activities the company undertakes to make the product accessible and available to target 

customers (Kotler 1994). Distribution deals with the question "how to distribute and 

deliver product to the customers and where to locate the service points for better customer 

accessibility? " (Fifield 1992). The key element to the distribution policy is the structure of 

the marketing channels and the custorner's service level (McDonald 2002). A descriptive 

analysis relative to the marketing channels will be presented in the next part of this chapter. 

Promotion is defined by Fifield (1992) as "whole arrqv qf melhods and procedures by 

u, hich an organization communicates with its target market". Promotion activities take 

place until tile decisions regarding to the other elements of tile marketing mix have been 

made. This means that an organization should know what product is on offer, at what price, 

and through which marketing channels (Fifield 1992). Tile cornmunication between an 

organization and its inten-nediaries, consumers and various publics is rnade through a 

marketing too] that is known as "prornotion mix" Promotion mix according to Kotler, 

(1994) is made up five major tools: 

9 Adverlising: A ny paid. tbrIn of non-personal presentation and promotion of ideas, 

goods or services by an ideniffled sponsor. 

e Direct Afarkethia: Use qfmail, telephone, and other non-personal contact tools to 

communicate ivilh or solicii responsc. fi-0111 specýfic Customers andprospects. 
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9 Sales Promotion: Short-term incentives to encourage trial orpurchase ofapro'duct 

or service. 

Public Relations and Publicit :A variety ofprograms designed to promote and orl 

protect a company's image or its individualproducts. 

Personal Selling: Face - to - fiace interaction with one or more prospective 

purchasers. for the purpose c! f making sales. 

The large number of fanning businesses, their remoteness from urban centres and the 

undifferentiated nature of the agricultural products deterrnine that the distribution system is 

a key factor in the marketing of agricultural produce (Ritson 1997). Therefore, the 

marketing strategies dealing with the distfibution of agricultural products and, more 

specifically, the utilization of marketing channels rather than the other elements of the 

marketing rnix, are the main foci of this thesis. 

2.4 Marketing channels, their ftinctions and stucture 

Tile movernent of ownership, tile negotiation of title and tile physical movement of 

products usually define marketing channels (Mallen 1976). Marketing clianncls are very 

complicatcd aspects of an advanced economy as they elaborate econornic, political and 

social systems, and often extend over a wide geographic area. They not only satisfy 

demand by supplying goods and services (at the right place, quantity, quality and price), 

but they also stimulate demand through tile promotional activities of the organizations 

constituting them, e. g. wholesalers and retailers (Stern et al. 1992). 

A marketing channel is a system of interrelated and interdependent components engaged in 

producing an Output. A distribution channel consists of two major scctors: commercial and 

end user. The commercial subs . ystern includes a set of vertically aligned marketing 
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institutions and agencies, such as producers, wholesalers and retailers (often referred to as 

the marketing chain). Each member of the chain depends on the other members for 

achieving its goals. A farrn business is dependent on others (e. g. wholesaler and retailer) in 

getting its products to the final consumer and, thereby, attaining its objectives such as 

profits. A channel exists as part of an economy, which is part of the national environment, 

that is also subsystem of the international environment. Both the national and the 

international environments are influenced by physical, economic, social, cultural, 

technological and political factors such as National Agricultural Policy, Common 

Agricultural Policy of the E. U., W. T. O. Agreement (Stem et al. 1992). This configuration 

of the systems is illustrated in Figure 2.3. 

Econornic International Environment Physical 

Economic National Environment Physical 

Distribution Structure 

Distribution Channel 

Producer 

i 
1--1111olesalers 

Cz 

0 tj 

- 
-iý 

.2 Retailers 

Commercial System 

]r 
Consumers 

L Competitive Channel S tems 

Political - Legal Cultural 

Political Cultural 

Figure 2.3: The marketing channel as a processing subsystem within the environment tllp 

Source: Adapted from Stern et al. (1992) 
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The selection of marketing channels in the agribusiness sector as well as in any other 

industry is associated with the "total distribution cost". The total distribution cost is 

defined by the following equation (Chistopher 1994): 

TDC=TC+FC+CC+IC+HC+PC+MC, 

Where: 

TDC= Total distribution costs IC= Inventory cost 

TC= Transport costs HC= Materials handling costs 

FC= Facilities costs (depots, warehouses) PC= Protective packing costs 

CC= Communications costs (order processing MC= Distribution management cost 

invoicing ) 

Tile selection of a distribution system is associated with potential "trade offs" between 

each element of the distribution cost. A "trade-off' occurs when ail increased cost in one 

area is more than matched by a cost reduction in another area, leading therefore to an 

improving situation overall (Chistopher 1994). The use of intermediaries in a distribution 

system improves the efficiency of the systern. Hence, a centralised network which uses 

inten-nediates is more efficient than a decentralized system with no intermediates (Stern el 

al. 1992). 

Inten-nediaries, as Kotler (1994) said, airn to transfon-n the licterogencous supplies found in 

nature into assortments of goods that people are willing to buy. They smooth tile flow of 

goods and services in order to bridge the discrepancy between the assortment of goods and 

services generated by the producer and the assortment demanded by the consumer with the 

goal of matching segments of supply and demand (Alderson 1954-, Bucklin 1973). 
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A direct marketing 'channel consists of the producer selling directly to the consumer, the 

one level channel contains one intennediary such as a retailer, the two level channel 

includes two inten-nediaries such as retailer and wholesale and, so on. 

The marketing process perfon-ns several functions in bridging the gap between production 

and consumption, such as the movernent of ownership, negotiation of title and physical 

movement of product, (Mallen 1976). Physical possession, ownership and promotion are 

typically the flows operated from the producer to consumer (Figure 2.4); while the 

negotiation, financing and risk flows move in both directions and ordering as well as 

payment consisted of the flows directed from consumer to producer (Stem et aL 1992). 

Therefore, at any time that inventories are held by one mernber of the channel system, a 

financing operation is under way. 

Physical Physical Physical 
Possession Posscssioll Possession 

owliciship OIA'IICI'Sllip Ownership 

Promotion Promotion Promotion 

Negotiation Neomiation NevOtiation Consumers 
Industrial 

Producers 
Financing 

Wholesalers 
Financing 

Retailers 
Financing 

and 
Household 

Risking Risking Risking 

Ordering 

4 

Ordering 

4 

Ordeiing 

4 

payment payment payment 

Figure 2.4 Marketing flows in Channels 
f-I!, r9 

Source: Adapted from (Stern ei al. 1992) 
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Marketing functions can be allocated in different mixes to different channels, and these 

functional mixes will be patterned in a way that provides the greatest profit to the 

consumer in the fon-n of low prices and more convenience, or to the channel members with 

the most power that depends on the market structure (Gattorna 1978). 

The structure and the functions of marketing channels cannot be explained sufficiently in 

only economic terrns. Generally, the structure of marketing channels is influenced by all 

economic, social, cultural, technological factors as described earlier in this chapter. 

2.5 Vertical Marketing Systems 

Vertical marketing systems have been developed in addition to conventional marketing 

channels that are consisted of independent producers, wholesalers and retailers. Vertical 

marketing systerns can be defined as the combination of two or more stages of production- 

marketing chain under single ownership and are aimed strategically to achieve anti - 

competitive effects (Williamson 1979; Den Ouden et al. 1996). 

Vertieal integration brings a lot of management challenges and significant financial 

demands. It offers flexibility in control and risk sharing between the parties. In agriculture, 

it is especially complex when numerous, diverse entities are involved (Barry ef al. 1992). 

Tile advantages of the development of a full vertical integration according to Den Ouden el 

al. (1996) are the reduction of the transaction cost as well as the reduction of the arnount of 

technological inputs themselves. Tile increased control over two or more Consecutive 

stages the production - distribution chain may also enhance tile ability of a finli to 

innovate or differentiate its products. Moreover, through vertical integration, a finn may 

need less information and lience enjoy a reduction in tile cost of coliccting and processing 

infonnation. Another advantage of vertical integration is tile establishment of a stable 
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relationship between each party. Integrated firms have also a greater competitive advantage 

over the unintegrated due to the raising of the entry barriers and mobility barriers. A 

dorninant fin-n may use the vertical integration to impair its rivals by raising their costs. 

Moreover, an imperfect competitive finn may practise price, or quantify discrimination, 

toward adjacent competitive stages resulting in price or supply squeezes through vertical 

integration (Den Ouden et al. 1996). 

King (1992) identified three general classes of problems that are very important for the 

managers of vertically coordinated systems. 

The first problem is dealing with the establishment of appropriate boundaries for the firm: 

detennining which activities should be incorporated into the fin-n, which should be 

coordinated through formal contracts, and which should be accomplished through open 

market transactions. This makes decisions about fin-n boundaries a critical element in an 

organization's strategy. While these decisions have important long terrn implications, it 

should be realized that appropriate firrn boundaries may be affected by technical and 

institutional changes. High investments may also raise exit barriers and reduce a firm's 

flexibility. Integrated firrns in tirnes of change in technology, product design and market 

technologies may also be confronted with higher switching costs than would have been the 

case when they had contracted with independent partners (Den Ouden el al. 1996). 

The second problem is associated with the establishment of organizational structures with 

an appropriate mix of centralization and decentralization of decision making. Efforts to 

incrcase vertical coordination involve centralization of authority to exploit size economies 

in infonliation acquisition and processing as well as to improve coordination of activities. 

On tile other liand, too much centralization can make it difficult to respond quickly to 

unique problerns or opportunities in one segment of the production / marketing system. 
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Den Ouden et A (1996) argued that a risk which might be derived from full vertical 

integration "... is embodied in managing the various stages that may require distinctly 

. 
Terent nianagerial approaches " such as manufacturing compared with markefing. dff 

Tile third problem is related to designing incentive structures that motivate actors -across 

the system to make decisions, take actions, and share infon-nation in a manner that 

maximizes overall perfon-nance. Dulled incentives according to Den Ouden et al. (1996) 

may be caused by the tightly linked, captive and assured relations between the stages in an 

integrated fin-n. Markets, compared with intemal organization, promote high powered 

incentives and restrain bureaucratic distortions more effectively. 

Royer (1995) examined the advantages and disadvantages that agricultural cooperatives 

may have in coordinating the marketing of agricultural coi-ninodities through the market 

channel from the farm gate to the processed product level. fie found that producers 

exploiting contract integration through a cooperative may be subject to less risk due to the 

actions of tile cooperative. On tile other hand, factors related to cooperative ownership, 

capitalization and governance may limit the cooperative vertical expansion. Hence, 

coordination of farrn - level production through contract integration may enable the 

cooperative to achieve optimal output levels and to capture profits from the processed 

market (Royer 1995). Furthen-nore, the long term stable relationships that might occur in 

tile livestock supply chain might reduce tile retailers' transaction costs and provide 

assurance of welfare standards at production level (Davies 2001). 

Multi - channel marketing systems occuf when a firm utilizes two or more marketing 

methods to reach one or more customer segments. Ail increase in market coverage, a lower 

channel costs by-passing an interniediary as weil as a more customized selling are the three 

major advantages of the utilization of more than one marketing channel (Stern et al. 1992). 
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A firm adopting the utilization of multi-marketing system may use channels that are 

subject to different modes of vertical co-ordination, thereby producing coexisting 

transactional forins to meet the needs of heterogeneous markets. By -using multi-channel 

marketing systems, where different forms of vertical co-ordination are employed, it is very 

likely that channel conflicts will occur, especially when different channels are aimed at the 

sarne customer. This form of marketing channel is based on trust, authority, price and 

without their existence the transaction cost will rise and possibly lead to a market failure 

(Den Ouden et aL 1996; Hobbs 1996b). 

2.7 Conclusion 

This chapter outlined the concept of marketing and marketing channels and defined 

marketing as a process, fully harmonized with the general business strategy of an 

organization, aiming at satisfacting the needs and wants of a specific target group of 

customers through creating and selling products. The achievement of this aim requires the 

planning of the appropriate policies relative to each elernent of the "marketing, mix,,. 

Hence, the fan-n manager or the fan-ner is responsible for the selection of the buyer and the 

design of policies relative to the product, price, promotion and distribution. Tile way in 

which fan-ners view their businesses depends to a very high degree on their personal 

aspirations and opinions. Marketing channel decisions are crucial as they affect all the 

other marketing decisions. In addition to the conventional marketing channels, vertical 

marketing systems were also developed in tile agricultural sector. Another forill of 

marketing channels that are also used by fan-ners is the multi - marketing channels. 
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CHAPTER 3 

MARKETING MANAGEMENT AND BUSINESS STRATEGY 

3.1 Introduction 

Marketing management is mostly concerned with decisions regarding the marketing mix. 

In contrast, a marketing strategy focuses on the search for competitive and consumer 

advantage. As such, it has a high degree of overlap with business strategy and can be 

viewed as ail integral part of business strategy (Wind and Robertson 1983). 

Strategic management draws a distinction between "content" research, which deals with 

tile content of strategies, and "process" research that examines tile strategic decision 

process and the factors that affect it (Schwenk 1995). The tenn business strategy will be 

defined in tile first part of this chapter. In tile second part of the chapter the typologies and 

taxonornies that were developed for tile better understanding of the concept of business 

strategy will be described. Finally, tile decision making process regarding tile selection of a 

business strategy, as well as the factors that influence this process, will be presented. 

3.2 What is business strategy? 

The selection of marketing channels fon-ns one of tile elements of ail organisation's 

marketing strategy. Marketing strategies should be in accordance with business strategies 

that organisations follow and tile goals they set. Therefore, tile selection of the marketing 

channels should relate to tile strategy that each organisation follows. 
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Business strategy consists of a set of management guidelines which specify the firrn's 

product market position, the directions in which the firrn seeks to grow and change, the 

competitive tools it will employ, the means by which it will enter in to new markets, the 

management team that will configure its resources, the strengths it will seek to exploit, as 

well as the weaknesses it should avoid (Ansoff 1968). Business strategy according to 

Quinn (1998), is defined as "a pattern or plan that integrates an organization's major 

goals, policies and action sequences into a cohesive it-hole ". 

If an organization does not have a clear business objcclivc then its activities are more likely 

to be directed in a number of diffierent and possibly conflicting directions, Which means 

that the organisation will waste money, time and management effort (Fifield 1992). 

Policies, according to Quinn (1998), are tile rules or guidelines that fon-nulate tile limits 

within which action will take place. Programs specify the step - by - step sequence of 

actions necessary to achieve major objectives within the limits that were set by policy. 

Strategic decisions are concerned with the solution of a strategic problem which is the 

relationship between the fin-n and its environment (Ansoff 1968). These decisions 

deten-nine the overall direction of a fin-n and its ultimate viability in light of any changes, 

that may occur in its most important surrounding environment (Quinn 1998). 

Thus, effective business strategies should contain three essential elements: (1) the most 

important goals to be achieved, (2) the most significant policies guiding or limiting actions 

and (3) tile major programs that have to accomplish tile goals set within tile setting limits 

(Ansoff 1968). 

Finally, tile ultimate airn of competitive strategy, according to Porter (1985), is to cope 

with tile rules of competition and, ideally, to change thern in the organization's favour. 

However, if a corporate strategy is to be successful, it has to be consistent With consurner 
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needs, perfon-nance and preferences, irrespective of whether it is driven by cost, 

technology, distribution, service or any other competitive advantage that the firrn may have 

(Wind and Robertson 1983). 

3.3 Strategic typologies and taxonomies 

There have been many studies related to business typologies and taxonornies. 

Miles and Snow (1978) categorised organisations into three basic types according to tile 

way they behave strategically (Table 3.1). The three categories are defender, prospector 

and analyser. The strategic analysis that Miles and Snow fonlied provides a means of 

assessing the dominant culture of the organisation. 

This typology mostly characterizes the organisational culture of a firni and the way each 

type influences the decision making of a business stratcgy. The key dirnension of this 

typology is the differentiation of an organisation through the degree of innovation in 

product or market development. 
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Organisation Characteristics of strategic decision making 

type Dominant Prcferrý_d -Strategies Planning Control Systems 

Objectives 

Defender Desire for a secure Specialisation, cost- Centralised, detailed 

and stable niche in efficient production, control, emphasis on cost 

market. marketing emphasises price efficiency, extensive use of 

and service to defend formal planning. 

current business, tendency 

to vertical integration. 

Prospector Location and Growth through product Emphasis on flexibility, 

exploitation of new and market development decentralised control, use of 

product and market (often in spurts), constant ad hoc measurements. 

opportunities. monitoring of 

envirom-nental change, 

multiple technologies. 

Analyser Desire to match new Steady growth through Very complicated, co- 

ventures to present market penetration, ordinating roles between 

shape of business. exploitation of applied functions (e. g. product 
research, followers in the managers), intensive 

market. planning. 
Table 3.1 : Organizational Strategies according to Miles and Snow 

Source: Adapted from Johnson and Scholes (1993) 

Porter (1979) tried to explain tile stable differences in competitive strategies arnong finils 

within an industry and the persistent intra-industry profit differences among firrns. Firrns 

were divided in each industry in two categories that are called industry "leaders" and 

industry "followers". Industry leaders were the largest fin-ns in the industry with 

approximately 30% of the industry sales revenue, while all other firrns were the industry 

followers. He argued that the leader group should adopt strategies that can potentially 

achieve economics of scale in production technology, vertical integration, captive 

distribution and national advertising. The leader group should also encompass strategic 

groups with broad product lines and large sales forces. Oil the other hand, the follower 

group fimis follow specialist or narrow - line or regional strategies. 
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In any industry five forces can describe the rules of competition: the entry of new 

competitors, the threat of substitutes, the bargaining power of buyers, the bargaining power 

of suppliers, and the rivalry among the existing competitors (Porter 1985; Figure 3.1) 

Potential 
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Bargaining 
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Suppliers 
10, 
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Rivalry"Xinong 
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Bargaining 
Power of 
Buyers 

Buyers 

Figure 3.1: The Five Competitive Forces that Determine Industry Profitability t5 

Source: Adapted from Porter (1985) 

The collective strength of these five forces dcten-nines tile ability of business organisations 

in an ii1dustry to gain rates of return on investment in excess of cost of capital. These 

forces dcten-nine industry profitability because they influericc the prices, costs, and 

required investment of finns in an industry. 

The best strategy for a specific organization is ultimately a unique construction that reflects 

its particular circurnstances. However, Porter (1980) identified three internallY consistent 

generic strategies (Figure 3.2) for creating a defendable position in tile long terni 

competitors in an industry. The three gencric strategies that a finn nlay adopt are: (a) 

Overall cost leadership, (b) Differentiation and (c) FOCUS strategy. 
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The first strategy seeks an overall cost leadership in an industry through a set of functional 

policies aimed at this basic objective. This strategy requires aggressive construction of 

efficient - scale facilities, cost reduction due to experience and overhead control and cost 

minimization in areas like R&D, service, sales force and advertising. Tile second strategy 

seeks product or service differentiation, creating something that is considered industry - 

wide as unique. Approaches to differentiating can take many forrns: design or brand image, 

technology, features, customer service, dealer network, or other dimensions. The third 

strategy is focusing on a particular buyer group, segment of the product line, or geographic 

market. Although the first two strategies are aimed at achieving their objectives industry 

wide, the focus strategy is built around serving a particular target very well, and each 

functional policy is based on this. A firrn that adopts a focus strategy believes that it is able 

to serve its narrow strategic target more effectively or efficiently than competitors who are 

competing more broadly. 

STRATEGIC ADVANTAGE 

Market 
Wide 

u Parti- 
0 
uj cular 
< Segment 

Only 

Uniqueness Perceived 
by the Customer Low Cost Position 

DIFFERENTIATION I OVERALL COST 
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Figure 3.2: Three Generic Strategies 

Source: Adapted from Porter (1980) 

Four broad strategies based on the above generic strategies were suggested by Fearne and 
Bates (2000): 
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1. Cost leadership strategy: supply orientated chain tries to perceive the market share it 

already has. Product remains unchanged but investment in machinery equipment is 

required to meet the standards that chain partners have set. 

2. Differentiation strategy: chain improves its products in order to meet the needs of a 

market segment. It is demand-oriented to existing markets. 

3. Diversification strategy: chain designs completely new products. It is demand- 

orientated to new products. 

4. Specialization strategy: chain adopts the diversification strategy but focusing in a 

narrow product range for a specialized customer target group. It focuses on innovation 

in product, and typically emphasizes quality. 

Douglas and Rhee (1989) explored the nature of generic competitive strategies in ail 

international context, based on a sample of industrial business serving markets in the U-S 

and Europe. They identified six strategy types that exist in both markets. "Broad linee' was 

the first type of competitive strategy and it was characterized in both cases (U. S. and 

European markets) by its broad market scope and high quality. The second type called 

"innovators" was composed of businesses with a very high proportion of new products. 

The third strategic group "nichers" was characteriscd by a focused niche strategy and 

narrow market scope. "Synergists" who were the fourth strategic cluster had narrow 

market scope and high levels of shared expenditure. The two remaining (lid not ]lave very 

clear profiles. The fifth group which is called "Integrated marketer" was characterised in 

both markets by a high degree of vertical integration while the last group, the "low 

quality", appeared to have no clearly directed strategy. 

Kollis and U111 (1990) argued that, in tile food indLIStry, MOSt firms mainly adopt tile 

following two strategies: 
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(a) Product differentiation, seeking to find a product's unique features which set it 

apart from its competitors; increased brand loyalty with a less elastic demand is 

expected. 

(b) Market segmentation, concerning the development of unique product variations that 

will be better perceived by different consumer classes and market segments. 

Fanners do not differ from any other businessman in being concerned with allocating the 

resources available to them in such way that it will be possible to achieve their objectives 

(Errington 1986). Some typical objectives for a farm business might be the maximisation 

of profits or returns, the enlargement of the business, or the reduction of borrowing needs 

(Gasson and Errington 1993). Hence, the manager of a fan-n who, in most of the cases, is 

the fan-ner himself, has to assemble and co-ordinate the factors of production (land, labour, 

equipment, capital), and to decide what products to produce. He also has to be in touch 

with the outside business world (Bradford and Johnson 1953). In addition to Porter's five 

forces described above, there are other influences that affect the perfonnance of a farrn 

business including the acceptance of the political - legal environment (as it is fon-ning 

tbrougli, for example, tile Common Agricultural Policy, European Regional Policy and 

W. T. O. Agreements ), sociocultural factors, as well as the weather, diseases and other 

unpredictable factors related to nature. Farming businesses are in most cases small, family 

businesses which mean that ..... ... 
business problems can put a strain on marriage and 

fiandly relationships and. faniilv strains in a. ft-m household may destrqv the business " 

(Gasson and Errington 1993). 

Therefore, tile typologies of business strategies outlined above do not provi I de a wilolly 

adequate description of the way agribusinesses behave strategically due to the nature of 

farrn firrns and the environment in which they operate. Furtherniore, it is very difficult for 

the fan-ners to differentiate their produce: milk is milk, corn is coni; while the large number 
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of small farm businesses impede the creation of economy of scales that are required for 

cost leadership. 

3.4 The decision making process in business organizations 

The role of managernent in business organisations is to make decisions about the future 

activities of the organisation, to implement these decisions and to supervise the realisations 

of thern (Hanf and Schiefer 1983). 

Wind and Robertson (1983) developed a marketing guided model for strategy fon-nulation 

and evaluation in order to overcome the above limitation. The model (Figure 3-3) 

incorporates three main sections. Section I identifies the market opportunities and business 

strengths. It includes (a) an analysis of market and environmental opportunities and threats 

and (b) ail analysis of business strengths and weaknesses. Section 11-contains the heart of 

the model and its unique marketing strategy contribution. It is consisted of (a) ail analysis 

of a segment by positioning replacing, (b) identification of opportunities and strengths of 

the segment, (c) a synergy analysis, (d) ail evaluation of each segment in terms of the 

functional requirements for success and the company's strengths in particular functional 

areas and (c) a portfolio analysis. Section III is common to most strategic planning models 

and it focuses on the development and evaluation of objectives and strategies. It includes 

(a) a generation of objectives and strategies as well as the development of marketing 

prograrn, (b) ail evaluation of the objectives that were set, the strategies that have decided 

to be followed and the marketing program that was developed and (c) the planning of the 

implementation and the control prograrns. 
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Figure 3.3: A marketing orientated approach to strategy formulation and evaluation 

Source: Wind and Robertson (1983) 

In essence, the model describes a marketing orientated approach to strategic planning and 

it provides a marketing perspective for strategic decisions as well as strategic perspective 

for marketing decisions. 

According to tile perceptions presented above, business organisations should examine how 

factors of the extemal and internal environment might affect their perfon-nance. Actually, 

in order to analyse the external environment, they should examine the way that tile five 

forces according to Porter's model (buyers, suppliers, substitutes, potential entries, 

competitors) affect tile organisation as well as the political -legal, econornical, 

technological and sociocultural environment. Analysis of the internal factors of an 
36 



Chapter 3: Mark-etinz Manazement and Business StratM 

organisation such as organisational structure, human resources, financial performance, 

trade and marketing policy, inventory policy, infon-nation systems should take place in 

order the internal environment to be examined. After the above internal and external 

environmental analysis, an examination of an organisation's strengths and weaknesses 

together with opportunities and threats that the external environment outlines, should be 

done in order that decisions can be made (Figure 3.4). 

Analysis of external environment 
-buyers, suppliers, competitols, 
substitutes, new entties 
-political - legal, economical, 
technological, sociocultural 
environment 

Analysis ofintemal environment 
organizational structure 
human resources 
financial perlonnance 
marketim, ad trade policy 
inf, 01111ation systems 

Business Ob. lLctives 

Strengths Weakne 
Busiinesýlra, 4, es 

t-ýsses 

Opportu- Threats Selection ol'policies relative to: 
nities -marketing 

L 

-human resources 
-organizational structure 
-1-111ance 
- communication process 

Figure 3.4: The decision making process 

The management of the organization in ternis of profitability, stock price and market share 

can measure the effectiveness of the implemented strategies and policies. 

Hitt and Tyler (1991) found that objective criteria also played ail important role in 

strategic decision models. Strategic decisions were influenced to a small degree by tile 

industry and executive's characteristics. They also suggested that the industry had small 

but stable influences on a firill's perforinance. Thus, tile effect of tile external control 

perspective was also supported. Tile objective criteria used in strategic decision making 

might vary by industry. They also found that executives matter above and beyond rational 

analytical processes and industry characteristics: the characteristics of tile executives had a 

significant influence oil strategic decisions models. 
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Schwenk (1995) also investigated strategic decision- making and the factors that affected - 

it. He argued that the characteristics of executives affected the way that these people 

viewed their business and its environment. 

Papadakis et al. (1998) argued that generic characteristics of a strategic decision (such as 

its perceived magnitude of impact, frequency, familiarity, uncertainty, threat / crisis 

component) had an important influence over the dimensions of the decision making 

process, more than other environmental, organizational and managerial factors. 

Furthennore, internal firm characteristics such as fonnal planning systern, lateral 

communication, and politicisation affected to a high degree the decision making process. 

Corporate performance and the size of an organisation have a significant impact on the 

decision process. They also found that control type also influenced several aspects of 

strategic decision-making process. Enterprises under state ownership were found to apply 

more comprehensiveness / rationality and more politicisation when making strategic 

decisions. 

In conclusion, in business organisation ail analysis of intemal and extenial environmental 

factors should be perfon-ned in order to identify and examine its strengths, weaknesses, 

opportunities and threats. These steps will help decisions to be made about business 

bbjectives, business strategies and policies. When the decisions are made, they have to be 

implemented and supervised relative to their realization and effectiveness. In addition to 

the extemal and intemal envi roil rn erital factors, a firrn's characteristics such as 

organizational size and control type will also affect the decision - making process. 
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3.5 Strategic decision making in agribusiness sector 

Strategic planning focused on achievement of specific business objectives is an important 

activity for most fin-ns in agribusiness sector, but it is often conducted infon-nally. 

Decision making on the farrn as Fearne and Ritson (1989) described, "... is an iterative 

process, with information and advice from various sources being cross - rqferenced and 

verified, to varying degrees and often sub-consciously, bqfore, during and qfter the 

adoption qf a new idea ". 

Harper and Eastman (1980) evaluated two sets of goals relative to agricultural business: 

the goals for the family unit and the goals for the agricultural enterprise. Family and 

agricultural goals were analyzed in terrns of their socioeconomic content in order to ensure 

the consistency between tile ranking and therefore avoid any conflicts between tile two sets 

of goals to be evaluated. Quality of life, income and net worth were found to be in the 

highest levels in both hierarchies. Although tile hierarchies of the sociocconornic content 

of goals in both family and agricultural goals are not completely symmetric, these two sets 

of goals in small farm business appeared to be compatible. 

External events can have a significant impact to tile organizational goals. Values on the 

other hand "are a more permanent property qf the individual, less likeýv to change with 

thhe and circumstances " (Gasson and Errington 1993). 

Olih-ner et al. (1998), found that 
Irnanagers 

in tile agribusiness sector were very conscious 

about their values and mostly about tile values affected by, and affecting, unique decisions. 

They also discovered that most farmers had not forniulated quantitative goals (intuitive 

farniers), while there were sonic who had quantified sonic of their goals (analytical 
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farmers). Improvement of the farrn for the next generation was the highest value for most 

fan-ners. Some other high values were private consumption, leisure time and risk taking. 

Objectives were mostlY in the forrn of directions, such as an increase in milk production 

per airy cow. 

Firrns in the agribusiness sector operate in an environment which essentially defined their 

opportunity set. This environment is influenced by the actions of the finns and the 

organizations that were operating within it. That means that the consequences of the 

environmental changes are dependent on the behavioral responses of the participants in the 

agribusiness sector. As Sonka and Hudson (1990) argued, agribusiness competitiveness 

research addresses two perspectives: environmental forces (things external to tile firm) and 

behavioral responses (things internal to the fin-n). Relative to the external environment, 

firms were interested in areas of competitive advantage that can be exploited for profit. 

Efforts directed towards tile external environment should be focused both on the 

anticipation of changes and on changing decision - maker behaviour in order to take 

advantage of opportunities created by those changes. 

Agribusiness organisations which are characterised by a product rather than a commodity 

orientation did not follow an analysis of the general business environment as described in 

Section 3.4 (Westgren ct al. 1988). These researchers classified strategic issues in tile 

following three categories: (a) general business issues, (b) competitive issues and (c) 

internal issues. Environmental regulation and interest rates mainly affected tile general 

business issues, while tax and trade policies were less important for them. Competitive 

issues were of higher concerri than general business issues. Tile identification of the inajor 

product rivals was tile most important issue in this category, while less important were tile 

raw 
_material 

access and tile goals and objectives of rivals. Relative to the internal issues, 

the financial position of the firill displayed the most considerable concern, while research 
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and development appeared to be a less important strategic issue. The relative orientation of 

a firm between production of commodities and production of identifiable products may 

influence the firrn's concern for specific types of strategic issues. Product-orientated fin-ris 

considered the identification of new market opportunities very important, while the 

commodity-orientated firrns showed a low level of interest in this topic. Commodity- 

orientated firms were more concerned about their liquidity and leverage position. 

Harling and Quail (1990) tried to explore whether the concepts and tools of strategic 

management can be applied to farm management. They found that fan-ners had a broad 

general management view in their business, believing that all elements of their business are 

equally important. Interpersonal relations and marketing were also considered important. 

All the managers were familiar with the concept of strategy, but the precise meaning of it 

was unclear. Almost all the managers had a general idea about the goals they wanted to 

achieve, but they appeared to lack an operational view of these goals. The set of goals that 

dominated in farrn management included the increase of profits and net worth. Production 

practices were considered the most important factor that could affect the performance of 

their business. The environment had ail important influence on business perforillance as 

well. Customers consist of the most important factor of tile environment that could affect 

tile perfon-nance of a fan-n business; whilst competitors were considered of lesser 

importance. Farrn businesses were influenced by tile importance ofvarious resources to the 

management process. A very important factor is tile amount of time that the managers had 

available. As tile business did not have organizational charts, the legal forill of ownership 

reflected how the authority and responsibility are allocated within tile business. Only one 

third of the surveyed managers liked to delegate authority and rcsponsibility for jobs to 

others, while a third did not. Moreover, personal computers were not Well used 

functionally by managers in order to plan, coordinate, control and evaluate tile activitics 

performing in the farms. 
Al 
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Warren (1989) reported a survey in Devon and Comwall (U. K. ) of fanners, advisers and 

others who provided services to fan-ners, in order to examine tile way the fan-ners in the 

South West England expect their businesses to change in the next ten years, as well as tile 

additional management skills those farmers need to adapt successfully. Additionally, lie 

tried to identify the steps that the fanners consider are needed for tile accomplishment of 

these deficiencies; and finally, how the providers of management training adapt their 

approach in order to become more effective in meeting tile needs of those fan-ners. 

Analysis showed that people with a high average age and a generally low level of fon-nal 

business management education directed the surveyed agricultural enterprises. The 

decision making process of the farrn is likely to be influenced by the entrance of the 

younger member of the family to tile operation of tile fan-n. Furthen-nore, a number of 

fan-ners (not the vast majority) intend to change the nature of the productive activity of the 

businesses. Of the many farms of the envisaged changes, the-most important were the 

development of activities which are mostly concerned with non-fan-n businesses; a switch 

frorn conventional to specialist markets for agricultural produce; and, particularly in the 

dairy sector, expansion of the businesses by intensification or acquisition of more land 

(Warren 1989). 

Finally, it can be concluded that there is a strategic decision making process in fann 

businesses even in an infon-nal and empirical way. Fan-ners set their goals relative to their 

business and try to make long-tenn strategic and day-to-day tactical decisions in order to 

reach their goals. Factors relative to the external environment such as competitors, buyers, 

political, economic and environmental issues have a significant influence to the decision- 

making process of agricultural Finns. This decision-making process is also afrj e ect d by 

factors of the intemal environment, such as tile legal fionn Of tile ownership, the 

organizational structure, age and cducational level of farmer. 
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3.6 Conclusions 

Many typologies and taxonomies have been developed regarding the business strategy that 

a business organisation may follow, but the nature of the farm enterprise and the 

environment in which it operates creates difficulties in adopting the described typologies 

and taxonomies for the description of the business strategy in the agribusiness sector. 

Furthennore, the factors that affect the adoption of a particular business strategy by a firni 

and the decision making process itself have been presented. The decisions about the 

business objectives, business strategies and policies should be taken after a S. W. O. T. 

analysis and an analysis of internal and external environmental factors is an integral part of 

this process. Finally, when the decisions are made, they have to be irnplemented and 

supervised relative to their realization and effectiveness. The decision making process also 

takes place in the agribusiness sector even in an infon-nal and empirical way. External 

factors such as suppliers, buyers and competitors as well as tile economical, political, 

technological environment and culture, affect the decisions that tile fan-ners should make 

regarding their farm's operation. Moreover, factors existing within the fann including 

organizational structure, existence of successors, fan-ner's age and education, have an 

impact oil the strategic decision making process in the agricultural sector. 
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CHAPTER 4 

MARKETING AND AGRICULTURAL MARKETING 

4.1 Introduction 

This chapter will deal with the definition of the ten-n "agricultural marketing" as well as 

with the description of its issues and its relationship with the business marketing. An 

analysis of the decision making process about marketing strategies in the agribusiness 

sector and the factors that have affected fan-ners in making these kind of decision will be 

also part of this chapter. Also, in particular, marketing strategies regarding the dairy and 

livestock sectors, will be presented. 

4.2 The relation between Marketing and Agricultural Marketing 

In Britain, the study of agricultural marketing was developed in a great extent between the 

two wars as a consequence of low fan-n prices. It was believed that low prices were 

associated with inefficiencies in the distribution of agricultural products from the fan-ner to 

consumer, with fan-ners' inadequate bargaining power and with lack of grading of 

agricultural produce. Rather than fan-ners themselves, govemment as well as illstitutional 

means such as the Marketing Boards were considered to provide tile solutions. Therefore, 

agricultural marketing was strongly orientated towards logistics and towards policy 

(Battenian 1976). 
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Sheperd and Futrell (1982) defined agricultural marketing as a process that "... begins 

when tile product is loaded at the farm gate and ends when goods reaches tile consumer's 

table. It is concerned with physical things as trucks and packing plants and also with 

technological developments in preservation and packaging. " 

Three distinctive approaches were developed relative to the concept of agricultural 

marketing (Breiymer 1973). The first one is that marketing is what happens to a product 

after it leaves the farrn gate. This approach is quite simplistic and conventional. Marketing, 

according to the second approach, occurs wherever transfon-nations take place and operates 

as a co-ordinator of economic activity mainly through tile price. Finally, marketing, 

according to tile third approach, is a forrn of market development through tile cultivating 

dernand and the generating of purchasing power by consumers through differentiating and 

promoting products. This approach, according to Davies (2001), is closest to business 

marketing as it focuses on consumption and consumer behaviour and suggests all 

interaction between members of supply chain (Davies 2001). 

Barker (1989) argued that there are three basic problerns that affect the marketing of 

agricultural products. The first problern is the role of the farnier, which is concluded at the 

farrn gate, and the fact that the marketing of their produce is not their direct concern. So, 

satisfying tile consumers' continually changing dernands presents many problems. This ties 

in very closely with production- orientated management. Farniers produce those 

commodities which are better suited to their farrn's resources; and from there it, is the task 

of tile merchant to find a market to sell these products. The second problem is related to the 

accuracy with whicil prices reflect consurners* demands. These demands act like guides to 

producers as they set their production and marketing plans according to the market prices 

(the market prices transmit consumer demands to producers). Communication problems 

are eliminated when producers are able to rneet C011SUrners face to face and sell their 
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products direct to them. Problems also arise from the fact that agricultural producers are 

based many miles away from the consumers and have to sell their products through the 

intermediaries. This situation has a direct impact on the producers as they face problems in 

keeping themselves in touch with constantly changing demands. 'he third agricultural 

marketing problem is related to transferring the products from the production point to the 

consumer at the lowest cost. 

Ritson (1997) argued that there are four features of agriculture, which led to this almost 

detached and unique nature of -the agricultural marketing. First is tile structure of fan-ning 

with, typically, many thousands of small businesses supplying an agricultural commodity 

market. The second important feature of fanning is that the agricultural products are 

-undifferentiated". In other words, as produce leaves tile farm gate, in most cases tile 

output of one farrn is much the same as that of others farms: milk is milk, lamb is lallib. 

That. means that due to the fact that raw output is difficult to brand, industrial buyers buy 

agricultural products in bulk and their only interest is to reduce tile cost Ulaines 1999). 

These are the two features that make the marketing mix variables Of limited relevance to 

individual farmers. Tile third important characteristic for agriculture is the remoteness of 

the agricultural producer from the final consumer. The value of tile product typically is 

getting a twofold increase between the farm gate and the retail sale. Illis Process is usually 

controlled by businesses under ownership independent of fanning. Therefore, distributioll 

channels consisted of a very important factor of the marketing of agricultural products. 

Finally, government intervention (e. g. C. A. P., Agenda 2000) could be interpreted as the 

manipulation of the four elements of marketing mix and, as a consý ju 11C XeC. had a great 

impact on agricultural production. In many countries the Fanner's major customer for most 

agricultural commodities has bccn the govcnini. crit, wNch provided a product sPecificatioll 

and underwrote production witil support priccs only marginally linked to real custoiller 

requirements (Haines 1999). 
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According to Allen (1997) most farrilers' marketing orientation simply associates with the 

process of selling their products. As Barker (1989) argued, there are two extreme positions 

that can be identified in the agricultural businesses: the production orientated and selling 

orientated farmers. The production-orientated farriler believes that the most important part 

of his business is concerned with the goods that lie wishes to produce. On the other hand, 

the selling orientated farmer will endeavour to produce goods that can be profitably sold, 

giving due consideration to the likelihood of profit before production is undertaken. There 

is also a third option that farrilers have in order to marketing their produce. This is through 

co-operative schemes. One of the main aims of co-operation, both voluntary and 

compulsory, is the reduction of the inherent weaknesses of the farrilers acting in the market 

individually since the bargaining power of the individual is limited in comparison with tile 

people with whorn lie is trading. Fan-ners, by acting in the market not as individuals but 

under co-operative schemes, will receive synergistic returns due to the increased scale of 

operation (Barker 1989). There are many kinds of co-operative schemes that can be 

identified: machinery sharing, production co-operation, marketing co-operation, 

cooperation in the supply of fan-ners' requisites and federal co-operation. 

Farmers will have difficulty in maintaining their income from the market without 

diversifying into new products and enterprises (Haines 1999). Although diversification 

opportunities are not unlimited, there are always some for tile entrepreneurs who have the 

initiative to identify them, as well as having the dedication and tile resources to exploit 

them. Many fan-ners may also benefit from rural - reallocation of light industry and 

commerce due to tile improving corni-nun i cati oils technology that encourages more people 

to work in the countryside (Haines 1999). Farmers may also ' roduce and market products P 

for special niche markets such as *'organic products" and **healthy products*' due to tile 

high desire of tile consumers for this kind of products as a result of their interest for diet or 

because they believe that these products will improve their social prestige or because they 
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are just fun (Hughes 1995; Allen 1997). Polopolus (1982) argued that farmers fi may bene it 

from improved marketing and distribution efficiency by increasing the derived farm level 

profits for given consumer dernand levels. Improved efficiency of marketing and 

distribution may also enhance the competitive position of farmers so as to maintain or 

expand their markets at home and abroad. 

Therefore, marketing channels arc of great importance to the prosperity Of famling, All 

fanners should utilise marketing channels. Any farmer that produces goods, which are in 

excess of his/her domestic consumption, should choose between various marketing 

channels in order to dispose his/her produce. For some farmers, this is simply a matter of 

routine, selling through the same outlets every year. For others, tile choice of marketing 

channel is a very important decision (Barker 1989). 

4.3 Decision making in agribusiness marketing aspects 

Fanning businesses have to make decisions relative to tile tYPe of stock, method and 

timing of sales, price, payment and distribution channels in order to achieve their 

objectives. Hence, decision making relative to marketing is a VcrY important part of the 

general decision making process and therefore crucial for tile fialfilment of tile business' 

objectives. 

McLeay et aL'(1996 

,) 

analyzed fan-n business marketing and strategic management_ 

processes. Five clusters were deten-nined according to the strategy t1lat businesses appeared 

to follow. These clusters were the following: 

Li Production / Production Flexibility Strategy 

u Stability Strategy 

Lj Production Market Outlet Focus Strategy 
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" Differentiation Strategy 

" Arbitrage Strategy - 

They found that members of the first cluster followed strategies that were characterized by 

production flexibility, production focus, high levels of market knowledge and low costs. 

Stability and financial focus factors influenced fan-ners' strategy of tile second cluster. 

These fan-ners cultivated a standardized crop mix that was thought to grow well in their 

farrns. They considered the farm gate as the boundary of their farrn and, therefore, market 

infon-nation was not a very important factor for them. Farmers of the third group were 

thought to consider production activities as an important factor of their strategy, but they 

were found to use an inflexible crop mix and a high degree of channel flexibility. They 

sold to a large number of different agents or market outlets and were continually searching 

for new outlets. Members of the fourth group were more interesting in the strategic 

dimension relating to differentiation, preferring to differentiate their produce by growing 

niche crops or to involve in other adding-value activities such as processing and marketing. 

These fan-ners also interested in getting involved in off-farni activities as well as in high 

levels of market knowledge and in the financial imp'crative dimension. High levels of sales 

f1exibility characterized fan-ners that were members of the fifth group.. They preferred to 

sell their produce on the free market rather than oil contract, store their produce and wait 

for price improvement. They focused oil short - ten-n returns, sales and investment 

opportunities rather than production concerns. Tile researchers also found differences in 

farni sizes between fan-ners following differentiation strategy and farmers adopting 

production focus / production flexibility strategy. Many farmers following a production 

focus / production flexibility strategy were likely to occupy positions of responsibility in 

fan-ning organizations and marketing cooperatives. Differentiators on the other hand, had 

limited involvement to business activities directly related to tile farni but they spent a lot of 

time working away from tile fan-n. Farmers adopting stability and arbitrage strategies 
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spend less time working away from on farm activities that were related to their farms, 

contrary to the farmers that follow strategies focused on production activities. 

I 
Other researchers have tried to identify tile factors that affect farmers' marketing decision 

making. Royer (1995) argued that distribution risk is another factor influences marketing 

decision making in agribusiness sector. Risks that agricultural producers face are relati"'C 

to the decisions about the prices, quantity, quality and the timing of delivery. 

Transaction cost is another factor that has significant influence in marketing decision- 

making (Hobbs 1996a). Loader (1997), described the implications of transaction costs for 

agricultural marketing channel structure, and derived some basic ways of assessing and 

examining these costs. The study illustrated tile possibility of using tmiisactioll cost 

economics in order to make a detailed diagnostic investigation of individual relationships 

within an agricultural system, and explored the implications of such relationships of 

channel structure and integration. 

Hobbs (1996b) measured the relative importance of the transaction cost arising from tile 

need of retailers to ensure quality consistency, traceability and farni animal welfare. Tile 

inforl-nation and monitoring cost occurred because of tile rctailer*s needs to ensure that 

beef suppliers were of a consistent quality. This emerged as an important factor affecting 

the choice of supplier, followed by the traceability of cattle, such as whether'the beef 

originated from a fan-n assurance scheme or not, and tile price paid by tile retailer. 

Procurement preferences of individual respondents were also exammed reveali'119 sorne 

differences between retailers. 

Hobbs (1996c) tried to investigate if different supplv chinnels i'IIPo-, c dillerent t)'Pes and 

levels of transaction cost on beef processors in U. K., 1111ding that tile Monitoring costs 50 
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arising from the traceability of cattle of the farm of origin were the most important of the 

transaction cost attributes. 

Interactions of legislative restrictions, economic pressures and technological advantages 

caused many changes to the meat production industry from the agricultural producer to the 

final consumer (Murray et A 1996). They found that multiple retailers commanded over 

60% of the retail meat sales in 1994, and paid much attention to the traceability of tile 

meat. 

Therefore, many factors (such as farrn size, debt requirements, kind of fan-ner's 

occupation, sources of infon-nation, fan-ner's focus on production flexibility, achievement 

of low production cost, fanner's market knowledge) might influence decision making 

relative to marketing strategies in tile agribusiness sector. Marketing decision-making 

might also be affected significantly by factors such as the distribution risk, transaction cost 

and other forces relative to external environment (e. g. legislative restrictions, economic 

pressures and technological advantages). 

4.4 Marketing of livestock 

Producers' decisions are influenced by the relative importance that they give to their 

selling and producing roles (MLC 1980). 

Mitchell (1976) examined the extent to which famiers were influericcd in their livestock 

marketing decisions by publicly available inforniation on prices and supplies. He argued 

that the acquisition of information is ail essential part of the decision making process. fie 

also argued that the decision problern that producers* face in the case of livestock is 

Whether to sell ill liveweight or in deadweight and, if the decision is liveweiglit, whether to 
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sell by auction or privately. He found that deadweight selling tended to be attractive to 

product-orientated farmers who were attempting to establish a product reputation. 

Therefore, the directness of contact between seller and buyer gave easy opportunities for 

an exchange of infon-nation related to the type of product preferred by the buyer and the 

possibility of obtaining a premium payment for it. Oil the other hand, the Selling odentaled 

fan-ners believe that time was well spent in attending auctions in that it brought an 

additional return (Mitchell 1976; MLC 1980). This type of producer thinks that the 

advantage lies mainly in the price infon-nation, which was acquired as a result of tile 

frequent attendance at auctions. Some selling - orientated farmers were also inarket - 

orientated in the sense that they were conscious of the need to adjust their product to the 

demands of the market. For these agricultural producers, attendance at auctions had an 

additional importance as it gave them the opportunity to gain information about niarket 

preferences. From Mitchell's (1976) study, two major conclusions emerged that are related 

to the marketing behaviour of farmers in general. First, fanner's actions in marketing wer C 

most commonly the results of long - term decisions. In other words, marketing decisions 

are part of a long-terrn policy. The typical fan-ner is aiming to produce for sale either at 

auction or through a deadweight centre. But lie did not consider tile two methods as 

practical alternatives. The second major finding was that when marketing decisions were 

of short-tenri nature, they were influenced by many factors. Prices or price expectations 

were the most frequently mentioned single factor but there are also some other factors sucli 

as the lack of trust in deadweight centres or the enjoyment of auctions for social reasons. 

Local markets in U. K. are places where infon-nation is exchanged When farmers 11jeet 

together. Fanners rate liveweight and deadweight selling stfictly according to their 

practical benefits (Bullen 1984). One of tile characteristics Of tile livestock market is tile 

face-to-face contact between sellers and buyers that takes place and provides a confidence 

in the open - buying process (Jones and Steel (1995). Another cliaracteristie is IIIat farniers, 
5ý 



Chapter 4: Marketinz and Apricultural Marketinz 

have the option to take their animals back if they do not approve of the prices. In livestock 

markets, there is always a price level, in which any buyer that believes it is worthwhile to 

purchase an animal can make an agreement with the seller in order to buy it (Bullen 1984). 

Deadweight prices, according to him, tend to follow price trends existing in livestock 

market. A deadweight buyer responds to the market prices after the event, which means 

that there is always a time lag from week to week. If prices seem to be increased, fan-ners 

sell through auction markets. On the other hand, when prices are expected to fall they sell 

their stock deadweight before the falling of prices influence the abattoir price within a 

week's time. Fan-ners are reluctant to sell through abattoir because many slaughterhouses 

face financial problems due to high overheads and poor management. Auctioneers pay 

fan-ners oil the same day the transaction takes place or within seven days, while most 

abattoirs take ten days or longer to pay. 

Kolils and Uhl (1990) reported -that many fan-ners in U. S. preferred direct sales because 

this kind of market usually requires fewer marketing services, which means less marketing 

expenses. They also felt that in direct sale there was less shrinkage (loss of product and 

value) and that direct sales were more convenient. In direct sales, farniers maintained the 

physical control over livestock until they are sold. Oil tile other ]land, many farnicrs used 

ten-ninal markets because they did not have any other choice. There were many small 

producers who needed the services that were provided by the terminal markets. There were 

also many fan-ners who thought that competition was more vigorous ill tile terminal 

markets because there were more buyers and sellers physically present at tile terminal 

market (Kolils and Uill 1990). Therefore, direct sales seem to be more popular ill U. S. than 

in U. K. presumably due to tile longer distances exist ill U. S., which lead to higher 

transportation and marketing cost. 
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Grega and Ray (1992) argued that the interest in electronic marketing was derived from 

two reasons. First, multiple retailers were reluctant to use live auctions, because of the 

variable quality and the difficulty of tracing stock back to source. Second, some fan-ners 

were'seeking a cheaper and less stressful alternative to transporting livestock to live 

auction markets. Electronic auctions were organized with rules and clear rights to access 

infon-nation. The basic concept of this marketing method is the simultaneous trade 

negotiations among spatially separated buyers and sellers channelled into an interactive 

central market through electronic communications (Henderson 1984). Buyers and sellers 

could be observed in the process of trading and they did not have to travel in order to meet 

each other. In electronic markets, verbal, pictorial or electronically censored descriptions 

were used, which means that the product was sold without being moved. Tile buyer did not 

have to take an immediate delivery but it could negotiate with the seller who maintains t1le 

control of the product until the exchange takes place. Graharn (1997) compared the two 

kinds of auction markets and argued that live auction markets are inefficient due to the cost 

of animal transportation, the time required for participation by both buyers and sellers and 

the distortion of price in local markets. Electronic markets, on the other hand, reduce the 

cost of bringing buyers and sellers together as well as the cost of completing transaction. 

The spatial impact of electronic trading, according to Sporleder (1984), is related to the 

larger geographic areas over which buyers may procure supplies and the larger least - cost 

volurnes. To a degree, electronic marketing expands geographic procurement areas, and 

disparate submarkets experience enhanced buyer competition by loweri'ng effective 

concentration levels for any particular seller. This suggests higher short run prices and tile 

potential to increase long-term buyer concentration in the global or aggregate market 

(Sporleder 1984). 

Hobbs (1997) stated that tile type of cattle, quick payment and the received price are the 

most important reasons for selling cattle live weight. Age, education and farni profit also 
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influence fan-ners using live auction markets. On the other hand, convenience and payment 

being directly based on carcass value as well as the price and the long-standing relationship 

with the buyer comprise the most popular reasons for selling dead - weight. Furthennore, 

23% of those fan-ners that hold an undergraduate degree and 20% of those with a 

postgraduate degree were using an electronic auction market. Experimenting with the 

system as well as the higher expected returns are the most important reasons for using an 

electronic auction system. Group marketing was more popular with those fan-ners who had 

some further or higher education beyond that of a college day release programme. The 

most popular reason for joining a group-marketing scheme was because it provided an 

outlet for a specific type of cattle. 

Davies (1999) tried to examine the impacts of farrn marketing groups in some specific 

areas of interest. The member of groups lie surveyed had quite similar age, experience and 

education. Actually the average age of the surveyed fanners was around 50 years, most 

fan-ners had more than 20 years working experience and their education was either up to 16 

years or college level and beyond. The majority of tile fan-ners in the examined groups had 

large lierds. lie surveyd four groups: 

(a) Group I-A small independent beef producers' group in the South West England 

with fewer than 150 members. 

(b) Group 2-A large meat producers' group in the South of England with over 600 

members. 

(c) Group 3-A large retail supply group with several thousand members. 

(d) Group 4-A small lamb producers" group with 138 members in South West 

England. 

He found that there was a variation in the use of marketing groups by fanners. Marketing 

schemes were only a part of illixed marketing strategy for up to a third of group members. 
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Many of the fanners were recruited from liveweight and deadweight marketing channels 

while there were a small number of fan-ners that used mixed strategies previously. Retail 

orientated producers were strongly motivated by the better prices they could gain, while 

the increasing knowledge on stock grades was their second priority and an assured market 

the third. Better prices and guaranteed payments were also very important factors for the 

remaining groups. Groups I and 4 ranked generated market power as their top priority, 

possibly influenced by their experiences in their locality where one supen-narket buyer 

dominate the limited sales outlets. The remaining independent group considered a reliable 

scheme management more important than market power. All groups had a positive 

influence in improving members' knowledge around issues of quality and market 

awareness. An increase of the quality of stock marketed through the group, which therefore 

leads to an increase of bargaining power and the market presence was one of the interests 

of the management of the groups. The majority of farmers that sold cattle, used the 

marketing schemes for their entire output while there were some fan-ners that they used 

mixed patterns of sale. Davies (1999) argued that the issue of flexibility in channel clioice 

was very important in the lamb group strategy that required all stock to be marketed 

through the group. 

Murray ct al. (1998) carried out a survey of complete journey structure of over 18,000 

slaughter weight lambs from fan-ns to abattoirs in order to examine tile factors affecting 

meat and livestock distribution within the U. K. and the relationships between journey type 

and animal type in relation to the impacts on transaction cost. They found out that journeys 

in livestock distribution systems are diverse and vary in complexity; and argued that- tile 

prevailing perception of improved animal welfare may be invalid. 

Davies (2001) examined tile factors affecting meat and livestock distribution within U. K.. 

Based on the methodology of McLeay et al. (1996), lie measured differences between 
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firms over a number of strategic variables and using strategic group analysis to identify 

strategic groups. He identified a number of different types of strategic variables. Those that 

were related to strategic activity were used as inputs for factor and cluster analysis while 

the others were used for tile development of profiles of the strategic group members. 

Twenty marketing channels relative to tile beef sector (six direct channels and fourteen 

multiple) and sixteen distribution outlets regarding the sheep sector (four direct and twelve 

multiple) were identified. 

The strategic dimensions he used in a survey of the beef fan-ners in Devon and Cornwall 

were: market knowledge, production planning, consumer and buyer orientation, channel 

flexibility, differentiation, quality and traceability focus, and cost focus. The groups 

identified were: (a) the group that adopted a selling orientation strategy, (b) the group that 

followed a buyer orientation strategy and (c) the group that followed a differentiation 

strategy. The profile characteristics of each strategic group appeared to be consistent with 

their cluster profiles. Fan-ners of the selling oriented group were focused oil sales rather 

than production. Synchroilising production in relation to seasonal fluctuations, as well as 

tile continually monitoring local prices (in order to achieve short term profits by selling to 

a large number of livestock market outlets) were the main factors from where farillers 

adopting selling orientated strategy could derive sorne advantages. They consider 

marketing as a selling function that provides additional income. Fan-ners of the buyer 

orientation group followed a cost efficient production strategy. They were focused oil 

producing livestock that could meet market requirements in terms of carcass quality and 

traceability. They believed that profit maximization could be achieved through: (i) a 

greater understanding of what is happening in tile market place, (ii) off-farill marketing 

involvement and (iii) tile likelihood of holding positions of responsibility within farming 

organizations. They viewed marketing as extending beyond tile farm gate. Finally, 

differentiators had non-farni business involvernent, high levels of market knowledge. off - 
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farm marketing activity and a greater likelihood of holding positions of responsibility 

within fanning organizations. They were highly educated, characterized by entrepreneurial 

skills and actively sought opportunities to differentiate their production by producing niche 

livestock or involvement in further processing. These kind of fan-ners were also 

characterized by high levels of marketing orientation and vertical integration as well as 

considered marketing as business function of the whole enterprise. 

Furthen-nore, Davies (2001) identified the following key strategic dimensions regarding the 

marketing orientation of the sheep fan-ners operated in Devon and Cornwall: 

differentiation, product focus, production planning, consumer and buyer orientation, 

market knowledge, quality and traceability focus, distribution knowledge, cost focus. 

Additionally, sheep farmers followed one of the three derived marketing strategies which 

are: (a) opportunist strategy, (b) production orientation strategy and (c) differentiation 

strategy. The fan-ners who followed the opportunist strategy planned their production to a 

limited degree to coincide with seasonal fluctuations as well as monitoring market prices. 

Even though they considered that they met consurner and retail expectations, they had low 

levels of market knowledge regarding detailed market requirements and production eosts. 

They had a reasonable knowledge of distribution of their produce and were involved with 

off-farrn activities. Most of these fan-ners also produced carcasses meeting minimurn 

market requirements. '17hey also might view their sheep production as a minor enterprise 

associated primarily with a grass managernent function providing additional income. 

Production orientated sheep fan-ners perceived that most of their profit occurs by 

implementing a cost efficient production strategy as well as by adapting their productiol, 

techniques to rnect detailed market requirements. They are not eager to seek out new 

markets, nor involve themselves in off-marketing activities or planning production wit], 

regard to price monitoring or scasonal fluctuations. Differentiators produced llicile 

livestock, considered that their main rivals are small specialist producers, and were 
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involved with other added value activities. They also met market requirements regarding 

carcass confon-nation, were concerned about the quality and traceability of their produce in 

order to increase their farrn success as well as planning their production by monitoring 

market prices and seasonal fluctuations. Furthen-nore, they were aware of exploiting 

marketing opportunities. Differentiators were interested in producing livestock of a 

different quality than those produced by other fan-ners, considered that overseas farmers 

are not their main competitors while they adapted their enterprise mix in order to minimize 

their enterprise risk. 

According to the above studies, the main factors that influence decision-making in 

livestock marketing are: price expectations, guarantee payments, speed of payment, grade 

of stock and market power. Some other factors that influence fan-ners decision making 

relative to marketing channels are the fact that in live auction markets a face to face contact 

between fan-ners and buyers takes place as well as the option that fan-ners have tq take their 

animals back if a disagreement betwe&n seller - buyer occurred. Therefore, fan-ners' off- 

fan-n activities, educational level, entrepreneurial skills might affect farniers' decisions 

relative to their business strategies and marketing strategies. 

4.5 Marketing of milk as an agricultural product. 

In dairy fan-ning, fanners have several options in the use of their milk. They may feed it to 

calves, consume it in the farrn household, separate it into skirnmed milk and crearn and sell 

tile crearn only, retail tile milk direct to tile consumers, or sell the whole milk to dairy 

processors, or they may process it themselves to produce clicese, yogliurt and ice crearri 

(Kolils and Uhl 1990). Tile U. K. dairy industry mainly uses tile milk from the cows in 

order to produce liquid milk and other dairy products. In Greece, tile dairy Industry uses 

sheep and goats milk as intensively as cow's milk. Sheep and goat milk is used for tile 
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production of processed milk products such as yoghurt, butter and cheese. Cow milk is 

used in Greece for the production of liquid milk, yoghurt, cream and ice cream. 

Baker (1973) argued that milk in U. K. can move from the fan-ner to tile final consumer 

through a number of different marketing channels. The most direct marketing channel was 

that from the producer to retailer, involving only one stage of transport (producer - 

retailer's own delivery vehicle), but it accounts for very small quantities of the total 

consumed milk. A crucial source of supply of liquid milk was the processing dairies. 

Processing dairies were supplied with milk either directly frorn tile farrn or frorn a country 

depot. Another important outlet for milk were the retailers without heat-treating or bottling 

facilities, whose supplies could come either from wholesale dairies or processing depots. 

Finally, retailers with bottling facilities were supplied with milk from country depots. The 

quantity of milk sold through this marketing outlet was very small. Manufacturing milk, on 

the other hand, was mainly processed in crearneries, some of which could be supplied ex- 

farm or by feed-back of surplus milk from town dairies. 

In 1994, the arrangement for milk marketing in the U. K. changed. Previously, fan-ners 

should sell the milk they produced through the Milk Marketing Scherne that was 

dominated by the operation of Milk Marketing Boards (MMBs) which, in reality, were a 

statutory co-operative linked by Joint Committee to the processors and manufacturers of 

rnilk products (Hobbs 1995; Fearne and Bates 2000). Williams (1993) defined the Milk 

Marketing Scheme as a rneans of regulating competition in the dairy industry, which gives 

rights and creates obligations for parties within the industry aiming to create a fair balance 

of competitive forces. Tile absolute priority of the Milk Marketing Board was to maintain 

and, if possible, to increase the consumption of liquid milk (Baker 1973). There were five 

Milk Marketing Boards in U. K., one in England and Wales, one in Northern Ireland and 

three in Scotland. Since the government disbanded tile systern of milk marketing boards, 
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farmers choose to sell their milk through voluntary milk marketing co-operatives or under 

contract direct to dairy processors (Hobbs 1995). The U. K. milk market, after de- 

regulation, was influenced, as Feame and Bates (2000) argued, from: (a) the growth of the 

supermarkets who are progressively dominating the market for liquid milk, (b) the 

progressive rationalization of dairy processors in an attempt to reduce costs and to 

maintain market share and profitability, (c) the growing constraints of the C. A. P. and 

W. T. O., (d) the current weaknesses of the Euro compared to sterling, reducing the target 

price for milk and (e) the, growtb of global milk production at a time of falling global 

demand. 

After 1994, there were three options for most dairy farmers: (a) to sell the milk to Milk 

Marque, (b) direct to a dairy, or (c) to joint a regional producer group which pools all its 

mernbers milk so that the advantages of local collective strength can be realized (Walkland 

1994). With Milk Marque, the costs to the farms throughout the country were effectively 

shared while local co-operatives maxii-nize the advantages of location. Many mediurn size 

companies sourced their rnilk from Milk Marque while some smaller processors were 

seeking to source their milk direct from fanners. Nowdays, Milk Marque has been replaced 

by three large milk marketing groups that are Milk Link, Zenith and Axis (Fearne and 

Bates 2000). The milk producer groups can be distinguished according to the above 

researchers to quota-holding and nori-quota holding producer groups. The quota holding 

groups sell processed milk on behalf of their members, arranging tile collection, testing and 

transport of their milk. They also run their own systems for invoicing processors, making 

payments to their members for their milk and managing their members' quota. Oil the 

other hand, non-quota groups do not take tile ownership of their members milk and they 

are not involved in any distribution and administrative activities, which are run by the 

processors who buy their members' milk. Moreover, they are dedicated suppliers to just 

one processor (Fearne and Bates 2000). 
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Sales outlets in Greece for the sheep and goat milk comprise local processors (in most 

cases these are local family based or co-operative based firms) and big national dairy 

industries if they are located in the area. Feka, ct al. (1997) clustered the dairy -processors 

in nine strategic groups (Figure 4.1) according to their size (number of employees and 

volume of sales, market share) and to the degree of diversification (number of products 

they supply to the market). Four of these groups (groups F to 1) contain relatively small 

and mostly regionally orientated companies, their production scale is low and their target 

market narrow. The other five groups (groups A to E) contain big and dynamic companies. 

The competition between them is vigorous, since they operate nationally or intemationally, 

and they try to capture as large market share as possible with the same product range, 

which is large. 

Large Evaporated 
milk 
(A) 

Geographical 
Scope/Firrn'. s 

size 

Low 

Dairy 

Dairy 
Products 

Products (E) 
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Cheese utter, 
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Figure 4.1: The structure of Greek milk processors 

Source: Adapted from Feka, et aL (1997) 

IIi "Al 

Fearne and Bates (2000) tried to identify the appropriate marketing strategies relative to 

the classification of milk and dairy products as differentiated products or as commodities. 

Figure 4.2 presents the current situation in U. K. dairy sector in terms of the size and 

growth of profits from commodities and diffentlated products. 
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Figure 4.2 The Dairy Product Marketing Strategies L19 

Source: Adapted from Fearne and Bates (2000). 

The profit derived from commodities (which in volurne terrns is tile majority) is declining; 

while that from differentiated value-added products is increasing. Commodity markets,, are 

characterized (Figure 4.2) by a short terrn planning horizon and adversarial trading 

relationships. Differentiated products, on the other hand, take more time to develop and 

work in a partnership trading relationship rather than in conflict. Due to tile speed with 

which technology is transferred from one manufacturer to another and the accessibility of 

the market inforniation to all parties in the supply chain, the life cycles of new products are 

getting shorter along with the lead times for new product development. 

Fearne and Bates (2000) argued that all parties in U. K. dairy industry should realize the 

importance of understanding consumer wants, needs and preferences. The response of 

many U. K. dairy processors to this challenge was to develop standardized prOdLICtS with a 

wide appeal, maximizing processing efficiency and minimizing marketing expenditure. 

Such an approach had resulted in the U. K. dairy industry today finding it difficult to 
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survive in a "free" market. Even though the British market of the high value - added 

products is dominated by overseas firms, there are opportunities for adding value in sectors 

which are predominantly un- branded - liquid milk and cheese -which together account for 

over the 70% of the U. K. milk market (Feame and Bates 2000). They also argued that -a 

small increase in the returns for suppliers into these two sectors would have a much larger 

impact on the farm gate milk price than the introduction of a new branded yoghurt. Niche 

markets, such as organic milk and clicese as well as yogliurt, ice crearn and Cr6me fraiche 

marketed under a local/regional banner, also offer great opportunities for small and 

medium sized dairy processors including fan-n-owned enterprises (Feame and Bates 2000). 

Kitsobanidis et aL (1980) examined tile sheep farming in Greece and found that it could 

operate successfully on one hand by the pastural type (the animals are fed during the spring 

- summer and early autumn in grasslands) and on tile other liand by the semillome-fed type 

(tile animals are fed during the spring - summer and early autumn both in grasslands and - 

sheepfold). The first type could operate successfully based on large size while tile second 

type could be based on high productivity sheep (high milk yield and high numbers of 

larnbs born) in order the utilization of land by sbeep fan-ning to becorne more profitable 

than any other kind crop or livestock enterprises. Low wages of hired shepherds, tile low 

cost of animal feed during the winter months, as well as tile better organization of milk and 

meat marketing cooperatives for achieving higher milk and meat prices were the factors 

that influenced tile profitability of the first type of sheep farrining. Oil tile other ]land, the 

best combination of the available production factors for acilieving the cheapest ration 

connected with tile best organization of tile marketing and production of sllecp products 

affected the profitability of the second type of shecp fanning. 

From tile above analysis it can be argued that milk-marketing channels in Greece and U. K. 

are almost similar. Domestic supply and consurner dernand as well as the milk quota status 64 
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and the general Common Agricultural Policy are factors affecting the milk marketing in 

E. U. 

A more detailed analysis relative to the structure of milk sector in U. K. and Greece as well 

the existing marketing channels will take place in the following chapter. Furthen-nore, the 

consumption patterns of milk and dairy products as well as the factors that affect thern are 

presented in Chapter 6 of the thesis. 

4.6 Conclusions 

Decision making regarding marketing and more particularly about distribution patterns is a 

very important part of a farmers' decision making process, and therefore crucial for the 

fulfilment of agribusiness' objectives. Factors such as farrn size, debt requirements, kind of 

fan-n enterprise, sources of infon-nation, farnier's focus on production flexibility, 

achievement of low production cost, and market knowledge might influence tile decision 

making relative to tile selection of marketing strategies in tile agribusiness sector. Tile 

livestock distribution systern ill U. K. is completely different than that which exists in 

Greece, while the milk-marketing channels in Greece and U. K. are similar. 

Little is known about the strategic management process of fan-ners and particularly about 

the factors and the fan-ners' characteristics that influence them to choose a particular 

strategic alternative. Furthennore, little research has been undertaken about tile association 

between marketing strategy selection, tile utilisation of particular distribution patterns and 

the factors that affect their choice in the livestock and dairy sector. Besides, no such 

research has taken place in Objective One Regions, either in Greece or in United Kingdom 

since the Foot and. Mouth outbreak in 2001, which had great impact oil the country's 

livestock sector. 

65 



Chapter 5. - Description of the Livestock and Dairy Sector in the Region OfEMTh and 
Cornwall 

CHAPTER 5 

DESCRIPTION OF THE LIVESTOCK AND DAIRY SECTOR 

IN THE REGION OF EAST MACEDONIA AND THRACE 

AND THE COUNTY OF CORNWALL 

5.1 Introduction 

In order to examine the factors affecting the choice of marketing strategies by sheep/goat 

livestock and milk producers in the Region of East Macedonia and Thrace (EMTh) in 

Greece as well as sheep and dairy cow fanners in the County of Cornwall in U. K., the 

marketing channels that the examined fan-ners use for the distribution of their products 

(ineat, livestock and milk) in these two areas have to be identified. 

These two regions were selected as study areas for this comparative study because both 

have been designated as Objective One Regions by the E. U.. Furthen-nore, both regions 

have many similarities regarding their agricultural sector. Therefore, tills chapter begins by 

providing a general description of the two study regions in ternis of area, population and 

labour force. This is followed by a more detailed analysis of the livestock and milk sector 

in EMTh and Cornwall in order that their similarities and differences can be identified. 

These descriptions are based on historical data up to the year 2000 when this study started 

and the study areas were chosen. 
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5.2 General Description of the Region of EMTh and the County of 

Cornwall. 

The Region of East Macedonia and Thrace (EMTh) is ail administrative Region and 

consists of the geographical areas of East Macedonia (except the prefecture of Seres) and 

Thrace, including 5 prefectures in total: Drama, Kavala, Xanthi, Rhodopi and Evros. The 

islands of Thassos and Samothraki are also part of this Region. It is situated in tile North 

East Part of Greece and its whole area reaches the 1,415,770 Ila (10.7% of the total area of 

the Country). The land of the Region can be divided from the morphology point of view to: 

(a) the plain area (486,780 Ila or 34.4%), (b) semi - mountainous area (368,780 Ila or 26%) 

and (c) mountainous area (560,210 Ila or 39.6%). The total cultivated area is about 417,056 

Ila, tile pastures are about 462,810 Ila, the forest area is almost 443,140 Ila and tile rest of 

tile area is about 135,830 Ila. The population of EMTh is according to National Statistic 

Service of Greece (N. S. S. G) 611,067 people (N. S. S. G 2005e) - 5.6% of the total 

population of the Country. Almost 40% of the population of EMT11 is rural and 60% is 

urban. The following table (Table 5.1) presents tile composition of tile population of tile 

Region EMTh in each of the five prefectures. Tile labour force in EMT11 according to tile 

(N. S. S. G 20050 is about 243,649 people. 

PREFECTURES URBAN RURAL TOTAL 
DRANIA 65,589 38,386 103,975 

(63.1 ", lo) (36.9', "o) (I owv. ) 
KAVALA 91,050 54,004 145,054 

(62.8'/,, ) (37.2%, 1) (1 ow', /. ) 
XANTHI 58,902 42,954 101,828 

(57.8"/o) (42.21ý,, ) 0 000,10) 
RIIODOPI 57,044 53,784 110,828 

(51.51/0) (48.5%o) (low"o) 
EVROS 89,608 60,746 149,354 

(59.3'V,, ) (40.7", '0) (1 oo-', ý. ) 
REGION ENfri, 361,193 249,874 611,067 

WI IOLE GREECE 7,980,414 2.983,606 10,904,020 
(27.2%, ) (I 00""o) 

1 ame -ý-i: I lie composition of population of ENITh Region in the year 2001 

Source: After N. S. S. G (2005e). 
r- o7 



Chapter 5: Description of the Livestock and Dairv Sector in the Region ofEMTh and 
Cornwall 

The Gross Regional Product of the Region of EMTh in 2001 (N. S. S. G 2005d) was about 

5,594 million euro comprising the 4.3% of the GNP of Greece. The primary sector 

represents about the 29% of the GRP; the manufacturing sector the 32%, and the service 

sector 39%. The income per capita in the Region of EMTh is about 9,219 euro while the 

national per capita income is about 11,995 euro (N. S. S. G 2005d). That means that the 

Region of EMTh is one of the poorest in Greece, and is also characterised by the E. U. as 

an Objective One Region (as is the whole of Greece). 

Cornwall on the other hand, is a rural and maritime county included in the South West 

Standard Region of England. The county of Cornwall has an area of 354,920 Ila (about one 

quarter the size of EMTh) while the total agricultural land is about 272,195 Ila (77%), and 

its whole population is about 501,267 (National Statistics 2005b), only a little smaller than 

that of EMTh. 

Tile Gross Domestic Product of tile County is f 3,545 millions. The primary sector 

represents about the 6% of the regional GDP. Manufacture represents 23%, and tile service 

sector represents 71 %. Compared with EMTh, the primary sector in Cornwall is very much 

smaller as a percentage of GDP; and the manufacturing sector sornewhat smaller. On the 

other hand, the. scrvice sector in Cornwall is almost twice the percentage of GDP compared 

to that of EMT11. The GDP per head is E7,614 for Cornwall (four times that of EMTh) 

while for the whole country it is f 10,711. Compared with tile rest of tile U. K. it is therefore 

poor and indeed Cornwall has been designated by the E. U. as Objective One Area. The 

whole labour force of Cornwall reaches tile 214,260 people (Cornwall County Council 

2005) almost lialf of that of EMTli due to higher proportion of elder] y/reti red people in 

Cornwall compared with EMTh. According to the N. S. S. G. (20050 and the National 

Statistics (2005b) people who are more than 50 years old represent tile 35.5% of the total 
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population in EMTh and the 41.4% of that in Cornwall. On the other hand, people between 

20-49 years comprise 41.5% of the total population in EMTh and the 35.6% in Cornwall, 

while people up to 19 years old represent about the 23% of the total population in both 

cases. The composition of the labour force, classified according to the economic activities 

of the county is illustrated below (Table 5.2; Cornwall County Council 2005). 

Economic Activity Employment (workers) % of the total 

Agriculture and Forestry 9,000 4.2 

Fishing ý 750 0.3 

Mining and quarrying 2,805 1.3 

Manufacturing 23,785 11.1 

Electricity, gas, water 1,155 0.5 

Construction 17,355 8.1 

Retailing, car repair 38,915 18.2 

Hotels and catering 18,710 8.7 

Transport and communication 11,165 5.2 

Financial Services 4,010 1.9 

Estate agents, business 18,730 8.7 

Public administration, defence 15,340 7.2 

Education 15,940 7.4 

Health and social care 25,350 11.8 

Other sectors. 11,250 5.3 

Table 5.2: The composition of labotir force of Cornwall in 2001 

Source: (Cornwall County Council 2005) 

The data in the above table show that the percentage of the total population in employment 

that is occupied in the agricultural sector is about 4% (much lower compared to that of 

EMTh). 

Generally, both areas are geographically isolated: Comwall is in the South West edge of 

U. K. and EMTh is in the North East edge of Greece. Both areas are very poor . compared to 

other E. U. areas, and indeed have both been designated as Objective One Regions. On the 
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other hand, the economy of EMTh is dependent on agnculture to a higher degree than that 

of Comwall, which is mainly based on the service sector. 

5.3 The Agricultural Sector in the Region of ENITh and the Countv of 

Cornwall. 

The Agncultural sector provides the basis for the development of the whole Region of East 

Macedonia and Thrace. The total agricultural land of the Region reaches 417,056 ha. 

Figure 5.1 illustrates the land on which each crop is cultivated as a percentage of the total 

agncultural land. 

Tomato for industrial 
use 

0.63% 

Watermelon and 
melon 
0.31% 

Vegetables 
1.92% 

Sugarbeet 
3.01% 

Sunflow 
6.71% 

Potatoes 
1.10% 

MWheat 0 Barley 0 Corn 

0 Cotton 0 Sunflower N Sugarbeet 

MTomato for industrial use MWatermelon and melon 13 Potatoes 

Whea! 

Barley 
2.99% 

Mobacco 

0 Vegetables 
N Others 

I 

Figure 5.1 The structure of the agricultural land in the Region FNITh - Year 1999 

Source: After N. S. S. G (2001 a) 
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According to Figure 5.1, wheat, cotton and com are the crops the mostly commonly 

cultivated in the Region of EMTh. Sunflower, sugar beet, barley and tobacco are also 

cultivated in the Region, to a lesser extent. 

Figure 5.2 illustrates the composition of the gross value of the agricultural production of 

the Region EMTh in each of the agricultural products that are produced within the region. 

Milk (goat) 
1.1% 

Poultry meat Milk(sheep) 
0.9% 

Lamb me 
Pork Meat 2.2% 

P. 6% Beef Mea 
2.6% 

_____---Ori-v-e1Oil 
Grapes I ci, ý 1.5% 

3.1% 

Olives -- -- 
0.4% Potatoes 

4.3% 

Watermelon and melon_/ 
0.9% 

Tomato for industrial use 
1.4% 

lk (cow) Wheat 4.9% Eggs Cheese 5.40/, 
Barley 

0.9% 3.2% 
r 0/ 0.6% 

Vegetables 
5.6% 

Sugar beet 
4.7% 

Com 
11.1% 

Pulse 
0.7% 

Tobacco 
16.3% 

Cotton 
22.5% 

NWheat E Barley 13 Corn D Pulse 
0 Tobacco R Cotton 0 Sugar beet 13Vegetables 
N Tomato for industri al use N Watermelon and melon 113 Potatoes NOlives 
N Olive Oil 0 Grapes N Beef Meat 0 Pork Meat 
0 Lamb meat 0 Poultry meat 13 Milk (sheep) D Milk (goat) 
B Milk (cow) 13 Eggs 8 Cheese 

Figure 5.2: The Composition of Gross Value of the agricultural production in the 

Region of EMTh -Year 1999 

Source: After N. S. S. G (2001 a) 

Figure 5.2 illustrates that crop production has greater gross value (78.3%) than the 

livestock production (21.7%). Among the livestock products in the Region, sheep and goat 

products (which are lamb meat, sheep milk, goat milk and cheese - the vast majority of 

which is produced from sheep and goat milk) have the greatest gross value. 
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Table 5.3 details the number of livestock holdings in the Rcglon of Last Macedonia and 

Thrace and the ilumbcr oftlic animals as well as the averagc si/c ofthesc holdings. It lias 

to be mentioned that many of the production units arc verv small. lildeed, the number of 

the holdings that operate as enterprises and have more than I SO aninials 1-"- not very large. 

Animals Drama Ka%ala FA ros I xantl1i Rhodopi I-Al I'll 

Cattle Holdings 1,774 928 59 
. 6)0 5. N 

Number ofanimals (head) 43,121 25,565 30,430 3 9,0 2 ýJ) 34,995 173,131 

A verage size of holefiniýs (head) 24 28 13 Is 7 14 

Sheep Holdings 457 993 1,117 971 1,597 135 

Number of (olonalS (heod) 73,366 115,551 109,291 102,623 157,513 557,344 

A verouc size a holdingv (head) 161 116 97 106 109 

Goats Holdings 383 1,066 1,396 747 
---- 

896 4.478- 

Number of anonals (head) 87,446 189,933 111,568 ý5,379 13 587,713 

A verage size of holdings (head) 228 178 90 88 151 

Pigs Holdings 174 197 1,342 45 76 1,8.14 

Number of animal (head) 33,346 9,425 21,558 16,397 5,438 W- (6, (6,4 

A verage size of holdingew (head) 192 48 16 364 72 47 

Poultry Holdings 2,675 4126 10,999 

- 

3,077 
-- 

8,301) 1 

Number ofanimals (head) 
- 

185,752 145,933 839,3 6 1 Y96 21 R 218 26 g02 902 09.1,921 

(hcad) holdim, '. % 01) - 58 

i aDle '71-1: 1 ne structure oi me incmuvlk PIUM14: 11011 III UIC Ke(, Iloll ()I t-, Nl I h- Pý 

Year 2000 

Source: N. S. S. G (2005b) 

Agriculture is an important component of the economy of Corilwall and P, 11-ticularly Its I 

more rural districts. Agricultural employment is dechning over time ill U. K., and this is 

major problem for areas such as Comwall where there are no alteniative sources of 

employment. 

Figure 5.3 illustrates tile gross output of each agricultural product "I Cornwall as a 

percentage of the total agricultural output. Livestock production lias higher gross ()Utput 

than crop production. Thc 7 ]. 1% of the gross output derives from lix, c. stock In contrast witil 
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EMTh where only 21.7% of the gross value of agricultural products is derived from 

livestock. The most important products are cattle (23.7% of the total output), followed by 

poultry, sheep and pigs, which are also important, representing the 8.7%, 4.8% and the 2% 

of the total output, respectively. Dairy activity is very important in Comwall (27.5% of the 

total output). Flowers, vegetables, potatoes and barley are the crops that are mostly 

produced in the area (9.7% 6.2%, 4.6% and 3.8%, of the total output respectively). 
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Figure 5.3: The agricultural and horticultural gross output for Cornwall - 

Year1995 

Source: Cornwall County Council (1998). 

Figure 5.4 illustrates a comparison between the gross output of the agricultural products in 

the Region of EMTh and the County of Cornwall. 
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Figure 5.4: The agricultural gross output in the Region or EINITh and the county or 

Cornwall 

In both regions, cow milk is the most important livestock product followed by beef meat and 

lamb meat in Cornwall, and pork meat and beef meat in EMTh. Lamb meat as well as sheep 

-and goat milk have a significant contribution to the livestock gross Output of EMTh. 

Regarding the crop sector, vegetable production has the greatest gross value in Cornwall 

followed by potatoes and barley; while, in EMTh cotton comprises the most important crop 
I 
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in economic ten-ns followed by tobacco and corn. The economic validity of most horticultural 

products that are produced in EMTh (e. g. cotton, tobacco, com, wheat) is based on the E. U. 

subsidies that will last till 2006, through the C. A. P.. Thus, a restructuring of the horticultural 

sector in terms of the cultivation of other crops (such as energy crops or aromatic plants) is 

necessary. 

Table 5.4 illustrates the number of livestock holdings in Cornwall and the number of 

animals. 

Products Holdings Number of 

Animals (head) 

Average size of 

Holding (head) 

Cattle 3,903 362,932 93 

Sheep 1,917 607,512 317 

Pigs 509 54ý069 106 

Goats 361 2,771 8 

Poultry na na na 

Table 5.4: The structure of the livestock production in the Cornwall. - Year 2000 

Source: DEFRA (2004e) 

Comparing the Table 5.4 with the Table 5.3, it can be concluded that the average size of 

livestock holdings, as well as the number of animals, in Comwall are larger than those in 

the Region of EMTh. That means that the number of holdings is much lower in Cornwall 

than in EMTh. 
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5.4 Description of Meat Sector in Greece and U. K. 

5.4.1 Meat Sector in Greece 

The livestock population in Greece according to the National Statistic Service of Greece 

(N. S. S. G) for the years 1985 - 2000 (on December 31 th of each year) is presented in Table 

5.5. 

Livestock Cattle Sheep Coats Pigs Poultry 

1985 712,916 8,341,833 4,934,760 1,008,795 28,029,077 

1986 701,738 8,617,115 5,217,698 994,920 27,305,288 

1987 682,976 8,612,322 5,282,363 995,485 26,889,037 

1988 677,066 8,670,262 5,338,630 1,0 10,84f 27,294,992 

1989 653,860 8,723,025 5,347,827 1,000,700 27,577,856 

1990 623,514 8,659,967 5,334,105 995,517 26,767,472 

1991 601,831 8,692,286 5,336,443 986,243 27,376,468 

1992 587,177 8,666,216 5,364,870 1,001,295 7,385,2 27,385,2 

1993 579,038 8,706,146 5,377,808 1,013,620 27ý, 844,031 

1994 578,532 8,802,152 5,443,521 1,008,600 27,978,755 

1995 581,081 8,869,126 5,525,252 997,177 2ý, 682,670 

1996 580,408 8,896,281 5,569,820 987,001 27,800,187 

1997 579,317 8,884,153 5,600,492 998,245 28ý, 265,519 

1998 583,367 8,930,415 5,614,52 999,2 28,453,163 

1999 601,932 8,950,971 5,614,453 972,9 29,514,677 

2000 613,190 8,992,502 5,640,670 964,420 29,837,5 

Table 5.5: The livestock popuiation in Lireece - Year 19N5-2000 (heads) 

Sources: N. S. S. G. (1991a), N. S. S. G. (1991b), N. S. S. G. (1992), N. S. S. G. (1993a), N. S. S. G. 
(I 993b), N. S. S. G. (1994), N. S. S. G. (I 995a), N. S. S. G. (I 995b), N. S. S. G. (1996), N. S. S. G. (1998), 
N. S. S. G. (1999b), N. S. S. G. (1999c), N. S. S. G. (2001b), N. S. S. G. (20010, N. S. S. G. (2003a), 
N. S. S. G. (2005a). 

The cattle population decreased from 712,916 animals in 1985 to 583,367 in 1998 and 

increased to 613,190 in 2000. On the other hand, the sheep and goat Population increased 

from 8,341,833 and 4,934,760 animals, respectively, in 1985 to 8,992,502 and decreased 

to 5,640,670 animals in 2000. The pig population is almost stable with small fluctuations' 

between 972,976 and 1,008,795 animals during the examined period. The poultry 
76 



Chapter 5: Description of the Livestock and Daity Sector in the Region of EMTh an 
Cornwall 

population is characterized by small fluctuations between 26,767,472 and 29,837,540 birds 

during the period 1985-2000 (Table 5.6). 

The number of slaughtered animals in Greece for the years 1985 - 2000 is given in Table 

5.6. There was a decline to the number of slaughtered calves during the examined period in 

Greece. Sheep included lambs were slaughtered in Greece between 1985-2000 fluctuated 

between 3,299,779 and 3,625,735 animals while the slaughtered goats during the examined 

period fluctuated between 2,038,611 and 2,438,183 animals. The nurnber, of slaughtered 

pigs is almost stable (there are only some sinall fluctuations between 1,050,558 and 

1,170,236 animals) while poultry slaughtered between 1985-2000 fluctuated between 

22,130,107 and 31,305,506 birds. 

Livestock Calves Sheep and Lambs Goats Pigs Fowls 

1985 115,273 3,452,020 2,069,869 1,077,393 31,305,506 

1986 108,497 3,299,779 2,223,419 1,136,496 30,803,602 

1987 108,422 3,452,486 2,374,143 1,146,549 26,541,594 

1988 112,890 3,480,520 2,368,718 1,096,246 25,686,687 

1989 120,517 3,574,973 2,438,183 1,044,289 26,773,260 

1990 114,727 3,625,735 2,416,049 1,080,423 25,111,279 

1991 105,459 3,520,497 2,407,554 1,050,558 26,957,518 

1992 101,059 3,509,782 2,400,278 1,111,016 28,359,952 

1993 91,256 3,481,936 2.330.954 1,146,209 27.400,007 

1994 91,918 3,461,931 2,339,591 1,103,312 28,831,425 

1995 93,366 3,543,894 2,394,097 1,170,236 27,270,762 

1996 85,929 3,455,615 2,357,856 1,115,003 24.937,107 
1997 87,057 3,400,889 2,294,030 1,123,203 . 13,446,576 
1998 93,991 3,437,179 2,038,611 1,138,644 23.087,208 
1999 88,893 3,356,903 

'244.161 1,120.596 212.130.107 
2000 8 4j 5-5 3,339,352 2,: 1,057,018 . 8- 22.916 5ý 

I able 5.6: Slaughtered aninials in Greece- Year 1985-2000 (head) 

Compiled from N. S. S. G. (1991a), N. S. S. G. (1991b), N. S. S. G. (1992). N. S. S. G. (1993a), N. S. S-. G. 
(1993b), N. S. S. G. (1994), N. S. S. G. (1995a), N. S. S. G. (1995b), N. S. S. G. (1996), N. S. S. G. (1998), 
N. S. S. G. (1999b), N. S. S. G. (1999c), N. S. S. G. (2001b), N. S. S. G. (2001c), N. S. S. G. (2003a). 
N. S. S. G. (2005a). 
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The number of animals that were slaughtered in the Region of EMTh in the years 1985- 

2000 is presented in Table 5.7. 

Livestock Calves Sheep and Lambs Coats Pig's Poultry 

1985 14,819 101,576 120,596 79,399 1,737,637 

1986 13,875 99,329 77,729 82,239 2,044,988 

1987 13,613 103,004 90,553 76,560 1,521,8Y4- 

1988 14,078 95,486 72,255 54,378 1,718,404 

1989 15,268 114,801 82,879 52,374 1,694,711 

1990 12,270 113,848 82,737 78,272 1,746,947 

1991 13,546 101,147 86,004 62,575 1,9 
, 

1,596,172 

1992 11,628 102,376 80,252 60,475 1,615,308 

1993 8,739 104,988 76,462 81,508 1,687,93-6- 

1994 8,664 102,541 74,069 72,284 1,736,364 

1995 7,754 95,353 74,386 75,248 1,799,035 

1996 5,377 99,195 72,347 74,401 1,808,20 

1997 5,413 83,425 58,654 67,112 1,716,569 

1998 6,966 80.375 66,220 64,185 2,616,220 

1999 7,143 86,438 72,727 83,931- 2,0 2-61 

2000 5,552 93,326 76,682 87,008 2, S94 9-80 

Table 5.7: Slaughtered animals In tile ReglOll Of LINI Ih -Years 1985 -2000 (head) 

Sources: N. S. S. G. (1991a), N. S. S. G. (1991b), N. S. S. G. (1992), N. S. S. G. (1993a), N. S. S. G. 
(1993b), N. S. S. G. (1994), N. S. S. G. (1995a), N. S. S. G. (1995b), N. S. S. G. (1996), N. S. S. G. 
(1998), N. S. S. G. (1999b), N. S. S. G. (1999c), N. S. S. G. (2001b), N. S. S. G. (2001c), N. S. S. G. 
(2003a), N. S. S. G. (2005a). 

Table 5.7 illustrates that there was a decline in the number of the calves that were 

slaughtered during 1985-2000. More particularly, there was a significant decline in the 

slaughtered calves during 1996 and 2000 due to Food and Mouth outbreaks that appeared 

in the Region of EMT11 in those years. The number of sheep and lanibs that Nvere 

slaughtered within 1985-2000 fluctuated between 80,375 and 114,801 animals, While tile 

goats that were slaughtered during tile examined period within ENITh fluctualed between 

58,654 and 120,596 animals. Moreover, the number of pigs that were slaughtered during 
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the same period fluctuated between 52,374 and 87,008 animals, while the birds that were 

slaughtered fluctuated between 1,521,824 and 2,830,261. 

5.4.2 Meat Sector in U. K. 

The meat market in U. K. consists of a very important sector of the national economy. The 

livestock population in U. K., for the years 1985-2000 is represented Table 5.8 (MAFF 

2000b), illustrating that there was a continual decline in cattle and calves population during 

the examined period. On the other hand, there was a continual increase in the poultry 

population during the sarne period. Sheep and pigs fluctuated between 35,824 - 44,656 

and 6,482 - 8,146 animals, respectively. 

Years Cattle and Calves Sheep Pigs Poultry 

1985 13,028 35,824 7,967 109,149 
1986 12,648 37,228 8,038 110,538 
1987 12,293 39,204 8,044 118,965 
1988 12,008 41,495 8,084 122,228 
1989 12,101 43,588 7,606 108,851 
1990 12,192 44,469 7,548 112,718 
1991 12,003 44,166 7,695 114,997 
1992 11,924 44,540 7,707 116,342 
1993, 11,851 44,436 7,853 122,897 
1994 11,954 43,813 7,892 118,762 
1995 11,857 43,30'4 7,627 119,474 
1996 12,040 42,086 7,590 11/a 
1997 11,633 42,823 8,072 n/a 
1998 11,519 - 44,471 8,146 152,886 
1999 11,423 -44 -, 656 7,284 153,581 
2000 11,133 42,261 6,482 157,252 

1 alult: o-o; I fie livestom population in U. K. - Year 1985-2000 (thousand head ) 

Source: MAFF (2000b) 
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The numbers of animals that were slaughtered in U. K. between 1985 and 2000 are shown 

in (Table 5.9). Slaughtered cattle and calves in U. K. fluctuated between 4,286 - 2,284 

tbousand bead during the period 1985-2000. A continual increase in tile number of 

slaughtered sheep appeared between 1987 and 1991, while during the period 1992-2000 

there was a fluctuation between 21,844 - 16,660 thousand head. Ille number of 

slaughtered pigs fluctuated between 15,807 and 12,690 thousand head within the period 

1985-2000, 

Years Cattle and Calves Sheep pigs 

1985 4,286 15,892 15,305 

1986 3,943 15,473 15,609 

1987 4,043 15,465 15,514 

1988 3,373 17,114 15,807 

1989 3,443 19,618 14,544 

1990 3,524 20,012 14,203 

1991 3,617 20,918 14,457 

1992 3,350 19,145 14,327 

1993 2,963 18,864 14,610 

1994 3,112 18,962 15,069 

3,293 19,310 14,376 

1996 2,312 18,049 14,220 
-- 1997 2,284 16,660 -------- 15,495 

1998 2,306 18,402 16,088 

2,286 19,104 ---------- 14,727 

2000 2,433 12,690 

Table 5.9: Slaugliered animais in u. K. - v car 1983 (thousand Itead) I 

Source: MLC (2001 a) 

t 

The data in Table 5.10 represent the number of animals slaughtered in Devon and 

Cornwall in 1985-2000. 
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Cattle excluding calves Total sheep. Total pigs 
Years Corn 

wall 

Devon Devon & 

Cornwall 

Corn 

wall 

Devon Devon & 

Cornwall 

Corn 

wall 

Devon Devon & 

Cornwall 

1985 50.6 140.9 191.5 339.4 1,072.1 1,411.5 141.5 426.4 567.9 

1986 49.0 156.8 205.8 294.3 1,117.0 1,411.3 157.2 438.7 595.9 

1987 54.7 178 232.7 292.5 1,230.4 1,522.9 167.6 461.5 629.1 

1988 56.5 157.6 214.1 333.9 1,362.9 1,696.8 170.1 524.9 695.0 

1989 68.0 153.9 221.9 401.3 1,471.8 1,873.1 113.2 437.6 550.8 

1990 70.4 133.1 203.5 446.6 1,368.0 1,814.6 81.8 371.3 453.1 

1991 79.0 113.9 192.9 533.8 1,509.1 2,042.9 64.0 360.5 424.5 

1992 92.5 124.2 216.7 525.5 1,345.3 1,870.8 51.9 358.1 410.0 

1993 84.2 105.5 189.7 555.4 899.9 1,455.3 48.0 389.3 437.3 

1994 rt/a n/a 185.2 n/a n/a 1,267.7 n/a n/a 381.2 

1995 n/a n/a 203.9 n/a rda 1,406.3 n/a n/a 355.8 

1996 n/a n/a 154.8 n/a n/a 1,351.8 n/a n/a 341.7 

1997 93.2 80.7 173.9 685.2 649.8 1,335.0 31.4 361.9 393.3 

1998 n/a n/a 160.5 n/a n/a 1,380. o n/a rda 366.2 

1999 n/a n/a 148.5 a n/a 1,434.0 n/a n/a 307.6 

n/a n/a 158.3 n/a n/a 1,544.0 n/a n/a 228.9 

Table 5.10: Slaughtered animals in Devon and Cornwall in 1985-2000 

(thousand head) 

Sources: MAFF (1988), MAFF (1989), MLC (1991), MLC (1992), MLC (1993), MLC 
(1995), MLC (1997), MLC (1998), MLC (2000), DEFRA(2005) 

Since the number of slaughtered animals, as they are presented by DEFRA and MLC, for 

the years 1994-1996, and 1998 - 2000 is given for Devon and Cornwall as a sum (without 

any specification for each county), Table 5.10 illustrates the number of slaughtered animals 

for each county separate and for both counties together. Therefore, tile number of 

slaughtered cattle ill Cornwall fluctuated between 49.0 - 93.2 thousand animals during the 

period 1985 -2000 and between 148.5 and 232.7 thousand heads in both counties. 

Slaughtered sheep fluctuated during the examined period, between 292.5 and 685.2 

thousaild Ileads in Comwall and between 1,267.7 and 2,042.9 thousand head in both 

counties. Tile number of pigs slaughtered during tile same period in Cornwall as well as in 
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Devon and Cornwall together fluctuated between 31.4 - 170.1 and 228.9 - 695.0 thousand 

bead, respectively. 

T'herefore, cattle and sheep that were slaughtered in EMT11 are, respectively, almost 5 and 

3 time less compared with those that were slaughtered in Cornwall. The number of pigs 

that were slaughtered in Cornwall during tile period 1985-1990 was almost double those 

which were slaughtered in EMTh during tile same period, while the number of pigs 

slaughtered during the period 1991-2000 was almost the same in both areas. Due to the fact 

that there are no available data for poultry and goats slaughtered in Cornwall, a comparison 

between the two regions can not take place. 

5.5 Description of Milk Sector in Greece and U. K. 

5.5.1 Milk Sector in Greece 

Milk market in Greece is one of the most important parts of the Greek agricultural sector, 

comprising tile cow milk market and the market for sheep and goat milk. Cow nilk is used 

for tile production of liquid milk, butter, ice cream, yogurt, cheese and cream powder, 

while sheep and goat milk is used for tile production of some yogurts and white cheese like 

Feta. Milk production in Greece for the years 1985-2000 according to the National Statistic 

Service of Greece is illustrated in Table 5.11. 

The production of cow's milk is characterized by a continual increase during tile years 

1985-2000 as has as tile production of sheep*s and goat*s milk (Table 5.11). It has to be 

mentioned that the quantities of cow milk that are produced in Greece, as Well as other 

member states of the E. U., are restricted by milk quota. 
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Years Milk from Cows Milk from Sheep Milk from Goats 

1985 570,427 624,556 464,578 

1986 567,043 625,231 468,640 

1987 591,202 652,874 492,253 

1988 603,478 662,257 503,729 

1989 624,668 668,230 502,448 

1990 618,947 673,524 498,614 

1991 621,101 686,987 496,495 

1992 672,312 690,547 497,274 

1993 718,950 700,559 503,735 

1994 719,726 706,413 507,282 

1995 737,751 720,521 512,975 

1996 739,879 720,712 515,933 

1997 736,704 722,242 522,760 

1998 743,674 729,916 520,366 

1999 735,723 731,221 526,132 

2000 748,387 743,238 520,433 

Table 5.11: Milk Production in Greece -Years 1985-2000 (tonnes) 

Sources: N. S. S. G. (1991 a), N. S. S. G. (1991 b), N. S. S. G. (1992), N. S. S. G. (I 993a), N. S. S. G. 
(I 993b), N. S. S. G. (1994), N. S. S. G. (I 995a), N. S. S. G. (I 995b), N. S. S. G. (1996), N. S. S. G. 
(1998), N. S. S. G. (I 999b), N. S. S. G. (I 999c), N. S. S. G. (200 1 b), N. S. S. G. (2001 c), N. S. S. G. 
(2003a), N. S. S. G. (2005a). 

The number of animals milked in Greece during 1985-2000 are shown in Table 5.12. 
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Livestý-c-k cows Sheep Goats 

1985 271,274 6,672,956 3,772,297 

1986 262,059 6,683,931 3,804,465 

1987 259,767 6,881,845 3,992,330 

1988 257,771 6,959,888 4,081,270 

1989 253,971 6,983.376 4,101,860 

1990 246,690 7,021,955 4,110,588 

1991 238,819 7,061.420 4,085,247 

1992 239,022 7,067,466 4,085,351 

1993 236,297 7,074,995 4,127,944 

1994 230,409 7,050,053 4,108,543 

1995 231,899 7,148,788 4,158,670 

1996 229,090 7,180,951 4,231,028 

1997 225,507 7,156,395 4,272,423 

1998 226,911 7,18 1, '148 4,264,642 

1999 225,710 7,117,639 4,272,266 

2000 224,528 7,148,290 4,237,176 

Table 5.12: Milked Animals in Greece - Years 1985-2000 (head) 

Sources: N. S. S. G. (1991 a), N. S. S. G. (I 991b), N. S. S. G. (1992), N. S. S. G. (I 993a), N. S. S. G. 
(1993b), N. S. S. G. (1994), N. S. S. G. (1995a), N. S. S. G. (1995b), N. S. S. G. (1996), N. S. S. G. 
(1998), N. S. S. G. (I 999b), N. S. S. G. (I 999c), N. S. S. G. (2001 b), N. S. S. G. (2001 c), N. S. S. G. 
(2003a), N. S. S. G. (2005a). 

There was a decline to the number of cows milked during 1985-2000 while there was a rise 

to the number of milked sheep and goats. 

The milk production in the Region of EMTh for the years 1985-2000 is represented in 

Table 5.13. 
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Years Milk from cows Milk from sheep Alilk from goats 

1985 87,274 30,989 25,435 

1986 81,305 31,542 25,399 

1987 83,366 33,016 27,261 

1988 85,095 33,970 28,291 

1989 81,839 33,369 27,408 

1990 78,676 34,466 28,4ý5 

1991 73,234 35,611 28,457 

1992 75,700 34,478 27,024 

1993 78,871 35,577 28,509 

1994 75,597 35,084 28,973 

1995 75,665 34,724 28,760 

1996 74,076 34,003 29,840 

1997 79,986 32,386 31,397 

1998 83,310 32,605 34,401 

1999 86,747 32,645 32,187 

2000 92,892 35,901 36,889 

Table 5.13: Milk Production in the Region of EINITh - Years 1985-2000 (tonnes) 

Sources: N. S. S. G. (1991 a), N. S. S. G. (I 991b), N. S. S. G. (1992), N. S. S. G * '(1993a), N. S. S. G. 
(I 993b), N. S. S. G. (1994), N. S. S. G. (I 995a), N. S. S. G. (I 995b), N. S. S. G. (1996), N. S. S. G. 
(1998), N. S. S. G. (I 999b), N. S. S. G. (I 999c), N. S. S. G. (2001 b), N. S. S. G. (2001 c), N. S. S. G. 
(2003a), N. S. S. G. (2005a). 

The production of inilk from cows in the Region of EMTh during the years 1985-2000 

fluctuated between 73,234 and 92,892 tonnes while the fluctuation in production of sliecp*s 

and goat's milk were between 30,989 - 35,901 toniles and 25,399 - 36,889 tonnes, 

respectively. 

5.5.2. Milk Sector in U. K. 

The milk market in U. K. comprises a very important sector of the British agricultural 

industry and mainly consists of the market in cow milk and to a very small degree, tile 

market in goat milk. Cow milk is used for the production of liquid milk, buttcr, ice cream, 

Yogurt, cheese and crearn powder, while tile goat inilk 'is also used for the production of 

various dairy products. 
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The number of dairy cows and goats in U. K. in the years 1985-2000 is illustrated below 

(Table 5.14). 

Years Dairy Cows (thousand head) Dairy Goals (hea(l) 

1985 3149.7 ft"a 

1986 3138.1 WaT 

1987 3043.1 n'a 

1988 2912.7 Wa 

1989 2865.9 n'a 

1990 2848.3 22,605 

1991 2769.7 21,067-- 

1992 2682.5 20,773 

1993 2667.8 '10.51 

1994 2716.0 2-1,125 

1995 2602.8 20,859 

1996 2587.4 21,732- 

1997 2478.4 22,73R- 

1998 2424.1 23,5 0 13 

1999 2440.3 23,92T 

2000 2334.6 F4, -9 8-3 

Table 5.14: Dairy cows and goats- Years 1985-2000 

Source: DEFRA (2002b) 

According to Table 5.14, there was a decline to the number of dairy cows during the study 

period. Historical data relating to the number of dairy goats that Nvere breeding in U-K., ý 

before 1990, were not routinely kept. The data in Table 5.14 illustrate that the number of 

dairy goats in U. K. fluctuated between 20,510 and 24,983 animals during the years 1990 - 
2000. 

The U. K. milk production frorn the national dairy herd for the period 1985 -2000 is 

presented in Table 5.15. 
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Years Milk 

Production 

(million litres) 

Milk 

Production 

(tonnes), 

Years Milk 

Production 

(million litres) 

Milk 

Production 

(tonnes), 

1985 15,653 16,123 1993 14,310 14,739 

1986 15,872 16,348 1994 14,542 14,978 

1987 15,062 15,514 1995 14,252 14,680 

1988 14,744 15,186 1996 14,249 14,676 

1989 14,530 14,966 1997 14,413 14,845 

1990 14,816 15,260 1998 14,210 14,636 

1991 14,344 14,774 1999 14,581 15,018 

1992 14,249 14,676 2000 14,047 14,468 

Table 5.15: Milk Production from dairy Iterd in U. K. (million litres) 

Source: MAFF (2001c) 
1 An estimation of cow milk production in tonnes took place by multiplying tile cow milk 
production in litres with the specific gravity of cow milk as was given by tile Greek Code 
of Food and Drinks (197 1), Anyfantakis (1992), Kyriakopoulos (1995) and dividing tile 
product by a thousand. 

Therefore, there was a decline in tile production of cow milk in U. K. during the study 

period. 

The UK milk production from dairy goats for the years 1985-2000 was estimated as 

multiplied the number of dairy goats in each year (stated by DEFRA) with the average 

milk yield per dairy goat as was given by Nix's Farin Management Pocketbook (Nix 1989; 

1990; 1991; 1992; 1993; 1994; 1995; 1996; 1997; 1998; 1999; 2000), in each of these 

years. 

According to tile following table (Table 5.16), the milk production from goats in U. K. 

fluctuated between 15,383 - 19,986 litres during the period 1990 - 2000. Besides, there 
I 

were not ally statistical data available regarding the dairy goat population and the average 

peld per dairy goat for the years 1985- 1989. 
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Years Dairy Goat Population Milk Yield per Milk Production M ilk Production 

(head)('ý goat (litreS)(2) (litres) (tonnes)") 

1985 n/a n/a n1a n/a 

1986 rL/a n/a n/a n/a 

987 n/a n! a Wa Wa 

1 988 n1a rL a n, a n, 'a 

1989 n/a n/a Iva Wa 

1990 22,605 800 18,084 
18.66 

1991 21,007 800 16,806 
17.34 

1992 20,773 750 15,580 
16.08 

1993 20,510 750 15,383 
15.88 

1994 21,125 750 15,844 
16.35 

1995 20,859 750 15,644 
16.14 

1996 21,732 750 16,299 
16.82 

1997 22,738 800 18,190 
18.77 

1998 23,513 800 18,810 
19.41 

1999 23,922 800 19,138 
19.75 

2000 24,983 800 19,986 
1 20.63 

Table 5.16: Milk Production from goats in U. K. - Years 1985-2000 

"'Compiled from MAFF (1996), MAFF (1997), MAFF (1998) , MAFF (1999a), MAFF 
(2000a), MAFF (2001 a), DEFRA (2002a) 
(2)Cornpiled from Nix (1989), Nix (1990), Nix (199 1), Nix (1992), Nix (1993), Nix (1994), 
Nix (1995), Nix (1996), Nix (1997), Nix (1998), Nix (1999) and Nix (2000) 
(3 ) An estimation of goat milk production in tonnes took place by multiplying the goat rnilk 
production in litres with tile specific gravity of goat milk as was given by the Greek Code 
of Food and Drinks (1971), Anyfantakis (1992), Kyriakopoulos (1995) and dividing tile 
product by a thousand. 

An estimation of cow milk and goat rnilk production in Cornwall is presented in the Tables 
, 

5.17 and 5.18, respectively. 

Cow milk production was estimated by multiplying the dairy cow population in Cornwall 

with the average milk yield in U. K. for each year of the examined period as (NIAFF 2001b; 

MAFF 2001 
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Years Dairy Cow Population 

(head) (1) 

Milk Yield per 

cow (litres) 

Milk Production 

(litres) 

Milk Production 

(tonnes) (3) 

1985 111,818 4,872 544,777,296 561,121 

1986 113,270 4,973 563,291,710 580,190 

1987 110,433 4,892 540,238,236 556,445 

1988 105,084 4,986 523,948,824 539,667 

1989 103,439 4,998 516,988,122 532,498 

1990 103,115 5,151 531,145,365 547,080 

1991 100,630 5,134 516,634,420 532,133 

1992 98,801 5,238 517,519,638 533,045 

1993 97,971 5,260 515,327,460 530,787 

1994 100,187 5,299 530,890,913 546,818 

1995 96,547 5,397 521,064,159 536,696 

1996 94,841 5,546 525,988,186 541,768 

1997 91,617 5,788 530,279,196 546,188 

1998 87,936 5,774 507,742,464 522,975 

1999 89,747 5,964 535,251,108 551,309 

2000 85,501 5,915 505,738,415 520,911 

Table 5.17: Nlilk production from cows in the County of Cornwall - 

Years 1985-2000 

(')MAFF (2001b) 
(2)MAFF (2001 c) 
(3) An estimation of cow milk production in tonnes took place by multiplying tile cow milk 
production in litres with the specific gravity of cow milk as was given by tile Greek Code 
of Food and Drinks (1971), Anyfantakis (1992), Kyriakopoulos (1995) and dividing tile 
product by a thousand 

Goat milk production in Cornwall, as presented in Table 5.18 for the years 1990-2000, was 

estimated by multiplying tile number of dairy goats in each year with tile aVerage yield per 

dairy goat as was given by Nix's Fann Management Poeketbook (Nix 1989; 1990; 1991; 

1992; 1993; 1994; 1995; 1996; 1997; 1998; 1999; 2000) for each of these years. There are 

no data available for the years 1985-1990. 

As illustýated in Tables 5.17 and 5.18, milk production froin cows in Cornwall fluctuated 

between 520,911 and 580,190 tonnes during the examined period while nillk frorn goats 

fluctuated between 641 and 1,066 tonnes. 
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Years Dairy Goat 

Population (head)(1) 

Milk Yield per 

goat (litres)(1) 

Nlilk Production I 

(litres) 

'Milk Production 

(tonnes)(" 

1985 n/a n/a n/a n1a 

1986 n/a n/a n/a tila 

1987 n/a n/a n/a fta 

1988 n/a n/a n/a Wa 

1989 n/a n/a n/a n/a 

1990 777 800 621,600 641 

1991 762 800 609,600 629 

1992 641 750 480,750 496 

1993 844 750 633,000 653 

1994 974 750 730,500 754 

1995 1232 750 924,000 954 

1996 1377 750 1,032,750 1066 

1997 958 800 766,400 791 

1998 913 800 730,400 754 

1999 938 800 750,400 774 

2000 901 800 720,800 744 

Table 5.18: Milk production from goats in the Count), of Cornwall - 

Years 1985-2000 

(')Compiled from MAFF (1996), MAFF (1997), MAFF (1998) , MAFF 0 999a), MAFF 
(2000a), MAFF (2001 a), DEFRA (2002a) I 
MCOMP iled from Nix (1989), Nix (1990), Nix (199 1), Nix 0 992), Nix 0 993), Nix (1994), 
Nix (1995), Nix (1996), Nix (1997), Nix (1998), Nix (I 999)and Nix (2000) 
(3 ) An estimation of goat milk production in tonnes took place by multiplying tile goat 
milk production in litres with the specific gravity of goat milk as was given by the Greek 
Code of Food and Drinks (197 1), Anyfantakis (1991), Kyriakopoulos 0 995) and diVidin,, ' 
the product by a thousand 

Compared with milk production in East Macedonia and Thrace, Comwall produces 7 times ý, 

more cow's milk than the EMTb region. On the other hand, the region of East Macedonia 

and Thrace produces 40 times more goat's milk than Cornwall. 
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5.6 Description of Marketing Channels of Sheep Meat Sector in the 

Region of EMTh and the County of Cornwall 

5.6.1 Marketing Channels in Sheep and Goat Meat Sector in EMTh 

In Greece, there are not any live or electronic auction markets for selling livestock. 

Fan-ners usually sell their produce live to wholesalers (usually based in the large markets of 

Athens and Thessaloniki) who slaughter the livestock through local abattoirs paying 

commission. They then sell the carcases, mostly to the supen-narkets or to butchers in the 

big cities (e. g. Athens, Thessaloniki, Patra). Alternatively, fan-ners may sell some of their 

produce live to local butchers who slaughter the animals in local abattoirs, paying 

commission. There are also some private abattoirs that operateý as wholesalers. These 

abattoirs buy livestock from farmers and sell the carcass to local butchers. Some fan-ners 

use more than one marketing channel in order to sell their sheep, and goats (they may sell 

the 60% of their lambs to wholesalers, and 40% to abattoir). In 2000, in the Region d 

EMT11, there were nine abattoirs that belonged to the municipalities, and five other private 

abattoirs. All the municipal abattoirs slaughtered animals for both wholesalers and 

retailers, taking commission. Two of the private abattoirs belonged to a large scale meat 

processing company that bred pigs, but also procured livestock (e. g slicep and goats) from 

other farmers, slaughtered thern, processed the carcass, and sold it to supermarkets, 

butchers and sorne quantities direct to consumers through their retail shops. Another 

abattoir belonged to a company that breeds cattle, but Which also bought sheep and goats 

from other farmers, slaughtered thern, and sold the carcass to butchers and supermarkets. 

There was also one abattoir that belonged to a butcher who purchased animals from 

farmers, slaughtered theni in his abattoir, processed the carcass and sold it direct to 

consumers. And the last one acted purely as a wholesaler. All private abattoirs also 

slaughtered animals of wholesalers, keeping sorne cornmission. 
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Data for the use of a particular marketing channel is not routinely collected in Greecc. 

Therefore, a number of telephone surveys were performed in 2001 as Appendix IX 

describes. The results of this preliminary survey are presented in Figure 5.5. 

12% 
Direct to Retailers Abattoir with 
(butchers commission 

38% 

Producers io 
I 

Direct to Wholesaler Abattoirwith 
cornrnission7j---ý Retailers 

L 
Abattoir operate as 
wholesalers 

Processing 430. 
50% plants 

(belong to 
abattoirs) 

7% 

Figure 5.5 Sheep and goat meat marketing channels in the Region of EINITh 

The quantities of livestock that were distributed through each of tile above main marketing 

outlets may be subject to change from one year to another due to a possible expansion of 

sorne wholesalers from other parts of Greece. Thus, it is possible for farmers to change 

their preferences when a new wholesaler offers them better prices for their livestock. Very 

few sheep and goat fan-ners in EMTh sell some of their lambs (live weight) direct to 

consurncrs (Personal communication with farmers, abattoirs and local authorities, 2001). 

This marketing channel is used mostly during the Easter period for tile Christian 

population and Kourbani (slaughtered anirnal) Bayrarn period for tile Muslin, Population. 

Tile number of animals sold through this marketing channel is not possible to be estimated 

because these animals were slaughtered by tile consumers themselves, and these data are 

not collected by any governmental body or orgamsation. There are also many fan-ners that 

keep some of their sheep and goats for self-consurription. These quantities are very difficult 

to be estimated due to lack of any available data. 

C 
0 
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5.6.2 Marketing Channels in Sheep Meat Sector in Comwall 

In Britain, 'except the direct sale between farmers and abattoir, livestock are sold at weekly 

markets, seasonal and annual fairs as well as through electronic auction markets (Murray et 

al. 1996). Sheep producers may also market their livestock produce through indirect 

marketing channels e. g. group marketing schemes. 

Data for the use of a particular marketing channel on a county basis are not routinely 

collected in U. K.. Therefore, in order to quantify the marketing channels that sheep 

fan-ners follow in Cornwall in the year 2000, a number of telephone surveys in the end of 

2001 and tile beginning of 2002 were perfon-ned as Appendix IX presents. The results of 

this preliminary survey are illustrated in the following Figure 5.6. 

43% 

-ý Live auction markets 

ITN. ARC 
be0 
at 11 

Producers Group marketing schernes tas 
tiU 
0 rn 
iC 11 

Electronic aUCtiOll markets -i rrr 

IIIsss 

41% 

Sold out to abattoir. live auction 
markets, electronic markets out of 
the county 

Fignire 5.6 Sheep meat marketimg, channels in the Count), of Cornwall 
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It is important to note that the Foot and Mouth outbreak that occurred in 2001 in U. K. very 

possibly had a significant impact on the structure of tile marketing channels or to the 

quantit I ies of livestock that were sold through each channel in the following years. 

The above analysis indicates that the marketing channels in the Region of East Macedonia 

and Thrace and the County of Cornwall are completely different. 

5.7 Description of Marketing Channels of Sheep and Coat Milk Sector in 

the Region of EMTh and of Cow milk sector in the COullt)'Of Cornwall 

5.7.1 Marketing Channels in Sheep and Goat Milk Sector in EMTh 

The sheep and goat milk produced in ENIM were mainly sold direct from farniers to local 

processing plants, to local co-operative processing plants. and to big national or regional 

dairy companies (that produce cheese and yoghurt). 

Data for the use of a particular marketing channel are not routinely collected in Greece. 

Therefore, in order to identify tile quantities are sold through each marketing outlet during 

tile year 2000 a number of telephone surveys were carried out in 1001 as presented it, 

Appendix X. Figure 5.7, below, illustrates tile results of this preliminary survey. 
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Big National and 
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Figure 5.7 Sheep and goat milk marketing channels in the Region of ENITh 

The above quantities may be subject to change due to any possible expansion into the 
I 

Region of EMTh of any dairy company operated in another part of Greece. Thus, a farmcr 

who used to sell his milk produce to retailers because there was not any dairy company that 

collected tile milk in his area, is very likely to sell his milk to a new dairy firni that will 

offer better prices. 

5.7.2 Marketing-Cliannels in Cow Milk Sector in Cornwall. 

The market for cow's milk is a very important sector in U. K. as it comprises the raw 

material that can be used for the production of a variety of dairy products (such as butter, 

cheese, fresh cream, condensed milk, whole milk power, ice cream, and milk for liquid 

consumption). The cow milk market is also the most important sector in Cornwall as the 

gross output of tile milk represents 27.7% of tile total gross agricultural output of tile 

County (Cornwall County coulicil 1998). According to Cornwall Dairy Focus Group 

(2000), in Cornwall there were 1,040 holdings with dairy cows, as well as I holding with 
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dairy sheep, and 4 holdings with dairy goats. Due to the fact that dairy cow's sector is 

more developed than the other two in the county of Cornwall, this study will consider the 

marketing channels of the cow milk sector. 

Data for the use of a particular marketing channel on a county basis are not routinely 

collected in U. K.. Therefore, in order to quantify tile marketing channels that dairy cow 

fan-ners follow in Cornwall a number of telephone surveys were carried out at tile end of 

2001 and beginning of 2002 as described in Appendix X. Tlle data in Figure 5.8 represent 

the results of this preliminary survey. 

Local milk processing 
plants 

691/6 
Milk 
Processors 
outside the 

Producers county 
ilk Marketing Retailers Consumers 

P oducers Groups 75% 

141,16 

1 Big National Dairy 
O'l Firms 

Figure 5.8 Cow milk-marketing channels in the Count), of Cornwall 

Tile structure of tile marketing channels, or tile quantities of livestock that were sold 

through each of them, is likely to change in tile corning years due to tile Foot and Moutl, 

outbreak that took place during the year 2001 in U. K.. 

The marketing channels that sheep and goat fanners use in the region of East Macedonia 

and Thrace to market their milk produce are very similar with Illose that dairy co%%, farmers 
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use in Comwall. Fan-ners in both regions may sell their milk direct to the big national or 

regional dairy firrns or to the small local processing plants. The main difference is that the 

co-operative milk processing plants in Greece belongs to the Unions of Agricultural 

Cooperatives operated within the region, and milk producers may sell their milk to these 

plants whether or not they are members of these Unions. In Cornwall, on the other hand, 

the milk co-operative marketing groups do not own milk processing plants, but they collect 

the milk only from their members and sell it to milk processors within or outside the 

county. 

Furthen-nore, the majority of milk production in EMT11 was sold directly to local 

processing plants, while in Cornwall most was sold through marketing groups. Besides, tile 

quantities of sheep and goat milk that move for processing out of the Region of EMTh can 

not be estimated due to the fact there are no statistical data available. 

5.8 Conclusions 

The Region of East Macedonia and Thrace in Greece has many similarities witli t1le county 

of Comwall in U. K.. Both regions are characterized by the E. U. as Objective One Regions 

oil the basis of their per capita income. 

Both regions are dominated by ruminant livestock production. Tile sheep and goat sector 

(producing meat and milk) comprises tile most important livestock sector in terms of gross 

output in tile Region of EMTh. In Cornwall, the most important livestock sector in terms of 

gross output is tile dairy cow sector followed by the beef scctor and the slicep sector. 
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The livestock marketing channels that sheep farmers use in EMT`h seem to be completely 

different than those followed by Cornish sheep fanners, while the only common marketing 

outlet is the direct sale to abattoir that comprise the most important part in both marketing 

systems. Even the marketing system is different in both areas, the marketing strategies that 

sheep fanners follow in both areas and the factors that influence them in their marketing 

channel selection could be similar. Furthen-nore, the marketing system of sheep and goat 

milk in EMTh and of cow milk in Cornwall is almost similar. 

Thus, both regions appear to be wholly appropriate for a comparative study of the livestock 

and milk marketing strategies adopted by farmers and the factors that influence their 

marketing channel utilization. 

\ 
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CHAPTER 6 

THE DEMAND FOR MEAT, MILK AND DAIRY PRODUCTS 

IN GREECE AND UNITED KINGDOM 

6.1 Introduction 

This chapter airns to describe the changes have occurred in the consumption of meat, milk 

and dairy products in Greece and U. K. in the recent years, as well as to highlight the main 

factors affected these changes. It also suggests that there are potential influences on the 

utilisation of tile livestock and milk marketing channels. 

6.2 Meat Consumption in Greece. 

Greek consumers preferred eating more vegetable products than livestock products until 

the 1980s when tile dietary liabits cliangcd and they started consurning more livestock 

based foods instead of vegetables, fruits and cereals. Furthermore, in the middle of 1990s, 

tile Greek dietary patterns changed again, mostly due to health concenis, when tile 

consumption of vegetatable products exceeded that of livestock products (Sotiropoulos and 

Demoussis 2002). 

In 1960, tile country spent 14.5% of its total food expenditure oil meat, while in 1983 this 

increased to 30%. and during tile past several years it is about 25%, making meat 

COIISUII'PtiOll tile major component of tile country's food expencliture (Fousekis and 

Paritzios 2000; Lazaridis 2003, N-S. S. G 2004a). With average morithly household meat 
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expenditures of 55 euros, the meat market accounts for 22-76% of consumer monthly 

expenditure on food and around 4% of tile total montlilY expenditures (N. S. S. G 2004a; 

N. S. S. G 2004b). 

The average monthly household food expenditure increased by 0.5% between 1994 and 

1999, while the overall average monthly household expenditures increased by 21.7%, 

highlighting the income inelasticity of food expenditure (Table 6.1). Moreover, the average , 

monthly household meat expenditure declined by 14.5% dufing the sarne pefiod. 

1994 1999 Difference 

Euros % Euros % Euros 

Overall expenditure 1136.97 100.00 1383.24 100.00 T46.27 21.7% 

Food expenditure 239.34 21.05 240.65 17.40 -1.30 0.5% 

Meat expenditure 64.04 26.76 54.78 22.76- - 9.27 , 
-14.5% 

i aDIC 0.1: AVerage monnny nousenow nicat expenuitures netweell 1994 and 1999. 

Compiled data from N. S. S. G (2004b) and N. S. S. G (2004c) 

Tile per capita consumption of meat as well as tile meat production and tile grade of self. 

sufficiency in Greece for the period 1985 - 2003 are presented in Table 6.2 ( Food and 

Agricultural Organisation (F. A. 0. ) data). 

The consumption of mutton and lamb, as well as tile consumption of goat nicat was not 

characterized by big fluctuations as Figure 6.1 and Table 6.2 illustrate due to tj fa le ( ct that 

the Greek population consumes the majority of these kinds of meat during Easter, as a. 

matter of religious tradition. Generally, Greek consumers mostly prefer white meat. The 

consumption of the pigmeat was the highest among tile other kinds Of "eat durilig tile 

period 1985-2003, and reached almost the 35.6 kg per capita in 2001 due to big imports 
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that occurred in Greece that year, while it reduced to 25.7 and 25.5 kg per capita in 2002 

and 2003, respectively, mainly because of a reduction of the Greek imports in pigmeat in 

those years. The consumption of poultry meat was also high, but lower than pigmeats. The 

consumption of beef and veal declined in 1997, while there was an increase in the 

consumption of pigmeat due to the BSE crisis in U. K.. On the other hand, there was a large 

rise of the beef and veal consumption in the year 2000 due to a high increase of the Greek 

imports of this kind of meat that occurred due to better prices that existed abroad. In 2001, 

there was a rapid decline in beef and veal imports and consumption because the BSE crisis 

appeared in France in 2000/01 and this was the reason of an increase of imports in 

pigmeat. 

From the production point of view, Greece is very strong in the production of mutton and 

lamb, goat meat and poultry meat as they have a level of self-sufficiency around 90%, 

100% and 91 % in each sector, respectively. 

1 f) I 
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The level'of self-sufficiency of beef and veal as well as of pigmeat in Greek market was 

rather lower than the other kind of meat, varying from 16.4% to 56.3% for beef and veal 

and 42.2% to 74.9% for pigmeat. That means that a lot of imports took place in order the 

demand for the above kind of meat to be satisfied. The problem is also much bigger during 

the summer because of the additional demand that occurs from the tourists (such as hotels, 

restaurants and cruise ships). There were a lot of problems in the processing sector of the 

meat dxcept poultry, which forced the Greek wholesalers to import large quantities of 

frozen, processed meat. Over the last ten years, considerable investment has occurred in 

this sector and the problems have started to be solved. Generally, the livestock production 

in Greece is in a transitory stage from the traditional livestock production to the modern 

one. 

Some regional differences exist in the household food consumption in Greece. An increase 

of the overall consumption in Greece and the Region of ENI'M by 61.3% and 46.3% 

respectively, between 1994 and 1999 was identified (N. S. S. G 2004d; N. S. S. G 2004e). The 

same data indicated that Greek consumers in the whole country as well as in the Region of 

EMTh spent less money on food expenditure in 1999 than in 1994, mainly due to changes 

in the distribution of the total expenditure among commodity categories (Morrison et"al. 

2003). 

6.3 Meat Consumption in United Kingdom. 

The meat market comprises the largest consumer market in U. K., representing the 26% of 

household food expenditure and with the 97% of the population enjoying Illeat 

consumption as part of their diet (Davies 2001; DEFRA 2004c). As Table 6.3 illu stratýs, 

the country spent 20% of the total expenditure on food and non - alcoholic drink 

expenditures in 1986 and 28.9% of the food expenditure on meat. During the last five years 
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meat expenditure in U. K. comprised on average about the 26% of the overall food 

consumption, while the total expenditures on food and non - alcoholic drinks accounts on 

average for 16.5% of the total household expenditure. 

Years Overall food and non 

alcoholic drink 

expenditure (billion E) 

% of the total 

expenditures 

Expenditure on meat 

and meat products 
(billion E) 

% of the overall 
food expenditure 

1986 5.1 20 1.5 28.9 

1988 5.6 19 1.6 28.2 

1990 6.4 18 1.8 27.8 

1992 6.9 is 1.8 26.3 

1994' 7.1 18 1.9 26.9 

1996 8.9 18 2.2 25.1 

1997 9.0 18 2.3 25.2 

1998 9.1 17 2.2 24.6 

1999 9.3 17 2.3 24.5 

2000 9.6 17 2.4 24.8 

2001 9.7 16 2.6 27.0 

2002 10.0 16 2.6 26.1 

2003 10.2 16 2.7 26.2 

I able 0.3: 1 lotischold meat expenditures in U. K. for the period 1986-2003 

Compiled-data from DEFRA (2003), DEFRA (2004c), DEFRA(2004d) and National 
Statistics (2004a). 

The overall weekly household expenditures rose between 1994 and 2000 by 16% while the 

food expenditures increased by 35% and the meat expenditure by 32%, highlighting the 

income inelasticity of food dernand (DEFRA 2003; National Statistics 2004b; DEFRA 

2004c). Household meat consumption in U. K. rose frorn 57.9 kg per person per year in 

1955 to 70 kg in 1990 and dechned to 49.4 kg in 2003 (Bansback- 1995; DEFRA 2004c). 

These changes in the nutritional habits of British people presumably occurred due to an 

increase in health concerns and to tile several nutritional crises that appeared in U. K. and 
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across Europe such as BSE, Foot and Mouth Disease, Salmonella and E-coli outbreak, 

dioxins. 

The effects of tile BSE crisis and the Foot and Mouth outbreak on the U. K. meat 

production (mainly in beef and veal), imports, exports and consumption are obvious in 

Table 6.4 (which illustrates the U. K. production, imports, exports, consumption and degree 

of self sufficiency in various kinds of meat for the period 1985-2003). Furtherniore, Figure 

6.2 shows tile U. K. per capita consumption for beef and veal, mutton and lamb, pignleat ,, 

and poultry meat during the same period. 

Besides, the data in the following table (Table 6.4) illustrate that the country has almost ., 

100% self-sufficiency in all kind of meat. Tile per capita consumption is higher in Pig meat 

and poultry rather than in beef and lamb. Price and income factors as well as some 

demographic and social changes may explain these consumption preferences. 
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Chapter 6: The Demand for Meat, Milk and Dai! y Products in Greece and United 
Kingdom 

The pig and the poultry industry adapted more easily to these changes than tile beef and the 

lamb sector. Consumers' concern about food safety as well as the problem with the BSE 

led to a continuing decline in beef demand, with a continuing increase in demand for 

poultry and pork meat within the last eight years (Murray el aL 1996). Moreover the FMD 

induced a decline in beef and veal as well as in mutton and lamb consumption in 2001 and 

beyond, mainly due to a big reduction of these kinds of meat production. 

Generally, it can be concluded that Greek consumers look more favourably towards beef 

and veal than British; while the British consume greater quantities of poultry than Greeks. 

The per capita consumption in pigmeat fluctuates between 17.6 kg and 35.6 kg in Greece 

contrary to 13.7- 18.9 kg in U. K.. Greek people also consume larger quantities in mutton 

and lamb than British as well as goat meat, which is not favoured by U. K. consumers. On 

the other hand, the U. K. is more self-sufficient than Greece in all kind of meat. 

Some regional differences exist in household meat consumption in England. According to- 

DEFRA (DEFRA 2004c), North West England recorded the highest meat consumption of 

1.147 kg in 2002/03 while the lowest was recorded in London with 0.942 kg during tile 

same period. Meat consumption in South West England in 2002/03 was about 1.034 kg- 

These differences may exist due to demographic variation as well as through variations in 

disposable income. 

6.4 Consumption of milk and dairy products in Greece 

Milk and dairy products comprise a significant component of Greeks' daily diet. Thus, tile 

dairy industry is one of the most important factors of the food industry mainly due to the- 

high consumption of fluid milk and cheese (Xepapadeas and Habib 1995; ICAP 2003). 
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Chapter 6: The Demand for Meat, Milk and Daijj Products in Greece and United 
Kingdom 

In Greece, the annual per capita consumption of milk increased from 34.8 kg in 1960 to 

90.1 kg in 1991. Moreover, the annual per capita consumption of cbeese increased from 

10.8 kg in 1961 to 22.9 kg in 1987 while the annual per capita consumption of butter did 

not appear big fluctuations during the same period (Xepapadeas and Habib 1995). 

According to data derived by the National Statistical Service of Greece, Greek consumers 

spent on average about 43.7 euros per month for the year 1999 in purchasing milk, dairy 

products and eggs (N. S. S. G 2004c). This amount accounts for 18.15% of the overall 

monthly food expenditure and identifies milk, dairy products and eggs on the second major 

component of the Greek diet, after meat consumption. 

In 1958, according to Sotiropoulos and Demousis (2002), Grecce spent 12.1% of its total 

food expenditure on milk, dairy products and eggs as well as 16.1 % oil ineat, while in 1982 

these expenditures accounted for 11.9% and 26.7% of tile total food expenditure 

respectively. In 1999, the country's expenditure on milk, dairy products and eggs 

comprised the 12% of the total food expenditure. On the other ]land, ineat expenditure in 

this period was 15.1% of the total food expenditure. Furtherniore, according to 

Karathanassi (1995), the consumption of milk, dairy products and eggs consisted of 5.8% 

of tile overall consumption in 1950,5.9% in 1970 and 5.8% in 1986 while the ineat 

consumption was the 3.9% of the ovcrall consumption ill 1950,7.7% ill 1970 and 8.5% ill 

1986. Thus, Greek people have changed their dietary habits by consurning more mcat 

during the last five decades while their consumption on milk, dairy products and eggs was 

almost constant. 

The consumption of milk, dairy products and eggs increased between 1994 and 1999, by 

41.6% although the average montilly household food consumption increased by 0.5% and 

the average molithly household expenditures increased by 21.7'Vo. Changes in consumption 
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Kinzdom i. - 

patterns over time appear mainly due to shifts in income, prices and tastes (Mantzouncas et 

aL 2004). 

1994 1999 Difference 

Euros % Euros % Euros 

Overall 

expenditure 1136.97 100.00 1383.24 100.00 2246. ý 17 21.7% 

Food expý-n-diture 239.34 21.05 240.65 17.40 1.30 0.5% 

Milk, a-ai-ry - 

products and eggs 

expenditure 30.85 17.21 43.68 18.15 12.83 41.6% 

Table 6.5: Average monthly household expenditures in milk and (lair), products 

between 1994 and 1999. 

Compiled data from N. S. S. G (2004b) and N. S. S. G (2004c) 

The production, per capita consumption of milk and dairy products as well as the level of 

self-sufficiency in Greece in these products for the period 1985 - 2003 are presented ii I 

Table 6.6, based on F. A. 0. data. 

As Figure 6.3 presents, the consumption of cow milk was charactefised by a colltinuo'us 

increase during the period 1985 - 2003 due to a continuous increase of cox%, milk 

production as a result of C. A. P. and imports. Another factor that affects file per capita 

consumption as well as the imports of milk and dairy products in Greece is tourism, as 

every year Greece hosts on average 10 million tourists from abrold (II. O. T. 200-33). ýThe 

consumption of sheep and goat milk were almost stable during the period 198-5-2003, but it 

has to be mentioned that all sheep and milk production in Greece is is . cLI for clicese 
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yoghourt production. On the other hand, the per capita consumption of butter (of cow 

milk), fluctuated between 0.7 kg and 2.4 kg and is relative low mainly due to the high 

consumption of margarine. The high increase of butter imports in 2002 presumably 

occurred due to better prices and caused a rise of the consumption that year. The per capita 

consumption of skimmed milk as Figure 6.3 and Table 6.6 illustrate, was more or less the 

same during the examined period. Furthermore, there was a continuous reduction in the 

consumption of evaporated milk which declined from 17 kg per person in 1986 to 7.5 kg in 

2002. This reduction occurred because Greek people mostly prefer to consume fresh milk 

of which consumption (as already mentioned) is rising. Besides, there is a continuous rise 

of the per capita consumption of cheese that is made from cow milk. On the other hand, the 

consumption of cheese, produced from sheep and goat milk, did not show great 

fluctuations over the last 19 years. 
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Chapter 6: The Demand for Meat, Milk and Dai! y Products in Greece and United 
Kin, adom 

The level of self-sufficiency of the Greek cow milk (fresh) market during the period 1985- 

2003 fluctuated between 88.5% and 99 % while the level of self sufficiency of milk frorn 

sheep and goats is 100%. Regarding the butter market, Greece is mainly dependent on 

imports as the level of self - sufficiency is on average 39%. Greece also imports all the 

skimmed and evaporated milk it produces. Moreover, the level of self sufficiency in cheese 

which made from cow milk fluctuated between 58.5% and 28.6%, mostly due to a 

continuous increase of imports of various type of cheese such as Gouda, Edam, 

Mozzarella, and GRUYERE that took place mainly from Germany and Netherlands. 

Greece is self - sufficient in cheese that is made from sheep and goat milk. 

According to ICAP (2003) regional differences exist in household expenditures regarding 

dairy products in Greece. More particular, household monthly average expenditure in dairy 

products was 21.44 euros in Athens, 22.04 euros in Thessaloniki, 18.25 euros in other 

urban areas and 18.85 euros in the rural areas of Greece. 

6.5 Consumption of milk and dairy products in United Fingdoni 

The dairy market is a quite important market in United Kingdom representing about 11.5% 

of the food expenditure the last five years while in 1986 the country spend the 14.0% of 

them (Table 6.7). Furthermore, in 1986 the country spent 20% of total expenditure on food 

and non-alcoholic drinks, while in last five years the overall expenditure on food and non- 

alcoholic drinks accounted for 16.5% of total expenditure. 
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Chapter 6: The Demand for Meat, Milk and Daia Products in Greece and United 
Kinjzdom 

Years Overall food 

expenditure 
(billion f. ) 

% of the total 

expenditures 

Expenditures on meat 

and meat products 
(billion f) 

% of the 

overall food 

expenditure 

1986 5.1 20 0.7 14.0% 

1988 5.6 19 0.8 14.0% 

1990 6.4 18 0.9 13.9% 

1992 6.9 18 1.0 14.7% 

1994 7.1 18 1.0 14.2% 

1996 8.9 18 1.1 11.9% 

1997 9.0 18 1.0 12.0% 

1998 9.1 17 1.0 11.4% 

1999 9.3 17 1.0 11.2% 
- 9.6 17 1.0 

ýl 
1.2% 

2001 9.7 16 11-6 x 0 00 0 

2002 10.0 16 1 1.1 11 . 5%y( 00 

2003 10.2 1 16 1.2 4 OYo 

Table 6.7: Household dairy expenditures in U. K. for the period 1980-zuti-i 

Compiled data from DEFRA (2003), DEFRA (2004c), DEFRA (2004d) and National 
Statistics (2004a). 

The overall weekly household expenditure rose between 1994 and 2000 by 16%, while 

food expenditures increased by 35% and the purchases of dairy products by 9%, indicating 

the income inelasticity of food demand (DEFRA 2003; National Statistics 2004b; DEFRA 

2004c). The household average weekly consumption of liquid milk fell from 2.7 litres in 

1975 to 0.6 litres on average in 2bO3, while other milk and creams (of which main 

component is skimmed milk) rose from 0.3 litres in 1975 to 1.4 litres over the same period. 

The recent Foot and Mouth outbreak had a significant influence on milk supply and prices 

and therefore on the low consumption of milk after 2001. Moreover, the cheese 

consumption was fairly constant during this period (DEFRA 2004c). Tile level of self- 

sufficiency as well as the consumption, production, imports and exports of U. K. in milk 

and dairy products during the period 1985-2003 are presented in Table 6.8. 
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Cha 
- pter 6: The Demand for Meat, Milk and Daily Products in Greece and Unite 

Kingdom 

The consumption of cow milk (fresh) in U. K. declined during the period 1985-2003 

because of a reduction of the cow milk production (Table 6.8). On tile other hand, the 

consumption of butter that is made from cow milk declined between 1985 and 1988, but 

since 1989 has remained almost constant. The consumption of skimmed milk was reduced 

from 6.5 kg in 1986 to 3.0 kg in 2003 while the consumption of evaporated milk fluctuated 

between 1.1 kg and 0.3 kg during the examined period. The per capita consumption of 

cheese that is made of cow milk has been increased from the 6.9 kg in 1985 to 10.4 kg in 

2003. There was also a rise on the consumption of cheese made from sheep milk as 

illustrated in Table 6.8 and Figure 6.4. 

The level of self-sufficiency of the U. K. cow milk market was on average 100.17% during 

the last 19 years while there were not any data available about goat milk market for the 

U. K.. The goat milk in U. K. is a niche market product, which is mostly preferred by 

consumers who are allergic to cow milk. As Table 6.8 illustrates, the BSE crisis in 1996 

and the FMD in 2001 caused a reduction to milk exports those years. It has to be 

mentioned that the previous figures represent the fresh milk market, in other words the 

milk as it is produced in farms without being processed. The self sufficiency of the butter 

made of cow milk was about 72% on average during the period 1985-2003. Ilie U. K. 

skimmed milk market had 87% self-sufficiency on average during the examined period of 

time. The average self sufficiency of the British cheese (made of cow milk) market was 

about 66%. 

Thus, the U. K. cow's milk production and consumption is about 20 times more than that in 

Greece, while the grade of self-sufficiency in U. K. exceeds the 100% compared to Greece, 

which fluctuates around the 96%. It has to be mentioned that the whole quantity of sheep's 
I 

milk production in U. K. is fed to animals. On the other hand, Greek farmers produce also 
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sheep and goat milk that are used for the production of a variety of cheeses such as Feta 

cheese. British people consume 3.4 times more butter made of cow milk than Greeks, 12.9 

times more skimmed milk and 1.05 times more clieese made of cow milk, wbile Greeks 

drink 14.3 times more evaporated milk than British (the vast majority of evaporated milk is 

consumed with coffee) as well as much more cheese which is made of sheep and goat 

milk, as it is part of their traditional diet. 

6.6 Fa*ctors Affecting Food Demand 

As the aim of marketing is to meet and satisfy the need and wants of targeted customers, 

people dealing with marketing decisions must study the wants, perceptions, preferences, 

shopping and buying behaviour of targeted custorners (Kotler 1994). 

The factors that, according to Kotler (1994), influence the purchase decision process are 

presented in Figure 6.5. 
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Beliefi; and attitudes I I;. -- 

OPI. 

Figure 6.5: Factors Influencing Purchase Decision Process 

Source: After Kotler (1994) 

As Figure 6.5 presents, the components that comprise the marketing mix as well as 

external environmental factors and buyer's characteristics have a significant impact oil tile 

buyer's consciousness. 

Meat and milk dernhd is affected by numerous, complex, diverse and dynanlic factors 

which are explained in detailed in Appendix X1 oil the basis of tile model presented above. 

More particularly, the analysis in Appendix XI focuses oil key factors of the above illodel 
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and how they influence the meat and milk demand in Greece and U. K. as well as on their 

impact on marketing channel utilisation in these two countries. 

Briefly, meat quality characteristics, the high importance given by consumers in diet and 

health issues and the recent food crises (as Appendix XI presents) affect meat demand in 

both countries. Price, governmental actions and distribution channels also affect the meat 

demand in Greece and U. K.. One of the consistent and continuing trends in the meat 

marketing system in tile two countries was the shift of power towards retailers and the 

dominance of the supen-narket chains (Murray et al. 1996; Allen 1997; Davies et al, 2000; 

OECD 2000). Logistical, distributional technologies related to animal production, 

traceability of the livestock products, food safety, transportation systems and slaughtcring 

operations influence tile meat demand in both counties (Appendix XI). Furthermore, tile 

economic growth of Greece and United Kingdom has, a positive impact on meat dernand. 

Meat demand in both countries is also affected by political actions undertaken by tile 

Govemi-nent of each Member State within E. U. as well as by the European Commission 

and European Union in general. Religious prohibitions, cultural beliefs and counterculture 

attitudes bavc a significant influence oil meat demand in both countries (Cooper et al. 

1985). The social characteristics of the consumers, included the size of the family and the 

role of tile head of tile family, found to affect ineat demand in Greece and U. K. 

(Miclialopoulos and Dernoussis 2001; Sdrali and Apostolopoulos 2002; Lazaridis 2003; 

DEFRA 2004c). Many personal characteristics of the British and Greek consurners such as 

the age of tile consumer, tile educational background of tile meal planner, tile sex of tile 

head of tile family, tile occupation of tile householder and the disposable income also 

influence meat demand in both countries. Furthen-nore, consunlers* beliefs and attitudes 

and their the psychogenic needs affect their decisions concerning their food purchases 

(Hughes 1995; Davies 2001). 
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Moreover, taste, quality, flavour, shelf life packaging, health, safety and ofigin also 

influence consumers purchase decision towards dairy products (Davies and Worrall 1998; 

Kupiec and Revell 1998; Kneafsey et aL 2001). The demand for milk and dairy products is 

also influenced by price, promotion activities and distribution systems (as presented, in 

detail in Appendix XI). Superniarkets consist of tile most popular marketing outlet for the 

purchase of milk and dairy product in both countries (Stack and Sillen 1998; E. U. 1999a; 

McCarthy el al. 2001; ICAP 2003) Broader developments in tile British, European and 

global economy have an impact on the demand of milk and dairy products ill Greece and' 

United Kingdom. The Common Agricultural Policy and tile W. T. O. agreements also 

affected milk demand. Furthen-nore, the bio and infort-nation technologies and the new- 

technologies in milk and dairy products processing also affect the demand of these, 

products. In addition to cultural factors, the demand 'of milk and dairy products is also 

affected by tile social characteristics of the Greek and British consumers included the size 

of the family and tile social class (Davies and Worrall 1998; Kupiec and Revell 1998; 

Michalopoulos and Demoussis 2001; Sdrali and Apostolopoulos 2002, ICAP 2003-, Dong 

et al. 2004). Consumers" personal characteristics such as their incorne, education, sex and 

age also influence the demand of milk and dairy products in Greece and U. K. (Niergos and 

Donatos 1989; Xepapadeas and Habib 1995; Karagiannis and Velentzas 1997. Davies and 

Worrall 1998; McCarthy et al. 2001; Michalopoulos and Demoussis 2001, a Sdr. li and 

Apostolopoulos 2002; Sotiropoulos and Demoussis 2002; DEFRA 2004c). Furthenilore, 

psychological factors also affect tile dernand of milk and dairy products (Tansey 1994-, 

Davies and Worrall 1998; Sotiropoulos and Demoussis 2002). 
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6.7 Conclusion 

The above analysis has indicated that, even though there are different consumption patterns 

regarding meat and milk between Greek and British consumers, the factors, which 

influence the demand for both products in the two countries, are broadly similar. 

Greek people are more orientated towards white meat and more particularly pigmeat, while 

British people mostly prefer to consume poultry meat. Furthermore, the consumption of 

beef and veal is more favoured in Greece than in the U. K.. Greek people consume more 

mutton and lamb as well as goat meat than the people in U. K., mainly during Easter due to 

religious tradition. The consumption patterns of milk and dairy products are also quite 

different in both countries. British people consurne more fresh cow milk than do Greeks, 

but they do not use sheep milk for hurnan consumption. Consumption of goat is very low 

and usually is consumed by the people who are allergic to cow milk. The sheep and goat 

milk in Greece is used for the production of traditional cheeses such as Feta, while the 

yellow cheeses are made mostly by cow milk. In tile U. K., cheese is derived from cows 

and is usually yellow. Tile consumption of cheeses made from cow rnilk is higher in U. K. 

than in Greece while tile opposite is true for tile white cheese, as it comprises a 

fundamental part of the Greek diet. Furthermore, tile British consurne more bUtter (made 

frorn cow milk) and skimmed milk than Greeks, while the consumption of evaporated rnilk 

is higher in Greece than in tile U. K.. 

The factors that affect the meat demand in Greece and United Kingdom are summarised in 

Figure 6.6. It is quite Important for the purposes of this study to recognise that all these 

factors have an impact on the utilisation of the meat and milk marketing channels by the 

fanners as the distribution system of these products is related to the demand for them. The 
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above analysis has indicated that the livestock fanners considering the marketing of their 

meat and milk production should focus on adding value to their products and developing 

their own marketing outlets; in other words they have to develop new outlets (such as fanil 

shops or fan-ncrs' markets) for their meat and milk in order to operate in a more profitable 

way. 

Marketing Alix II External environment 

Tendemess 
Leanness Economic groNkIli 
Flavour Intemationalisation of the trade 
Food safety Globalisation of the economy 
Food crises Common Agricultural Policy 

Ilealth W. T. O. agreements 
Price European and national legislation 

Promotion activities Biotechnology 
Retail concentration Information Technology 

Convenience Genetic en-ineering 
Logistics 
Food safety technology (I IACCP, 
ISO) 
Religious and ethnic tradition 
Believes and attitudes 
C l l i h bit u tura eat ng a s 

MEAT AND MILK DEMAND 

Livestock and Milk'Marketing 
Channel Utilisation by the 

farmers 

Consumer's Characteristics 

Family size 
I louseholder's age 
I louseholder's sex 
Education 
Occupation 
Employiiient status 
Family income 
Social class 
N'Chological needs of 
recog, nition, esteem etc 
Believes and attitudes 

Fignire 6.6: The factors that influence the demand of meat and Milk in Greece 

United Kingdom 
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CHAPTER 7 

THE INFLUENCE OF THE COMMON AGRICULTURAL 

AND REGIONAL POLICY OF THE E. U. ON THE SHEEP 

AND DAIRY SECTOR IN OBJECTIVE ONE REGIONS 

7.1 Introduction 

The Common Agricultural Policy and Regional Policy comprise two legislative 

frameworks that have significant influences on tile development of tile agricultural sector 

of all tile Member States of the European Union, and especially to Objective One Regions. 

This chapter will focuses on the influences of the Common Agricultural Policy and the 

Regional Policy of F,. U., as they were refornied within the framework of Agenda 2000, to 

the marketing and processing of agricultural products and more particularly of the sliccp 

and dairy sector, especially in Objective One areas. 

7.2 C. A. P. Reform and the rural development within E. U. regions 

In 1997 tile European Commission published "Agenda 2000- -a policy paper which 

included proposals for the refonn of the Common Agricultural Policy. Tile proposals were 

based oil the results of 1992 Reform, but took into consideration tile new challenges and 

opportunities that the European Union's agricultural sector and rural economies faced at 
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the beginning of the new millennium. The major external factors influencing the refon-n of 

the C. A. P. were the growing world demand for food, moves towards a rnor'C liberal global 

trading environment and the challenge of the European Union's eastward enlargement. Tile 

internal factors that affected the reform of tile C. A. P. were the very real risk of a return to 

market imbalances in some sectors, the Treaty of Amsterdam that makes tile Community 

lawmakers integrate environmental concerns into all legislations as well as the rise of a 

consumer interest in food safety, quality and animal welfare. C. A. P. refianil is 

characterized by more decentralization, greater transparency and simpler rules than before 

(E. C. DG VI 1999a) 

Therefore, tile C. A. P. reforrn included in "Agenda 2000"' aims towards a multi functional, 

sustainable and competitive European agriculture, which should continue to ensure a stable' 

incorile for farm community. C. A. P. reforrn targets not only agricultural producers but also 

to the wider rural population, consumers and society as a whole. 

The agricultural budget, according to Agenda 2000, is on average of EUR 40.5 billion 

annually for market policy (first pillar of C. A. P. ) and EUR 14 billion for rural deVelopnient 

and veterinary and plant health measures (second pillar of C. A. P. ). 

The Regulations that came into force from 2000 onwards concern: arable crops, beef, milk 

and wine sectors, tile rural development frarnework, the 11ofizontal rules for direct support 

schemes and the financing. of the C. A. P.. 

The objective of rural development policy is to set a consistent and lastill" fr 11 )rk t1or ý al C%%., L 

guaranteeing tile future of rural areas and promoting the maintenance and creatioll of 

employment. 
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Fanners within the E. U. and more specifically in Objective One Regions, such as the 

Region of East Macedonia and Thrace in Greece and the County of Cornwall in U. K., can 

be supported by the C. A. P. 2000 in order to increase the profitability and efficiency as well 

as to ensure the economic validity of their farrn enterprise as laid out in Reg (EC) 

1257/1999. 

In particular, the livestock farmers that this study examines may use the aids for the 

processing and marketing of agricultural products in order to increase the added value of 

their products, e. g. by establishment of a small milk processing plants in order to process 

their milk, produce cheese and trade it therneselves. They can also use tile measures for the 

rural development in order to make investments for the modernization of their farming 

machinery (e. g purchase new equipment for milking cows) and improvement of aninials" 

welfare. Fan-ners over 55 years old may use the early retirement program in order to be 

retired and to transfer their enterprise to their children that might be placed to tile young 

fan-ners program (if they are under 40 years old). Furthen-norc, they may attend training 

programs relative to many agricultural subjects such as marketing of agricultural products, 

processing of livestock products such as milk and meat, sheep farming, dairy farrning, soil 

sciences, environmental issues etc. Moreover, livestock farmers may use these measures to 

fund the development of non-fami activities relative to the rural sector such as agro- 

tourism activities in order to create alternative sources of income. 

In this way, they can also allocate a proportion of their milk or nicat production to their 

tourist enterprise (e. g. cottages, hotels, restaurants, pubs) creating a new marketing outlet. 
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Generally the C. A. P. as reformed within Agenda 2000 might create many opportunities for 

the improvement of living standards of people in rural areas of the E. U.. 

7.3 The C. A. P. 2000 and the dairy sector within the E. U. areas 

Tile reform of the C. A. P. as it took place within tile framework of AGENDA 2000 did not . 

fundamentally affect tile common organization of tile market in milk and rnilk products 

(COM) established in 1968 and revised in 1984 and 1987. 'Fhe changes that took place 

aimed to ensure the sector's stability and competitiveness through a progressive reductiol, 

in institutional prices from 2005 and onwards, partly offset by direct payments to 

producers. The target prices and intervention prices for milk and milk products as they 

have been specified by the E. U. in the Council Regulation (EC) No 1787/2003 amending 

tile Council Regulation (EC) No 1255/99 are presented in Table 7.1. 

Target prices Intervention prices 
Period For milk containing 3.7% fat, 

delivered to dairies per 100kg 

For butter peý I 00kg For skinimed powder 
perlOOkg 

1/7/00-301'6/04 30.9 8 Euro/ 100 kg 328.20 Euro! 100 kg 205.52 Euro, '100 kg 

1/7/04-30/'6! 05 30.98 Euro/ 100 kg 305.23 Euro/100 kg 195,24 Euro; 100 k- 

1/7/05-30/6/06 29.23 Euro/ 100 kg 282,44 Euro, 1100 k- 184-97 EuroA00 k- 
1/7/06-30/6/07 27.47 Euro/ 100 kg 259,52 Eurol 100 kg 174.69 E uro, 100 kg 

From 1/7/07 25.72 Euro/ 100kg 246,39 Euro/ 100 kg 174,69 Eurol 00 kg 

Table 7.1: 1 arget anci intervennon prices ior num alla 11111K pro(Illets 

Sources: Council Regulation (EC) No 1787/2003; Council Regulation (EC) No 1255/99 

As tile table above illustrates, there is a continuous reduction in tile target and intervention 

prices each year. 
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On the other hand, the E. U., in order to limit the impact from the planned reduction in 

target and intervention prices, grants the dairy fanners with direct payments. 

The C. A. P. reforrn did not change the milk quota system as existed before the Agenda 

2000 and which is extended from April 2000 to March 2008. The milk quota system has 

helped to regulate dairy production and ensured that production can take place across the 

E. U.. A review of tile system took place in 2003, and on the basis of a report for the 

European Commission and according to the Council Regulation (EC) No 1788/2003, the 

milk quota system was extended until March 2015. The total reference quantities for 

Greece and U. K. as applicable from I April 1999 to 31 March 2015 are presented in Table 

7.2 (Council Regulation (EC) No 1788/2003, Council Rcgulation (EC) No 1256/1999, 

Regulation (EEC) No 3950/92). 
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Period ; --: o:: d: Member State Quantities (tonnes) 

19 9-9 --2 000 Greece 630,513 0.50,10 

United Kingdom 14,590,047 12.4% 

European Union 117,502,858 100.0% 

2000-2001 Greece 675,313 0.6% 

United Kingdom 14,60., 655 12.3% 

European Union 118,390,266 100.0% 

2001-2002 Greece 700,513 0.6"0 

United Kingdom 14,609,747 12.3% 

European Union 118,892,558 100.001, 

2002-2003 Greece 700.513 0.6%- 

United Kingdom 14,609,747 

European Union 118,892,558 100.0%, 

2003-2004 Greece 700,513 - 0.61% 

United Kingdom 14,609,741 1-2.3 

European Union 118,892.5-5-8- 1 -00.0i 

2004-2005 Greece 820,513 0.71% 

United Kingdom 14,604-, 74-7 

European Union 119,01 3,033.324 100.0% 

2005-2006 Greece 20,513 Q 0.71,6 

United Kingdom 14,609,747 1-2.3ý-/. 

European Union 119,013,033.324 100.0070 

2006-2007 Greece 820.513 0.70,16 

United Kingdom 14,682,697 -12.30,,, 

European Union 119,543,690.3-14 1 0O. W 0 
2007-2008 Greece 820.513 0.7% 

United Kingdom 14,755.647 

Eu ropean Union 120,024,327.324 1 00.0(!, ý 

2008-2015 Greece 820,5 0.7ý,, u 
United Kingdom 14,828,597 12.31 u 
European Union 1.10.504,974.324 1 To 0-. 

Table 7.2 Milk quotas: total reference quantities per Member State 

Sources: Council Regulation (EC) No 1788/2003, Council Regulation (EC) No 1256/1999, 

Regulation (EEC) No 3950/92 

140 



Chapter 7: The Influence of the Common Agricultural and Rggional Policy of the E. U. on 
the Sheep and Daia Sector in Obicctive One Rejzions 

Thus, dairy cow farmers in Greece and U. K. will be affected by the C. A. P. Reform and 

more precisely by the reductions of the target prices of milk as well as of the intervention 

prices of butter and skimmed milk powder from the year 2004 and onwards. European 

Union's aid through the direct payments and "national cm, elopcs " (1) will have a positive 

impact on the profitability of dairy enterprises. Dairy farmers in both countries are also 

affected by the restrictions of milk quota status as it was described above. However, these 

fanners in both examined regions have to add value to their products in order to ensure the 

viability, and increase the profitability, of their enterprise. They can achieve this aim by 

producing and marketing nicbe market products such as organic milk (that must be 

certified according to Regulation EC No 1804/1999) or by using their milk production in 

order to produce and market their own milk products, e. g. clicese, yogurt and ice-cream. 

Moreover, they have the opportunity to add value to their products by producing Protected 

Designation of Origin - (P. D. O. ) products (these products are linked with a particular 

geographical area such as Cornwall or East Macedonia and Thrace, at the production, 

processing and preparation stages), Protected Geographical Indication - (P. D. I. ) products 

(these products are linked with a particular geographical area at least to one of the 

production, processing and preparation stages) or Traditional Specialty Guaranteed - 

(T. S. G. ) products (products that their specific features are due to a production method or 

traditional composition without any link with a particular area). 

7.4 The C. A. P. 2000 and the sheep and goat sector within the E. U. areas 

The Common Agriculture Policy (through tile Council Regulation (EC) No 2529/2001) 

provides a structure to slieepmeat and goatineat with a price and trading systeill to cover 

these kind of products. 

"' National envelopes consist or extra money that is allocated as a top-tip aid to each Member state. 
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Measures to improve sheep and goat fan-ning, to promote better organization of production, 

processing and marketing, to improve quality, to permit the establishment of short and long 

terrn forecasts on the basis of tile means of production used and measures to facilitate the 

recording of market price trends may be taken "' ... in order to encourage action 4y trade 

and joint trade organizations to facilitate the adjustinent of slipl)4, to Inal-Act 

requirenients " (Council Regulation (EC) No 2529/2001). 

More particularly, the E. U. subsidizes the sheep farmers keeping ewes (ewes according to 

the Council Regulation (EQ 2529/2001 means any fernale of the ovine species having 

lambed at least once or aged at least one year) on their holdings with tile ex%, .e premium. 

Moreover, tile E. U. subsidizes the goat farniers keeping she-goat (she-goats according to 

the Council Regulation (EQ 2529/2001 means any female of tile caprine species having 

kidded at least once or aged at least one year) on their holdings with the goat premium. The 

ewe premium is 21 Euro/animal but in cases where the sheep farmers market sheep's milk 

or products based on sheep milks, the premiurn is 16.8 Euro/anirnal. Furthermore, tile goat 

prerniurn is 16.8 Euro/anirnal. A supplerrientary premium of 7 Euro/animal, may be paid to 

tile sheep and goat fan-ners if their livestock production compfises a traditional activity or 

contributes significantly to tile rural economy. 

According to tile Council Regulations (EC) No 2529/2001 and No 1782/2003, all tile 

Member States of E. U. must take the appropriate measures to ensure that the sum of t1le 

premium rights oil their territory does not exceed tile national ceilings as they are presented 

in tile Table 7.3 below: 
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Member States Rights (X1000 

euros) 

Greece 11,023 

United Kingdom 19,492 

E. U Total 79,164 

Table 7.3: National Ceilings of Sbeep and Goat Premiums 

Moreover, each country within the E. U. should make additional payments totalling the 

global amounts presented in Table 7.4. These payments may include: (a) payments to 

fanners engaged in. specific types of production, in particular related to quality, which are 

important for the local economy or the protection of the environment, (b) an increase in the 

premium due to the application of stocking density requirements, (c) support for 

restructuring of fanner's holdings or the development of producers' organisations, (d) area 

payment to fan-ners to be granted per liectare of forage area, (e) payments to fan-ners who 

surrender their rights on a voluntary basis, (f) support for the improvement and 

rationalisation of processing and marketing of sheep and goat mcat. 

Member States Amounts (thousands of Euro) 

Greece 8,767 

United Kingdom 20,162 
LE. U Total 72,000 

Table 7.4: Global amounts for additional payments 

Conclusively, the sheep and goat farniers in Greece and U. K. can use tile ewe and goat 

premiums set by C. A. P. as a support for their livestock enterprise, In addition to tile slicep 

and goat meat marketing, these fan-ners should market the sheep and goat milk, in order to 

increase the efficiency of their livestock enterprise. They can also add value to their 

products by producing niche market products using traditional farming nictliods and 

qualifying in that way, for the supplementary premium. Moreover, they can be helped 
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financially by the additional payments in order to process and marketing tile meat they 

produce by themselves and gaining in that way tile added value of their meat production. 

Furthen-nore, tile sheep and goat fanners in both examined regions can ensure the viability 

and increase the profitability of their enterprise by producing and certifying their meat as 

organic according to instructions of the Regulation EC No 1804/1999. 

7.5 The Regional Policy and the sheep anti goat sector within the E. U. 

The regional policy (structural policy) reformed in 1999 aims to*. (a) improve 
-tile 

effectiveness of tile structural instruments by strengthening concentration through 

reduction in both tile structural policy objectives and the Community Initiatives, 
- 
by- 

improving management and by clarifying tile share out of responsibilities between the 

various parties involved, (b) maintain the budget for economic and social coliesion and (c) , 

extend efforts on regional cohesion to tile future Member States. 

More particularly the E. U., through the European Regional Development Fund (ERDF), 

finances a productive investment to create and safeguard sustainable jobs, in%, estnlent it, 

infrastructure and the development of endogenous potential by measures that encourage 

and support local development, employment initiatives and the activities of small and 

medium sized enterprises. 

A 

Furthen-nore, tile European Agricultural Guidance and Guarantee Fund (EAGGF) consists 

of the frarnework of E. U. support for sustainable rural development and, With regard to tile 

Objective I regions that it supports finariciiilly, tile measures that promote the developillent 

and structural adjustment of regions whose development is lagging behind. 
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Besides, the refonn of the regional policy according to Council Regulation (EC) No 

1260/1999 provided a reduction to the number of E. U. initiatives from 13 to 4 which are: 

(a) INTEREG III that aims to stimulate cross-border, transnational and interregional 

cooperation intended to encourage the han-nonious, balanced and sustainable development 

of the whole E. U. area, 

(b) EQUAL which provides new rneans of combating all fonns of discrimination and 

inequalities in connection with the labour market, 

(c) URBAN 11 which targets to the economic and social regeneration of cities and of urban 

neighborhoods in crisis, with a view to promoting a sustainable urban development and 

(d) LEADER+ that promotes rural development through initiatives of local action groups. 

The local action groups should experiment with new ways of. (i) enhancing natural and 

cultural heritage, (ii) reinforcing the economic environment in order to create new jobs and 

(iii) improving the organizational capabilities of their community. 

Conclusively, the livestock fanners in the Region of EMTh and in the County of Cornwall 

which both are Objective I areas call be bcilefit from tile structural policy of tile E. U. as it 

has been reformed in 1999. 

More particularly, they can be supported from tile EAGGF in order to make investments to 

improve the structure of their livestock holding (investments in buildings, machinery 

equipment etc) as well to tile processing and marketing their livestock products. They call 

also be supported to diversify their farril into complementary or alternative activities such 

agro-tourism. Furthermore they can be benefit by tile EAGGF through tile LEADER+ 

initiative in order to combine their livestock farming activity with activities of tile other 

sectors of the econorny such as tourism and manufacture, developing agro-tourisiii 

enterprises such as cottages, inns and plants in order to process their livestock products. 
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LEADER+ may also have a positive indirect influence on the livestock farmers in EMTh 

and Cornwall through the inter-territorial or transnational cooperation among the local 

actors regarding the livestock and dairy sector. 

Furthen-nore, the European Regional Development Fund may support tile livestock fan-ners 

in the examined regions to make investments in their farnis regarding tile use of renewable 

energy sources (such as the use of their fann's wastes as source of energy) as Nvell as the ' 

development of activities that will contribute to the attraction of tourists and the promotion 

of the local culture. In that way, they can establish tourism enterprises that will include 

traditional cottages, inns and small private museums that will present exhibits relative -to 

the local culture (such as local clothes, equipment or tools) mainly associated with the 

traditional fan-ning way of life. On the other hand, the livestock famiers in ENITh and 

Cornwall may be funded by ERDF in their investments associated with information 

technology in order to improve the effectiveness of their farm. 

f 

The fan-ners also benefit indirectly through cross border or inte-regional projects associated 

with the primary sector which can be developed mainly by tile local authorities and may be' 

funded by the INTEREG III initiative. More particularly tile INTEREG III C progralli 

allows tile development of inter - regional projects in which partners from the Region of 

EMTh and the County of Cornwall can participate. 

Finally, fan-ners in both examined regions may be benefit by the ESF througli their 

participation in training programs relative to their enterprise which will be funded by this, 

structural II und or by the EQUAL initiative. 
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7.6 Conclusions 

Livestock farmers within E. U. and more particular in Objective I regions may be 

supported by rural deVelopment measures in oider to make investments in the farrn 

business, to join the young fan-ners and early retirement programs as well as training 

programs about friendly environmentally production techniques. The dairy sector has been 

affected by C. A. P. reforrn and in particular by the reductions in target and intervention 

prices, as well as by the direct payment and national envelopes which will offset the impact 

of from these reductions. 

Furthennore, tile sheep and goat as well as tile dairy cow fan-ners in E. U. and particularly 

in Objective I regions, may use the aids for the processing and marketing of agricultural 

products in order to increase the added value of their products, e. g. by establishment of a 

small processing plants in order to process the products they produce (rnilk or meat), and to 

market the processed products oil their own through local retailers, supermarkets or own 

shops. Tile production of niche market products can also increase tile added value of their 

milk or meat and contribute to ail increase of the farm's competitiveness. The development 

of income sources that are complementary or alteniative to farming through agrotourisili 

services may increase the profitability and efficiency of the farm. 

Hence, the Common Agricultural Policy and the Regional Policy contribute fundamentally 

to the development a sustainable future of the livestock fanners in Objective I regions. 
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CHAPTER 8 

METHODOLOGICAL APPROACH: LIVESTOCK AND 

MILK MARKETING SURVEY IN SHEEP AND GOAT, * 

FARMERS IN THE REGION OF EAST MACEDONIA AND 

THRACE IN GREECE 

8.1 Introduction 

Tile aim of this chapter is to describe the way that this research has been designed and 

carried out. The conceptual model around which this research is based on is provided in 

addition to a synthesis of tile literature in order to identify tile hypothesis of tile research, 

This chapter also operationalises the study in order to develop a suitable and satisfactory 

methodology which meets the objectives of this project, 

8.2 The Conceptual Model 

As was identified in the literature review, the typologies of business strategies'described ill 

tile Chapter 3 are very difficult to apply to agribusinesses due to the nature f fa 1 fin s 0n11 -n 

and their environment. For example, it is very difficult for farmers to differelitiate their 

produce while tile large number of small farill businesses impedes tile creation of tile 

econorny of scale required for cost leadership. The fan-n management literature (Mitchell 

1976; Barker 1989) tends not to include the way farni businesses behave concenling 

marketing activities within its domain. On the other hand, the strategic business literature 
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(Miles and Snow 1978; Porter 1980; Douglas and Rhee 1989) argue that strategic 

management and marketing processes are quite complex, and that a variety of business 

strategies may need to be adopted in order to achieve a competitive advantage. Therefore, 

due to the limited understanding of the dimensions, factors and farm/fan-ners 

characteristics that influence the farrn business strategy, this study is mostly empirical 

rather than conceptual. It aims to examine the existence of a strategic typology regarding 

the marketing patterns of livestock farmers at fann level as well as the relationship 

between the strategic groups and the fan-n/fan-ners characteristics. 

According to Frankford-Nachmias (1996), there are two different stages where social 

scientists can operate: tile conceptual - theoretical and observational - empirical; and the 

transition from tile conceptual to tile empirical level is related to two important issues. Tile 

first is dealing with the degree of congruence between conceptual and operational 

definitions. The second is related with the concepts that cannot be defined operationally or 

which cannot be observed directly or indirectly. In those cases, it is suggested that concepts 

should not be evaluated only in tenns of their observability, but also in tenns of their 

theoretical importance. A conceptual frarnework comprises the third level of a theory 

where "descriptive categories are systematically placed in a broad structure of explicitly 

assumed propositions" (Frankford-Naclimias and Naclirnias 1996). It also summarizes and 

provides explanations and predictions of a large 111.1mber of empirical observations. The 

notion of a conceptual framework can be presented in terms of models since models can be 

viewed as a relation between several aspects. 

In this study, a conceptual niodcl aims to place the key concepts outlined in tile literature 

review into ail identifiable framework, which is illustrated in the Figure 8.1 below. Tile 

model below tries to investigate tile relationships between aspects of tile internal and ' 

149 



Chapter 8: Methodological Apj2roach: LNestock and Milk Marketing Survey in Sheep 

and Goat Farmers in the Region-of East Afacedonia and 77irace in Greece 

external environment of the farming businesses and the development of strategic 

dimensions that may influence tile fanners to adopt a spccific distribution pattern, as well 

as to examine the association between the fan-n /fanner characteristics and tile adoption of 

a specific marketing strategy and a particular marketing outlet. 
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Production management 

Farin Farmer 
characteristics Characteristic-, 
(Fann size, (Age, 
volu-ne of Education) 
production) 

Factors III11 113 
affecting 
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r 114 
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the selection of a 
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Figure 8-1: The Conceptual Model 
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8.3 Hypotheses and Operationalisation 

The aims of a research should be turned into operationalised aims, which are the hypotheses 

to be investigated (Oppenheim 2000). An hy*pothesis, according to Bourna and Atkinson 

(1995) is a statement that examines the relationships between two or more concepts. When 

a movement from the conceptual level to the operational is taking place, the concepts are 

conveyed to variables (Frankford-Nachmias and Nachmias 1996). Thus, when a conceptual 

model is operational ising, the hypothesis asserts the relationships between the setting 

variables. A hypothesis usually takes the fon-n "X causes Y" or "X is related to Y" (Bouma 

and Atkinson 1995). In the conceptual level of this research the hypotheses that are 

investigated are presented in Appendix 1: 

Adopting the model that Davies (2001) used in his thesis; the operational isation of the 

conceptual model of this study is presented in the Figure 8.2 below. 

Operational izing the Conceptual Model, the concepts transformed to the variables 

presented in Appendix 11: 
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8.4 Research Methodology 

The author of this thesis undertook a survey of sample farrns to gather data necessary to 

identify the marketing channels that the sheep and goat fanners use in the Region of EMT11 

regarding milk and livestock marketing as well as exploring the relationship between 

various variables and the marketing orientations of farrn businesses. In the design and 

conduct of such a survey, Errington (1984b) noted that in "... such a sin-vey, many 

decisions have to be made. Miat samplingfirame should be used? Is random or purposive 

sampling appropriate? Should the sample cover units throughout the U. K. or be confined 

to a smaller area? Should time-series data be gathered or is a cross-sectional sun, ey 

adequate? Are personal interviews essential or would a postal survey gather the 

appropriate data? Is someforin ofparticipant observation or activity sampling necessmy? 

What questions should be asked? How should they be worded? " According to Errington 

(1984b) many of tile above choices are interrelated as tile suitability of a postal survey 

depends oil the type of information should be gathered as well as tile possibility of using a 

random number sample depends on tile suitability of the sampling frame. Even if there is 

an ideal approach to data collection of a specific research problem, it is rarely adopted and 

is very often limited due to financial and time constraints. 

In this section, tile methodological approach as well as tile main choices that were made for 

data collection will be presented. 

8.4.1 Postal Survey or Field Interviews? 

The advantages and disadvantages of field interviews against postal surveys are 

surninarised below (Moser 1958; Errington 1985b; Barnett 199 1; Oppenlichil 2000). 
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The main advantages of postal questionnaires are: 

(a) the low cost of data collection, 

(b) the low cost of processing, 

(c) tile avoidance of interview bias and 

(d) the ability to reach respondents who live at widely dispersed addresses or abroad 

The main disadvantages of the postal questionnaire are that: 

(a) They generally have low response rates and consequent biases. 

(b) They are unsuitable for responsdents of poor literacy, for tile visually handicapped, 

very old people or for children below the age of, say, ten; and Often unsuitable for 

people with language difficulties. 

(c) They do not provide the opportunity to correct misunderstandings, to probe, or to -- 

offer explanations. 

(d) They do not have tile control over tile order in which tile questions are answered, no 

check on incomplete responses, incomplete questionnaires or tile passing oil of tile 

questionnaires to others. 

(e) They do not give tile opportunity to collect ratings or assessments based on 

observation. 

Tile main advantages of the field interviews are that : 

(a) They allow tile interviewer to clarify questions. 

(b) They allow the interviewer to probe responses more comprehensively and can 

succeed more often with respondents who have reading or language difficulties. 

(c) They provide the opportunity to the interviewer to -sell- tile survey and lielice to 

rcduce the no-rcsponses. 
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(d) They allow the interviewer to catch some of the richness of expression of 

individual language of respondents when expressing their opinions and views. 

The disadvantages of the field interviews are that: 

(a) They have high costs in tenns of time and finance. 

(b) Due to the in built desire of most people not to antagonize the interviewer, the 

respondents may alter their response to what they believe will gain the approval 

from tile interviewer. 

(c) The immediacy of the interview situation may do not provide to the respondent a 

sufficient time to reflect on his/her answer and give a considered reply. 

(d) The interviewer might not pose a question to each respondent in an identical 

manner (e. g. different wording or emphasis in tile way lie asked the question). 

There are many different ways in which a researcher may overcome tile disadvantages of a 

particular approach as well as much of the skill in the design and execution of surveys are 

dealing with finding ways to minimize these disadvantages. 

Therefore, the postal surveys can be used more effectively in cases of gathering 

information from a large sample of respondents while field interviews are needed when 

infori-nation is required in depth, particularly where the research subject is relatively 

unfamiliar to the respondent, covers sensitive topics or respondents who have poor literacy, 

face language difficulties or are either quite old people or very young children. 

For the present study, the author decided to gatlleý information through field interviews due 

to tile poor literacy of most sheep and goat farmers in tile Region of East Macedonia in 

Greece. The majority of these farmers are not familiar with this kind of research and 
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therefore the field interviews provided the opportunity for the interviewer to explain tile 

utility of tile project and its aims and objectives. The length of the qucstionnairc, tile size of 

tile sample, the dispersion of the farms and the fact that the author (who conduct'XI tile 

interviews) is based exactly in tile middle of the area that the farmers arc dispers. cd, were 

some of the factors that worked towards the adoption of tile inwiview inethod. Also the 

cost of the research was not much higher by using field inten-im-s comparexi to a Ix)stal 

survey (cost of sending quest i onnai res, mailing back, sending a reminder letter) due to the 

fact that tile author himself conducted the interviews. 

8.4.2 The Area and Unit of Study, 

The Region of East Macedonia and Thrace in Greece has many similaritics Will, tile county 

of Cornwall in U. K.. Both regions have been designated by the E. U. as objective 011, 

Regions; are isolated compared to the rest of their countries; and their population is about 

lialf million people. 

Both regions are dominated by ruminant livestock production. Ilic shee-p and goat sector 

(producing meat and milk) consists of the most important li%'CstOck SLTtor in terms of grt)ss 

output in tile Region of EMT11. In Cornwall the most imporlant livestock sector in lernis or 

gross output is the dairy cow sector followed by the beef sector and slicep sector. Thus, 

both regions comprise wholly appropriate areas to study the livestock and Illilk-marketilig 

strategies adopted by fan-ners, and to compare each other. 

8.4.3 'nic Sampling Frame. 

Ideally, samples that researehers use in order to accomplish their rescarOwn, mirror tile 

population ill which they are interested. In many casesan ideal sample is 11tq available, ancl 

researchers attempt to identify alternatives. 
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The population in which any researcher is interested is defined by the unit into which the 

research will be carried out (e. g. fann businesses, land owners, agricultural enterprises) and 

by the characteristics of these units (cultivated area of the farrn, headage of livestock, 

quantity of milk production). According to Emerson and McFarland (1995), sampling 

frames rarely include all the units of a population, but are used as a source from which to 

draw a sample for study. 

In order to generalize their findings to a larger population than the sample from which the 

data has been collected, researchers should ensure that the sample is representative of the 

population. Three potential sources of bias in the sampling, survey procedure and 

execution processes are identified in the social science literature (Moser 1958; Kish 1965; 

Errington 1985b; Barnett 1991; Emerson and McFarland 1995; Frank ford-Nachmi as and 

Nachmias 1996; Burton and Wilson 1998; Oppenheirn 2000). 

9 The Sampling Frame: A comprehensive catalogue is required in order that members of 

the population who are target for the survey, can be identified. Suitable catalogu. es are 

often confidential, expensive, incomplete or unsatisfactory. 

9 The Sampling Procedure: The representat i veil es s of the sample relative to the 

population should be ensured. An accepted method of ensuring the representativeness 

of a sample is the random selection. Sometimes, ensuring repres entat i veil ess is 

problematic especially in a view of the limited number of available and feasible 

sampling franies for fan-n surveys. 

0 Rate of response: Even tile sample is representative, non response rates may not be 

randomly distributed and certain types of respondent categories may be over or under 

represented. 
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Errington (1985b) argued that non-responses far outweigh the potential bias on most 

accepted sampling frames. According to Emerson and McFarland (1995) an inadequate 

sampling frame is the first source of bias in the sampling and survey procedure. There are 

many potential sampling frame inadequacies or sources of bias that have been identified by 

thd social science literature (Moser 1958; Kish 1965; Errington 1985b; Barnett 1991; 

Emerson and McFarland 1995; Frankford-Nachmias and Nachmias 1996; Burton an'd 

Wilson 1998; Oppenheirn 2000): 

0 Inaccuracies (factual): these tend to be occasional rather than systernatic, e. g. an 

incomplete address or wrong geographic location. 

; Missing Elements: A sample frame may be inadequate or incomplete. It may also not 

be representative of the population in which the researcher is interested. 

Cluster of elements: Sometimes there are a number of subjects that are grouped 

together under one entry in the sample frame catalogue, e. g. as one business. 

Foreign Elements: It is quite common in many sample frame catalogues for objects to 

be included that non-nally are not members of the population. 

Duplicate Listings: Tile subject may appear in tile sample frame lists more than once, 
4 

many times under different categories. 

Due to these possible biases, researchers should choose a sampling frame that Would best 

possible fit to their research objectives. 

In the case of the present research, there were two possible sources of sampling fraille. Tile 

first was tile lists of sheep and goat fan-ners of the Unions of Agricultural Cooperatives that 

operate in each prefecture of tile Region of East Macedonia and Thrace. The probleill with, 

this framework is that many farniers might not be members of tile Union " of tile 

Agricultural Cooperatives. Tile second source was the lists Of sheep and goat producers of 
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the Ministry of Agriculture that could be obtained by the Local Authorities of each 

examined prefecture. These lists include all the sheep and goat holdings that operate in 

each prefecture. Therefore, the author preferred to use the second source in order to 

identify the sampling frarne for this research. 

8.4.4 The Sample. 

The author contacted the Local Authorities in the five prefectures of the Region EMTh in 

order to deten-nine the type of infori-nation that could be identified from their lists prior to 

deciding upon a selected sample. The catalogues of the local authorities included all the 

sbeep and goat boldings operated in each prefecture of the Region of EMTh in the year 

2000. The officers of the local authorities were willing to provide the lists including 

infon-nation about name and address, but they could not give infon-nation about tile size of 

the flock as this infonnation were subject to the protection of personal sensitive data. Thus, 

the sample frame of this research included information about 6,826 farmers operating in 

the Region of EMTh as presented in Tab] e 8.1. 

Prefecture Sheep and Goat Farmers Population_ 
RIIODOPI 2,051 
DRAMA 7,11 

KAVALA 1,241 
EVROS 1,657 
XANTHI 1,166 

Total 6,826 

Table 8.1: Description of the Sample Frame 

In this survey, a random selection of sheep and goat farmers was chosen to forill tile 

sample due to tile fact that tile author wished to generalize his findings beyond tile sample 

of farnis covered by the survey. As Erringtoll (1985b) argued tile only way in which this 

can be achieved is to ensure that tile units for survey arc selected at random from the larger 
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population about which generalization are to be made. The sample that was selected 

consists of 343 fan-ners which would be reasonably representative of sorne larger 

population about which useful generalization could be made. The size of tile sample is 

similar to the size that other researchers used in this kind of surveys (Errington 1984b; 

Oglethorpe and McLeay 1998; Davies 2001) and is detailed in the following table: 

Prefecture Sheep and Goat Percentage Composition of Sample 

Farmers Population the population 

(Countypopulation ITotal 

Population) 

RHODOPI 2,051 0.30 103 

DRAMA 7,11 0.10 36 

KAVALA 1,241 0.18 62 

EVROS 1,657 0.24 83 

XANTIII 1,166 0.17 59 

Total 6,826 1.00 343 

Table 8.2: Description of the sample 

It is a stratified random sample, with each county being represented in tile sample ill tile 

same proportion as it appears in the main population. Hence, a more efficient estimation of 

some population characteristics that might exist ill each prefecture (e. g tile proportion of 

Muslim fan-ners, large and small fan-ners) will take place rather than sampling frorn tile 

population at large (Barnett 1991; Fink 1995a). In order to check that this sample Nvas 

reasonably representative, the author compared tile characteristics of the sample with those 

of the total population following tile methodology that Errington 0984b) use di 

survey. The characteristics of tile selected sample with those of the Region of ETa., N11 11 s -1 

whole are compared ill Table 8.3. The sample comprises tile 50/0 of tile total population of 

sheep and goat farniers that are registered in local authorities* lists and is reasonable 
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representative of them as all the characteristics (as described in Table 8-3) do not differ 

from those of the total population. 

Sample Region of Sample as % of 

ENITh Region ENITh 

Number of sheep and goat holdings' 343 68261 5.0% 

Sheep livestock population 31295 58045 12 5.5% 

Goat livestock population 27257 491372 2 5.6% 

Average size of sheep farnis (heads) 91 902 

Average size of goat farnis (heads) 79 792 

Table 8.3: Evaluation of the sample 

'Compiled of Drama Prefectural Authority (2001), Evros Prefectural Authority (2001), 
Kavala Prefectural Authority (2001), Rliodopi Prefectural Authority (2001), and Xanthi 
Prefectural Authority (2001), 
2 N. S. S. G. (2001 a) 

8.5 Survey Procedure 

8.5.1 Pre -tested 

The survey was pre-tested on six sheep and goat famiers in the Prefecture of Xanthi. 
_ 
As a 

result minor alterations were made to questionnaire prior to the pilot survey. 

8.5.2. Pilot Surygy 

The author carried out tile pilot survey consisting of field interviews inAutumil 2001 to 30 

fan-ners comprising 6 fan-ners in each prefecture. Fanners were selected by using random 

numbers. The purpose of the pilot survey was to test and validate the questionnaire design 

and to assess a response rate for the main survey. The response rate for the pilot survey 

was 93% and was not felt that any ftirtlicr changes %vere required for the main survcy. 
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8.5.3 Main Surve 

The survey was started in March and completed in April 2002 to 343 farniers as Nvefe 

described in the previous section of this chapter. The author, during afternoon hours, 

weekends and his vacations carried out all tile interviews. The standard approach to 

potential respondents was to call thern by telephone, where that was possible, in order to 

secure an appointment at which tile interview was conducted. In cases where the 

respondents had not any telephone number, interviews were conducted without 

appointment. The most suitable time for interviewing farmers was during the afternoon or 

early in the morning but many interviews were conducted during the other hours of the 

day. Tile season tile main survey took place was not tile busiest time of tile year for sheep, 

and goat farmers. I 

At tile beginning of each interview, tile author explained tile purposes of the survey wliile 

the Prefectural Authority of Drama - Kavala - Xanthi where the author is employed 

provided a letter (presenting in Appendix V) that accompanied the questionnaire stated its 

supýort for this survey. This support was helped the author for the better pronlotion, of ti IC 

research. 

There was a productive response rate of 92% as 314 fan-ners answered the questionnaires 

while 17 fanners had sold the flock within tile year 2000,4 fan-ners passed away, I fanner 

moved to another part of tile country, 2 fan-ners denied to answer and 5 farniers were not 

found. 

8.5.4 Questionnaire Design 

Marketing and strategic variables were identified after searching tile business and 

agricultural markoing, farm management, agricultural economics, and strategic 
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management literature. Attention was given to existing conceptual frameworks such as 

Porter's (1980) generic strategies, Miles and Snow's (1978), Barker's (1989), Feame and 

Bates' (2000) strategic typologies, Mitchell's (1976) and Davies' (2001) livestock as well 

as McLeay's et al. (1996) arable typologies as a starting point. Taxonomic classifications 

of strategy including strategic group studies were also reviewed. This was followed by 

infon-nal interviews with fan-ners, business consultants specialized in agricultural sector, 

managers of fin-ns processing and trading agricultural products and agricultural economics 

academics in order to gain a detailed knowledge of the industry prior to selecting the 

appropriate variables. 

The ten-page questionnaire (Appendix VII) was designed to meet the research objectives 

referred in Chapter 1: 

* To identify and quantify the criteria that sheep and goat producers in the Region of 

EMTh use in order to select marketing channels regarding their milk and meat produce. 

* To examine the links between fan-ner/fan-n types in relation to, their business and 

marketing orientations in order to model farni marketing behaviour. 

9 To deten-nine fan-n marketing behavioural influenees market channel utilisation 

0 To compare the characteristics and tile factors that influence tile decision making of tile 

fan-ners in relation to the marketing channel utilization in the Region of East 

Macedonia and Thrace in Greece and in the County of Cornwall in U. K., and to 

identify the similarities and tile differences of these characteristics. 

The questionnaire was designed in seven parts in order to mect tile research objectives: 

Part I- Choice criteria for selecting marketing channels in the meat sector : comprise 5 

questions related to marketing channel used, choice criteria, agricultural cooperative 
163 



Chapter 8: Methodological Approach: Livestock and Afilk- Afarketin_Q Suným in Sherp 

and Goat Farmers in the Reýgion of East Macedonia and 77irace in Greece 

membership and sales price regarding meat - livestock marketing. I'his section would be 

used to detennine the channel utilization, to identify the relation between various factors 

and the selection of a particular marketing strategy after bivariate statistical analysis and to 

discover if intergroup differences exist between, for example, carcass attributes and choice 

criteria by using multivariate analysis. 

Part 2- Choice criteria for selecting marketing channels in tile milk sector: comprised 4 

questions related to marketing channel used, choice criteria and price regarding milk 

marketing. This section would be used to deten-nine tile channel utilization, to identify the 

relation between various factors and the selection of a particular marketing strategy after 

bivariate statistical analysis and to discover if intergroup differences exist between 

management attitudes and choice criteria by using multivariate analysis. 

Part 3- Management activities and attitudes: comprised 35 attitudinal statements on a5 

point Likert scale relating to marketing and business orientations. These questions cover 

areas such as non-control I able factors, marketing activities, consumeribuyer orientation, 

production planning and budgetary control. This part of tile suR-ey is particularly important 

because tile attitude variables would be used to derive a set of strategic dimensions frorn 

which the typologies would be modelled and predicted. 

Part 4- Information sources and types: comprised 12 inforrnation sources and 

information types used as source of marketing intelligepce. Responses based on a5 point 

Likert scale. Market information may be relevant to faniler*s marketing decision and 

would be used to discover if intergroup differences exist. 
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Part 5- Marketing or added value questions relating to differentiation. This part is 

important in respect of whether farmers perceived themselves to be differentiators. 

Part 6- General farrn characteristics: comprised II questions related to characteristics 

such as farrn size, flock size, volume of produce and farm area. This section was of 

particular relevance with regard to profiling the derived typologies after multivariate 

statistical analysis. 

Part 7- General fan-ner's characteristics: comprised 10 questions related to characteristics 

such as farrn and non-farrn previous working experience, income, debt level, age and 

education. This part was also of particular relevance with regard to profiling the derived 

typologies after multivariate statistical analysis. 

8.6 Methodology of the statistical analysis 

The aim of this research, as previously mentioned, is to classify tile sheep and goat fanners 

operating in the Region of EMT11 in Greece into strategic groups and to identify marketing 

implications in relation to marketing channel utilization. Due to the limited understanding 

of tile strategic dimension at the fann level, this study was empirical, wbich means that tile 

researcher was forced to colIcct primary data oil tile attitudes of the individual fanners 

towards strategic and marketing variables. 

An approach to strategic group analysis that, according to Davies (2001), is frequently 

used in sqategic mailagelliplit and marketing, literature, involves ail identification of 

strategic groups by: 

a) measuring tile business position of a firm towards a number of strategic variables and 
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b) 'classifying the firms into strategic groups and developing profiles for tile members of 

each group by using several statistical tests. 

Many statistical techniques have been developed to classify firms into strategic groups, 

including ad hoc methods that place businesses into a priori determined strategic groups 

on tile basis of a limited number of strategic dimensions (Davies 2001). As these a priori 

procedures are not well-developed at a farrn level studies, factor analysis was conducted in 

the first stage of this research in order to reduce the examined strategic variables VIN25 

of Appendix 11 that relate to the factors that affect tile selection of livestock distribution 

patterns by sheep and goat farmers in Region of EMT11 in Greece as well as tile variables 

VI N24 which relate to tile factors that affect tile selection of milk distribution patterns by 

sheep and goat fan-ners in the same Region (Tabachnick and Fidell 1989; Nialliotra 1996; 

Hair et aL 1998). 

in tile second step, factor scores were subjected to hierarchic and non-hicrarchic cluster 

analysis in order to classify the fan-ners with similar strategic behavioral patterns into 

strategic groups (Punj and Stewart 1983; Harrigan 1985; Helsen and Green 1991; MaIllotra 

1996; Hair et al. - 1998). Discriminant analysis was then employed to predict cluster 

membership and to assess if reasonable discrimination had been achieved between t Ile 

identified groups (Tabaclinick and Fidell 1989; Malliotra 1996, Hair cl" aL 1998). 

Descriptive statistics were used to identify the marketing channels the sheep and goat 

fan-ners use for tile distribution of their livestock and milk produce. Bivariate statistical 

analysis such as chi-square analysis, Kruskal - Wallis and Friedman non-paranictric one- 

way ANOVA tests were used to develop tile profile Of tile farniers who adopt each 

livestock and milk marketing channel. 
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In addition, logistic regression analysis was conducted in order to identify the impact of the 

examined factors and the fan-n/fan-ners's characteristics on marketing channel selection in 

a multivariate level. The same bivariate techniques were perfon-ned in order to develop the 

strategic group profiles and investigate any possible association between each marketing 

strategy and the examined farm and fan-ners characteristics (V26-V49 of Appendix 11 for 

livestock strategic profile and V25-V48 for milk strategic profile) as well as the factors that 

influepce the fan-ners to adopt a particular livestock (V50-V66 of Appendix II) and milk 

(V49-V71) marketing outlet. Furthen-nore, Kruskal - Wallis and Friedman non-parametric 

one-way ANOVA tests were employed to profile each strategic group regarding the type of 

infon-nation sources (V67-V79 of Appendix 11 for livestock strategic profile and V72-VS4 

for milk strategic profile) and the type of inforniation (VSO-V86 of Appendix 11 for 

livestock strategic profile and V85-V91 for milk strategic profile) tile sheep and goat 

farrners use in the Region of EMTh in Greece. Logistic regression analysis was also 

employed to identify which factors, farm's and farmer's characteristics as well as 

information sources and types of infon-nation influence the sheep and goat farniers in the 

Region of EMTh to adopt a particular marketing strategy. 

The stages of the statistical approach that were used in this study are illustrated in Figure 

8.3. 
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8.6.1 Factor Analysis: Identification of Key Strategic Dimensions 

I 
Factor analysis was used to reduce the variables describing the marketing and business 

attitudes of the fanners (VI-V25 of Appendix 11 for livestock marketing and VIN24 for 

milk marketing) to a smaller and meaningful set of strategic dimensions suitable for 

subsequent statistical analysis (Kline 1994; Malliotra 1996; Hair et al. 1998). 

The general purpose of the factor analysis was to find a way to summarize the infon-nation 

included in a set of original variables to a smaller number or strategic dimensions (factors) 

with a minimal loss of information. The data reduction technique that was used for this 

purpose was the principal component analysis. This method was appropriate because the 

primary concem was to deten-nine the minimum number of key strategic dimensions 

(factors) that accounted for maximum variance in the data for use in subsequent 

multivariate analysis (Malliotra 1996). It used tile attitude scores (Likert Scale) of tile 

business and marketing attitudes of the fan-ners (VI-V25 for livestock marketing and Vl- 

V24 for milk marketing) in order to identify a smaller number of key strategic dimensions 

that characterize farniers' strategic way of thinking and acting. 

In cases with samples of fewer than 50 observations, factor analysis does not provide a 

suitable technique; and as a general rule, the minimurn is to have four or five times more 

observations than the number of the examined variables (KIiiie 1994; Malliotra 1996; Hair 

et al. 1998). In the present study there were 314 observations while there were 25 variables 

describing the livestock marketing and business attitUdes of tile sheep and goat fanners in 
I 

the Region of EMTh in Greece and 24 variables regarding the milk marketing and business 

attitudes of these fanners. Hence, tile sample was suitable for factor analysis. 
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The next step is the computation of the correlation matrix. Tile examined variables must be 

sufficiently correlated to one another. If visual inspections do not show substantial number 

of correlations greater than ± 0.3 then factor analysis may not Nvork- properly (Nialliotra 

1996; Hair et aL 1998). The correlations among variables can Aso be analyzed by 

computing partial correlations or anti - image correlations which are the negative 

values of partial correlations. Large partial or anti - image correlations indicate that the- 

data matrix may not be suitable for factor analysis (Malhotra 1996; Hair el A 1998). The 

Bartlett test of sphericity provides the statistical probability that tile correlation matrix 

has significant correlations among variables and is also a measure Of tile multivariate 

non-nality of tile data. If tile significance value is less than 0.05 then the data do not 

produce an identity matrix which means that there are significant correlations among 

variables as well as the data are multivariate non-nal and appropriate for factor analysi -S 

(Hair et al. 1998; Darren and Mallery 2001). The Measure of Adequacy (NISA) consists 

of another test that measures the intercorrelations among tile variables and the 

appropriateness of tile data for factor analysis. This measure ranges between 0 -1 wililst 

every variable that reaches I is perfectly predicted by tile other variables. Accordilig tO 

Hair et aL (1998), MSA> 0.50 is acceptable. 

Determinant of Correlation Nlatrix tests the correlation matrix for multicolliniafity and 

singularity and the adequacy is assured if the deten-ninant is larger than 0.0001 (Darren and 

Mallery 2001; Davies 2001). 

The anti-image correlation matrix was provided by SPSS v. 9 as well as tile Bartlett test Of 

sphericity and measure of sampling adequacy (MSA) in order to clieck tile appropriateness 

of the data for factor analysis. Tile variables that had high proportion of large absolute 

values of anti -image correlations as well as MSA less than 0.5 were removed before tile: 

170 



Chapter 8: Methodological Approach: Livestock and Milk Marketing Survey in Sheep 
and Goat Farmers in the Reýdon of East Macedonia and Thrace in Greece 

analysis took place. Finally, factor analysis was conducted for only II of the 25 variables 

regarding the livestock marketing attitudes (V3, V4, V5, V6, V7, V 10, V 11, V 12, V 13, 

V24 and V25) and 15 of the 24 variables regarding the milk marketing attitudes (VI, V3, 

V4, V6, V9, VI I, V12, V14, V15, V16, V18, V20, V21, V23, V24). 

The examnination of the final anti-image correlation matrix, the Bartlett test of sphericity, 

the Kaiser - Meyer - Oklin Measure of Adequacy, the MSA for each variable and the 

deten-ninant of correlation matrix (as presented in Appendix XII) indicated the adequacy of 

- the data for factor analysis. 

The third step is the factor extraction as was computed from the correlation rnatrix. Four 

criteria can be used to evaluate tile number of factors to be extracted. Tile most common 

technique is the Latent Root Criterion. Tile rationale of this method is that any individual 

factor should account for the variance of at least a single variable if it is to be retained for 

interpretation. Hence, only factors with eigenvalues greater than 1.0 are considered 

significant (MaIllotra 1996; Hair et al. 1998). A seree plot test is another technique that 

can be used for factor extraction. Tile scree plot is a plot of tile eigenvalues against tile 

number of factors in their order of extraction. The shape of the resulting curve is used to 

deten-nine the number of factors. The point at which tile curve begins to straighten out 

indicates the maximum number of factors to be extract. Generally, the scree plot test 

criterion determines one or a few more factors to be included than the latent root criterion 

(Malliotra 1996; Hair el al. 1998). The percentage of variance is another criterion, which 

is also used for factor extraction. According to this method, tile number of factors extracted 

depends on achieving a specified cumulative percentage of total variance extracted by the 

factors. The level of variance that is considered satisfactory depends oil the problem. In 

social sciences, a solution that accounts for 60% of the total variance considers satisfactory 
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(Malhotra 1996; Hair et aL 1998). Finally, a priori determination is a technique which is 

applied for factor extraction in cases where the researcher knows how many factors to 

extract befýre taking the factor analysis. In this method the analysis stops when the desired 

number of factors has been extracted (Malhotra 1996; Hair el A 1998). 

The latent root criterion, tile scree plot test and the percentage of variance were used in this 

research for the determination of the number factors as there was not any prior knowledge 

of the identified key strategic dimensions regarding the livestock and milk marketing 

fanners' attitudes. 

Factor rotation is the fourth step of factor analysis. The coefficients which are also called 

factor loadings, consist of the factor matrix and represent the correlation between the 

derived factors and the examined variables. As factors usually are correlated with many 

variables, the factor matrix sometimes fails to provide factors that can be interpreted. Thus, 

factor rotation is a procedure that aims to redistribute the variance from earlier factors to 

later ones in order to achieve a simpler and more meaningful factor pattern. Rotation does 

not affect the cornmunalities and the percentage of total variance explained. The simplest 

case of rotation is the orthogonal rotation in which axes are maintained, at 90" to each 

other during the rotation. Orthogonal rotation results in factors that are uncorrelated. On 

tile other hand, oblique rotation is the rotational procedure where the axes are not retained 

at 90" angle and tile factors are correlated (MaIllotra 1996; Hair el A 1998). 

Tile factors that derived frorn both livestock and milk marketing strategic attitudes were 

rotated orthogonally using tile varimax method of SPSS v. 9. The varimax method attellipts 

to minimize the number of variables that had high loadings on a factor and resulted in a 

clearer separation of the factors (Malhotra 1996; Hair el al. 1998). 
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Interpretation of the factors consists of the next stage of factor analysis. Interpretation is 

conducted by identifying the variables that have large loadings on the same factor. 

Tabachnick and Fidell (1989) suggested that the loadings in excess of 0.55 be regarded as 

good, 0.60 as very good and those over 0.71 as excellent. Hair et al. (1998) taking into 

consideration the objective of obtaining a statistical power level of 80%, the use of 0.05 

significance level and the inflation of the standard errors of factor loadings, provided the 

following guidelines represented in the table below (Table 8.4) for identifying significant 

factor loadings based on sample size. 

Factor Loadings Sample size needed for significance' 

0.30 350 

0.35 250 

0.40 200 

0.45 150 

0.50 120 

0.55 100 

0.60 85 

0.65 70 

0.70 60 

0.75 50 

Table 8.4 Guidelines for identifying significant factor loadings based on sample size 

(after Ilair et A 1998) 

(') Significance is based oil 0.05 significance level, a power level of 80% and standard 
errors assurned to be twice those of conventional correlation coefficient. 

In the present study with a sample size of 314 farniers, factor scores more than 0.35 were 

considered significant and acceptable. Hence, the principal component factor scores of the 

underlying key strategic dimensions (for livestock and milk marketing strategies), which 

were obtained through tile use of the varimax rotation ilictliod, were interpreted and 

named. The factor scores (mean 0, standard deviation I) were then saved for subsequent 

multivariate analysis (clustcr and discriminant). 
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8.6.2 Cluster Analysis: Classification to Strategic Groups 

Cluster analysis is widely used in marketing research. Both acadernic researchers and 

marketing application researchers employ this multivariatc statistical technique to classify 

persons, products or other entities to groups so that each member of a particular group is 

very similar to other members with respect to some predetermined selection critefion. The 

resulting groups should be characterized by high internal (Within cluster) homogeneity as 

well as high external (between cluster) heterogeneity (Punj and Stewart 1983', Hair et al. 

1998). 

In the present study, cluster analysis aimed to develop a classification of the sheep and goat 

fanners in the Region of EMTh in Greece, and to identify the relationship between the key 

strategic dimensions (derived from factor analysis) and cluster membership. 

Tile first step of cluster analysis is the formblation of the problem. Tile variables on whicl, 

the clustering have to be selected. They should characterize tile objects being clustered and 

relate specifically to tile objectives of cluster analysis (MaIllotra 1996; Hair el aL 1998). In -- 

this research, the variables were tile identified orthogonal standardized factor scores (mean 

0, standard deviation 1) of the respondents. According to Bailey's (1974) 

recommendations, factor scores should be used as input in cluster analysis instead of raw 

variables, because the latter contain interdependencies which might bias cluster results. 

The use of latent root variables via varimax solution removes such interdependencies and 

reduces potential problems of noise due to these interdependencies by representing ail 

independent and small set of factors (Hair el aL 1998). Althought this might result in sorne 

loss of information, it has tile advantage of generating orthogonal dimensions for 

subsequent analysis. Before cluster analysis took place, tile data were exam I i led for outliers 

as they are sensitive to this statistical technique. Due to tile fact that factor scores were 
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standardized variables, values that exceeded ±3.0 were outliers and hence were removed 

before the analysis was conducted (Tabachnick and Fidell 1989; Hair et al. 1998). In this 

study, cluster analysis was conducted to 289 observations as 25 cases were removed due to 

to the fact that their factor scores exceeded the ±3.0 and considered outliers. 

Selection of a distance measure consists of the second step of cluster analysis. Due to the 

fact that cluster analysis groups similar objects together, a measure is needed to assess the 

similarities of differences among the objects. There are many different kinds of measures 

that compute the difference between two objects. The Euclidean (list,, Illce wliich is the 

square root of the sum of the square root of differences in values for each variable 

comprises the most widely used (Malliotra 1996; Hair et al. 1998). The squared 

Euclidean distance is the sum of the square root of differences in values for each variable 

(Malliotra, 1996; Hair et al. 1998). The city block or Manhattan distance between the 

objects is equal to the sum of the absolute differences in values for each variable (Hair et 

al. 1998). The maximum absolute difference in values for each variable between two 

objects consists of the Chebyeliev distance (Malhotra 1996; Hair et al. 1998). Tile squared 

Euclidean distance was adopted in this study because it has the advantage that speeds 

computations markedly as it does not calculate the square root (Hair et al. 1998). 

The third step of cluster analysis is tile selection of a clustering procedure. There are two 

major categories of clustering techniques: (a) hicrarchical Clustering techniques and (b) 

pon-hierarchical clustering methods (Tabaclinick and Fidell 1989; Malliotra 1996; Hair et 

al. 1998; Siardos 1999). 

Hierarchical clustering techniques are characterized by a hierarchic structure and are either 

agglomerative or divisive. In agglornerative methods, clustering starts with each object 
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comprising a separate cluster. Clusters are developed by grouping objects into bigger and 

bigger clusters until all the objects become members of one cluster (Everrit 1980; MaIllotra 

1996; Hair et al. 1998; Siardos 1999). In contrast, divisive clustering, starts with all the 

objects comprising one single cluster. Clusters are split until each object becomes'a 

separate cluster (Everrit 1980; Malhotra 1996; Hair el al. 1998; Siardos 1999). Various 

techniques have been developed to split or combine clusters based on similarity between 

adjacent clusters. The single linkage niethod is based on the minimum distance between 

two objects. The complete linkage method is based on the maximum distance between 

two objects, while the average linkage niethod is based on tile average of tile distances 

between all pairs of objects. The variance method develops clusters airning to minimize 

the within cluster variance. Tile Ward's procedure is a variance method in whicil tile 

squared Euclidean distance to tile cluster mean is minimized, while in centroid nictilo(I 

the distance between two clusters is the distance between their centroids (means for all the 

variances(Everrit 1980; Malhotra 1996; Hair et al. 1998; Siardos 1999). Non-hicrarchic - al 

methods which are frequently referred as k-nicans clu. stering firstly determine a cluster 

seed as the initial cluster centre and then groups all objects within a prespecified threshold 

value from tile centre. 

In this study, both hierarchical and non-hierarchical methods were employed according to 

recornmendations of Harrigan (1998), Helsen and Green (1999), Hair et al. (1998) and 

Siardos (1999). A hierarchical technique was used to predeterriline the number Of clusters, 

profile the cluster centers and identify any obvious outliers, while tile K-means method 

was employed to group the fan-ners with the cluster centroids from the hierarchical results 

as the initial seed points. 
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Ward's procedure was the hierarchical clustering method that was employed to deten-nine * 

the initial clustering solution using the squared Euclidean distance measure as according to 

(Hair et al. 1998); this is the recommended distance method for centroid and Ward's 

methods. Ward's method was employed because it avoids problems with chaining of 

observations (Steven 1986; Tabachnick and Fidell 1989; Helsen and Green 1991; Hair et 

aL 1998). As there are no statistically valid methods to detennine the appropriate number 

of clusters, the rule of looking for a substantial increase in the cluster coefficients as the 

algorithm successfully combines clusters was used. A substantial increase of the 

coefficient sUggests that two relatively dissimilar clusters have been combined and, 

therefore, the number of clusters prior to the merger provided the most'probable solution 

(Hair e4 A 1998). 

Using the initial centroids estimated from Ward's procedure, K -nicans cluster analysis 

was conducted (as presented in Appendix X11) for several different cluster values 

suggested by agglomeration schedule and dendograms produced from Ward's method. 

Interpretation of clusters comprise the next stage of cluster analysis. It involves 

examination of each cluster in terms of cluster variate to assign a label that describes 

accurately the nature of each cluster (Malliotra 1996; Hair el al. 1998). In this study, 

clusters were interpreted based on cluster centroids regarding tile key strategic dimensions. 

Finally, validation and profiling of the clusters is the last stage of cluster analysis. Tile 

validation process includes researcher's attempts to assure that a cluster solution is 

representative of tile general population and, therefore, is generalizable and stable over 

time. Cluster validation can be achieved by examining if a selection of variables not 

included in tile cluster analysis diff'er significantly arnong the determined clusters (Hair el 
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al. 1998). A non parametric Kruskal - Wallis one way ANOVA test was conducted in this 

study to examine if variables not used in cluster analysis differ significantly aniong the 

identified clusters. 

The profiling stage involves describing the characteristics of each cluster. The researchers 

usually use data not used in cluster analysis which are typically demographically 

characteristics, psychographics profiles, consumption patterns and so on (flair et al. 1998). 

In this study, clusters profiling comprise a separate stage of tile statistical methodology., 

8.6.3 Discriminant Analysis: Assessment of Identified Key Strategic Dimensiolls 

Discriminant analysis is a multivariate technique that airns to predict group membership 

from a set of predictor variables. It is tile appropriate method in cases Where tile 

independent variables (predictor variables) are metric and tile dependent variables (e. g 

cluster membership) are categorical (nomimal or non - metric; Tabachnick and Fidell 

1989; Malhotra 1996; Hair et al. 1998). 

In this study, disciminant analysis was conducted to assess how accurately tile identified' 

key strategic dimensions regarding livestock and milk marketing strategies could predict - 

cluster membership of tile sheep and goat fan-ners in Greece (Region of EMT11). 

Due to the fact that discrit-ninant analysis is quite sensitive to tile ratio of tile sample size to 

the number of predictor variables* a "rule of thumb" of a minimum of 5 observations per 

each independent variable is suggested, while the smallest group size must exceed tile 

number of tile independ 
I 
ent variables (flair el al. 1998). In tile present study tilis 

assumption was jilet. 
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Key assumptions for discriminant analysis are the existence of multivariate normality of 

independent variables, of homogeneity of variance - covariance matrices, and non- 

multicollinearity among the independent variables (Tabachnick and Fidel] 1989; Malhotra. 

1996; Hair et al. 1998). However, discriminant analysis is robust to failures of non-nality if 

violation is caused by skewness, rather than outliers, and if the sample is large. Robustness 

is assured with 20 cases in the smallest group if there are only a few independent variables 

(Tabachnick and Fidell 1989). On the other hand, unequal covariance matrices will 

possibly affect the classification process mostly when samples are unequal and small. In 

these circumstances, quadratic discriminant analysis can be conducted, as unlike the linear 

discriminant analysis, it is free from the requirement of equality of matrices (MINITAB 

1997; Hair et al. 1998; Adams ct al. 2000; Borini and Guiniaraes 2003). 

In this study, the non-nality of the key strategic dimensions (factors derived from factor 

analysis) that would be used as independent variables in discriminant analysis was checked 

before the analysis took place. Outliers were removed and discriminant analysis was 

conducted oil 177 cases for livestock marketing and 188 cases for milk marketing (after 

outliers were removed). The Box's M test statistic was evaluated to test if there was 

equality of covariance of the independent variables across the identified group (Tabaclinick 

and Fidell 1989). The small probability (Box M= 295.290, approx F= 22.921, df =3191.7, 

P<0-001 in tile case of livestock marketing and Box M= 293.083, approx F, 11.895, df 

=1448.09, P<0.001 in the case of milk marketing) indicated that the equality of variance - 

covariance matrices were violated and Bartlett Box F statistic as well as the Levcne's test 

were conducted using Minitab 12 to asses the homogeneity of variance for each dependent 

variable (Siardos 2000). The statistics as presented in Appendix XII indicated that the 

equality of variance for each strategic dimension was violated and quadratic disciminant 

analysis (Minitab 12) was conducted in order to determine whether the identified variables 
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could predict cluster membership in both cases. The squared distance (also called 

Malialanobis distance) was used by Minitab to evaluate the discriminant power of the 

variables. However in quadratic discriminant analysis, the squared distance did not 

simplify into a linear function (MINITAB 1997). 

Cross-validation is a method that calculates tile percentage of misclassified obsen, ations. 

This procedure works by omitting each observation one at time, recalculating the 

classification function using the remaining data and then classif)ing the omitted 

observation (MINITAB 1997). Cross-validation was perfonned through the use of Minitab 

12 in order to deten-nine the percentage of misclassified farmers in each strategic group. 

8.6.4 Identitification and Profiling of Marketing Channels. 

Bivariate statistical tests are used to detennine significant differences between the 

distributions of two variables. When the data are categorical or nominal in nature, a non - 

parametric test has to be used in order for the association between the two variables to be 

explored, while if the data are non-categorical (ordinal or ratio/interval) a decision 

regarding tile use of a parametric or non-parametric test should be made (Brýiiiar and 

Cramer 1997; Kinnear and Gray 2000; Darren and Mallery 2001)- The use of parailletfic 

tests is appropriate when tile following assumptions are met: (a) Tile data ar in C et", al or 

ratio, (b) the distribution of tile data is non-nal and (c) tile variances of both variables are 

equal or homogeneous. Non-pararnetric tests are free or independent of any precise forni oi 

the distribution of tile data (Brymar and Cramer 1997). Tile choice of tile appropriate 

statistical test is also dependent oil tile question whether the experiment - survey Would 

have resulted in independent or related samples of scores. An experiment in which an, 

independent sample of participants is tested under each condition, is called 
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subjects experiment while an experiment in which each participant is tested under all 

conditions is known as within-subjects experiment (Kinnear and Gray 2000). 

One way Analysis of Variance is a parametric test that is used to assess tile difference of 

means of the corresponding populations (Eddison 2000; Kinnear and Gray 2000; Darren 

and Mallery 2001). Due to the fact that the ANOVA does not provide any detail of the 

differences the between treatments, a multiple comparison test should be conducted 

additionally. One way ANOVA can be used in both between - and within - subject 

comparison; while the non-parametric tests that can be adopted when the assumptions of a 

parametric tests are violated are tile Kruskal - Wallis test and tile Friedman test in between 

subject - and within - subject comparison, respectively (Eddison 2000; Kinnear and Gray 

2000; Darren and Mallery 2001). If the two non-parametric tests have to be employed, 

additional non-parametric multiple comparison tests should be utilised (Eddison 2000). 

The one sample chi-square analysis tests is used if tile observed association in a variable 

which has more than two categories has arisen by chance (Eddison 2000). 

Tile aim of this stage of tile analysis is to identify tile marketing channels that slicep and 

goat fanners used in the Region of EMT11 in Greece regarding their livestock and milk 

marketing produce. Descriptive statistical analysis was used in order to identify the 

livestock and milk marketing channels. 

The non-parametric Kruskal-Wallis test, which is suitable for categorical data, was 

employed to identify tile marketing channels that mostly were illflUenced by cacti factor 

(V50-V66 of Appendix 11 for livestock marketing and V48-V70 for milk marketing). Tile 
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non-parametric equivalent multiple comparison test was conducted to identify the details 

of differences among the channels (Eddison 2000). 

While the Kruskal - Wallis test indicated which marketing channel's selection is mostly 

affected by the examined factors (tile factors influence them in their distribution cliallnel 

selection), the non-parametric Friedman test was employed to profile tile fanners who use 

a particular livestock and milk marketing outlet regarding these factors. In other words, 

this test was used to identify which factors mainly affect tile selection of each marketing 

channel. 

The one-sample chi - square analysis for each livestock and milk marketing channel was 

conducted in order to profile each of tile identified livestock and milk marketing outlets 

regarding tile farrn and farmers characteristics (V26-V47 of Appendix 11 for livestock 

marketing and V24-V47 for milk marketing). 

The above non-parametric tests examine the association between two variables Only. As 

the factors and tile farm/fan-ner's characteristics are more than two, tile one-sample c1li- 

square analysis, Kruskal - Wallis Test and Friedman Test do not take into consideration 

the multivariate impact of all the examined factors and farrn/fan-ners' characteristics that 

consist of tile profile of each marketing channel. Although these tests can perfectly profile 

each marketing outlet regarding tile examined factors and farm/fanners' charactefistics tile 

logistic regression analysis (which is a multivariate statistical technique) %vas also 

conducted in order to explore which of them mostly affect tile distribution pattern selectioll 

as well as to what extent and in which way. Logistic regression analysis, as well as linear 

regression analysis, investigates tile response variable and one or more predictors. Tile 

main difference between these two statistical techniques is that logistic regression analysis 

182 



Chapter 8: Methodological Approach: Livestock and Milk- Marketing Survey in Sheo 
and Goat Farmers in the &gion offast Macedonia and Thrace in Greece 

is used with categorical response variables while the linear regression analysis is employed 

in case of continuous response variables (MINITAB 1997). The MINITAB statistical 

package provides three logistic regression procedures for the exploitation of relationship 

between one or more predictors and a categorical response variable of the following types: 

(a) Binary Logistic Regression Analysis when the response variable is a binary, 

(b) Ordinal Logistic Regression Analysis when the response variable is ordinal and 

(c) Nominal Logistic Regression Analysis when the response variable is nominal. 

In this study, the nominal logistic regression was used because tile response variable that 

consisted of the marketing channel selection or the marketing strategy selection is a 

categorical variable with four levels and no natural ordering. 

8.6.5- Profiling of Strategic Groups 

The, final stage of the analysis is to develop the profile of each of the identified by the 

cluster analysis livestock and milk marketing strategies regarding the farrn and fanners' 

characteristics, the marketing outlets and the factors that influence the farmers to select a 

particular distribution channel. 

The Kruskal-Wallis non-pararnetric test was used to assess the relationship between the 

livestock and milk marketing strategies identified by the cluster analysis and the factors 

that influence the sheep and goat fan-ners in the Region of EMTh in Greece to select a 

particular livestock and milk marketing channel (V50-V66 and V48-V70, respectively). 

More particularly, this test was employed to identify tile strategic groups of farmers that 

mostly were influenced by each factor. The Q non-pararnetric equivalent multiple 

comparison test was conducted to identify tile details of differences aniong tile groups 

(Eddison 2000). 
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The non-parametric Friedman test was employed to profile each strategic group regarding 

the factors (V50-V66 and V48-V70 for livestock and milk marketing, respectively) that 

affect them to adopt a particular marketing outlet. 

The Kruskal - Wallis test, Q test and Friedman test were also conducted in order to 

deten-nine the association between each strategic group, the type of inforrnation sources the 

fan-ners use (V67-V79 for livestock marketing and V72-V84 for milk marketing) and the 

type of information the fan-ners are interested in (V80-V86 for livestock marketing and 

V85-V91 for milk marketing). 

One-sample chi - square analysis was used in order to develop the profile of each strategic 

group regarding the farm and fanners characteristics (V26-V49 for livestock marketing 

and V24-V47 for milk marketing) and the preferred livestock and milk marketing outlets. ý 

Furthermore, logistic regression analysis was employed to identify the impact of each 

factor, farm/fan-ners's characteristic, infon-nation source and type of inforniation that 

comprise the profile of each strategic group, oil marketing strategy selection taking under 

consideration their multivariate effect. Where the algorithm had not converged after 1000 

iteration, the results could not be regarded as reliable (MINITAB 1997). In such cases tile 

analysis was conducted again excluding tile predictors, which in the initial analysis 

appeared statistically insignificant. 
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8.7 Conclusions 

As the development of marketing typologies using multivariate statistical analysis is not a 

new concept, the present study employed a multivariate methodological approach like most 

of the studies that have been presented in the Chapters 3 and 4. Furthen-nore, the author 

using the methodological approach of the earlier mentioned rescarchers applied a novel 

and innovative approach to measure the strategic marketing behaviour of livestock fan-ning 

enterprises and conducted various cross-check measures to ensure the robustness of cluster 

models. Additionally, discriminant analysis is used here in order to check and assure the 

predictability of the derived typology. Davies (2001) employed a discriminant analysis and 

bivariate parametric statistical tests (including ANOVA and cross - tabulation) in order to 

provide additional insights to in farrn business decision-making and marketing channel 

utilisation. The autbor of the present study, based on Davies's (2001) methodological 

approach, also conducted bivariate statistical techniques but, in contrast to Davies (2001) 

used non-pararnetric tests like Chi-square analysis, Kruskal - Wallis and Friedman tests 

because these tests are more robust in case of ordinal data than the parametric tests. 

Beyond the approaches of the other researchers, the author employcd logistic regression 

analysis in order to investigate the relationship between the identified marketing strategies 

'and distribution patterns, as well as to eI xplore tile factors and tile fa rill Ifil nil ers 

characteristics that affect marketing channel utilisation and marketing strategy selection, 

taking into consideration tile multivariate impact of tile examined variables used for the 

development of tile profile of each strategic group. Therefore, ' tile profiles of each 

marketing channel, as well as of each strategic group, were dcvcloped. Besides, this study 

comprises a more holistic methodological model compared to tile other studies that were 

developed by other researchers in the past, regarding tile farill busincss (iccisioil - making 

and channel utilisation relative to the livestock and milk marketing. 
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CHAPTER 9 

THE LIVESTOCK MARKETING STRATEGIES THAT 

SHEEP AND GOAT FARMERS ADOPT IN THE REGION 

OF EMTh IN GREECE 

9.1 Introduction 

'nle airn of this chapter is to identify tile marketing channels that slicep and goat fanliers 

use in the Region of EMTh in Greece in order to market their livestock produce, and to 

develop a typology describing tile livestock marketing strategies they follow. Tile profiles 

of the fan-ners that follow each marketing strategy regarding their farm and fanilers' 

characteristics as well as their marketing channel utilization are also presented. Finally, it 

profiles the fan-ners who use each distribution channel in order to market their liVestock 

regarding their farrn and fan-ners' characteristics. 

9.2 Stage 1: Determining Key Strategic Dimensions Using Principal 

Components Analysis 

In this stage of the statistical analysis twenty five variables (VI-V-25 of Appendix 11 

regarding livestock marketing strategies) which describe tile livestock marketing attitudes 

of sheep and goat farmers in EMTh in Greece. were subjected to principal collipoliellts 

analysis. 
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After checking the anti-iamge correlation matrix and MSA, factor analysis conducted for 

only 11 (V3, V4, V5, V6, V7, V I O, VI I, V12, V13, V24 and V25) of the 25 variables. The 

examination of the final anti-image correlation matrix, the Bartlett test of sphericity, the 

Kaiser - Meyer - Oklin Measure of Adequacy and the MSA for each examined variable 

(as describing in Chapter 8 and Appendix XII), indicated that the data were appropriate for 

factor analysis (Malhotra 1996; Hair et al. 1998; Darren and Mallery 2001). 

The latent root criterion (eigenvalue =1), the scree plot test and the percentage of variance 

deten-nined 3 factors in the first rotation (but several different trial rotations where factor 

interpretability was compared, were conducted; Tabachnick and Fidell 1989; Child 1990; 

Malliotra 1996 Hair et al. 1998) The cut-off point for inteiliretation of loading scores was 

0.59. This score was much higher than tile 0.35 that is tile minimum requirement according 

to Hair et al (1998). for samples of at least 250 observations in order to achieve 0.05 

significance level and 80% level of power. The results of the scree plot test are presented 

in Figure 9.1. 

Figure 9.1. Scree plot Test 
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Three factors, which explained the 66% of the total variance were derived by the factor 

analysis (Table 9.1). Variables with low communalities (less than 0.5) were ignored, as tile 

objective of the factor analysis is tile reduction of variables (11air et al. 1998). 

Components Eigenvalues % of Variance Cumulathe Variance Variables Communalities 

1 3.335 30.318 30.318 V3 O. N68 

2 2.531 23.007 53.325 VIO 0.721 

3 1.397 12.700 66.025 VII 0.461 

4 0.8229 7.537 73.561 V4 0.781 

5 0.775 7.046 80.607 V7 0.726 

6 0.624 5.676 86.284 V24 0.529 

7 0.498 4.532 90.815 V 12 0.419 

8 0.362 3.290 94.106 V25 0.374 

9 0.265 2.412 96.518 V5 0.887 

10 0.218 1.980 98.499 V6 0.742 

11 0.165 1.501 1 ()O. (X) %'13 0.756 

Table 9.1 Results of Principal Co mponents Analysis of Strategic Variables. t-W 

The three identified factors that appeared to give the best representation of tile underlying 

relationship among the selected variables are illustrated with their factor loading scores in 

Table 9.2. 
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KEY STRATEGIC DIMENSIONS Factor 

Loading 

Prorit Orientation 

V4 Maximizing profit is my most important farming goal 0.861 

V6 When I have finished my livestock I must sell immediately and can not afford to wait 0.854 

for prices to improve 

V7 I have no influence over the price I receive for my meat produce 0.829 

V24 Policies of other countries have little influence on my farni profitability relative to -0.687 

meat sector 

V25 Disease is the major cause of fluctuations on my farm returns 0.593 

Production Orientation 

V13 I always set a side a proportion of my production flock to experiment with livestock 0.848 

techniques relative to meat production I am not familiar 

VIO I breed animals which requires special knowledge, equipment or facilities that other 0.836 

farmers do-not have 

V11 I maximize meat quality by using special techniques such e. g. artificial insemination 0.660 

V12 I adapt my enterprise mix to minimize risk 0.617 

Cost focus 

V5 Budgeting and planning to obtain tile lowest possible farm costs is tile most important 0.924 

management activity I undertake 
V3 I am aware of the exact costs and returns of the meat I pfoduce 0.913 

Table 9.2 The itlentified key strategic dimensions. 

Detenninant of Correlation Matrix: 0.008149 
KMO MSA = 0.73 
Bartlett test of Sphericity = 1483.86 <0.001 

Therefore the key strategic dimensions that tile three factors represent are the followillg: 

Factor 1: Profit Orientation 

This strategic dimension, accounts for 30.3% of variance. According to this cliniciision, 

profit maximization was considered by the sheep and goat farmers as their most important 

farming goal. Farmers could not afford to wait for price improvements as tile quality of 

their livestock would be reduced, so they sold their livestock just Act- they finished it. 

They had the impression that they could not InflUence tile determination of tile livestock 
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prices, as well as considering that other countries' policies had major impacts on their farm 

profitability. 

Factor 2: Production Orientation 

The sheep and goat fan-ners, according to this factor, experimented with livestock 

production techniques with which they were not familiar as they always set a side a 

proportion of their flock for this purpose. This factor which accounts for 23% of the 

variance is also associated with breeding animals that required special knowledge, 

equipment and facilities. 

Factor 3: Cost Focus 

The sheep and goat fan-ners that scored highly on the third strategic dimension, whicl, 
I 

accounts for 12.7% of the variance, appeared to consider tile budgeting and planning as 

their most important management activity, aiming to obtain the lowest possible farrn co-st. 

They were also very interested in being informed about the exact costs and returris for their 

livestock produce in order to find ways to increase their gross margins, Profitability and 

production efficiency. 

9.3 Stage 2: Identification of Marketing Strategies using Cluster Analysis 
-I 

Hierarchical and non-hierarchical cluster analysis were conducted as described ill Chapter 

8. The Ward's procedure suggested a solution between two and four clusters. Ill tile next 

stage, tile 289 observations were randornly split into the test (DI) and tile internal 

validation sample (D2). Tile k-mean cluster analysis perfornied in Di alld D2 sarnPles f6r 

tile three cluster values 01=2,1,4), as presented in Chapter 8 an Appendix X11. Tile kappa 

coefficient for each cluster solution was 0.011 fior n=2 (P>O. ()5), 0.147 flor 11=3 (P<0.01) 
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and -0.131 for n=4 (P<0.01). Since the decision is based on a criterion of kappa 

maximization, the three cluster solution appeared optimal. However, before accepting this 

solution all cluster solutions (based on all cases) were examined for interpretability and 

external validity. The examination of cluster interpretability and external validity is 

presented in Appendix XII. '17he three cluster solution was found to be the most 

meaningful as it was highly interpretable and also had external validity, i. e. significant 

inter-cluster differences were identified in variables that were not used in the cluster 

analysis. 

The three clusters (based on the cluster means for the derived factor scores and the cluster 

sizes) were named according to tile business strategy that tile farmers in cach group 

appeared to follow (Table I of Appendix X11). Thus, the three business strategies that the 

sheep and goat fanners follow in the Region of EMTli in Greece are: (a) Cost Focus 

Strategy, (b) Production Orientation Strategy and (c) Return Focus Strategy. 

The cost focus strategy accounts for 135 farniers tli-, it comprise 47% of the sample. They 

scored highly on the strategic dimension associated with cost focus. They were highly 

aware of the exact cost of the livestock they produced and very interested in budgeting and 

planning their production in order to achieve the lowest possible fan-n cost. They were not 

so keen on strategic dimensions regarding profit maximization, since these farmers were 

mostly concerned with reducing theiT fan-n cost and not in achieving high sale prices or 

dealing with financial aspects that would lead to profit making. On the other hand, they 

were not interested in production orientation strategic issues, presurnably because activities 

relative to increasing livestock quality, experimenting with new livestock production 

techniques, breeding animals that required special know. ledge that would increase tile farrn 
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To Group 

From Group Cost Focus Production Orientation Return Focus 

Strategy Strategy Strateoy 
C. 

Cost Focus Strategy -12.36 221.98 11.04 

Production Orientation Strategy 5778.67 -8.34 3976.75 

Return Focus Strategy 3.68 77.60 -12.74 

Table 9.3 The Quadratic Distances of the Quadratic Discriminant Functions - 

The group means of each cluster for each strategic dimension are presented in Table 9.4. 

T11is table indicates that the three key strategic dimensions discrimate cluster group 

membership. 

Means for Groups 

Key Strategic DimensiOns Cost Focus Production Orientation Return Focus 
Strategy Strategy Strategy 

Profit Orientation 0.2534 0.2514 0.5619 

Production Orientation -0.5720 0.9443 -0.3642 
Cost Focus 0.9097 0.4197 -0.9781 

Table 9.4 The Group INIcans of the Strategic Groups for cach Strategic Dimensioll 

Tile predictive accuracy of tile discriminant model was evaluated using tile cross validation 

technique that Minitab 12 provided. 'flie analysis indicated that 97.2% of tile examined 

fan-ners were classified correctly. More specifically, tile proportion of the fan-ners that were 

classified correctly in the strategic group that follow the cost focus strategy was 98%, 

while the 100% of the fan-ners that appeared to follow the production orientation strategy- -, 

were correct classified. Oil tile other hand, tile 95.5% of the farrilers that adopted the retum ý 

focus strategy were correctly classified. Tile sunimary of tile cross validation classification 

is shown in Table 9.5. 
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Actual Classification Cost Focus , 

Strategy 

Predicted Classification 

Production Orientation 

Strategy 

Return Focus 

Strategy 

Cost Focus Strategy 97 0 3 

Production Orientation 0 11 0 

Strategy 

Return Focus Strategy 2 0 64 

Total N 99 11 67 

N Correct 97 11 64 

Proportion of Correct 98.0% 100.0% 95.5% 

Classification 

N=177 N Correct = 172 Proportion Correct = 97.2% 

Table 9.5Sunimary of Classification Nvith Cross - validation 

Conclusively, the results of the discrim inant analysis indicated that tile three strategic 

dimensions could accurately predict and discriminate strategic group membership. 

9.5 Stage 4: Proffling the Livestock Marketing Channels 

Ten marketing channels were identified from the survey. Five of theill are direct channels 

and five are multiple channels of two or more direct channels as detailed in Table 9.6. 
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Chapter 9: The Livestock Marketing Strategies that Shern and Goat Fanners Adopt in 
the Reaion ofEMTh in Greece 

9.5.1 The association between the marketing channel selection and each factor that 

influencc tllc sheep and goat fanners to adopt a particular marketing outlet. 

The Kruskal-Wallis non-parametric test was used to identify the factors that are related to 

the fartners' selection of a particular marketing channel (due to the fact that all the 

examined variables were ordinal; Kinnear and Gray 2000). 

According to the results of the test that are presented in Table 9.7, most of the sheep and 

goat farmers that were interested in sale price, preferred to market their lambs direct to 

retailers or to more than one marketing channel. Farniers that were influenced by the 

capability of the buyer to purchase large quantities of livestock preferred to sell them direct 

to wholesalers, as only these could buy many lambs at once. Most of the farniers that 

wanted to be sure that would be paid, sold their livestock direct to retailers, wholesalers or 

to more than one marketing channel, while the fan-ners who wanted to be paid quickly 

marketed their lambs to more than one marketing outlets. On the other band, in cases 

where there were personal relationships between tile farmers and their buyers, they 

preferred to place their livestock to the local retailers. Finally, tile farmers that had small 

quantities of livestock preferred tile private use of livestock, presurnably in order to 

increase the added value of their products. 
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Marketing Channels 

Factors Direct Sales Direct Sales to Private S ales to more than P 

to Retailers Wholesalers Use of one marketing 
Livestock channels 

Sales Price 171.15a 15 9.99b 103.09c 182.63 b <0.00 I 

Capability of the buyer to purchase 94.63' 206.04 b 3 8.4 0' 168.48b <0.00 I 

large quantities of livestock 

Loyalty 169.17' 170.67"' 62.46 b 176.90' <0.001 

Speed of payment 159.67 a 163.34' 90.97" 204.60c <0.001 

Personal Relationships 226.99' 134.93 b 105.86' 200.28d <0.001 

Srýall quantity of larnbs 155.45' 139.50b 240.46' 160.50a. b <0.001 

Table 9.7: The influence of each factor for the selection of a particular marketing 

channel. 

N. B Within factors (rows), marketing channels (average ranks presented in cells) with 
different letters differ significantly at P<0.05. 

There was no significant association found betwecii any of the following factors and a 

marketing channel selection: 

i) Monopolistic phenomena (v55) 

Experimentation with different marketing channels (v56) 

iii) The fact that tile fan-ner is not interested in selling his livestock (v58) 

iv) - The fact that most of the fan-ners prefer the same marketing outlet (v59) 

V) The fact that the fan-ner is interested ill sellilig ill live weight (v60) 

vi) Local demand (v61) 

vii) The fact that the farmer sold the larnbs latc (\, 62) 

viii) Invoice issue by tile wholesalers which means that tile farmer will get the VAT 

back (v63) 

ix) Lack of enough space to stock the lanibs (04) 

X) The fact that tile fariner get used to sell his liv, cstock through a particular 

marketing channel (05) 

XI) Contractual obligations (06) 
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9.5.2 Profiling the fan-ners of each marketing channel 

Consisely the fanners who use each one of tile described marketing channels have many 

similarities regarding their farm and personal characteristics. More particularly they had 

small farrns while they preferred to let up to 30% of tile cultivated land they owned to 

other farmers, presumably in order to obtain an additional income. Furtherniore, none of 

the fan-ners were involved with fan-n-related activities away from their farni such as 

Meetings in the Local Agricultural Cooperatives and making contacts ill the market with 

potential livestock buyers neither with off-fann activities. They had long experience in 

livestock fan-ning. The vast majority of them had low debt to service and their educational 

level was quite low as most of thern attended only tile primary school. They did not hold 

any responsible position within agricultural cooperatives or in any other agricultural 

organisations. Moreover, they did not hold any responsible posistion in a non-farrn 

business they might own or in a non-farrn business they did not own. 

On the other hand, there are some differences in the profile of the farmers who use each 

marketing channel reagarding tile factors that influence them in tile marketing outlet Cljoice 

as well as some fan-n and fan-nqs characteristics as presentýd in Table 9.8. 
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Direct sales to retailers Direct sales to I Private use of lives Sales to more than one 
ýN holesalers marketing channel 

F actors 
Loyalty Capability of buyer to Small quantity of Speed of payment 

purchase large lambs 

quantities of livestock 
Sales price Loyalty Sales price Loyalty 
Speed of payment Sales price Speed of payment Sales price 
Personal relationship Speed of payment Loyalty Capability of buyer to 

purchase large quantities 
of livestock 

Farm C haracteristics 

n. s Size of flock: > 151 Size of flock: < 50 n. s 
heads heads 

Volume of livestock Volume of livestock Volume of livestock n. s 
production: <50 heads production: >151 production: <50 heads 

heads 

n. s n. s Volume of milk n. s 
: <2,000 kg 

Farm land owned by Farm land owned by Farm land owned by II. S 
the farmer: >61 1/0 the farmer: >61% the farmer: >61% 
Farm land rent from Farm land rent from Farm land rent from II. S 
other farmers: <30% other farmers: <30% other farmers: <30% 
Il. s Farm allocation to Farm allocation to Farm allocation to sheep 

sheep and goat sheep and goat and goat enterprise: >61% 
1 enterprise: >61% 1 enterprise: <301/o 

Farmer's characteristics 
Obtained Livestock Obtained Livestock Obtained Livestock Obtained Livestock price: 
price: Average price: Average price: Below Average Avera(-, e 
Previous non-farin Previous non-farni Il. s ILS 
working experience: working experience: 
NO NO 
Long experience in Long experience in ll. s Long experience in 
farming decision farming decision farming decision making 
making making 
Farm Income: >50% Farm Inconle: >50% Farm Income: < 240/o Farm lnconle: >50"/(ý 
Financial performance: n. s Financial performance: Il. S 
Below average Below average 

Table 9.8: Summary of marketing channel profile 

9.5.2 a Profilinv, the fan-ners of each marketing channel regarding the factors that influence 

thern in their marketing, outlet cligicel 

As the Friedman one - way non parametric test indicated (Figure 9.6) the farniers who 

prefer to market their livestock produce direct to retailers were mainly interested in buyers' 

loyalty, sale price, speed of payment and personal relationships with their buyers. 

Sometimes they preferred this marketing cllanncl because it consisted of their only option 

'is in sorne areas there were retailers'who operated nionopolistically. On the other hand, tile 

fan-ners who sold their produce direct to wholesalers were mainly interested in the 
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instead of making private use of them were mostly influenced by tile capability of the 

buyer to purchase large quantities of livestock, loyalty and personal relationships between 

themselves and their buyers. On the other hand, tile positive cocfficient and an odds ratio 

greater than one indicated that tile capability of the buyers to absorb large quantities of 

livestock mainly influenced tile sheep and goat farmers in the Region of ENITh to place 

their livestock direct to wholesalers rather than market them to more than one marketing 

channel. The analysis also proved that the speed of payrnent and personal relationships 

between fan-ners and buyers influenced them to prefer selling to more than one marketing 

channel rather than direct sales to wholesalers. Besides, tile speed of payment and the 

capability of the buyer to purchase large quantities of livestock were the main reasons that 

affected the examined fan-ners in EMT11 to market their livestock to more than olle 

marketing channel over direct to retailers. The deviance goodness of fit test indicates that 

the model fits to the data (MINITAB 1997). 

9.5.2. b Profiling each livestock marketing channel regarding tile farm characteristics. 

The one-sarnple chi-square analysis indicated (Table 9.10) that tile farmers xvI10 Prefer 

each marketing channel have similar profiles regarding their farrn charactefistics. On tile 

other hand, tile farmers who preferred the direct sales to wholesales had big flocks 

compared to tile farmers that preferred the private use of their livestock who had flock witil 

less than 50 animals. They were also large scale livestock producers, while tile farrners 

who preferred the direct sales to retailes or tile private use of their livestock had small 

volurne of livestock production. The fanners who preferred the private use of tl, Cir 
I 

livestock allocated less than 30% of tile land they cultivate to their sheep and -goat 
enterprise presurnably in order to use tile remaining land cither for crop cliltivatioll (sucl, 

. wheat, coni, cotton and tobacco cultivation) or to let to other famies in order to obtain an 

additional income. Oil tile other hand, the fan-ners who marketed their proCILICtioll either to 
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wholesalers or to more than one marketing channel allocated more than 61% of the land 

they cultivate to their sheep and goat enterprise in order to reduce the feeding cost. 

Furthen-nore, the fan-ners who sold their livestock direct to retailers, wholesalers or prefer 

the private use of it, own more than 61% of the land they cultivate. They also rent up to 

30% of their farrn land from other land owners. 

More particularly Table 9.10 illustrates the profile of each marketing channel (columns) 

regarding the farrn characteristics (rows). For example, the farrn size is significantly 

associated with direct sales to retailers (X2 = 57.735, df=2, P<0.001) and in particular tile 

majority of the fan-ners (76.5%) who prefer the direct sales to retailers have small farrns 

(standardised residual = 6.16, P<0.001). Furthermore, tile farrn size is also significantly 

associated with direct sales to wholesalers (x 2= 114.339, df=2, P<0.001) and more 

particularly the 71.2% of the fan-ners who prefer tile direct sales to wholesalers have small 

farnis (standardised residual = 8.72, P<0.001). On the other hand, tile size of the flock is 

not significantly associated with direct sales to retailers (n. s) but is related with direct sales 

to wholesalers (x 2= 77.729, df=2, P<0.001). More specifically, the majority of these 

fan-ners (62.1%) have large flocks (standardised residual = 6.64, P<0.001). 
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Chapter 9: The Livestock Marketing Strategies that Sheep and Goat Farmers Adopt in 
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9.5.2 c Profiling each livestock marketing channel regarding farmers' characteristics.. 

A one-sample chi-square analysis conducted in order to profile the farmers who prefer 

each marketing channel regarding the characteristics of themselves. The analysis indicated 

that the farmers who use all the marketing channels have similar profiles. On the other 

hand, the fanners who preferred the direct sales to retailers, to wholesalers and to more 

than one marketing channels obtained average livestock prices while the fan-ners who 

preferred the private use of livestock obtained livestock prices below average. Furhen-nore, 

the fan-ners who preferred tile private use of livestock derived less than one quarter of their 

farrn income from their sheep and goat enterprise. On the other hand, the sheep and goat 

enterprise consisted of the main source of farm income for the fan-ners who use the other 

three marketing channels. The fan-ners who, sold their livestock to retailers, wholesalers or 

to more than one marketing channels had long experience in fan-ning decision making. 

Moreover, the fan-ners who prefer the direct sales to retailers or to wholesalers as their 

main marketing outlet did not have any previous working experience. The financial 

performance of the fan-ners who marketed their produce direct to retaile, rs or make private 

use of it was low. 

More particularly Table 9.11 illustrates the profile of each marketing channel (colurnIls) 

regarding the farmers' characteristics (rows). For example, farrn related activities are 

significantly associated with direct sales to retailers (x 2= 56.529, df=l, P<ý0-001) and in 

particular the majority of the fanners (95.6%) who prefer the direct sales to retailers are not ; 
involved with faml related activities away from their fan-n (standardised resisual = 5.32, 

P<0.001). Furthennore, farm related activities are significantly associated with direct sales 

to wholesalers (x 2= 125.429, df=], P<0.001) and more particularly tile 92.1% of tile 

fanners who prefer the direct sales to wholesalers were not involved witli farm related 

activitics away from their fanil (standardised resisual = 7.92, P<0.00 I ). 
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Chapter 9: The Livestock Marketing Strategies that SheeJ2 and Goat Farmers Adol? t in 
the Rejzion ofEMTh in Greece 

9.5.3 The impact of the fan-n and fanners' characteristics on marketing channel selection 

The influence of the fan-n and farmers' characteristics on livestock marketing channel 

selection by the sheep and goat fanners was explored conducting nominal logistic 

regression analysis. The farm and fan-ners' characteristics that comprise the profiles of the 

livestock marketing channels were used as predictors in the logistic regression model. 

Table 9.12 presents the results of the analysis regarding the impact of the fann 

characteristics on the marketing channel selection. 

The fan-ners who focused the sales of their sheep and goats oil more than one marketing 

channel instead of the private use of them are more influenced by the size of their flocks. 

Furthen-nore, the size of fan-n land they let to other fanlicrs has a significant positive 

impact on the preference of the farmers to market their livestock direct to wholesalers 

rather than to more than one marketing channel. Besides, the livestock producers who 

preferred the direct sales to retailers over the sales to more than one marketing channel are 

mainly influenced by an increase in their flock size and by an increase in tile size of farm 

land they let to other fan-ners. The goodness of fit test indicates that the model fits to the 

data (MINITAB 1997). 
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Logit Predictors Coef P 
_Odds 

Ratio 
Logit 1: (Private Constant 

- _2_. 
980. 

_0.03_9 
use of livestock Farm size -0.6313 " 

0.128 
* * 

0.53 
Sales to more that F-ioc-ý size 1 0 . 020 -- 

one marketing production estock Volurne of I iv 0.3053 0.329 1 . 36 
channel) - Farm land ownedby tile farmer * 0.5039_ 0.181 1.66 * 

Farill land rent frorn other farmers -0.3389 0.343 0.71 
Farm land rent to other farmers -0.3900 0.520 0.68 

Logit 2: (Direct Coi, istant . 
0.338 0.758 

Farm size 349 -0.2 0.4 12 0.79 Sales to Flock size - . 
-0.47_75 

. 0.310 . 0.62 
wholesalers Volume of livestock production- 0.1233 0.572 

Sales to more that Farm land owned by tile fari-ner 0.1,102 0.692 1.12. 
.. . Farm land rent frorn other farmer,,; 0.1920 0.434 .. .. 0.83 

one marketing Farrn land rent to other fan-ners 1.1331 0.014 3.11 

channel) 
Logit 3: (Direct Constant 1.639 0.178 

Farm size -0.2347 0.495 0 79 Sales to retailers / -. I. -. I--... . ... -- Flock size - .--.... -- --- 1.6894 --- 0.001 . 0.18 
Sales to more that Volume of livestock production 0.1314 Q. 588 1.14 

one marketing Farm land owned by tile farmer -0.3656 * 
0.269 0.69 

Zý Farm land rent frorn other 6rmers 1 
.. 
0.499 0-083 1.65 

channel) I Farm land rent to other farmers 1.0176 0.044 2.77 
Log-likehood = -294.342 
G= 125.894, df = 18, P-1ý0-00 I Reference Group= Sales to more than one marketing 
Goodness of Fit channel 
Deviance x, = 158.624, df=213, P= 0.998 

Table 9.12Tlie impact ol larm's cliaracteristics on livestock marketing channel 

selection 1)), the sheep and goat farmers in ENITh according to Logistic Regression 

Analysis. 

The results of the final logistic regression analysis regarding the impact of the fan-ners' 

characteristics oil the marketing channel selection are presented in Table 9.13. The 

financial perfonnace and livestock prices that tile fanners have been able to achieve 

compared with the other fanners in their area mostly influenced tile livestock fan-ners in 

EMTh to market their sheep and goats to more than one marketing channel rather than 

making private use of thern. On the other hand, the preference of these farmers to market 

their livestock to more than one marketing channel instead of sell it to retailers, is mainly 

affected by their financial perfon-nance. The goodness of fit test indicates that tile model 

fits to the (late (MINITAB 1997). 
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Logit Predictors Coef IP Odds Ratio 
Logit 1: (Private Constan t 7.512 

-- 
0.001 

use of livestock '. 
ýivest k 

__qý_. _prices -0: 
001 

Previous non filn'n exPerience -0.5348 0.353 59 0. 
Sales to more that - - 41 Finagci. 

_perforrn. 
an. ce -0.9347 0.033 . . 0. ý9 

...... ....... 
one marketin- Debt 

- - 
9.22 

' 
14 

' 
0.743 

-- 
1.25 

e in ine om ra i 5474 -6. 0.124 0.58 
channel) Educational level 0.2540 0.598 1.29 
Logit 2: (Direct Constant 1.976 0.210 

... .... 
Sales to 

Livestock 
-. 

pt ices -0.44 10 0.418 
* 

0.64 
Previous non farn, expSrience 0-1339 769 0. 1.14 

wholesalers . . Financial'-- *1 -! ýnce 
., 

pert'ol 1 . 
-0-0874 . 

0,745 
. 

0. . 
92. 

Sales to more that Debt -0-0137 - 
. 0 . 975 0.99 

Fann Income 0.3173 0.304 1.37 
one marketing Educational level _ 0. WA 0.641 0.86 

channel) 

Logit 3: (Direct Constant 3.601 0.048 

sales to retailers . 
ýjVestqck prices__ -0.97 

. 07 . 0.121 0.38 
' " ' P revious non farm experience 0.4020 0.438 9 1 . 4 

Sales to more that Financial . ormance -0.7769 0.014 0.46 

one marketing .. 
Debt -0.8135 0.219 
Fann I corne 321 0 1.40 

channel) Educational le . vel -0.1373 
. 0.737 0.87 

Log-likellood = -31 3,301 
G= 87.978, df = 18, P<O. oo I Reference Group= Sales to more than one 
Goodness of Fit marketing channel 
Deviance X2 = 199.242, df= 17 1, P= 0.069 

Table 9.13 The impact of farmers' characteristics on livestock marketing channel 

selection by the sheep and goat farmers in ENITh according to Logistic Regression 

Analysis. 

9.6 Stage 5: Profiling of Marketing Strategic Groups 

9.6.1 Tile association between marketing strategy selection and each factor that influenccs 

the sheg ahd goat fanners to adopt a particular marketing outlet. 

The Kruskal-Wallis non-pararnetric test was used to identify which of tile factors that are 

related to the fan-ners' choice of a particular marketing channel affected the marketing 

strategy selection by the sheep and goat fanilers in tile Region of EMTh in Grecee. 
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Marketing Strategies 

Factors Cost Focus Production Return Focus p 

Strategy Orientation Strategy 

Capability of the buyer to purchase 146.6 175.4 134.9 c 0-029 

large quantities of livestock 

Loyalty 137.6 a 186.3 b 142.0 ' <0.00 I 
Speed of payment 140.8 a 184.1 b 139.0 ' <0.001 
Monopolistic phenomena 137.1 a 144.5 b 154.0 ' <0.00 I 

Table 9.14: The influence of each factor for the selection of a particular marketing 

strategy 

N. B Within factors (rows), strategic groups (average ranks presented in cells) with 
different letters differ significantly at P<0.05. 

According to the results of test presented in Table 9.14, most of the sheep and goat farrners 

that were influenced by the capability of the buyer to purchase large quantities of livestock 

adopted tile production orientation strategy, as these fan-ners were interested in producing 

many lambs. Furthen-nore, most of tile farrners that wanted to be sure that they would be 

paid for tile livestock they sold as well as that they will receive their money quickly, also 

followed tile production orientation strategy. On the other hand, tile farmers that were 

influenced by tile monopolistic phenomena existing in their area regarding the marketing 

of their livestock adopted the return focus strategy. 

This study did not identify any significant association (P>0.05) between the following 

factors and a marketing strategy selection: 

(i) Salc pricc (00) 

(ii) Personal relationships (v54) 

Experimentation with different marketing channels (v56) 

Small quantities-of lambs (v57) 

(v) Tile fact that the fan-ner is not interested in selling Ilis livestock (v58) 

(vi) The fact that most of the fanners prefer thesame marketing outlet (%, 59) 

216 



Chapter 9: The Livestock Marketing Strategies that Sheep and Goat Farmers Adol2t in 
the Rozion ofEMTh in Greece 

(vii) The fact that the fanner is interested in, selling in live weigh (v60) 

(viii) Local demand (v6l) 

(ix) The fact that the farmer sold the lambs late (v62) 

(X) Invoice issue by the wholesalers which means that the fanner will get the VAT 

back(v63) 

(xi) Lack of enough space to stock the lambs (v64) 

(Xii) The fact that the fanner get used to sell his livestock through a particular 

marketing channel (v65) 

(xiii) Contractual obligations (v66) 

9.6.2 Profiling marketing strategic groups 

Consisely the fan-ners who adopt each marketing strategy have similar profiles regarind 

their fann and personal characteristics. In particular they have small fan-ns, own most of 

the land they cultivate, and rent less than 30% of their farm land from other landowners. 

They also were not involved with fanu related activities away from their fami nor with off- 

fan-n activities. They had not any previous non-faml experience, but they had long 

cxperience in livestock farming and in decision making relative to livestock sector. Most of 

thern were low educated, had low debt and achieved average livestock prices compared to 

other fan-ners in their area. Furthen-nore, their sheep and goat enterprises consisted or the 

most important part of their fan-n business as they derived tile largest part of their farni 

income frorn it. Moreover, they did not hold any responsible position in ail agricultural 

cooperative or any other agricultural orgailisation. They also did not hold any responsible 

position in a non farm business they might own or in a non farrn business they (lid not own. 
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On the other hand, there are some differences in the profile of the farmers who adopt each 

marketing strategy reagarding the factors that influence thern in the marketing outlet choice 

as well as their farm and personal characteristics as Table 9.15 presents. 

Cost Focus Strategy -F P-roduction Orientý14ýn-rllleturn focus strategy 
Strateg)L-- 

Marketing Channel 

Direct Sales to Wholesalers Direct Sales to Wholesalers Direct Sales to Wholesalers 
Factors 

Sales price Capability of buyer to purchase 
large quantities of livestock 

Loyalty 

Loyalty Loyalty Sales price 
Speed of payment Speed of payment ayment 

Farm Characteristics 

Flock siye: > 151 heads n. s Flock size: > 151 heads 

Volume of livestock production: 
>151 heads 

n. s Volunic of livestock production: 
51-150 heads 

-- 
n. s ý II. s Volume of milk F10-duction.. 

<10,001 kg 
Farm land let to other fatincrs: <30% II. S Farrn land let to other farmers: 

<30% 
Farm allocation to sheep and goat 
enterprise: >61 % 

n. s Farni allocation to sheep -and 
goat 

I% 
Farrncr*s characteristics 

n. s Mciýiberof an agricultural 
0 

n. s 

Financial per-lbri-nance: Not average Financial perfonnance: Average Financial performance: Below 
average 

rm 

Infon-nation sources 
Governmental bodies Family Family 

Family Other farmers Governmental bodies 
Other farmers Governmental bodies Other fanners 

cooperative Organiations Coopcrat i ve Oijan i zat i on s 
T. of information 

Livestock prices Meat prices Livestock prices 
Nicat prices Livestockprices NI cat prices 
Milk prices Animal diseases Animal diseases 

Animal diseases MiIk pri ces NI iIk prices 

Table 9.15: Nunimary oi strategic group prome 

9.6.2 a Profiling, marketing, strategic groups regardini-, marketing cliainel selection 

The one-sample chi-square analyis employed to identify which livestock marketing 

cliannel is mostly preffcred by the fan-ners who adopt each marketing strategy. More 

particular this study identified that tile majority of tile fan-ners who adopted each marketing 

strategy preferred to sell their livestock produce direct to wholesalers (Table 9.16) 
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Marketing Channel Selection % of farmers I Standardized 
residuals 

Cost Focus Strategy Direct Sales to Retailers 
--------------- --------- - 

20.7% 
-------- - ----- - - 

n. s 
----- - 

x 2=1 14.630, Direct Sa fýs to Vý olesalers 3.7% 6 
--------- ---- 

8.99 
---------- - - df=3, Wiv-ate-Use-of-Livestock ------------------ -- -- ---------- - -5- 

. 2% 
-- 

60 - - 4. 
P<0.00 I ------ ---- --- ---------- to more than one marketing - --- 10.4% -3 0 

I channel 
Production Orientation Direct Sales to Retailers 24.2% n. s --- 
Strategy ------------------------- Direct Sales to holesalers ---------------- 63.6% --------------- 4.44' 

----- - -- --------- 
x2 =30.152 ------------------- Private Use of Livestý --- ---------- Y 0. 

-------- - - 
- 5 

-2 
g7 
-------------- -- df=3, --- ---------- Sales -- to more than - one --- marketing - -I-2. I % n. s 

P<0.00 I channel I 
Return Focus Strategy Direct Sales to Retailers 24.8% 

- 
n. s 

----------- 
X2 =63.893, --- ------- fýý --- Wholesalers --------------- Direct Sa , to - 54.5% -------- 6.50c 

---------- ---------- - df=3, --- Priva-te-bse-of Livestock ------------------ -- - -- - ------ --- - 1-3.2% -------- - ----- 
---- 

5 ---- i. ý9 
- -- ------- ---- 

5 95 9 
------ 

D 

P<0.001 --- ------- -- 
e-s --- to more - -than --- one --- marketing- '-7 - 

. 4% ----- 8 W 
- 3. 

channel 
Table 9.16 The livestock marketing channel utilization by the larniers wuo auopteu 

the cost focus strategy. 

T<0.05, b P<0.01 and cP<0.001. 

The reasons that explain this particular marketing channel preference by each strategic 

group were investigated through the Friedman one-way non-pararnetric test. This test was 

used to identify which factors mostly affect the fan-ners of each strategic group in their 

marketing channel choice. The results of the test are surnmarised in Figure 9.10. In 

particular, the fan-ners who adopted the cost focus strategy when they have to choose 

where to sell their produce are more interested than tile other two groups in sales price but 

they are also influenced by other factors as Figure 9.10 presents including buyer's loyalty 

and speed of payment. On the other liand, the production orientation far'niers are more 

influenced in their marketing channel selection in comparison with tile other two groups by 

tile capability of the buyers to absorb large quantities of livestock, loyalty, speed of 

payment and personal relationships with their buyers. Thqe farmers they are also 

interested in other factors illustrating in Figure 9.10 including sale price. The return 

focused fan-ners were influenced in their marketing channel choice by their buyer's loyalty, 

sales price and speed of piyment (Figure 9.7). Moreover, they were more affected in their 
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Chapter 9: The Livestock Marketing Strategies that Sheep and Goat Farmers Adopt in 
the Reizion ofEMTh in Greece 

9.6.2. c Profiling marketing strategic groups regarding farmers' charactefistics 

The one sample chi-square analysis that was perforned to profile each strategic group 

rerarding the fan-ners' characteristics indicated that the fan-ners of the three strategic groups 

have similar profiles. As Table 9.19 presents, the majority of the fan-ners who follow each 

marketing strategy have similar profiles. In particular, the return focused fanners contraty 

to the production orientated fan-ners whose financial perfonnance was average, had low 

financial perfon-nance compared to the other fan-ners in their area because the operated 

opportunistically: they were neither interested in improving the production efficiency of 

their fan-n nor in reducing their fan-n cost. The financial perfori-nance of the cost focused 

fan-ners as Table 9.19 presents was not average. Moreover, the production orientated 

fan-ners were not members of an agricultural cooperative. Besides, no significant 

association (P>0.05) was found between the age of the fan-ner (v46) and the use of each 

marketing strategy. 
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Chapter 9: The Livestock Marketing StrateRies that Sheep and Goat Farmers Adol2t in 
the Rggion ofEMTh in Greece 

9.6.3 The impact of the fan-n and farmers' characteristics on marketing strategy selection 

The influence of the farrn and farmers' characteristics on marketing strategy selection by 

the sheep and goat farmers was explored conducting nominal logistic regression analysis. 

The table below (Table 9.20) presents tile results of the analysis regarding the impact of the 

farm characteristics on the marketing strategy choice. The farmers who preferred the 

production orientation instead of return focus strategy were more influenced in their 

marketing strategy selection by the farrn land they let to other fartners. Furthen-nore, the 
. 

volume of livestock and milk production mainly affected the sheep and goat fan-ners in 

EMTh to adopt the cost focus over the return focus strategy while the size of the flock has 

a significant positive impact on the selection of the return focus strategy instead of the cost 

focus strategy. The goodness of fit test indicates that the model fits to the data (MINITAB 

1997) 

Logit Predictors -Coe -f -F- ý Odds Ratio 
Logit I Constant -3.294 0. -005 

(Production Fann size 0.2833 0.387 1'. 33 
Flock size -0.3584 0.419 0.70 

Orientation Volume of livestock r du p0 ction 0.48_94__. 0.264 1.63 
Strategy / Return Volume 4milk production,. 0.6074 0.059 1.84 

Farni land owned by t, he fanner 0.1262 0.615 1.13 
Focus Strategy) Farin land rentfrorn otiier 

* 
farmers 4.2599 0.4 34- 0.77 

Farm I and let to othcr farmers 0.7317 
*"' ' 

0.009 
' 

2m, 
Farm land al located to thesheep. and goat enterprise -0.41 

ij 7 0.134 0.66 
Logit 2: (Cost Constant -0.3569 0.629 

Focus Strategy / Farm size -0.0526 . 
0.811 
- 

0.95 
Flock size -0.6231 0.026 0.54 

Return Focus Volume of livestock production 0.6188_.. 0.028 1.86 
Strategy) Volume of milk production , 

0.5183 0.011 1.68 
- Farm fand owned by the farmer -0.2350 0.147 0.79 

Farm land rcnt frorn other farmers -0.1358 0.499 0.87 
Farm land let to other fanners 0.2398 0.161 1.27 
Farrn land allocated to the slicep and goat enterprise 0.0546 0.766 1.06 

Log-likehood = -263.875 
G= 31.670, Lif = 16, P<0.0 II Reference Group= Return Focus Strategy 
Goodness offit 

I Deviance x, = 287.671, df=266, P= 0.173 1. 
Table 9.20 The impact ot larm's cuaracterisucs on marKeting strategy selection bý, 

the slicep and goat farmers in ENITh according to Logistic Regression Analysis. k5 t5 

226 



Chapter 9: The Livestock Marketing Strategies that Sheel2 and Goat Farmers Adol2t in 
the Rezion ofEMTh in Greece 

According to the results of the final logistic regression, which are presented in Table 9.21, 

the financial perfonnance of the sheep and goat fanners in the Region of EMTh influenced 

them to follow the production orientation strategy over the return focus strategy. On the 

other hand, membership in agricultural co-operative mainly affects tile adoption of return 

focus instead the production orientation strategy. Furthennore, fan-ners' financial 

perfon-nance and educational level affect the preference on cost focus strategy over the 

return focus one. The goodness of fit test indicates that the model fits the data (MINITAB 

1997). 

Logit Predictors Cod P Odds Ratio 
Logit I Constant 0.004 0.999 

(Production Livestock prices -0.2755 0.652 0.76 
Membership in agricultural cooperative 

* -1.3162 0.012 0.27 
Orientation In volvcment with off-farm activities 0.1041 0.900 I'll 

Strategy / Return Previous non-farin experience -0.3895 0.481 0.68 
Financial performance 1.0129 0.001 2.75 

Focus Strategy) Experience in livestock farrnipg 0.. 7825 0.400 2.19 
Experience in decision making rcgarding livestock -0.8571 0.340 0.42 
farming 
Debt 

-0.8415 0.249 0.43 
Farrn income -0.1367 0.657 0.97 
Educational level -0.0934 0.871 0.91 
Marketing Channel Selection -0.0941 0.715 0.91 

Logit 2: (Cost Constant 
-0.142 0.917 

Focus Strategy Livestock prices -0.3256 0.419 0.72 
Membership in agricultural cooperative 0.2601 

. 
342 0 1.30 

Return Focus Involveincrit witl7off-farni activities -0.5-195 
1 0.265 0.59 

Strategy) Previous, non-farni. experience -0.1000 0. 
" 
771 0.90 

Finan 
, 
cial perforniance 0.4919 0.008 1.64 

Experience in livestock fanning 
i i 

0.6617. 0.386 1.94. 
Exper ience in decision making, regarding 

fivest 
ock -0.6739 0.363 0.51 

farmi ng, 
Debt 

-0.0985 0.752 0.91 
Farný income 0.1341 0.514 1.14 
Educational level 0.7799 0.017 2.18 
Marketing Channel Selection 

-0.272 0.867 0.97 
Log-likehood 

-257.355 
G= 44.7 10, (if 22, P=0.003 Reference Group= Return Focus Strategy 

CN Goodness of Fit 
- Deviance x2 33 f 
. 
263, df= 17 1, P= 0.706 

i aDIC '). /. I i ne impact of farmers7 characteristics on livestock marketing channel 

selectioll bY the sheep and goat farmers in EAlTh according to Lo(t,,, istic Regression 

Analysis. 
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Chapter 9: The Livestock Marketing Strate-gies that Sheep and Goat Farmers Adopt in 
the Region ofEMTh in Greece 

9.6.4 Profiling marketing strategic groups regarding infon-nation sources and type o 

information. 

The Kruskal-Wallis non-parametric test was used to determine which of the infonnation. 

sources (v67-v79) that the sheep and goat fanners in Region of EMTh in Greece used as 

well as which of the type of information (v8O-v86) that these fanners accessed, are 

significant related to the marketing strategy selection. Therefore, the average ranks (Table 

9.22) illustrate which type of infon-nation sources mostly affected the selection of a 

particular marketing strategy. 

Factors Cost Focus 
Strategy 

Marketing Strategies (average ranks) 
Production Return 

Orientation Strategy Focus 
P 

Newspaper 155.87" 176.97" 124.16' < ). 00 1 
Farmer's file 158.7 1a 161.11' 125.3 lb <0.00 I 

Cooperative Organizations 170.29a 82.17ý 133.92' <0.00 I 
Governmental Bodies 166. l8a 130.27b 125.3 9b <0.00 I 

Agricultural Journals 145.2 V 173.94b 136.87' <0.00 I 
TV Radio 146.73' 178.92b 133.82' 0.009 
Family 120.59a 214.86 b 153.18' <0.00 I 

Livestock, Meat and Milk 

Buyers 173.72' b 70.61 133.25' <0.00 I 

Table 9.22. The influence of each type of inforniation source s to file selection of 

particular marketing strategy 

N. 13 Within factors (rows), strategic groups (average ranks presented in cells) wit], I 

different letters differ significantly at P<0.05. 

Thus, most of the sheep and goat fan-ners that were infon-ned by the newspapers, 

agricultural journals, TV-radio and their family adopted the production orientation 

strategy. On the other liand, the farmers that were mostly Infon-ned by the cooperative 

organisations to which they belonged, governmental bodies and livestock, meat and milk 

buyers followed the cost focus strategy. Tile farmers that used their own files as 

information source adopted either cost focus or production onentation strategy. 

'128 2 



Chapter 9: The Livestock Marketing Strategies that SheeJ2 and Goat Farmers Adol2t in 
the Rezion ofEMTh in Greece 

Moreover the Kruskal -Wallis test did not indicate any significant association (P>0.05) 

between the following types of infon-nation sources and a marketing strategy: 

(a) Other fan-ners (00) 

(b) Livestock dealers (05) 

(c) Representatives of feed companies (07) 

(d) Veterinarian (v78) 

(e) Agricultural banks (09) 

The average ranks as presented in Table 9.23 illustrate which type of the infon-nation 

mostly influences the selection of a particular marketing strategy. Most of the fan-ners who 

were interested to be informed about the livestock, meat and milk prices followed the cost 

focus strategy while the fan-ners who wanted to be infon-ned about production techniques 

and finance were production orientated. On the other hand, no significant association was 

found between the selection of a particular marketing strategy and type of infon-nation such 

as animal diseases (v84) and consurner preferences and attitudes (v86). 

Alarketing Strategies (average ranks) 
Factors Cost Focus Strategy Production Orientation Return Focus 11 

Strategy 
Livestock prices 150.59" 113.82' 147.27: <0.00 I 
Meat prices 150.59"' 119.14 b 146. Ic <0.00 I 
Milk prices 158.34' 139.03h 131.74' 0.004 
Production techniques 146.39' 231 . 

8b 119.77' <0.00 I 
Finance 160.87' 173.59h 119.5' <0.00 I 

Table 9.23: The influence of each type of infornm6on to the selection of a particular 

marketing strategy 

N. B. Within factors (rows), strategic groups (cells) with different letters differ significantly 

at P<0.05. 

The Friedman one-way non-pararnetric test was used to identify for each strategic group 

which are the most important type of inforrnation sources and the most important type of 
229 
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Chapter 9: The Livestock Marketing Strategies that Sheep and Goat Farmers Adopt in 
the Rozion ofEMTh in Greece 

According to the results of the analysis (Table 9.24) the fanners who preferred to be 

informed from newspapers adopted the production orientation strategy, instead of the 

return focus strategy whilst the fan-ners who were more informed from their buyers 

followed the return focus strategy over the production orientation strategy. The farmers 

who were more infon-ned from governmental bodies and newspapers followed to tile cost 

focus compared with the return focus strategy while the fan-ners who preferred to be 

informed from their family adopted the return focus over the cost focus strategy. The 

goodness of fit test supports that the model fits to the data (MINITAB 1997). 

Logit Predictors Coef P Odds Ratio 
Logit 1: (Production Fo-nstant -8. OS5 0.903 

-, ers N ewspap 1.0401 0. 0 17 2.83 
Orientation Return . _ * Fanner*s Files 0.5430 . - , 0.093 1.72 
Focus) Agricultura 

,I 
Cooperative -0.4032 0.244 0.67 

Govern menta I 
_Bodi_cs, 

0.4628 
_0.. 

I 67 1.59 
Agricultural Journals 1.44 

, 
26 

_0.082 
4.23, -, 

TV Radio 0.3175 0.332 1 
. 
37 

Fan lily 0.6225 0.192 1.86 
,,,. . Livestock, Meat and Milk Buyers -0.7370 0.005 0.48 

Logit 2: (Cost Focus Constant -4.679_ 0.018 
NewspapeFs 0.6259 0.024 1.87 Return Focus) 
Fanner*s Files 0.3715 . 0.080 '1.45 

Agricultural Coop er a tive -0.1103 0 64 7 0.90 
Gowninicrital Bodies 1.0073 0.0 06 2.74 
Agricultural Journals 0.7215 0.366 2.06- 
TV - Radio 0.2220 0.3 02 1125 -, -*,, 
Family -0.5473 

_0.038 
0.58 

Livestock, Meat and Milk Buyers 
_ _0.1879 

0.243 1.21 
Log, -likehood = -217.128 
G= 125.164, df = 16, P<0-00 I Reference Croup= Return Focus Strategy 
Goodness of Fit 
Deviance x-= 287.035, df=348, P= 0.993 

Table 9.24 The impact ol me sources oi iniorniation on marketing strategY selection 

according to Logistic Regression Analysis. 

The impact of tile types of inforniation on marketing strategy selection is presented in 

I 

Table 9.25. The fanners who preferred to be infomied about produetioll techniques 

preferred the production orientation strategy instead of tile retum focus. Furthen-nore, tile 

fan-ners who wanted to be informed about finance mainly adopted the cost focus strategy 
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over the return focus. The goodness of fit test indicates that there is sufficient evidence that 

the model fits to the data (MINITAB 1997). 

Logit 1: (Production Constant -2.692 0.204 

Orientation / Return -0.883 7 0,066 0.4 1 
Milk prices -0 , 

169 0.925 0.98 
Focus) Pi-ocluctio'ii'tecll*niqucs*'. ** 1 , 5213 .. 0.001 8 4.5. 

Finance . - 0.5593 0.123 . 1.75 
Logit 2: (Cost Focus Constant -3.800 0.077 

Return Focus) Meat prices 0.2ýý6 
. _0.. 

597 
. 
1.26 

_M 
iIk pri ccs 0.1435 0.095 L. 15 

.... 
Production tecliniquFs 

........ ... 
0.2 320 0.995 1 6... 

.. 
2 

Finance .. , 0.5431 0.003 . . 1.72 
Log-likehood = -237.278 
G= 84.863, DF = 8, P<0.001 Reference Group= Return Focus Strategy 
Goodness of Fit 
Deviance x2 = 117.34 1, df=94, P= 0.052 

Table 9.25 The impact of types of information on marketing strategy selection 

according to Logistic Regression Analysis. 

9.7 Conclusions 

This study has identified that the sheep and goat farniers in the Region of East Macedonia 

and Thrace in Greece market their livestock through four main distribution channels: (a) 

direct sales to retailers, (b) direct sales to wholesalers, (c) private use of livestock and (d) 

sales to more than one marketing channel. 

Furthen-nore, the analysis presented in this chapter has verified the hypotheses presented in 

Chapter 8 and Appendix I regarding the marketing strategies and distribution channel 

utilisation of the sheep and goat farmers in the Region of EMT11 in Greece. In particular: 

0 The sheep and goat fan-ners in Greece (Region of EMTh) can be classified into 3 

strategic groups regarding their livestock and marketing activities and 'business 

onentation. These strategic groups are: (a) cost focused fanners, (b) production 

orientated farmers and (c) return focused famiers. 
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9 The findings of this study support the hypothesis that existing generic and 

agricultural typologies and taxonomies are inadequate to describe tile marketing 

strategies followed by the sheep and goat fanners in Greece and, more particular in 

the Region of EMTh. However, some comparisons can take place. More 

particularly, the cost focus strategy has many similarities with the cost leadership 

strategy of Porter's (1980) typology, defenders of Miles and Snow's (1978) 

taxonomy and cost leadership strategy of Feame and Bates (2000) classification. 

On the other hand, production orientation strategy may fell into Prospectors 

classification of Miles and Snow's (1978) taxonorny and has many similarities with 

Production / Production Flexibility Strategy of McLeay et al. (1996) typology, 

Mitchell's (1976) production orientation stratcgv and Davies (2001) production 

strategy of sheep fan-ners classification. Furtlien-nore, the return focus strategy has 

some similarities with the opportunist strategv of Davies (2001) typology as both 

are interested in short-terrn price advantages. 

0 Fan-n and fai-nier's characteristics do have a significant impact on the selection of a 

particular livestock marketing strategy by the sheep and goat farmers in Greece. 

0 Factors (e. g. sale price, loyalty, speed of payment) that influence the sheep and goat 

Greek fan-ners to the selection of a particular livestock-marketing channel are 

significantly associated with tile selection of a specific livestock marketing business 

strategy. 

0 The identified livestock marketing business strategies are significantlY related to 

the selection of particular livestock marketing channel. 

9 Fan-n and fan-ner's characteristics do have a significant impact on the selection of 

particular livestock-marketing channel by the sheep and goat fan-ners in Greece. 
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The examined factors (e. g. sale price, loyalty, speed of payment) do have a 

significant impact on the sheep and goat Greek fanners' selection about a particular 

livestock-marketing channel. 

* Infon-nation sources have significant influence on the selection of a livestock 

marketing business strategy. 
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CHAPTERIO 

THE MILK MARKETING STRATEGIES THAT SHEEP AND 

GOAT FARMERS ADOPT IN THE REGION OF EMTh IN 

GREECE 

10.1 Introduction 

The aims of this chapter are to deten-nine the marketing channels that sheep and goat 

fan-ners use in the Region of EMTh in Greece in order to place their milk produce, and to 

develop a typology regarding tile milk marketing strategies they follow. The profiles of the 

fan-ners that follow each marketing strategy regarding their farm and fan-ners 

characteristics as well as their marketing channel utilization are also presented in this 

chapter. Finally, it profiles the fan-ners who use each distribution channel in order to 

market their milk regarding their farm and farmers characteristics. 

10.2 Stage 1: Determining Key Strategic Dimensions Using Principal 

Components Analysis 

Twenty four variables (V I -V24 of Appendix 11 regarding milk marketing strategies) wl, icl, 

were describing the milk marketing attitudes of sheep and goat farmers in EMTh in 

Greece, %Ncre subjected to principal components analysis. 
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After checking the anti -image correlation matrix and MSA, factor analysis conducted for 

only 15 of the 24 variables (V 1, V3, V4, V6, V9, V 11, V 12, V 14, V 14, V 16, V 18, V20, 

V21, V23 and V24). 

The examination of the final anti-image correlation matrix, the Bartlett test of sphericity, 

the Kaiser - Meyer - Oklin Measure of Adequacy and the MSA for each examined 

variable, as presented in Chapter 8, and Appendix XII, showed that the data were 

appropriate for factor analysis (Malliotra, 1996; Hair et al. 1998; Darren and Mallery 2001). 

The latent root criterion (eigenvalue =1), the scree -plot test and tile percentage of variance 

deten-nined five factors in the first rotation, but several different trial rotations where factor 

interpretability was compared were conducted (Tabachnick and Fidell 1989; Child 1990; 

Malhotra 1996; Hair et al. 1998). The cut-off point for interpretation of loading scores was 

0.55. This score was much higher than tile 0.35 that is minirnuill required according to Hair 

ct al. (1998) for samples of at least 250 observations in order to aellieve 5% significance 

level and 80% level of power. 

Five factors that explained the 64.28% of the total variance were identified from factor 

analysis (Table 10.1 and Figure 10.1). 

14 
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Figure 10.1 Scree Plot Test 

Components Eigenvalues % of Variance Cumulative Variance % Variables Communalities 

1 3.421 22.810 22.810 vi 0.567 

2 1.938 12.920 35.730 V3 0.801 

3 1.700 11.331 47.061 V4 0.600 

4 1.384 9.225 56.286 V6 0.831 

5 1.199 7.995 64.281 V9 0.774 

6 0.926 6.176 70.457 Vil 0.346 

7 0.775 5.167 75.624 V12 0.815 

8 0.651 4.342 79.966 V 14 0.522 

9 0.605 4.035 84.001 V 15 0.443 

10 0.556 3.706 87.707 V16 0.607 
11 0.527 3.512 91.219 V18 0.654 

12 0.484 3.227 94.446 V20 0.717 

13 0.413 2.753 97.200 V21 0.707 

14 0.222 1.483 98.682 V23 0.664 

15 0.198 1.318 100.00 V24 0.594 

Table 10.1 Results of Principle Components Analysis Of Strategy Variables. 

The five factors derived frorn factor analysis that appeared to give the best repr esentation 

of the undcrlying relationship arnong the selected variables are illustrated with their factor 

loading scores in Table 10.2. 

0 
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KEY STRATEGIC DIMENSIONS Factor 

Loading 

Production Orientation 

V12 I always set a side a proportion of my. production flock to experiment with livestock 0.88 

techniques relative to milk production I am not familiar 

V9 1 breed animals which requires special knowledge, equipment of facilities that other 0.86 

farmers do not have 

V14 Intensive production methods are important to illy farm business operation 0.65 

V11 I adapt my enterprise mix to minimize risk 0.55 

Cost foctis 

V6 Budgeting and planning to obtain the lowest possible farm cost is the most important 0.90 

management activity I undertake 

V3 I am aware of the exact costs and returns of the milk I produce 0.86 

V1 I plan my production decisions by continually monitoring market prices 0.65 

Profit Orientation 

V23 Disease is the major cause of fluctuations oil lily farm returns 0.81 

V4 Maximizing profit is my most important farming goal 0.71 

V24 The Common Agricultural Policy has the most important influence over illy farm 0.69 

profitability 

Differentiation 

V18 I own or manage facilities that are normally owned by middlemen fuctlier down the 0.78 

milk distribution chain e. g farm shop, milk processing plant 
V16 I produce specialty niche market products e. g organic 0.77 

V15 I have detailed knowledge of the distribution channels illy milk passes through after 0.64 

it leaves the farm gate 

Interpersonal Relationships 

V21 Keeping knowledge I have from other producers is essential to illy farm business -0.83 

operation 

V20 Sheep and goat producers in my area are my main competitors 0.91 

Table 10.2 The identified key strategic dimensions 

Deten-ninant of Correlation Matrix: 0.001362 
KMO MSA = 0.70 
Bartlett test of Sphericity = 1319.60 P<0.001 

Thus, tile key strategic dimensions that tile five factors rcprcseilt are tile following: 
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Factor 1: Production Orientation 

This strategic dimension, accounts for 22.81 % of variance. Tile sheep and goat fan-ners in 

the Region of EMTh in Greece according to this factor, experimented with livestock 

techniques relative to milk production with which they were not familiar as they always set 

a side a proportion of their flock for this purpose. They also bred animals that required 

special knowledge and equipment that other fanners did not have. Moreover, they 

considered intensive production methods quite important to their farrn business operation. 

Factor 2: Cost Focus 

According to this factor, which accounts for 12.92% of tile variance, the sheep and goat 

farmers in the Region of EMTh in Greece considered budgeting and planning as their most 

important management activity, aiming to obtain tile lowest possible farrn cost. Moreover, 

these fan-ners were very interested in being infori-ned about the exact costs and returns for 

their milk produce in order to find ways to increase their gross margins, profitability and 

production efficiency; as well as continually monitoring market prices in order to make 

their production decisions. 

Factor 3: Prorit Orientation 

This strategic dimension explained the 11.33% of tile variance. According to this strategic 

dimension, animal diseases were considered by tile sheep and goat farmers in the Region 

of EMTh in Greece as tile major cause of fluctuations on their fan-n returns, while profit 

maximization was their most important fanning goal. They also had the impression that tile 

Common Agricultural Policy exerts a very important impact over their farm profitability. 
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Factor 4: Differentiation 

Differentiation comprises the fourth strategic dimension derived from the factor analysis 

and accounts for 9.23% of the variance. The sheep and goat fanners in the Region of 

EMTh in Greece, according to this factor, owned or managed facilities that non-nally were 

owned by the middlemen further. down the milk distribution chain as well as producing 

niche market products. 

Factor 5: Interpersonal Relationships 

The last strategic dimension that factor analysis indicated explains the 8.00% of the 

variance. According to this factor, the fan-ners believed that knowledge obtained by other 

fan-n&rs was not essential for their farrn business operation, and they considered that the 

other livestock fan-ners operating in their area were their main competitors. 

10.3 Stage 2: Identification of Marketing Strategies using Clustel* 

Analysis 

Cluster analysis was conducted according to the methodology described in Chapter 8 in 

order to develop a typology about the marketing strategies that the sheep and goat fanners 

follow in the Region of EMTh in Greece regarding their milk produce. 

Ward's hierarchical technique suggested a solution with between two and five clusters. In 

tile next stage, the 291 observations were randornly split into the test sample (DI) and tile 

internal validation sample (132). K-rnean cluster analysis perfornied in DI and D2 samples 

for tile four cluster values (n=2,3,4,5) as presented in Chapter 8 and Appendix X11. The 

kappa coefficient for each cluster solution was -0.65 for n=2 (P>0.05); -0.362 for n=3 

(P<0.001); -0.131 for n=4 (P<0.001) and 0.311 for n=5(P<0.00l). Since tile decision is 
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ba. sed oil the kappa max I int/at loll. tile t-l%'C C1LlStCl_ S0111tioll ýlppcýll-C(j 01111111ý11. 

hct'Orc accepting 1111S solutloll. Z111 CILPSICI_ SOILMOIIS (1)ZISCd Oll Z111 C&sCs) %%Cl-c CXý1111ille(i f'()I- 

mici-prctablilty and external '1'11C till-CC CILIStCl- "Oll-111011 %%ý1'1 IoUlld to be more 

111callillol'LlI thall the wIlcr till-CC 'I" it 11nd I)CItcl- and Im-dier cxtCrIlal \a1ldltv thmi tile tl\C 

CIUStCl- SOILItIO11 WhIC11 ý11)1)CM_cd the optimal solution b\ the kappa C()Ct, tlclcllts zv" AppClldlx 

XII pl-c"Clits. Ful-thcrillol-C. Ilic 5 CILI', tcl. solutioll pro\cd to lic ill\ alld 1,01- discilillinalit 

m1aivsIs (dc"CrIbcd III the flext Scctl()Il) (ILIC to tile exi stelicc () I' III ý-, 11 COITCIatioll. s ý1111011 i, tile 

1"Ictors. 

I licl-C1,01-C. Ilic Ilitcl-pl-clation and the C\tcrmll \al Idation ()I, tllc Cluýý, Icr "OlLil 1011 1ý, 

III AppCIldI\ XII IndiczItcd that llic threc Clustcr Solution I" lll()I-C I-()hLISt tllýjjj t1le 11\ C CILI. StCl- 

solutiOll. 

T11C till-CC CILISICI-S (hlSCd Oll 111C Clustcr Ilicalls 1*01- the derkcd 11 stel actor scorcs and the Clw 

I'' -C 11,111led 'Iccording to the bus, -, Itc, ., I/CS) \\Cl 111c, ", stl -, \, that the 1111111cl., III CýIcll UI-oLIp 

ýIppcarcd to (Appendix M 1,1 able 4). Thus. tile 1111-cc hu"111c, ", stl'atco ýIlcs that tile 

,, Iiccl) aild -, oat k1rillas 1,011owcd Ill the Rc'-, loll oI, I. Al I'll In Gl, cccc. i1ccol (11,11(i to tile le"'1111, 

Ll', ICI- IMI IVS Is \VCI-Cý (Z )I t'l, cl-C II iii It Io II Stl-, Itc(-, \ Product io II( )I- 

mid (C) Return 1: ()CLIS Strillcuy. 

I lic differentiation stratcoN ýIccoullls t, ()I. ')'/ 1,111-111cr" that colllprl, ýc of, Ilic sampic. 

\\CI-c 1111o'c'stcd III Ic (11111clisiolis assoc I'll k: d \\Itll aild 

1111crpo""olml I-Allioll. sIllp". C\Cll Ilic last (11111CIISIOll \VýIll 1101 a. Nsociatcd \\1111 

I'drincr", ch""llic, 111oll (hý-, Llrc W. 2). III particular. llic% (milvd or 111,111ý14-)C(j 

%ýCFC 1101111j11% ()\\llc(l hv Ilic Illiddicillcil I'M-111cr d(mll the illilk (IPll-lbutiOll chall, ý, tlcll as 

,, iimll imilk procc,,,, mig, phill" 1,01- Illaking, clicc,, c or wuurt. ý1', \\Cll ýJ, I I 
)CIM-1 \Cl*\ 1111cl-t: 
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in producing niche market products. morcover. these farmers werc Ilialilly C()IICCI-Ilc(l witil 

ýKI(IIIII-1 % ýlIUC t(1 IIICII- 111-()LILICIýs. hy sei l' lii-occ�sliiý, tlicii- illilk' ol- by iilcllc 111ýii-kcl 
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of milk quality by using special production techniques were more important for the 

production orientated fanners. While those that followed the return focus strategy seemed 

to have the impression that they were unable to influence the price set. On the other hand, 

differentiation-orientated fan-ners appeared to believe that policies of other countries 

policies might have an impact on their farm profitability. Finally, animal welfare was more 

important for the fan-ners who adopted the differentiation and production orientation 

strategy compared to the farmers that followed the return focus strategy. 

10.4 Stage 3: Assessing the C,, Iuster Predictability of the Key Strategic 

Dimensions using Discriminant Analysis 

An evaluation of the five identified key strategic dimensions was perfon-ned in order to 

assess how accurately they could predict and discriminate strategic group membership. 

Although the cluster analysis, described above, showed that the best cluster solution seems 

to be tile three cluster solution, a discriminant analysis was also conducted for both three 

and five cluster solutions in order to confin-n the better solution. A high level of predictive 

accuracy would indicate that there was a significant discrimination among the groups, and 

licrice would verify confidence in tile examined particular solution. 

Thus, discriminant analysis was perfon-ned as described in Chapter 8. The Box's M test 

statistic as presented in Appendix XII indicated that the variance - covarianCe matrices 

were violated. 

In inference both the Bartlett Box F and the Levene*s test statistic (Appendix XII) 

indicated that the equality of variance for production orientation, cost focus and 

interpersonal relationships regarding tile three cluster solutions and for all tile strategic 
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dimensions regarding the five cluster solution was violated. Thus, quadratic discriminant 

analysis (Minitab 12) was conducted to in order to detennine whether the identified 

variables could predict cluster membership for both cluster solution. 

Due to the existence of high correlations among the factors, quadratic discriminant analysis 

was not possible to be performed for the five clusters solution, but was conducted for the 

three clusters solution (MINITAB 1997). 

The quadratic distances of the quadratic discriminant functions (general square distances) 

of the three examined groups are illustrated in Table 10.3 and indicate that each strategic 

group differs from the other two. The negative generized square distances indicate that the 

determinant of the sample group covariate rnatrix is less than one (MINITAB 1997). 

From Group 

To Group (generalized square distances) 

Differentiation Production Return Foctis 

(generalized square distances) Strategy Orientation Strategy Strategy 

Differentiation Strategy -16.45 54.27 7.58 

Production Orientation Strategy 5867.03 -9.68 843.19 

Return Focus Strategy 36.77 19.21 -13.53 

Table 10.3 The Quadratic Distances of the Quadratic Discriminant Functions 

Tile "interpersonal relationships" strategic dimension was not included in the discriminant 

analysis as it was highly correlated with other factors. Hence, tile discriminant analysis was 

perfon-ned with the other four strategic dimensions. The group means and the standard 

deviations of each cluster for each strategic dimension are presented ill Table 10.4 and 

indicate that the four key strategic dimensions discrinlate CILIStCr gl-01.111 membership. 

247 



lk 

ChapterlO: The MAMarketingStrategies that Sheep and Goat Farmers Adopt in th 
Re, aion ofEMTh in Greece 

Key Strategic Dimensions Differentiation 
Strategy 

_. 

Strategic Groups (means) 
Production Orientation 

Strategy 
Return Focus 

Strategy 

Producti-on Orientation 0.2422 1.5980 -0.4493 
0.0772 0.4320 0.1517 

Cost Focus -1.0325 0.6709 0.0587 
0.4751 0.3867 0.9997 

Profit Orientation -0.9158 -0.5366 0.3805 
0.6197 0.5907 0.5004 

Differentiation -0.0050 -OA 159 -0.1624 
0.1202 0.1033 0.0776 

Table 10.4 The Group Means of the Strategic Groups for cach Strategic Dimension 

NB: Group means are in standard text and standard deviations in italics. 

The predictive accuracy of the discriminant model was evaluated using the cross-validation 

technique (Minitab 12). The analysis indicated that 97.2% of the examined farniers were 

classified correctly. More specifically, the proportion of the fan-ners that were classified 

correctly in the strategic group that follow the differentiation strategy was 81.8% while 

100% of the fanners that appeared to follow the production orientation strategy were 

correctly classified, and 99.4% of the fanners that adopted the return focus strategy were 

correctly classified. The summary of the cross validation classification is shown in Table 

10.5. 

Predicted Classification 

Actual Classification Differentiation Production Orientation Return Foells 
Strategy Strategy 

1ý Strategy 

Differentiation Strategy 903 

Production Orientation Strategy 08 0 

Return Focus Strategy 20 168 

'rotal N18 169 

N Correct 98 168 

Proportion of Correct Classification 81.8111/1,100.01, N) 99.40/1) 

N=188 N Correct = 185 Proportion Correct 97.2%) 

Table 10.5 Summary of Classification with Cross validation 
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Conclusively, the results of the discriminant analysis indicated that the examined strategic 

dimensions could accurately predict and discriminate strategic group membership Le the 3 

cluster solution. 

10.5 Stage 4: Identification of Milk Marketing Channels and Profiling 

thern using Bivariate Statistical Techniques 

Seven milk marketing channels were identified from the survey and all of thern are direct 

marketing channels as detailed in Table 10.6. 

Description of marketing channel Farmers us, ed each Quantity of milk was sold 

marketing channel through (lie each marketing 

channel (kg) 
I Sales to local private milk processing 104 (33.12%) 1,046,630 (36.30%, )) 

plant 

2 Sales to cooperative milk processing 41 (13.06%) 466,400 (16.18%) 

plant 

3 Sales to big national and regional dairy 78 (24.84%) 1,167,305 (40.48%) 

companies 
4 Feed to lambs or kids 70 (22.29%) n/a 
5 Self-consumption 12 (3.82%, ) 151,311 (5.25%) 
6 Reward to person who stock the flock 4 (1.271%) 1,700 (0,06%) 
7 Process the milk and sell it afterwards 5(l. 59%) 50,00 (1.73%)) 

, -OTAL 314 (1 OO(YO) 2,883,346 (100%) 
Table 10.6: Market Channel Selection and Utilisation for Sheep and Goat Producers 

regarding Milk Marketing 

Initial chi-square tests of associations between channel selection and associated variables 

proved to be invalid because of low expected values (Brymar and Cramer 1997; Kinnear 

and Gray 2000), It Nvas therefore neeessary to merge channels to achieve valid results. 
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The fan-ners that were interested in having some easements in their payment by the sheep 

and goat milk buyers (e. g. advance payments in March and selling the milk in June) 

marketed their milk to the local private milk processing plant as well as to cooperative 

milk processing plants or they preferred the private use of it. On the other ]land, tile 

fan-ners whose sheep and goats were free in tile mountain during tile whole day, preferred 

the private use of their milk or the sales to cooperative milk processing plant. Finally, tile 

good reputation of the milk buyers influenced tile sheep and goat fan-ners to place their 

produce to the local private milk processing plant. 

No significant association (P>0.05) was found between the following factors and a 

marketing cbannel selection: 

xii) Small quantity of lambs (v56) 

xiii) Tile fact that the fan-ner is not interested in selling his milk (v58) 

xiv) The fact that most of the fan-ners prefer the same marketing outlet (v59) 

xv) The fact that there is no buyer for the milk in their area (v59) 

xvi) The fan-ner wants to add value to his products (01) 

xvii) The sarne buyer buys the cow and the sheep/goat milk (v62) 

xviii) Easy delivery of the milk (v63) 

xix) Small distance from the marketing outlet (04) 

xx) Most of the farmers prefer the same marketing channel (v66) 

xxi) Tile farnier get used to sell his rnilk through tile sarne marketing channel (v69) 

xxii) Focus oil nleat production (00) 
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Marketing Channels 

Factors affecting Sales to local Sales to Sales to big Private use P 

marketing channel private milk cooperative national and of milk 

selection processing milk processing' regional dairy 

plant Plant firms 

Sales Price 192.99' 208.20h 201.76 b 56.16c <0.001 
4.000 4.000 4.000 1.000 

Quantity of milk 138.9 a 130.80" 146.47c 200.23 d <0.001 

1.000 1.000 1.000 1.000 

Loyalty 195.95' 194.95' 217.42h 46.08c <0.00 1 
4.000 4.000 5.000 1.000 

Speed of payment 200.24' 192.5 1' 206.56 b 50.83' <0.001 
4.000 4.000 4.000 1.000 

Personal Relationships 205.30' 194.33" 137.99': . 
00d 103 <0' 

. 001 
3.000 3.000 1.000 1.000 

Monopolistic phenomena 172.35' 172.95" 157.5 gb 133.50' <0.00 I 
1.000 1,000 1,000 1.000 

Experimenting with 
different marketing 

channels 
156.50a 156.50a. b 162.52" 154.793 0.030 

1.000 1.000 1.000 1.000 
Quite old farmer to milk 
tile animals 

153.50' 153.50, %. b 153.30" 167.30" <0.001 
1.000 1.000 1.000 1.000 

Isolation of the farm 149.00' 149.00"-h 149.0W b 178.33 <0,001 

1.000 1.000 1.000 1.000 
Easements of payment 166.08' 162.52 ax 151.01h 15 1.001"' <0.001 

1.000 1.000 1.000 1.000 
Goats are free to the 

151.50' 50""b 151 151 50" 172.20b <0.00 I 

mountain during tile day 1.000 . 1.000 . 1,000 1.000 

Good reputation of tile ' 
farmer 163.56' 154.50b 154.50b 154.506 0.006 

1.000 1.000 1.000 1.000 
Table 10.7 The influence of each factor for the selection of a particular marketing 

channel. 

N. B: Witl1in factors (rows), marketing channels (cells) with different letters differ 

significantly at P<0.05 according to Q test. Average ranks are reported in standard text and 

medians in italics. 

15-5.2 Profiling the fianners of each marketing channel 

The farmers who use each marketing channel in order to market their milk have similar 

profiles regarding the characteristics of their farms and themselves. In particular most of 

theiii had siliall farms, rented less than 30% of their farm land from other land owners and 

let a small part of their farm land to other fan-ners in order to have an additional income. 
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Moreover, they were not involved with any farrn related activity away of their farrn such as 

meetings in local agricultural cooperatives, contacts with potential buyers, or with any off- 

farm activities. They had long experience in livestock fauning as well as in decision 

making relative to livestock farrns but no previous non farrn working experience. On the 

other hand, they did not hold any responsible position in an agricultural cooperatives, in an 

agricultural organization, in a non-farrn business that they might own and in a non-fan-n. 

business they do not own by directing or managing it. They were low indebted, derived the 

largest part of their farm income from their sheep and goat enterprise and were low 

educated. 

There are some differences in the profile of of the fan-ncrs who use each marketing channel 

reagarding the factors that influence them in the marketing outlet choice as well as in some 

farrn and fan-ners characteristics as presented in Table 10.8. 
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Local Private Milk Cooperative Alilk I Big National and Private Use of Alilk 
Processing Plants Processing Plants Regional Dairy Firms 

Factor s 
Loyalty Loyalty Loyalty Small Volume of Milk 

Speed of payment Sales price Speed of payment Isolation of the farm 

Sale price Speed of payment Sale price The sheep and goats are 
free to the mountain 

I during the day 
Farm Characteristics 

Size of flock: > 151 heads Size of flock: > 151 heads Size of flock: > 151 n. s 
heads 

n. s Volume of livestock Volume of livestock Volume of livestock 

production: >51 heads production: >151 head,, production: <50 heads 
Volume of milk n. s Volume of milk Volume 

. of milk 
production: 2001-10000 production: >10,001 kg production: <2,000 kg 
kg 
Farm allocation to sheep Farm allocation to sheep Farm allocation to Farm allocation to sheep 
and goat enterprise: and goat enterprise: >6 1% sheep and goat and goat enterprise: 
: >61 % I enterprise: >61% <30% 

Farmer's cha racteristics 
Obtained milk price: Obtained Milk price: Obtained Milk price: Obtained Livestock price: 
Average Average Averag Below Average 
n. s n. s n. s Not member of all 

al cooperativ 
n. s n. s n. s Financial performance: 

I I Below average 
Table 10.8: Stinintary of marketing channel profile 

10-5.2 a Profiling the farrilers of each marketing channe regarding tile factors that influence 

thern in their marketing outlet choicel 

Tile Friedman one-way non-paranletric test was used to identify which factors mainly 

affect the famers in their marketing channel selection. Tile results of tile tcst that are 

presented in Figures 10.6 showing that there was a significant influence of the examined 

factors oil tile selection of each marketing channel. More particularly, the sheep and goat 

farmers who preferred to market their milk to tile local private milk processing plants were 

mostly influenced in their choice in a rank order of importance by loyalty, speed of 

payment and sale price. The fan-ners who preferred to sell their milk to the coopcrativc 

milk processing plants were mostly influenced in a rank order of importance by loyalty, 

sales price and speed of payment. Loyalty was also the factor that mostly affected tile 

sheep and goat farrners who marketed their milk to tile big national and regional dairy 
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1) Protilim-, cach 11111k marketing channel regardill'u, tile f"11-111 charactcristics. 

TIIC OlIC-SM11I)IC CIII-S(ILIM-C LIMIlysis was pCIA61-Illed t'()i- cach nim-kcilm, outIct In ordcr to 

dcýclop tile 1)1-()t-llc ol, tile flu-111CPS N\ h() CýICII dlStl-IhLltl()Il ClIM111CI I-CU, 11-dill" t IICII' 

As .II ablC 10.9 pre"Cilts the 1,111-111crs Mlo Ll', 'C Cach 111,11-kctilig, chaillicl 

In ordcr to , cll Ilicir milk lii%c alllwst Similar prohics, Iv"arding, dicir charýIctcri"I, Z_ II Ics. 

Most oI, flic t'M-lllk: rs who prct'Cri-cd to imn-kct their milk to local nillk procc,, -sing, p1mits. to 

coopcl-ýIll\c illillk processilili, pkint's or to hig, national dalry tirms had llocks \% ith morc Illan t- -- 

allimal". The tIll-111cl-S \\ho used tile bl'-, national or 1-cgiomil hirms as dicir milk 

markcl III,, outlct \\ crc lai-c scalc It\ ýstock and im lk III ISt tllc kil-IlIct-S \\ 110 t, -- 

pl-C I cl-l-cd IIIC 1)1-1\ atc usc 01' 1 licir iiii Ik had simi II \o I unic of I I\ c"tock mid IIIIIk producl 1,011. 
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10.5.2. c Profiling each milk marketing channel regarding the fanners' charactefistics. 

The one-sample chi square analysis was also. used to develop the profile of the fanners 

who preferred each milk marketing channel regarding the characteristics of themselves. 

Therefore, the fanners who used each distribution channel in order to market their rnilk 

had similar profiles (Table 10.10). On the other hand, the fan-ners who preferred the private 

use of their milk were not members of any agricultural cooperative. Moreover, the fanners 

who were more interested in making the private use of their rnilk achieved low prices 

compared to the prices that other fan-ners in the area obtained while the fan-ners who 

marketed their milk to the other three marketing channels obtained average prices in the 

market. Furthen-nore the fan-ners who preferred the private use of their milk had low 

financial perfon-nance. 
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10.5.3 The impact of the fann and fanners' characteristics on marketing channel selection 

The influence of the farm and farmers' characteristics on the milk marketing channel 

selection by the sheep and goat fanners was explored conducting nominal logistic, 

regression analysis (Minitab 13). The fan-n and fanners' characteristics that comprise the 

profiles of the milk marketing channels were used as predictors in the logistic regression -.. -ý 

model. Table 10.11 presents the results of the analysis regarding tile impact of tile farrn 

characteristics on the marketing channel selection. 

The fan-ners who preferred to sell their sheep and goat milk to big national and regional 

dairy firms instead of the private use of them are more influenced by the size of their farrn, ', 

flock and cultivated land allocated in the sheep and goat enterpfise. Oil the other ]land, the- _' 

fann land owned by the fanner as well as the land tile fan-ners rent from other land owners 

has a positive impact on the preference of private use of milk over sales to big national and -, 

regional dairy fin-ns. Furthen-nore, the size of flock and the faun land allocated to the sheep 

and goat enterprise has a significant positive impact on the preference of tile farmers to 

market their milk direct to cooperative milk processing plants rather than to make private 

use of it. Besides, tile size of flock and tile farrn land allocated to the sheep and goat 

enterprise mostly resulted fan-ners sending their milk to local private milk processing 

plants instead of making private use of it. On tile other hand, the sheep and goat fan-ners 

who preferred the private use of their rnilk over the sales to local private rnilk processing 

plants were mainly influenced by on the size of the farrn land owned by tile fan-ners or the 

farm land rented from other land owners. The goodness of fit test indicates that tile model 

fits well to the data (MINITAB 1997). 
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Logit Predictors Coef IP Odds Ratio 
Logit 1: (Sales to 

-Constan. 
t... 

-.. 
-2.2.949 0.. 0.16 

......... Farm size 0.9436 0.001 2.57 
Big National and Flock size 

_0.9_549.. 
2.. 60. 

Regional Dairy Farrn land owned by ýthýefanller 
........ ....... 

. 
-0.8332 0.001 0.43 

firms / Private Farm land rent from other farmers -0.9875 0.001-.. 
- 

0.37_. 

Farm land rent to other farmers 0,4334 0.061 
1 

1.54, 
Use of Milk) Farmland . allocat 

. 
ed t. o sheep a. nd goat enterp 

Ir. 
i. se 0.9150 0.00 1 2.50 

Logit 2: (Sales to Constant -2.631 0.037 

Cooperative Milk Farm size 0.0970 0.795 1.10 

Flock size 1.1135 0.001 3.05 
Processing Plants Farm land owned by tile farmer -0.3123 0.317 0.73 

Private Use of 
Farin. land rent from other farmers -0.4446 . 

0.2,16. 0.64 

Farrn land rent to other farmers -0.3857 0.274 0.68 
Milk) Farrn land allocated to slicep and goat enterprise 0.7090 0.010 2.03 

Logit 3: (Sales to Constant -0.6154 0,451 

Farrn size 0.4336 0.122 1.54 
Milk Processing 

Flock size 0.5497 0.006 1.73". 
Plants/ Private -Farm lan-d owned by. the-6ri-ne'r. 0.008 0,59 

....... . ..... . 
Use of Milk) Farrn land rent from other fan-ners -0.8637. ý 

0.001 0.42 
, Farm land rent to other farmers 0.3114 0.159 1.37 

Fan-n land allocated to sheep and goat enterprise 0.7363 0.001 2.01) 

Lo. --likeliood = -374.086 
G= 91.278, (if = 18, P<0.001 Reference Group=Private Use of Milk 

Goodness of Fit 
Deviance x2 -- 209.506, df=219, P= 0.666 

Table 10.11 The impact of farm's characteristics on livestock illarketilig Ch', "It'd 

selection by the slicep and goat farmers in ENITh according to Logistic Regression 

Analysis. 

The results of the final logistic regression analysis regarding tile impact of the fanners' 

characteristics on the marketing cliannel. selection are presented in Table 10.12. More 

particularly, tile financial perforillance, the farin income derived frorn tile slicep and goat 

enterprise and the fact that the fanners were not members of ail agricultural cooperative, 

mostly influenced them to market their milk to big national and regional dairy firms rather 

than making private use of it. Moreover, the fanners who preferred to sell their milk to 

cooperative rnilk processing plaws or to local milk processing plants instead of making 

private use of it and were mainly affected by their financial performance as well as in the 

farm incorne derived from the sheep and goat enterprise. 
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Logit Predictors Coef P Odds Ratio 
Logit 1: (Sales to Constant -4.593 0.002 

in agricultural cooperative Membership 0.7094 0.047 2.03 Big National and .. , -- Involvement w-ith off farm. activity 
. -0.4549--- 

0. 
-406 

1.58 
Regional Dairy . Financial performance_ 1.2856 -'- 0.001 3.62 1- -------- . ..... 

firms / Private Livestock farming experience -0.3416 0.202 0.71 
Debt 0.0954 0.837 0.91 

Use of Milkl) Fan-n income 0'. 787-4 0.003 
- 

2.20 
Educational Level 0.2279 0 

. 592 1. . 26 
Logit 2: (Sales to Constant 4.469 0.006 

Cooperative Milk Membership in agricultural coo crative 
_P 

0.5220 0.211 1.69 
- Involvement with off farrn 

-activity -0.2043 0.725 0.82 
Processing Plants Financial pFrfqrniance 1.1633 0.001 3.20 

Private Use of 
Livestock farming experience 

- 
0.1392 0.667 0.87 

Debt 0.0305 0.953 0.97 
Milkl Fa 

, 
rm in come _ 0.6982 . 0.025 2.01 

Educationalievel 0.5952 0.174 -1.81 
Logit 3: (Sales to Z, Constant 

-- __ -- .- . -- -.. -2.389 0.055 

Milk Processing Membersh, ip in agricultural, coo erative ,, 
_P 

0.1734 0.607 
- 

1. � 19 
, Involvement with off farm activity. -0.1321 0.774 0.8 8 

Plants/ Private Financial pcýorrnance. 1.3637 0.001- 3.91 
Use of Milk) Livestock farming experience -0.2680 - 

0.284 0* 
. 
76 
' 

.. 
Debt 

_-_0.0691 
0.879 

- 
0. 93 

Farm income 0.4821 023 0. 1.62 
Educational Level 0.1494 0.720 1.16 

Log. -likehood = -376.798 
G= 85.854, df =21, P<0.00 I Reference Group= Sales to "lore than one 
Goodness of Fit marketing, charincl 
Deviance x2 275.865, df=270, P= 0.390 

i ame ity. iz i ne impact oi iarriiers- ciiaracteris tics on nmK marketing channel 

selection by the sheep and goat farmers in ENITh according to Logistic Regression to 

Analysis. 

10.6 Stage 5: Profiling of Strategic Groups using Bivariate Statistical 

Techniques 

10.6.1 The association between marketing strategy selection and the factors that influence 

the slicep and goat fanners to adopt a particular marketing outlet. 

The Kruskal-Wallis non-parametric test was used to identify whicli of the factors, related 

to the farmers' choice of a particular milk marketing channel, affected tile sheep and goat 

farmers to adopt a particular marketing strategy. 

According to the results of the test presented in Table 10.13, most of tile sheep and goat 

farmers that were interested in the price that they would receive, the loyalty of the buyer 
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and speed of payment, adopted the return focus strategy. The farmers that operated in areas 

where there were monopolistic phenomena preferred the same strategy. On the other hand, 

the small scale milk and livestock producers followed the differentiation strategy, 

presumably in order to increase their farrn profitability by adding value to their products. 

The same marketing strategy was adopted by the fan-ners that were not interested in selling 

their milk but preferred to keep it in order to process it by making cheese or yogliurt. 

Factors Differentiation 

Strategy 

Nlarketing Strategies 

Production Return Focus 

Orientation Strategy 

P 

Sales price 79.4 1a 136.92 159.85: <0.00 I 
1.000 4.000 4.000 

Quantity of milk 215.34 a 189.87 h 123.96' <0.00 I 
5.000 2.000 1.000 

Loyalty 80.58" 133.83b 160.33' <0.00 I 
1.000 4.000 4.000 

Speed of payment 80.88a 137.1 8b 159.53' <0.00 I 
1.000 4.000 4.000 

Monopolistic phenomena 140.78" 128.63 b 150.77' 0.036 
1.000 1.000 1.000 

Small quantity of lambs 149.43' 145.5b 145 
. 
5b 0.032 

1.000 1.000 1.000 
Not interesting in selling 149.43 a 145.5 b 145.5 b 0.032 

1.000 1.000 1.000 

Table 10.13. The influ ence of each factor to the selection of a particular marketing 

strategy 

N. B: Within factors (rows), marketing channels (cells) with different letters differ 

significantly at P<0.05 according to Q test. Average ranks are reported in standard text and 
medians in italics. 

Besides, the statistical analysis did not identify anY significant association (P>0.05) 

between tile following factors and a marketing strategy selection: 

(Xiv) Personal relationships (v53) 

(XV) Experimentation with different markoing channels (v55) 

(xvi) Tile fact that tile fan-n6r was quite old to stock tile flock (v57) 

(xvii) The fact that there is no buyer for tile milk in tile area (v59) 
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(xviii) Isolation of the farm (v60) 

(Xix) The fanner wanted to add valued to his products (v6l) 

(xx) The fact that the same buyer buys the cow and the sheep/goat milk(v62) 

(Xxi) Easy delivery of the milk (v63) 

(xxii) Small distance from the marketing outlet (v64) 

(xxiii) Easements of payment by the buyer (v65) 

(xxiv) Most of the fanners preferred the same marketing outlet (v66) 

(xxv) The fanner sold the lambs late (v67) 

(xxvi) The goats were free to the mountain during the daylight (v68) 

(xxvii) The farmer get used to sell his milk through the same marketing channel (v69) 

(xxviii)Focus on meat production (00) 

(xxix) The reputation of the buyer that is good businessman (01) 

10.6.2 Profiling marketing strategic groups 

Tile profiles of the fan-ners who follow each marketing strategy have many similafities 

regarding the farrn and fan-ners' characteristics. In particular, most of the fan-ners who 

adopted each marketing strategy had small farrns and own Most of tile land they cultivate. 

They also rented a small part of the land they cultivate from other landowners and let less 

than 30% of their farm land to other fan-ners, presumably in order to achieve ail additional 

income. Furthen-nore, they were not involved with fan-n related activities away from their 

fan-n neither with off-fan-ri activities. On the other hand, they were well experienced in 

livestock fanning and in decision making relative to livestock sector. Moreover, they were 

low indebted, had low financial perfon-nance and lowly educated. Besides, they did not 

hold any responsible position in an agricultural cooperative, in ail agricultural organization, 

in a non-farin business they might own or in a non farm business they did 'lot own, by 

directing or managing it. 
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On the other hand, there are some differences in the profile of each strategic group 

regarding the factors that influence them in the marketing outlet choice as well as some 

farrn and fanners characteristics as presented in Table 10.14. 

Differentiation Strategy Production Orientation Strategy Return focus strategy 
Marketing 

_Channels Private Use of Milk Private Use of Milk Local Private Milk Processing Plants 
Factors 

Small volume of milk production Loyalty Loyalty 
Loyalty Speed of payment Speed of payment 
Speed of payi-ncnt Sale price Sale price 

Farm Characteristics 
Size of flock: <50 heads n. s Size of flock: > 151 heads 
Volume of livestock production: <50 
heads 

II. S Volume of livestock production: >51 
heads 

Volume of milk production: <2,000 kg Volume of milk production: <2,000 
kg 

Volurne of milk production: 2,001- 
10,000 kg 

Farm allocation to sheep and goat 
-enterprise: <30% 

Farm allocation to sheep and goat 
enterprise: <300/0 

1 Farm allocation to sheep and goat 
entcrl)rise: >61'/, ) 

Farmer's characteristics 
Obtained Milk Price: Below average Obtained Milk Price: Average Obtained Milk Price: Average 
n. s Member of an agricultural 

cooperative NO 
n. s 

Farm Income: <24% Farm hiconic: >50"/O Farrn Income: >50% 
Previous 11011-farm working 
ex crience: NO 

Previous non-farm working 
experience: NO 

Age: >61 years n. s n. s 
Financial pci-forniance: Below average 1I. s Financial performance: Below 

average 
Infonnition sources 

Family Family Family 
Other farmers Other farmers Governmental bodies 
Governmental bodies Governmental bodies Other farmers 

TyEL ýs of information 
Animal diseases Livestock prices Livestock prices 
Lix, estock prices Meat prices Meat prices 
Meat pri ces Aninial diseases Milk prices 

Table 10.14 Summary of strategic group profile 

10.6.2a-Profiling marketing strategic gyroup regarding marketing, channel selection. 

The one sample chi square analysis was used to identify which marketing channels is 

mostly preferred by the fianners who adopt each marketing strategy. More particularly, the 

majority of the sheep and goat farmers who adopted the differentiation strategy preferred, 

as Table 10.15 presents, the private use of milk in order to process their milk and sell it as 

an added value prodLICt e. g. ChCeSe, yogliourt. Most of the production orientated fanilers 
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Logit Predictors Coef P Odds Ratio 
Logit I: (Production Constant -1.9540 0.003 

Orientation Strategy 
Sale price_ 

_0.0483. . 
0.90_3___"______ 

. 
05 

- ---- - ----- Small quantity of lambs 0.6676 0.001 1.95 
Return Focus Strategy) Loyalty -0.1930 0.618 0.82 

Specd of payment 
6-fbol --J. I I- 

- Monopolis ic plicnomena -0.3659 0.073 0.69 
Logit 2: (Differentiation Constarit. 

_. 
-2.4688. 0.001-. 

-------- Sale price -O. 6(A6 0.374 0.51 Return Focus) 
Small quantity of lambs . 0.8608 

- 
_ 0.001 

- - - 
2.37 

Loyalty.., ý. 0.2769 0. 667 - 1.32- 
Speed of payment -6.1220 0,868 0.89 
Monopolistic phenomena 0.1912 0.256 1.21 

Log-likehood=-181.535 
G= 98.946, df = 10, P<0.00 I Reference Group= Return Focus Strategy 
Goodness of Fit 
Deviance x2 = 89.08 1, ýIf--78, P= 0.184 

Table lu. 1(3'1 fie impact ot tne iactors inat auect lue marketing channel elloice on 

marketing strategy selection according to Logistic Regression Analysis. 

Therefore, the fan-ners who were more influenced in their marketing channel selection by 

the small volume of their livestock production mainly adopted the production orientation 

strategy over tile return focus strategy, presurnably in order to improve their productivity ill 

the future. Furthen-nore, tile small quantity of lambs has a significant impact on the 

preference of the differentiation strategy instead of return focused strategy, probably 
6 

because those fan-ners aimed to increase their profitability by differentiating their rnilk 

from their competitors and adding value to it by self processing and selling it as clicese or, 

yogurts. Besides, the goodness of tests indicates that the model fits to the data (MINITAB 

1997) 

10.6.2 b Profiling each milk marketing strategy regarding fan-n characteristics. 

The one-sample chi-square analysis as Table 10.17 presents indicates that tile three 

strategic groups had similar profiles regarding their fan-n characteristics. 
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ChapterlO: The Milk Marketing Strategies that Sheep and Goat Farmers Adopt in the 
Re, zion ofEMTh in Greece 

On the other hand, most of the fan-ners who followed the differentiation strategy had small , 

flock and were small scale livestock and milk producers while the return focused fan-ners 

had big flocks and did not produce low volume of livestock production. They were 

medium scale milk producers whilst the production orientated fan-ners were small scale 

milk producers. Most of the fan-ners who followed tile differentiation or the production - 

orientation strategy preferred to allocate a small part of the land they cultivated to their 

sheep and goat enterprise, as they used most of their farrn land for another kind of, ' -ý 

agricultural enterprise such as tobacco production. On the other hand, the return focused 

fanners allocated the largest part of the land they cultivated to their sheep and goat 

enterprise presumably in order to reduce their feeding cost and increase their fan-n 

profitability. 

10.6.2. c. Profiling each inilk marketing strategry regarding fan-ners' characteristics. 

Tile chi square analysis indicated that tile fanners who adopt each marketing strategy llave,, 

similar profiles regarding the characteristics of themselves (Table 10.18). 
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ChapterIO: The Afilk Marketing Strategies that Shew and Goat Farmers ado initheReggionof-EMA ill Greecc 

Fann income 
derived bV tile 
sheep and goat 

entelprise 
Finan ial 

perlonnance 

------ 
<24% 

------ 2549% 
----- ----- 50111,, > 

Belo 
-- Yý avc! ý 

-. Avcnage 
------ xi; ()-V-C- "I VC1 W-le 

x2=10.786, 
dfý-2. P<0.01 

x2=40.054. 
dt-2, P<O 00 1 

48.6% 
---- 9. -1-%- 
---- ----- 4-3-JO/O 

8 1.1 % 
----- - ----- 18.9% 
----- ---------- 0. ()"/0 

------ 
jl. s 

------ 
-2 .- ----- ---------- II. S 

5.051 
------- ------ n. s 
---- 

x- 16.253, 
df=2, P<O. Of 

X-10.763, 
d f=2. P<O. 01 

------ 
23.9% 

-Y 
------- 

-------- ------- 60.4% 

47.80"0 
---------------- 41.3% 
----- - ----- l(). 9% 

. 

-- 
n. s 

------- - ----- 
------- -------- 3.25' 

- 
II. S 

------- ------- 
n.. s 

------- ------ 
II. S 

----T -. x-211.438 - 
dfý-2, P<0-01 

xý6.128, dfý-2 - 
P<0.05 

7.2% 
----------------- 12.0% 
----------------- 80.8% 

------ 
4 1. 

_3% ------ 30.3% 
---------------- 28.4% 

------- 5.3Y 
----------------- 11.86' 

2.0 1" 
------ ------ II. S 
----------------- WS 

Fanner's a,.! e -40 vears, 1 x2= 17.50 1. 13.5'N, I. S 1 ILS 
- ------- 

-50 veal-, 
-- - 

d f--3, P<O. 00 1 ---------------- 10.8"/0 
--- - -- - 

-------- -------- rI s 
- ---- ---- Yýý"ý 

---- 
-- - - --- -- 
----- 

2-1.6/'(, 
----- 

-------- --- 
------- 

II. S 
------ 61+ years 

2 
54 1% T 3.51 

' 91 3 ' 2 
- 88.0% 18.17' 1:; 4 ý11 ý72 - Educational 

. 
Primat--v 

- 
= 102.662. x 97.3%,, 8.76 

------ 
x = 108.783, 

-. 
"D 

------------ 
8.99 

------- 
x - ----------------------- ý Iii 3.8% 3 P<O ()() I level sccollda! -ý d 1-3. P<O. (X) 1 2 7% d f=3, P<0.00 I 21 ----------------- - ------- ------ , . d 

27' 
II Igh's, chool or 0.000 0.00/0 -3.39' - 6.7% - 

lechnical 
education 
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0.00/0 3. ( 0.0 % -3.39 

Obtained mill, 
educa 

Belo X2 =27 697 70 3",. 3 9V x2=21.473. -41.3% ns 
4.48' 

x-=253.660 - ------ 
15.4% 

----------------------- ' 
prices Avenwe 

. . dt--2. P<O. (X) 1 . ----- ---------- 9.7". . ---------------- II. S 
-------------------------- 1 dfý 56.5% 2.74 -2. P<O. (X) I 84.60/ a 12.82 df=2. P<O. (X) I 
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Chapter] 0: The Milk Marketing Strategies that Sheep and Goat Farmers Adopt in the 
Region ofEMTh in Greece 

On the other hand, most of the farmers who preferred the differentiation strategy obtained 

low milk prices in the market in comparison with the other fanners operated in their area 

while the majority of the production orientated and return focused fanners achieved 

average prices. Most of the fanners who followed differentiation strategy derived either 

more than 50% or less than 24% of their farm income from their sheep and goat enterprise 

while the examined type of livestock enterprise consisted of the main source of farrn 

income for the production orientated and return focused fanners. Most of the fanners who 

I adopted the differenation strategy were quite old while most of the production orientated 

farmers were not members of any agricultural enterprise. Furtennore, the fanners who 

preferred the differentiation and return focus strategy bad low financial perfori-nance 

compered with the other fan-ners operated in their region. 

10.6.3 The impact of the fann and fan-ners' characteristics on marketing strategy selection 

The influence of the farrn and farmers' characteristics oil marketing strategy selection by 

the sheep and goat fan-ners was explored conducting norninal logistic regression analysis 

(Minitab 13). The farm and fan-ners' characteristics that comprise the profiles of tile 

strategic groups were used as predictors in the logistic regression model. Table 10.19 

presents the results of tile analysis regarding tile impact of the farm characteristics oil tile 

marketing strategy choice. 
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Lo it Predictors 
I 

0 redicto it p ::: coer p Odds Ratio 

Logit Co stant ogit Constant ---- - Co stant - -1.199 -- 
0.238 

. s - ize Fa 

rrm 

s 

r 

0.3582 0.213 1.43 
k s . 

ýi ck iz (Production F lock (pr ducli o -0.0240 0.945 0.98 

, Volume PFoquctiOn-- ion volum e of I ivestoclý critat 0ri -0.06W OMA 0.94 
- Voiume-od-m- -iiii l-roduction -0.4989 0.063 0.61--- 

Strategy Return 
Farm land owned by the farm - er _0.3587 

0.10 1.43 
Focus Strategy) '--Farm land rent from other fan-ners 

__-0.3092 
0.2\3 0.73____ 

Fa .rm land rent - it -o other fan-ners 0.658 1 OAK), % 1.93 
Farm land allocated to the sheep and goat enterprise -0.5574 0.014 0.57 

Lo-, it 2: Constant ' 
3.836 0.003 

an-n ,i ze Farrn size F c 
-0.3866 0.332 0.68 

loc (Differentiation 

T 

Fo k size -0.5285 0.2 IN 
ty eturn Vol Urn IV, tro V SS Strategy Return --Vo - lume oýýIvcstock production -O. N557 0.099 0.42 

V roductign P Volume otf mil k 1.39A OAW 0.26 
- Focus Strategy) 

e fanncr Farrn land owned by th 
__0.0433 

0.878 1.04 
_ _ . farmers Farm land re nt fron' other 0.4517 0,165 1.57 

_. Farm land rent to other farmers -0.11224 0.420 0.80 
Farrn - land allocat - ed t. o- th -e- sheep and joýntcrprise -0.48M 0.010 0.62 

Log-likchood = -186.802 
G= 88.412, df = 16, P<0-00 I Reference Group= Return Focus Strategy 
Goodness of Fit 
Deviance x-' = 200.879, d 7=274, P= 1 -000 
Table 10.19 The impact ot iarni's cuaracieristics on nuIK marketingo strate*- Selection 

by the sheep and goat farmers in ENITh according to Logistic Regression Anal i' llý ysis. 

Tile fanners who preferred the prod ucti on-ori entati on strategy instead of return-focus 

strategy preferred to let to other fan-ners a small part of their land while the farniers who 

were more influenced by the land they allocated to their sheep and goat enterprise, rno'stly 

adopted the return focus strategy over tile production orientation strategy. Furtherniore, th e 

volurne of milk production mainlY affected the sheep and goat fanners to adopt' t1je 

differentiation strategy over the retum-focus strategy. Ilie goodness of t-it tests indieates 

that the model fits to the data (MINITAB 1997). 

According to the results of tile final logistic regression which are presented in Table 10.20, 

the farrn income that is derived from tile sheep and goat enterprise has a significant impact 

on the selection of tile return focus strategy over the production orientation or the 

41 

differentiation strategy. Moreover, the fact that the famiers are not members in an 

agricultural cooperative affects thern to adopt the retuni-flocus strategy instead of t1le 

prod uction-ori entat ion. Milk prices and the farni income derived by tile sileep and goal 
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enterprice have a significant impact on the selection of the return-focus strategy over the 

differentiation strategy. On the other hand, as the farmers become older mostly prefer to 

follow the differentiation strategy over the retum-focus strategy. Besides, the deviance 

goodness of tests indicates that the model fits in the data (MINITAB 1997) 

Logit Predictors Coef P Odds Ratio 
Logit I: Constant 0.267 0,892 

. (Production .. 
Milk. prices... 

...... -0.3.7ý04- -- 
0.512 

. 
0... 69 

Mýembership j ri agricultural cooperative -0.9203 0.02 l 0,40 
Orientation .. . . ,. Involvement with off-farin activities -0.1799 

.. . -.., -- 0.789 ..... . ........... 0. - 84 

Strategy / Return Previous, non-. farrn experience. 
... 

0.. 3248 
Financial perforinance 0 

. 
] 832 0.50 7 

Focus Strategy) . -- ýxper . ien . ce livestock farming in . . ý 0.6966 , ''- 3 17 0 2_ .I 
.O _ . Experience in decision making regarding livestock -0.8896 

. 0.177 ý . ý 0.41 
fziTin. i P 'C' 
Farm Income -0.6501 0.007 0.52 
Age 0.2283 0.181 1.26 
Educational level -0.4564 0.296 0.63 
Marketing Channcl Selection 0,2870 0.189 1.33 

Loggit 2: Constant 5.209 0.072 

(Differentiation Milk prices -2.. 05.8 8. 0.13 
Mciribership ip agricultural cooperative -0.1105 0.808 0 

. 
90 

Strategy / Return , Involvement With off-'farm activities -0.0795 
'.. 0.916 ... . . 0.1 92 

Focus Strategy) P. revious non-farm experience 0.15,09 0.782 1.1.6. 
performance -0.5820 , 

0.190 

,,. 
Expet-i. e. ii, ce. ini,. ivestockfEii-i-n. iii, g , ,.. 0.71748-1 - 0,30.6.1.. 
Experience in decision making rcgarding livestock -1.1040 0.116 0.33 

jarming 
Fann Income -0 9 65 6 0.0( 1 38 
Age 0.5487 0 0. I 13 
Educational level ý 

-0.6874 
, , 0.470 0.50 

Marketing Channel Selection -0.1966 0.549 0.82 
Lo -likehoodd=-183.654 1 i 
G= 94.707, df = 22, IP<0.001 

K 

() 4 Reference Group= Return Focus Strategy 
G0 oodnes of Fit 'o GooLl l 

v 11 . cex 8 D-ma rice x- = 286.340, df=428, P= 1.000 
Table 10.20 The impact of farmers' characteristics on livestock marketing channel 

selectioý by the sheep and goat farmers according to Logistic Regression Analysis. 

10.6.4 Profiling, marketing strategic groups regarding infon-nation sources atlLi-! ype of 

infoniiation. 

The Kruskal-Wallis non-parainctric test was used to detemline which of the infon-nation 

sources (v72-v84 of Appendix 11) the sheep and goat farmers in Greece used as well as 

which of the type of infomiation (v85-v9l of Appendix 11) that these farmers were 

"Iterested ing are significant related to the marketing strategy selection. 
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Table 10.21 illustrates the information sources that are significant related with tile selection 

of each marketing strategy. 

Information 

Sources 

Differentiation 

Strategy 

Marketinf, Stratetyies 

Production Return Focus 

Orientation Strategy 

1, 

Farmer's file 103.2' 158Y 150.9: <0.00 I 

2.000 3.000 3.000 

Cooperative Organizations 108.5' 99.2b 163.0': <0.00 I 

3.000 3.000 4.000 

Governmental Bodies 97.7' 143.9b 155.1c <0.001 

3.000 4.000 4.000 

Agricultural Journals 140.4' 161.7b 143.5: 0.005' 

1.000 1.000 1.000 

TV Radio 145.1" 186.9h 137.1c <0.00 I 

1.000 2.000 1.000 

Family 129.1" 199.5 b 137.2' <0.00 I 

4.000 5.000 4.000 

Livestock, Meat and Milk 93.7' 106.7b 164.0': <0.00 I 

B uyers 1.000 1.000 3.000 

Veterinarians 124.5' 136.0 b 152.0' 0.036 

1.000 1.000 1.000 

Table 10.21 The influence of each type of information sources to the selectio-n -Of -a 

particular marketing strategy 

N. B: Within factors (rows), marketing channels (cells) with different letters differ 

significantly at P<0.05 according to Q test. Average ranks are reported in standard text and 

medians in italics. 

Therefore, most of the sheep and goat fanners that were informed by their 9wil r1les, 

agricultural journals, TV-radio and their family, adopted the prod uction-ori entation. 

strategy. Oil tile other hand, tile fan-ners that were mostly infoniled by the cooperative '-, 

organisations to which they belonged, government bodies, livestock. ineat and milk buyers 

as well as veterinarians followed the retuni-focus strategy. 
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The statistical test did not identify any significant association (P>0.05) between the 

following types of information sources and a particular marketing strategy: 

(o Newspapers (v72) 

(g) Other fan-ners (05) 

(h) Livestock dealers (v80) 

(i) Representatives of feed companies (v8l) 

Agricultural banks (v83) 

Table 10.22 illustrates the types of infori-nation sources that have a significant impact on 

the selection of each marketing strategy. The analysis showed that most of the fan-ners who 

were interested to be infon-ned about the livestock, meat and milk prices followed the 

return focus strategy, while the farrners who wanted to be informed about production 

techniques were produciion orientated. Oil tile other hand, tile ýarrners who were mostly 

concerned to be infon-ned about animal diseases and finance preferred either the production 

orientation or the return focus strategy. This study did not identify any significant 

association between tile selection of a particular marketing strategy and consunicr 

preferences and attitudes (v91). 
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Marketing Stralt-Iju% 

1`01- 1 liat io I1 1) i Ife I-C lit ia I io n Prod tic Iio It Refill-li I ocu% 1) 

Sources IN Strateg. Orit-111.11ioll Straft-% 

1,1 % c, ýtoc k priccs 4.1) 13 1.1 0. 

4.000 i 000 5 ow 

Meat pl-lCCN 
-7 r, 15 10". () 0. 

4.000 5.000 5 ooo 

Milk priccs 78.7" 1 IS1.4 1, 1(, 4 1,0.00 1 

1.000 4.500 5 000 

PI-OdUCI loll ICCIIIIIýJLICS 1 7.4 " 20 1.9 t' 1-, )0. ()' . (). (w I 

000 000 i00 

98.1" -'. 
I` , I'- (). () () 1 

4.000 5 mm 

1 71. 0.00 1 

lam 

Table 10.22 The influence ofeach IN I)e O f ilifol-111-1tio" to the SCICCO011 of a particular 

marketing strategN ?IP. I. 

II t'j IC Io I-s (1-()\\ imi-keniqu, cI iminck (cc II it IId illci cIIIIcII cj*ý, 
to Q ic,, t. A\crauc ranks arc reportcd I, 1 0. () -I te I 
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to i(Iclillk 1,01, CýIcll "tratellic 
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Logit Predictors Coef P Odds Ratio 
Logit 1: (Production Constant 9.310 0.017 

Livestock pr ccs I 0.939 0.526 2.56 
Orientation Return _ --- . -- ------ -- - M-- -. - eat prices 

-- ---- - -- 
-3.000__ 

-- -- --- - ---- - -- 
__O, 

03_1_ -- - -, , --, 0.05 
Focus) . Milk prices - 

_-0.5394 
0.001 0.58 

tec ion Product hn 
- 
iques 1.2032 00) 1- 333 

. Annnal diseases , - * 
-0.1301 0.732 _ 0.88 

Finance -0.2772 0.306 0.76 
Logit 2: (Cost Focus Constant 19.006 

-0.90 
1 

Livestock prices -2.123 0.374 0.12 
Return Focus) 

Meat prices 
---1-. 

031--. . 
- 
004 

- 
0.3-6 

. Milk prices -0.296_7__ 
_0.. 

033 0.74 

ction techniiques Produ -0.0530--- 
__O. _860 

0.95 
_ Animal diseases - 

-0.5789 0.176 0.56 
Finance -0.6686 0.015 0.51 

Log-likchood = -150.591 
G= 160.833, df = 12, P<0-00 I Reference Group= Return Focus Strategy 

Goodness of Fit 
Deviance x2 = 117.425, df= 150, P= 0.977 

Table 10.24 The impact of types of iniormation on niilK marKeting strategy selection 

according to Logistic Regression Analysis. 

10.7. A Comparison Between Livestock and Milk Marketing Strategy 

Selection by the Sheep and Goat Farmers in the Region of ENITh. 

In the Region of EMTh in Greece, the sheep and goat fan-ners usually market both their 

livestock and milk production. Therefore, the association between the identified marketing 

strategies regarding the distribution of their livestock and milk produce was explored by 

conducting cross tabulation chi-square analysis. 

As was mentioned in section 10.3 of this chapter as well as in section 9.3 of tile previous 

chapter, from the 314 fan-ners comprising the survey sample only 291 farmers were used 

for the development of the milk marketing strategic typology (13 cases were removed as 

outliers) and 289 fan-ners were used for the development of the livestock marketing 

strategic typology (25 cases were considered outliers). Hence, tile fanners that were used ý 

for development of both livestock and milk marketing strategic typologles were identified 

and were used for the employment of this statistical analysis. More particularly 276 slicep 

294 



Chapter] 0: The Milk Marketing Strategies that Sheep and Goat Farmers Adopt in the 
Rezion ofEMTh in Greece 

and goat fan-ners were used for the cross tabulation chi-square analysis. The results of the 

test are presented on Table 10.25. 

NI ilk NI arketing Strategies 

Differentiation Production Return Total 

Orientation Focus 

% within livestock 5.6% 4.8% 89.6% 1 001YO 

marketing strategies 

Cost Focus % within milk 25.9% 13.6% 54.6% 45.3% 

marketing strategies 

Standardised Residuals n. s 1b -3. 2.0" 

% within livestock 6.3% 75.0% 18 . 
8% 100% 

coo 
WO marketing strategies 

Production % within milk 7.4% 54.5% 2.9% 11.6% 

Orientation marketin- strategies 

-dised Residuals Standat n. s 8.4c -3,6c 
% within livestock 15.1% 11.8% 73.1% 100111/0 

marketing strategies 

Return Focus INO within milk 66.7% 31.8% 42.2% 43.10/4, 

marketing strategies 41 

Standardised Residuals n. s II. S II. s 
% within livestock 9.81VO 15.9% 74.3% 100.0%) 

marketing strategies Z, 
Total 11, o within milk 100.0% 100.0% 100.0% 100.0% 

marketing strategies 

Tab le 10.25 Association between livestock and milk marketing strategies in the sheep 

and goat sector in the Region of ENITh 

2= 104.42 1, d f=4, P<0.00 I 

"P<0.05, bP<0.0 I and 'P<0.00 1. 

Therefore, tile statistical analysis indicated that there is a significant association between 

tile selection of a particular livestock and milk marketing strategy by tile sheep and goat 

fan-ners in the Region of EMTh in Greece. More specifically, tile farniers who adopt tile 

cost-focus strategy regarding the marketing of their livestock mainly follow the return- 

focus strategy relative to the marketing of their milk produce and vice versa. Moreover, the 

farmers who prefer the production-orientation strategy regarding tile marketing of their 
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livestock also follow the production-orientation strategy concerning the marketing of their 

milk production and vice versa. 

10.8. Conclusions. 

This study has identified that the sheep and goat fan-ners in the Region of East Macedonia 

and Thrace in Greece market their milk through four main distribution channels: (a) local 

private milk processing plants, (b) cooperative milk processing plants, (c) big national and 

regional dairy fin-ns and (d) private use of milk. 

Furthen-nore, the analysis presented in this chapter confin-ned tile hypotheses presented in 

Chapter 8 and Appendix I regarding tile marketing strategies and distribution channel 

utilisation of the sheep and goat farmers in the Region of EMTh in Greece. In particular: 

0 Tile sheep and goat fanners can be classified to three strategic groups regarding their 

rnilk marketing activities and business orientations. These strategic groups are: (a) the 

fan-ners who follow the differentiation strategy, (b) the fan-ners who adopt the 

production orientation strategy and (c) the fan-ners who follow tile retum focus 

strategy. 

This study support tile hypothesis that existing generic and agricultural typolo(yi s and 00e t) 

taxonornies are inadequate to describe the marketing strategies regarding tile milk 

distribution followed by the sheep and goat fan-ners in Greece and more particular in 

tile Region of EMTh. However, some comparisons can be made. Specifically, tile 

differentiation strategy has many similarities with the Q -entiation sti-ategv of 

Porter's (1980), Kolils and Uhl's (1990), McLeay*s et c1l. (1996), Feame and Bates's 

(2000) and Davies"s (2001) typology. On the other hand. a production orientation 

strategy may fell illto pl-ospectol-s classification of Miles and Snow"s 0 978) taxonojjjý 
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and has many similarities with Production / Production Flexibility Strategy of 

McLeay's et al. (1996) typology, Mitchell's (1976) production-orientation strategy 

and Davies's (2001) production-strategy of sheep fanners classification. Furthen-nore, 

retuni focus strategy has some similarities with the opportunist stiategy of Davies 

(2001) typology as both are interested in short terrn price advantages. An examination 

of the marketing strategies that the sheep and goat farmers follow in the Region of 

EMTh in Greece regarding the distribution of their livestock and milk produce 

indicates that there are , many similarities between the production- orientation 

strategies as well as between the rcturn-focus strategies that these fan-ners follow 

regarding the marketing of both products. 

0 The farm and farmer's characteristics do have significant impact oil tile selection of a 

particular milk marketing strategy by the sheep and goat fan-ners in Greece. 

0 The factors (e. g. sale price, loyalty, speed of payment) that influence slicep and goat 

Greek fan-ners on the selection of a particular milk marketing channel are significantly 

associated with the selection of a specific milk marketing business strategy. 

0 The identified milk marketing business strategies are significantly related with tile 

selection of particular milk markcting channel. 

0 Farm and fan-ner's characteristics do have significant impact oil tile selection of a 

particular milk marketing channel by the sheep and goat fan-ners in Greece. 

0 Tile examined factors (e. g. sale price, loyalty, speed of payment) do have a significant 

impact on the sheep and goat Greek fan-ners' selection about a particular milk 

marketing channel. 

0 Inforiliation sources do have significant influence oil the selection of a milk marketing 

business strategy. 

0 Sheep and goat fan-ners in tile Region of EMT11 follow similar livestock and milk 

marketing strategies. 
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CHAPTER11 

METHODOLOGICAL APPROACH: MARKETING SURVEY 

IN SHEEP AND DAIRY COW FARMERS IN THE COUNTY 

OF CORNWALL IN UNITED KINGDOM 

11.1 Introduction 

I 
This chapter aims to describe the way that this research has been designed and conducted. 

It also provides the conceptual model in which this research is based oil and identifies tile 

hypotheses of the research. Furthennore, it operationalises the study in order to develop a 

suitable and satisfactory methodology which meets the objectives of the research. 

11.2 The Conceptual Model 

This study is mostly empirical rather than conceptual due to tile lirnited understanding of 

the dimensions, factors and fan-n/fan-ners characteristics that influence tile fan-n busilles -S 

strategy. It aims to examine the existence of a strategic typology regarding tile markctin-g 

patterns of sheep and dairy cow fan-ners in Cornwall at farm level as well as tile 

relationship between the strategic groups and tile fan-n/fan-ners characteristics. 

A conceptual model similar to that which was described in Chapter 8 is uc(I I, t1lis 

research, as its objectives have many similarities xvith those of the parallel survey that was , 

conducted in the sheep and goat famiers in the Region of ENITh in Greece. Tile nlo(jej 
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below (Figure 11.1) tries to investigate the relationships between aspects of the internal 

and external environment of the fan-ning businesses and the development of strategic 

dimensions that may influence the fan-ners in Cornwall to adopt a specific distribution 

pattern, as well as to examine the association between the farrn /fan-ner characteristics and 

the adoption of a specific marketing strategy and a particular distribution outlet. 
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Farm economics 
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10 

Figure I I. I: The Conceptual Model 

11.3 1 lypotheses and Operationalisation 

III tile collceptu,,, 11 level of this research the hypotheses that Nvill be i'lVestigated are 

presented in Appendix 111. 
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Figure 11.2 Operationalisation Nlodell 

I Typeface in Bold indicates mctliodS Used 
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Tlie operational model of this survey is presented in the Figure 11.2. 

Operationalizing the Conceptual Model, the Concepts transfonned to variables which are 

presented in Appendix VI. 

11.4 Research Methodology 

in this research a survey of sample fan-ris was conducted to gather the necessary data for 

the identification of the marketing channels that the sheep and dairy cow farmers use in the 

County of Cornwall as well as for the examination of tile relationship between various 

variables and the marketing orientations of farrn businesses. Tile methodological approach 

as well as the main choices that were made for data collection will be presented in this 

chapter. 

11.4.1 Postal Survey or Field Interviews? 

For the present study it was decided to gather infon-nation conducting a postal survey as 

the livestock fan-ners in U. K. are familiar with this kind of research and their educational 

level is suitable for the use of this kind of survey method. Additionally, the cost of 

conducting large interview survey sample to develop typology was considered prohibitive 

-nally based in Greece. Furthen-nore, the postal method was more as the researcher is non 

convenient as tile researcher should not have access to the personal protected data of the 

fan-ners in any of the possible sample frameworks, such as NFU member lists, DEFRA 

member lists. Besides, tile disadvantages of tile postal survey could be reduced by ensuring 

that the questionnaire was wholly appropriate for the methodology used (e. g. adaptation of 

McLeay et al. 's (1996) and Davies (2001 ) approaches) and rigorous (pre -tested and 

piloted). 

292 



Chapter 11: Methodological Approach: Marketing Survey in Sheep and Daity Co 
Farmers in the CountE of Cornwall in United Kingdom 

11.4.2 The Area and Unit of Study. 

The County of Cornwall has many similarities with the Region of EMTh. Both regions are 

characterized by the E. U. as Objective One Regions, are isolated compared to the rest of 

their countries, their population is about half million people and are dominated by ruminant 

livestock production. The sheep and goat sector (producing meat and milk) consist the 

most important livestock sector in terms of gross output in the Region of EMTh. On the 

other hand, the most important livestock sector in tenns of gross output in Cornwall is the 

dairy cow sector followed by beef sector and sheep sector. Hence, both regions appeared to 

be wholly appropriate area to study the livestock and milk marketing strategies adopted by 

fan-ners and compare each other. 

11.4.3 Tile Sampling Frame. 

In tile case of these marketing surveys there were three possible sources of sampling frame. 

The first was the DEFRA lists of registered holdings. These lists hold the most 

comprehensive sampling for British agriculture, but the problern is that these lists are not 

generally available for researchers not working oil DEFRA sponsored projects. 

Furthennore, these lists were not possible to be provided generally to researchers due to 

the protection of the personal sensible data infonnation. Yellow Pages of local plione 

directories can also proVide a useful source of lists of local fan-ners. However, there was 

much criticism about the use of such lists for randorn selection. Even Errington (1985a) 

and, Burton and Wilson (1998) argued that sonle criticism may be misplaced, oil tile 

examination of tile local Yellow Pages, it was extremely difficult to identify slicep and 

dairy cow farmers separately. Tile third possible sampling source was tile National Fan-ners 

Union database of tile South West England. Whilst there is sorne criticism of this kind of 

sampling frame, such as not all fan-ners are members and there may be regional variations, 

Emerson and MacFarlane's (1995) farm sunvey study indicated that NFU member lists 
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would appear to be the most representative of farm businesses by area of farmland. On the 

other hand, the problem with the protection of the sensible personal data information 

appeared to exist with these lists also. 

However, ultimately tile NFU database was used because it was possible to identify tile 

fan-ners in Cornwall who had interest in sheep and dairy cow production. Moreover, the 

problem with the protection of the sensible personal data was overcome by sending the 

questionnaires to the sheep and dairy cow fan-ners, in Cornwall through the NFU South 

West Office. Although not all fanners would be included in his sample frame, the 

possibility of identifying sheep, and dairy cow fanners was considered more irnportan t. 

Additionally, it also provided the opportunity to obtain a meaningful industry support to 

increase the response rate. 

11.4.4 The Sample. 

Discussions were held with the NFU South West Office to deten-nine the type of 

infon-nation that could be identified frorn the membership database before deciding on a 

selected sample. Firstly, it was necessary to deternline whether to select the whole sarnple 

for each category or target a stratified sampling frame. Tile first was chosen as tile whole 

sample was selected and in the case of Greek survey and this research ainis to compare tile 

findings frorn the two surveys. Furthennore, in tile NFU lists were registered 266 sheep 

fan-ners and 340 dairy cow fanners operating in Cornwall. Due to tile fact that in postal 

surveys the response rates are non-nally less than 30% and a multivariate statistical analysis 

I would be employed for the development of a strategic typology, it was not possible to, 

exclude any famiers from the survey sample. 
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As the 10% of the registered sheep and dairy cow farmers were used as a sample for 

conducting the pilot survey, the remaining 240 sheep and 306 dairy cow fan-ners comprised 

the sample for the main survey. 

11.5 Survey Procedure 

11.5.1 Pre - tested 

The survey was initially pre-tested on farm management and business strategy academics, 

experts from NFU, Cornwall Dairy Focus Group and Cornwall Enterprises. As a result 

minor alterations were made to questionnaire prior to the pilot survey. 

11.5.2. Pilot Surve 

The pilot survey was dispatched in May of 2003 to 26 slicep and 34 dairy cow fan-ners 

operating in the County of Cornwall. Fan-ners were selected by using a systernatic 

sampling method. The 10% of the fan-ners were sampled for tile pilot survey. fience, tile 

sample consisted of every ten sheep and dairy cow fan-ners on each list started from tile 

10"' name in both cases (e. g 10"', 20"', ..... 260"' sheep fan-ners were pilot surveyed). This 

method was used because it was considered less complicated for the officers of NFU South 

West Office that send tile questionnaires on behalf of the researcher as they wanted to 

ensure tile protection of tile sensible personal data inforniation. 

In ail attempt to increase tile response rate, tile NFU provided supporting letters (Appendix 

VI) which were photocopied. onto the back of the covering letter. Besides, it gave 

pennission for its logo to accompany tile survey. 
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The pilot survey was conducted in order to test and validate the questionnaire and to assess 

the response rate for the main survey. The response rate was 17% comprising 15% for the 

sheep survey and 18% for the dairy cow survey without sending a reminder letter. A 

reminder letter was not sent because the questionnaire worked quite well and 110 further 

changes were required for the main survey. 

11.5.3 Main Surve 

The main survey was started in July and completed in September of 2003 to 240 sheep and 

306 dairy cow fan-ners. As with the pilot survey, the corporate logo of NFU was included 

on the survey and supporting letter from the same organization photocopied on tile back of 

tile accompanying letter. The response rate achieved pre-reminder was 22% for tile sheep 

and 21% for the dairy cow samples. However, tile response rate post reminder increased to 

30% for the sheep and 25% for the dairy cow fan-ners. The productive response rate was 

22% for the sheep survey and 18% for the dairy cow survey. The fanners that did not 

answer the questionnaires were the fanners that sold their- flocks/herds the last two years 

mostly due to the recent Food and Mouth outbreak. 

Comparisons were made to recent U. K. postal farrn survey study response rates, for 

example Warren (1989) 45%, Hobbs (1996c) 28%, Davies (1999) 35% and Davies (2001) 

31%. Even the usable response rate of this study was lower compared to those of the above 

cited surveys, it was decided due to cost constraints and the fact that some of tile Cornish 

fan-ners were possible surveyed by Davies (2001) not to dispatch a second reminder as it 

was unlikely that the response rate would be significantly increased; and it was felt that the 

usable response was suffieient to meet research objectives. 
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The representativeness of the sample was checked by comparing the characteristics of the 

sample with those of the total population following the methodology that Errington 

(1984b) used in his survey. A comparison between the characteristics of the selected 

sample and those of the total population of the sheep and dairy cow farmers in the County 

of Cornwall is presented in Table I I. I. Hence, the samples represent 3% of the total 

population of sheep fan-ners and 5% of the total population of the dairy cow fan-ners 

operating in Cornwall according to DEFRA (2004a). Both samples are reasonably 

representative of the total population of sheep and dairy cow fan-ners operating in Cornwall 

as all their characteristics (Table 11.1) are consistent with the total population. 

Sample County of 
Cornwall 

Sample as 'Yo of 
County of Cornwall 

Number of slicep firms 240 1,809, 13% 

Number of sheep firmers answered the 

questionnaire 

52 1,809, 3% 

Sheep livestock population 17,866 5,250,5711 3% 

Livestock production (heads) 8,058 244,6451 3% 

Average livestock production per farm 

(heads) 

155 135 

Number of dairy cow farms 306 1,029 T - 30% 

Number of dairy cow farmers answered the 

questionnaire 

54 1,029' 5%) 

Dairy cow population (heads) 7,748 81,4601 TV() 
Cow milk production (litres) 50,792,521 539,265,2 003 9% 

Average yield per (lair), cow (litres per 
annum) 

6,556 6,6202 

Table 11.1: Evaluation of the sample 

DEFRA (2004a) 
2 DEFRA (2004b) 
3 Tile cow nilik prodkiction was the prodUCt of tile average yield pel- cow with tile dairy 

cow population 

297 



Chapter 11: Melhýdological Approach: Marketing Survey in Sheep and Dairy Colt 
Farmers in the Countv of Cornwall in United Kin. edom 

11.5.4 Ouestionnaire Design 

Marketing and strategic variables were identified after searching the business and 

agricultural marketing, farrn management, agricultural economics, and strategic 

management literature. Attention was given to existing conceptual frameworks such as 

Porter's, (1980) generic strategies; Miles and Snow's (1978), Barker's (1989), Fearne, and 

Bates' (2000) strategic typologies; Mitchell's (1976) and Davies' (2001) livestock as well 

as McLeay's et al (1996) arable typologies; all Of which were used as a starting point. 
0 

Taxonomic classifications of strategy including strategic group studies were also reviewed. 

This was followed by infon-nal interviews with fanners, business consultants specialized in 

the agricultural sector, managers of firrns processing and trading agricultural products and 

agricultural economics academics in order to gain a detailed knowledge of the industry 

prior to selecting the appropriate variables. 

Ail eight-page and a seven-page questionnaire (Appendix VIII) was designed for tile sheep, 

and dairy cow marketing survey, respectively, in order to meet tile research objectives 

referred in Chapter 1: 

9 To identify and quantify tile criteria that sheep and dairy cow producers in the County 

of Cornwall use to select marketing channels regarding livestock and milk produce. 

* To examine the links between fan-ner/fann types in relation to their business and 

marketing orientations in order to model farrn marketing behaviour. 

To determine farrn marketing behaviour influences market channel utilisation 

0 To compare tile characteristics and tile factors that influence tile decision making of the 

farmers in relation to tile marketing strategy selection and distribution channel 

utilization in the Region of East Macedonia and Thrace in Greece and in the County of 

Cornwall in U. K., and to -identify tile similarities and tile differences ill these -, - 

characteristics. 
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The questionnaires were designed in six parts in order to meet the research objectives: 

Part I- Choice criteria for selecting marketing channels in the livestock sector comprised 

six questions related to marketing channel used, choice criteria, group marketing scherne 

membership, distance from the marketing outlet, livestock classification to the Carcass 
I 

Classification Grid and sale price compared to other farmers. In the dairy cow survey this 

section of the questionnaire is consisted of five questions regarding tile marketing channel 

used, choice criteria, group marketing scheme membership and milk sale price. This 

section in both questionnaires would be used to detennine the channel utilization, to 

identify the relation between various factors and the selection of a particular marketing 

strategy after bivariate statistical analysis and to discover if intergroup differences exist 

between example carcass / milk attfibutes and choice criteria by using multivariate 

analysis. 

Part 2- Management activities and attitudes: comprised 44 and 39 attitudinal statements 

on a 5-point Likert scale relating to livestock (sheep survey) and milk (dairy cow survey) 

marketing and business orientations, respectively. These questions covered areas such as 

non-controllable factors, marketing activities, consumeribuyer orientation as well as 

production planning and budgetary control. This part of tile survey is particular important 

because the attitude variables would be used as a basis to derive a set of strategic 

dimensions from which the typologies would be modelled and predicted. 

Part 3- Information sources and types: comprised 20 infon-nation sources in both surveys 

and II types of information used as source of marketing intelligence in slicep survey and 

10 types of infonnation in dairy cow survey. Responses based oil a 5-point Likert scale. 
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Market information may be relevant to fanner's marketing decision and again would be 

used to discover if inter-group differences exist. 

Part 4- Marketing or added value questions relating to differentiation. This part is 

important in respect of whether fan-ners perceived themselves to be differentiators. 

Part 5- General farrn characteristics: comprised nine questions in both surveys related to 

characteristics such as farrn size, flock size, volume of produce and farrn area. This section 

was of particular relevance with regard to profiling the derived typologies after 

multivariate statistical analysis. 

Part 6- General fan-ner's characteristics: comprised 22 questions ill tile sheep survey and' 

20 questions in the dairy cow survey related to characteristics such as farm and noll fann 

previous working experience, income, debt level, age and education. This part was also of 

particular relevance with regard to profiling the derived typologies after niultivariate 

statistical analysis. 

11.6 Methodology of the statistical analysis 

A similar statistical methodology to that used for the survey conducted in Greece was - 
adopted in order to classify the farmers into strategic groups and to profile them regarding 

their marketing channel utilisation, fan-n and fan-ners characteristics. 

In particular, factor analysis was conducted in the fist sta,,.,, e in order to reduce tile 44 

examined variables (VI-V44 of Appendix IV) which refer to the factors that affect t1le 

selection of livestock distribution patterns by sheep fanners in the County of Cornwall ill 
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U. K., as well as the 39 variables (Vl-V39 of Appendix IV) which are refer to the factors 

that affect the selection of milk distribution patterns by the dairy cow farmers in the same 

County (Tabachnick and Fidell 1989; Malhotra 1996; Hair et A 1998). In the second step, 

factor scores were subjected to hierarchical and non-hierarchical cluster analysis in order to 

classify the fan-ners. with similar strategic behavioural pattenis to strategic groups (Punj 

and Stewart 1983; Harrigan 1985; Helsen and Green 1991; Hair et A 1998). Discriminant 

analysis was then employed to predict cluster membership and to assess if reasonable 

discrimination had been achieved between tile identified groups (Tabachnick and Fidell 

1989; MaIllotra 1996; Hair et al. 1998). Descriptive statistics were used to identify the 

marketing channels the sheep and dairy cow fan-ners use for the distribution of their 

livestock and milk produce. Bivariate statistical analysis such as chi-square analysis, 

Kruskal - Wallis and Friedman non-parametric one-way ANOVA tests were used to 

develop the profile of the farmers adopt each livestock and milk marketing channel. 

Besides, logistic regression analysis conducted in order to identify the impact of the 

examined factors and the fan-n/fan-ners' characteristics on marketing channel selection in a 

multivariate level. The same bivariate techniques were performed in order to develop 

group profiles and investigate any possible association between each marketing strategy 

and tile examined fan-n/ fan-ners characteristics (V45-V75 of Appendix IV for livestock 

strategic profile and V40-V68 for milk strategic profile) and tile factors that influence tile 

farmers to adopt a particular livestock (V76-V96 of Appendix IV) and milk (V69-V84) 

marketing outlet. Furthen-nore, the Kruskal - Wallis and Friedman non-parametric one- 

way ANOVA tests were employed to profile each strategic group regarding tile type of 

infon-nation sources (V97-Vl 16 of Appendix IV for livestock strategic profile and V85- 

V 104 for milk strategic profile) and tile type of information (V I 17-V 127 of Appendix IV 

for livestock strategic profile and VI 05-V 114 for milk strategic profile) tile sheep and, 

dairy cow farmers use in tile County of Corriwall in U. K.. Logistic regression analysis was 
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also 'employed to identify which factors, farrn's and fanner's characteristics as well as 

infonnation sources and types of infonnation influence the slicep and dairy cow farrners in 

Cornwall to adopt a particular marketing strategy. 

The strategic group analysis for the development of strategic typologies of farmers is 

becoming well established in the farm management literature (McLeay el aL 1996; Feka: et 

aL 1997; OhImer et A 1998; Davies 2001). Tile stages of tile statistical approach that was 

used in this study are illustrated in Figure 11.3. 
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Comments 

I Examined Fanners' Data I 

V 

> 

Stage I 
-f IIF 

Factor Analysis 

Factor Scores for Identified Dimensions 

Stage 2 Ward's Cluster H icrarchical Analysis 

Randomly split data into DI and D2 

EýP 
K-Mcans Cluster Analysis in DI K-Means Cluster Analysis in D2 

I Cross validate cluster solution in DI and D2 I 

I ConibineDlandD2 I 

Factor Analysis of conrelated 
vaiiables to obtain strategic 
dimensions 

Wards cluster II icrarchical analysis to 
obtain a range of possible cluster 
solutions 

Assess the t-ange of appropriate numbe 
of clusters in DI sample and obtain 
initial centroids. 

K-Means Cluster analysis separately for 
DI and D2 using factor scores. DI to 
generate the possible cluster solution and 
D2 to select tile optimum solution based 

oil stability and reproducibility. 

Number of clusters, N selected to obtain 
satisfactoiy cross -validation 

I K-MeansClusterwitliNclusters I 

I Assign cluster membership to each case I 

Examine validity of'cluster solution using vadables not 
used in factor analysis 

Extenial validation orcluster solution by 
examining il'clusters varied significantlY 
on descriptive viriables that were not use4 
to generate clusters 

Describe and analyse cluster 

Discriminant analysis to assess the contribution ol'the Discriminant Analysis identifictl variables and predictive capability 

Evaluate results 

Identification of'Marketing Channels Descriptive statistics for marketing channel 
and Develop profile for cach identification as well as Chi squareanalysis. 

Marketing Channel Kruskal-Wallis and Friedman non-paralliet", Stag One way Anova test to assess theassociatio, 
between marketing channel selection. fal", 

Chi square Kruskal - Fried- and fanners characteristicsand filclonsaffee 

Analysis Wallis test 1111111 
farmers to choosela particular marketime 

II 

test channel 

Inter CILISIff tests LIShIg Chi square analysis analysiss as 
Stage Develop prol-I le foi- N clusters well as Kruskal-Wallis and Friedman non-parametric 

One-way Anova test to assess theas-A)ciation between 

Chi squa Kru, ý; I. at Fliedman cluster nicnibeiNhip. Cann famien, characteristics. 

,. I t, 11131-keting Channel selection, factors "IlTect Inarketing Analy Wa is CS test 

IIIIF 

channel utilization and inl'onnation sources 

v Logistic regression analysis was used it) 
identify the impact ofthe C 

Logistic Regi sion 
actorý and larm 

-cs' farm chanacleristics Ohat a; Tecl the prol"lle tit Staue 6 each 111,11keting channel and "ll-alcolc group) zlý o-istic Re,, ression L 
on maiketing oullet alld IllallsClilIg S11-111CgN 
selection 

11.3 M0110(1010(p. -Ily of Statistical Analysis for the Development of TYpololl'o), Reglarding, the 
Marketing, Strategies that Sheep and Dairy Cow Farmers adopt in U. K. (County of Cornwall) 
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11.6.1 Factor Analysis: Identification of Key Strategic Dimensions 

Due to the limited prior knowledge about the strategic dimensions describing tile strategic 

behaviour of agricultural producers, factor analysis was used in an explanatory nianner, 

aiming to reduce the variables describing the marketing and business attitudes of the 

fan-ners (V I -V44 of Appendix IV for livestock marketing and VI N39 for milk marketing) 

to a smaller and meaningful set of strategic dimensions suitable for subsequent statistical 

analysis. 

The attitude scores (Likert Scale) of the business and marketing attitudes of the fan-ners 

(VI-V44 for livestock marketing and VIN39 for milk marketing) were used in order the 

factor analysis to. identify a smaller number of key strategic dimensions that characterize 

fan-ners' strategic way of thinking and acting. 

The first step of the analysis is the evaluation of tile suitability of the sample. In cases with 

samples of fewer than 50 observations factor analysis does not provide a suitable 

technique. As a general rule, the minimum is to have four or five times more observations , 

than the number of the examined variables (Kline 1994). In the sun, ey regarding tile sheep ,- 
farniers there were 52 observations, while there were 54 observations in the survey about 

the dairy cow farmers. The correlation and anti-image matrix were examined and only Io 

from tile 44 variables describing the livestock marketing and business attitudes of tile 

sheep fanners in Conrwall and 9 from the 39 variables descfibing tile milk marketing and 

business attitudes of the dairy cow fan-ners in the sarne county were used for factor 

I analysis. Therefore, the sample was suitable for factor analysis. 

The anti-irnage correlation matrix that SPSS v. 9 provided as well as Bartlett test of 

sphericity and measure of sampling adequacy (NISA) Nvere used in order to clieck- ti'le 
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appropriateness of the data for factor analysis (Appendix XIII). The variables that had high 

proportion of large absolute values of anti -image correlations as well as MSA less than 

0.5 were removed before the analysis took place. Finally, factor analysis was conducted for 

only 10 (VI, VIO, V13, V14, V24, V25, V29, V30, V36 and V44) of the 44 variables 

regarding the livestock marketing attitudes and 9 (V5, V14, V18, V22, V25, V26, V28, 

V32. and V35) of the 39 variables regarding the 1-nilk marketing attitudes. 

Factor extraction (from the correlation matrix) comprised the next stage of factor analysis. 

The latent root criterion, the scree plot test and the percentage of variance were used in this 

research for the determination of the number factors, as there was not any prior knowledge 

of the identified key strategic dimensions regarding the livestock and milk marketing 

fan-ners' attitudes. 

The factors that were derived in both livestock and milk marketing strategic attitudes were 

rotated orthogonally with the varimax method that SPSS v. 9 provided. The varimax 

method attempted to minimize tile number of variables that had high loadings on a factor 

and resulted in a clearer separation of the factors (Malliotra 1996; Hair et al. 1998). 

Interpretation of the factors took place after their extraction. Interpretation was conducted 

by identifying the variables that have large loadings on the sarne factor and taking under 

consideration the suggestions of Tabaclinick and Fidell (1989) and Hair et aL (1998). 

Thus, in the case of the livestock and milk marketing surveys where the sample size were 

52 and 54 farmers, respectively, factor scores more than 0.70 considered significant and 

acceptable. Moreover, the principal component factor scores of the underlying key 

strategic dimensions (for livestock and milk marketing strategies), which were obtained 
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through the use of the varimax rotation method, were interpreted and named. The factor 

scores (mean 0, standard deviation 1) were then saved for subsequent multivariate analysis 

(cluster and discriminant ). 

11.6.2 Cluster Analysis: Classification to Strategic Groups 

Cluster analysis was conducted in order to develop a proposed classification of tile sheep 

and dairy cow fanners in the County of Cornwall in U. K. and to identify tile relationship of 

the derived from factor analysis key strategic dimensions to cluster membership. 

The variables that were selected for clustering the sheep and dairy cow farmers in 

Cornwall regarding their strategic and marketing attitudes (for livestock and milk 

marketing strategies) were the identified orthogonal standardized factor scores Oilean 0, 

standard deviation 1) of tile respondents. Before cluster analysis took place, tile data were 

examined for outliers as they are sensitive to this statistical technique. Due to the fact that 

factor scores were standardized variables, values exceeded ±3.0 were outliers and hence 

were removed before tile analysis was conducted (Tabachnick and Fidell 1989; Hair et al. 

1998). 

In this study, both hierarchical and non-hierarchical methods were employed as Chapter 8 

presents and following the recommendations Harrigan (1985), Helsen and Green (*1991)', 

Hair et al (1998) and Slardos (1999). A hierarchical technique was used to predeten-nine 

the number of clusters, profile the cluster centers and identify any obvious outliers while 

I the K-means method was employed to group the fan-ners with tile eluster centroids fro,,, , 

the hierarchical results as the initial seed points. 
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Ward's procedure was the hierarchical clustering method that was employed in a similar 

way to that which is presented in Chapter 8, in order to determine the initial clustering 

solution using the squared Euclidean distance measure. 

Using the initial centroids estimated from Ward's procedure, K -rneans cluster analysis 

was conducted for several different cluster values suggested by agglomeration schedule 

and dendograms produced from Ward's method in the way that is presented in Chapter 8 

and in accordance to the recommendations of Punj and Stewart (1983) and McIntyre and 

Blashhield (1980). 

Interpretation of clusters took place in the next stage of cluster analysis. It involved 

examination of each cluster in terrns of cluster variate to name or assign a label that 

describes accurately the nature of each cluster (Malhotra 1996; Hair et al. 1998). In this 

study, clusters were interpreted based on cluster centroids regarding tile key strategic 
I 

dimensions. 

Validation and profiling of tile clusters were conducted in tile last stage of cluster analysis. 

Cluster validation achieved by examining (employing tile noil-paranictric Kruskal - Wallis 

one-way ANOVA test) if a selection of variables not included in tile cluster analysis differs 

significantly among the deten-nined clusters (flair et al. 1998). 

Clusters profiling consist a separate stage of the statistically methodology that is described 

in a further stage of this chapter. 
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11.6.3 Discriminant Analysis: Assessment of Identified Key Strategic Dimensions 

Discriminant analysis (DA) was conducted to assess how accurately the identified key 

strategic dimensions regarding livestock and milk marketing strategies could predict 

cluster membership of the sheep and dairy cow farmers in the County of Cornwall in U. K.. 

Due to the fact that discriminant analysis is quite sensitive to tile ratio of the sample size to 

the number of predictor variables, as a "rule of thumb" it is suggested a rnininiurn of 5 

observations per each independent variable while tile smallest group size must exceed the 

number of the independent variables (Hair et aL 1998). In tile present study this 

assumption was inet. 

The key assumptions for discriminant analysis that are tile existence of Multivariate 

nonnality of independent variables, of homogeneity of variance - covariance matrices and 

non-mOicollinearity arnong the independent variables (Tabachnick and Fidell 1989; 

Malhotra 1996; Hair et al. 1998) were checked. 

The Box's M test statistic was evaluated to test if there was equality of covariance of tile 

independent variables across the identified group. The large probability (Box M=3.346, 

P<0.387) in the case of livestock marketing and in the case of milk marketing (Box M--' 

12.935, P<0.507) indicated that the equality of variance - covariance matrices is suPported 

and tile linear discriminant analysis is appropriate. 

I There were three types of linear discrinlinant analysis that -a researcher may employ: (a) 

standard (direct) discriminant analysis, (b) sequential discrinlinant analysis alld (c) 

statistical (stepwise) discriminant analysis (Tabachnick and Fidell 1989; Nialliotra 1996; -I 

Hair ct al. 1998). According to Tabachnick and Fidell (1989), in direct DA all predictors 
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enter the equations at once and each predictor is assigned only its unique association with 

the groups. On the other hand, sequential DA evaluates contributions to prediction of 

group membership by predictors as the researcher decides in which order they will be 

entered in the equations. Stepwise DA differs to the sequential to the fact that the 

researcher has no reasons to assign some predictors higher priority than others and lie uses 

statistical criteria to detennine the order of entry in the equations. In this study, stepwise 

DA was conducted tbrough tlie SPSS V. 9 to evaluate the prediction of group membership 

by the predictors derived from the factor analysis as there was not any a priori knowledge 

of the predictor variables. 

Several criteria were employed to evaluate the diseiminating power of the variables 

(Morrison 1969; Peterson and Mahajan 1976; Crask et al. 1977; Daniels and Darcy 1983; 

Tabachnick and Fidell 1989; Hair ct al. 1998; Davies 2001): 

(a) Wilks' lamda (A) that evaluates tile overall. statistical reliability in DA. It reflects 

the importance of tile variables and functions. Tile larger tile larnda value, tile 

0 greater the importance of variables. Wilks' lamda is the ratio of bctwe, cil group to 

within group surn of squares while the significance level is based on the chi-square 

transfon-nation. 

(b) Canonical function which relates the number of important functions through several 

tests (i) eigenvalues greater than I are significant, the greater the value, the greater 

the discriminant power of tile function, (fi) percentage of variance greater than 5% 

is sigilificant, Oli) a canonical correlation greater than 0.6 is signifieant and (iv) 

overal chi-square statistics for the derived functions. 
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(c) Percentage of variance explained through the use of 12.. As Peterson and Mahajan 

(1976) argued, "... 12 is a measure of the aniount of variance in the criterioll or 

dependent variable accounted for by the predictor variables acting together as a 

set". Hence, it consists an index of the discriminating power of the independent 

variables and is analogous to R2 in multiple regression analysis. Futhennore, 12 

estimates the total explained variance without taking under consideration the fonil 

or the nature of the relationship. It is computed as the following formula illustrates : 

N 

1 2= i- 

Where 

N: the number. of observations 
r 

K: the number of the groups and 

Xj: the itb eigenvalue 

Besides, J2 was used to assess the contribution of each strategic dimension derived 0 

from factor analysis (predictors) to overall criterion prediction. Thus, it was 

possible to conceptiofialize the variance of the dependent variable as being 

partitioned arnong the independent variables by using each predictor variable's 

combination in separate stepwise DA's in order to discover tile relative importance 

of each predictor variable. In other words, the 12 of each predictor variable, wile,, 

I taken as percentage of the overal criterion, reveals the unique contribution made by 

that variable. 
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(d) Percentage correctly classified. Deten-nination of the predictive accuracy of the 

discriminant functions consists of the final step of assessing the overall model fit. 

The method of split sample reliability test using random analysis and holdout 

samples was conducted as cross validation in order to assess the effectiveness and 

representation of the discriminant model (Morrison 1969; Crask et al. 1977; 

Daniels and Darcy 1983; Hair et al. 1998). The hit ratios of the holdout and 

analysis samples were compared to the maximum chance criterion (Cmax). This 

criterion measures the predictive accuracy and compares the percentage of the 

members that were classified correctly to the percentage of the respondents in the 

largest group. Furthennore, the hit ratios of the two samples were compared to the 

proportional chance criterion (Cpro) flPt also measures the predictive accuracy, but 

it compares the percentage of the members that, were classified correctly to tile 

average probability of classification taking into account the group sizes. 

Acceptability of model is based oil the threshold values increased by 25% 

approximately (Hair et al. 1998). Besides, the validation of the discriminant model 

was conducted on the full sample size. The Press Q statistic was employed to 

measure the classificatory power of the discriminant function when compared to a 

chance model. The value of the Press Q statistic was compared to a critical value 

(the chi-square for I degree of frecdorn at tile desired confidence level e. g x 2= 

10.83. df=l, P<0.001). If tile value of tile statistic was greater than tile critical value 

then the classification matrix was deemed statistically better than chance (1-lair el 

al. 1998). The Press Q statistic is calculated according to tile fonnula bclow: 

[N - (n-K)]2 

Press's 
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Where 

N: total sample size 

n: number of observations correcIty classified and 

K: the number of the groups 

Finally, the discriminant functions were interpreted and the relative importance of each 

independent variable in discriminating between groups was determined. The interpretation 

of the functions was based on the examination of the canonical discriminant coeft'icients. 

Coefficients + 0.3 or Iligher were considered to be substantive (Peterson and MallaJan 

1976; Daniels and Darcy 1983; Tabachnick and Fidell 1989; Hair et aL 1998). 

11.6.4 Identiti fi cation and Profiling of Marketing Channels. 

Descriptive statistical analysis was used in order to identify the marketing channels that 

sheep and dairy cow fanners used in tile County of Cornwall in U. K.. 

The non-parametric Kruskal-Wallis test was employed to identify tile marketing channels 

that mostly were influenced by each factor (V76-V96 of Appendix IV for livestock 

marketing and V69-V84 for milk marketing). The Q non-pararnetric equivalent Multiple 

comparison test was conducted to identify tile details of differences among tile channels 

(Eddison 2000). 

The non-parametric Friedman test was employed to profile the farniers regarding tll(: 
I 

I factors (V76- V96 and V69-V84) that mostly influence thern to adopt a particular liVestock 

and milk marketing outlet. 
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One sample chi - square analysis for each marketing channel was conducted in order to 

investigate the association between the identified livestock and milk marketing outlets and 

the fann and fanners characteristics (V45-V75 of Appendix IV for livestock marketing and 

V40-V68 for milk marketing). 

As the above tests are bivariate statistical techniques, a logistic regression analysis was 

also conducted in order to explore which of the examined factors as well as the farrn and 

farmer's characteristics mostly affect the distribution pattern selection, to what extent and 

in which way, taking into consideration the multivariate impact of the examined variables. 

11.6.5 Profiling of Strategic Groups 

The final stage of the analysis is to develop the profile of each of the livestock and milk 

marketing strategies identified by the cluster analysis regarding the farrn and farmers' 

characteristics, the marketing outlets and the factors that influence the fanners to select a 

particular distribution channel. 

Therefore, the Kruskall-Wallis non-parametric test was used to assess the relationship 

between the identified marketing strategies and the factors that influence the farmers to 

select a particular marketing channel (V76-V96 for sheep fan-ners and V69-V84 for dairy 

cow farmers) as these factors were. The Kruskal-Wallis test was employed to identify the 

strategic groups of fan-ners that mostly were influenced by each factor. Tile Q noll- 

parametric equivalent multiple comparison test was conducted to identify the details of 

differences arnong the groups (Eddison 2000). 

313 



Cha 
- 
pter H: Methodological Approach: MarketingSunev in SheQ2 agdDairv Cow 

Farmers in the County of Cornwall in United Kingdom 

The non-parametric Friedman test was employed to profile each strategic group of fan-nerS 

regarding the factors (V76-V96 and V69-V84 for livestock and milk marketing 

respectively) that mostly influence them to adopt a particular marketing outlet. 

The Kruskal - Wallis test, Q test and Friedman test were also conducted in order to 

I 
detennine the association between each strategic group, tile type of inforniation sources 

(V97-VI 16 of Appendix IV for livestock marketing and V85-VI 04 for milk marketing) 

and the tYPe of information sources (V117-V127 for livestock marketing and V105-VII4 

for milk marketing). 

One-sample chi - square analysis was used in order to develop the profile of each strategic 

group regarding the farrn, farmers' characteristics (V41-V75 for livestock marketing and 

V40-V68 for milk marketing) and tile preferred marketing outlets. 

Furthen-nore, logistic regression analysis was employed to identify tile impact of each 

factor, farrn and fan-ners' characteristics, information source and type of inforniation that 

comprise the profile of each strategic group, on marketing strategy selection taking under 

consideration their multivariate effect. 

11.7 Conclusions 

Tile methodological approach that was used for these surveys is similar to that whicl, was 

used in the parallel survey conducted in the Region of EMT11 in Greece regarding tile 

livestock and milk marketing strategies followed by the sheep fanners there ( see chapter 

8). Similar methodologies were used because tile objectives of the surveys ill tile t%VO study 

areas are similar and in order to draw comparisons. More particularly, both surveys aim to 
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develop a typology regarding the marketing strategies that sbeep and goat fanners use in 

the Region of EMTh and sheep and dairy cow fanners follow in the County of Cornwall, 

to identify the distribution channels for their livestock and milk marketing, to profile each 

strategic group regarding the preferred marketing channels, farrn's and fan-ners' 

characteristics as well as the factors that affect distribution channel's selection and to 

compare the identified livestock and milk marketing strategies between examined livestock 

fanners of the two regions. 

The only difference between the two methodological models is that in tile case of tile . 

marketing survey conducted in Cornwall, a stepwise linear discriminant analysis was 

perfon-ncd instead of the quadratic DA that was employed in the case of the marketing 

survey in EMT11. 

Although this survey conducted a similar methodology to that used by Davies (2001) in his 

livestock marketing survey in Cornwall; it employed non-pararnetric bivariate statistical 

tests contrary to Davies (2001) who perfon-ned parametric tests, because the non- 

parametric are most suitable to categorical data (Kinnear and Gray 2000). Furtliennore, 

this research additionally to Davies (2001) used tile Friedman non-parametric test in order 

to profile each strategic group regarding tile factors that affect farmer's marketing channel 

choice as well as logistic regression in order to identify which factors, farni and farmers' 

characteristics influence tile fan-ners to choose a particular marketing strategy taking under 

con. sideration the multivariate impact of tile examined variables. Tile present study also 

developed the profile of each identified distribution channel that slicep and dairy cow 

farmers, use in Cornwall in U. K.. 
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Therefore, this study comprises a more holistic methodological model compared to the 

other studies that were developed by other researchers in the past, regarding the fami 

business decision - making and channel utilisation relative to tlIC livestock and milk 

marketing. 
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CHAPTER12 

THE MARKETING STRATEGIES THAT SHEEP FARMERS 

ADOPT IN THE COUNTY OF CORNWALL IN UNITED 

KINGDOM 

12.1 Introduction 

The airn of this chapter is to identify the marketing channels that sheep fanners use in the 

County of Cornwall in U. K. in order to market their produce and to develop a marketing 

typology. The profiles of the farmers that adopt each marketing strategy regarding their 

fan-n and fanners' characteristics as well as their marketing channel utilization are also 

presented in this chapter. Finally, it profiles the fan-ners who use each distribution channel 

in order to market their livestock regarding their farm and farmers characteristics. 

12.2 Stage 1: Determining Key Strategic Dimensions Using Principal 

Components Analysis 

In this stage of the statistical analysis forty-fOUr variables (VI-V44 of Appendix IV 

regarding livestock marketing strategies), which were describing the marketing attitudes of 

slicep fan-ners in Cornwall, were subjected to principal components alialysis. 

Tile variables that had high proportion of large absolute values of anti -image correlations 

as well as MSA less than 0.5 were removed before the analysis took place. Finally, factor 
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analysis conducted for only 10 (VI, VIO, V13, V14, V24, V25, V29, V30, V36 and V44) 

of the 44 variables. The examination of the tile anti-image correlation matrix, the Bartlett 

test of sphericity, the Kaiser - Meyer - Oklin Measure of Adequacy and tile measure of 

sampling adequacy (MSA) for each examined variable, indicated the appropriateness of the 

data for factor analysis (as Appendix XIII indicates). 

In the next stage, a varimax rotation was conducted and the latent root critefion 

(eigenvalue =1), the scree plot test and the percentage of variance were used to deten-nine 

the number of factors. All the three criteria deten-nined 3 factors in the first rotation, but 

several different trial rotations where factor interpretability was compared, were conducted' 

(Figure 12.1 and Table 12.1; Tabachnick and Fidell 1989; Child 1990; Malliotra 1996; 

Hair et aL 1998). The cut off point for interpretation of loading scores was 0.70 according 

to Hair et al (1998) and Tabachnick and Fiddel I (1989) suggestions. 

- ---------- ---- 

1 10 

Figure 12.1. Serce plot Test 
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Components Eigenvalues % of Variance Cumulative Variance Variables Communalities 

1 4.782 47.817 47.817 Vi 0.840 

2 1.278 12.784 60.601 V24 0.722 

3 1.083 10.832 71.434 V25 0.758 

4 0.737 7.365 78.799 V29 0.828 

5 0.538 5.384 84.183 V30 0.703 

6 0.483 4.825 89.008 V13 0.660 

7 0.429 4,291 93.299 V 14 0.686 

8 0.341 3.407 96.706 V44 0.707 

9 0.203 2.033 98.739 VIO 0.486 

10 -0.126 1.261 100.000 V36 0.753 

Table 12.1 Results of Principal Components Analysis o f Strate gy Variables. 

The three identified factors, which explained tile 71.43% of tile total variance and appeared 

to give the best representation of the underlying relationship among the seleeted variables, 

are illustrated with their factor loading scores in Table 12.2. 

KEY STRATEGIC DIMENSIONS Factor 

Loading 

Production Orientation 

VI I plan my production decisions by continually monitoring market prices 0.894 

V24 I simultaneously plan production and sales decisions 0.810 

VIO I continually update the production techniques I use to produce my meat 0.624 

V30 I continually monitor market information other than price to plan illy sales and production 0.574 

decisions 

Market Orientation 

V44 The Common Agricultural Policy has the most important influence over my farm 0.829 

profitability 
V29 I understand detailed market requirements for tile livestock I produce 0.799 

V25 I produce livestock which meet market requirements 0.702 

Differentiation 
V36 I increase my farm profitability by satisfying the buyers of my produce 0.757 

V14 I use special techniques to gain the highest quality premium for my livestock 0.727 

V13 I maximize carcass quality by using specialist techniques e.,,. artificial insemination I-- 
0.683 

Table 12.2 Th. e identified keY strategic dimensions 

Deten-ninant of Correlation Matrix: 0.004750 
KMO MSA = 0.80 
Bartlett test of Sphericity = 250.543, P <0.001 
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The key strategic dimensions that the three factors represent are the followings: 

Factor 1: Production Orientation 

I 
This strategic dimension, accounts for 47.82% of variance. According to this dimension, 

the fanners made their production decisions by continually monitoring the livestock 

market prices. They simultaneously planned their livestock production and made their sale 

decisions. In other words, these fanners planned their production in order to sell specific 

volume of livestock in predetermined periods when the price was expected to be high. This 

strategic dimension also indicates (but in significance level more than 5% according to 

Hair et al. (1998) suggestions regarding the interpertetion of loading scores) that these 

fanners continually updated the production techniques as well as also monitoring market 

infon-nation other than price to plan their sales and production decisions. 

Factor 2: Market Orientation 

Tile sheep farmers in Cornwall (U. K. ) according to this factor that accounts for 12-781/o of 

the variance, considered that the Common Agricultural Policy significantly ilifluenced 

their farin profitability. Moreover, they took into consideration detailed market Inforniation 

for the livestock they produced, as well as producing livestock which met tile market 

requirements. 

Factor 3: Differentiation 

Tile sheep fan-ners in the County of Cornwall that scored highly on the third strategic 

I dimension, which accounts for 10.83% of the variance, appeared to consider that their fani, 

profitability would be increased by satisfying their livestock buyers. Furtherniore, they 

used special techniques to gain tile highest quality premium for their livestock. This ,, 

strategic dimension also indicates (but in significance level a little more than 50, "()) that 
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these farmers were maximized their carcass quality by employing special production 

techniques such as artificial insemination (Hair el al. 1998). 

12.3 Stage 2: Identification of Marketing Strategies using 

Cluster Analysis 

In this study both hierarchical and non hierarchical methods presented in Appendix XIII 

were used according to recommendations of Harrigan (1985), Helsen and Green (1991), 

Hair et al. (1998) and Siardos (1999) in order to develop a typology of the marketing 

strategies that sheep fan-ners adopt in Cornwall. Cluster analysis was conducted to the 52 

observations, as there were not outliers. Both Ward*s and K-mean clusters analysis 

suggested between two and three cluster solutions. The two cluster solution appeared to be 

more acceptable than tile three cluster solution as its kappa coefficient is significant for 

P<0.05.. However, before accepting this solution all cluster solutions (based oil all cases) 

were. examined for interpretability and extenial validity. The two cluster solution was 

found to be the most meaningful, it was highly interpretable and also had external validity 

as Appendix X111 presents. 

The two clusters (based on the cluster means for the derived factor scores and tile cluster 

sizes) were named according to the business strategy that the farniers in each group 

appeared to follow. Tile mean factor scores, tile standard deviations and tile results from 

ANOVA test for farmers in each strategic group with each strategic dimension are 

presented in tile following table (Table 12.3). Tile high positive mean score of a particular 

strategic dimension nicans that this dimension is important to tile fan-ners that 1`611ow the 

specific business strategy. 
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contribution of each predictor to the overall criterion prediction of 64.25%. The 

contribution of the individual predictor variables and their interactions are presented in the 

following table (Table 12.5). Within the individual contributions percentages, production- 

. 
Tercmiation contributing orientation was the best discriminator at 60.73% followed by (4f 

50.01%, as there were negative contributions by the combinations of the three variables. 

Predictor Variables 

(Strategic Dimensions) 

IL Contribution' % Contributionz 

Total set of variables (vl, v2, v3) 0.6425 0.0263 4.09% 

Production orientation (vl) 0.3211 0.3902 60.73% 

Market orientation (Q) -0.0196 0.0459 7.14% 

Differentiation (0) 0.2523 0.3213 50.0 1% 

vl, Q 0.3211 -0.0459 -7.14% 

v], 0 0.5966 -0.0494 -7.69% 

v2,0 0.2523 -0.0459 -7.14% 
Total 0.6425 100.00,10 

Table 12.5 Variance Partitioning of Strategic Variables 

I For example: the unique contribution of vI is equal to 12 
vl, v2, v3 

12 Q. 0. 
2 The percentage of contribution of a variable is the contribution as a percentage of the 
overall 12e. g. 0.0263 / 0.6425 = 4.09% 1 

The interpretation of the overall discriminant model was evaluated by examinilig the 

standardized discriminant function coefficients and group centroids of tile three predictor, 

variables (Table 12.6). The relative contributions of tile predictor variables to discriminant 

function derived from the discriminant analysis and their ability to classify predicted group 

membership are presented by these standardized coefficients. Therefore, the discriminant 

function is dominated by the strategic dimensions of differentiation (0.934) and 

prod ucti on-ori entat ion (-0.995). Examination of the group centroids suggests that this 

function appeared to discriminate between Differentiation Strategy (mean 1.248) and the -, 

Prod uction-Orientation Strategy (mean -1.456). 
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Predictor Variables Discriminant Fticntion 

Production Orientation -0.995 

Market Orientation 0.434 

Differentiation 0.934 

Group Centroids 

Differentiation strategy 1.248 

Production orientation strategy -1.456 

Table 12.6 Summary of Standardized Discriminant Function Coefficients and Group 

Centroids 

'Coefficients greater than 0.3, in boldface are deemed significant (Hair et al. 1998). 

The random split reliability test. was employed to evaluate the predictive accuracy of the 

discriminant model. The predictive validity of tile discrinlinant, function was supported by 

a number of tests that are summarized in Table 12.7. The analysis and holdout samples 

were used to compare the hit ratios before the examination of the final overall hit ratio 

(Morrison 1969; Hair et al. 1998; Davies 2001). The score of the analysis sample test was 

100.00% and the score of the holdout sample test was 84.62%. Both tests outperfonned tile 

Cmax (maximurn chance criteria) and Cpro (proportional chance criteria) increased by 

25% as Hair ct al. (1998) suggested (Table 12.7). Tile overall sample hit ratio of 92.31% 

also exceeded this criterion. Furthen-nore, tile classification matrix was statistically better 

than would be expected by chance (Press Q statistic = 52.00, P<0.001). fience, confidence 

in tile predictive validity of tile discriminant function is supported. 
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Actual Strategic 

Group 

Number of 

Businesses 

Predicted Group Membership 

Differentiation Production 

strategy orientation strategy 

Differentiation strategy 28 28 0 

(100.0%) (0.0%) 

Production Orientation Strategy 24 4 20 

(16.70/0) (83.3%) 
Percentage correctly classified: 

Analysis sample 100.00% 

Hold out sample 84.62% 

Overall sample 92.31% 

Cmax 42.31% 
Cpro 32.65% 

Press Q 52.00 

12.7 Classification Results of Overall Discriniiiiant Model 

Conclusively, tile results of tile discriminant analysis indicated that the three strategic 

dimensions could accurately predict and discriminate strategic group membership as wel*1 

as signify the stability of the two cluster solution. 

12.5 Stage 4: Identirication of Livestock Marketing Channels and 

Profiling them using Bivariate Statistical Techniques 

Twelve marketing channels were, identified from the survey. Five of them are direc't 

channels and seven are multiple channels of two or more direct channels as detailed in 

Table 12.8. 
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Description of marketing channel Farmers used the Sheep and goats were 

marketing sold through tile 

channel marketing channel 

Direct Chinnel Selection 

I Live Auction Market (LAM) 3(5.8%) 740(3.8%) 

2 Electronic Auction Market (EAM) 40(0.2%) 

3 Direct to Abattoir 14(26.9%) 5066 (26.1%) 

4 Direct to Abattoir via Group Marketing Schemes 10(19.2%) 3237 (16.7%) 

(GMS) 

5 To abattoir through LAM (1.9%) 93(0.5%) 

INItilti-channel selection 
6 LAM+EAM+Direct to Abattoir 1 (1.9%) 1050(5.4%) 

7 LAM + Direct to Abattoir 14(26.9%) 5950 (30.6%) 

8 LAM+EAM+Direct to Abattoir + Direct to Abattoir 1 (1.9%) 1400(7.2%) 

via GMS 

9 LAM + direct to consumers (throuip abattoir) 1 (1.9%. ) 97(0.5%) 

10 Direct to Abattoir + Direct to Abattoir via GMS 3 (5.8%) 1680(8.7%) 

11 LAM + Direct to Abattoir + Direct to consumer via 10.9%) 40(0.2%) 

butcher shop the farmers own 
12 Direct to Abattoir + Direct to consumer via butcher 2(3.8%) 20(0.1%) 

shop the farmers own 

TOTAL 52 (100'Vto) 19,413 (100'Yo) 

Table 12.8: Livestock Marketing Channel Selection and 

Utilization for Sheep Producers 

Initial chi-square tests of associations between channel selection and associated variables 

proved to be invalid because of low expected values (Bryi-nar and Cramer 1997; Kinnear 

and Gray 2000). It was therefore necessary to merge channels to achieve valid results. 

Thus, the following four categories of marketing channels illustrated in Figure 12.4 used 

for further analysis. 
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marketing Channels 
Factors Sales through Direct Sale s to Sales to Sales to more than P'. 

Auction Abattoir Abattoir via one marketing 
Markets GMS channels 

Marketing Cost 27.75""": 35.87' 27.5e 20.38' 0.010 
4.000 5.000 4.000 4.000 

Contractual Obligation 26.63 &b 20.23' 38.1 lb 26.04' 0.037 
2.000 1.000 3.000 2.000 

Ability to withdraw 34.88' 16.73 b 
28.00' 30.65' 0.019 

livestock 4.000 1.000 3.000 3.000 
Easy for parking, 32.50' 26.00' 26.00' 26.00' 0.007 
unloading and cleaning Zý 1.000 1.000 1.000 1.000 
vehicles 

Table 12.9. The influence of each factor for the selection of a particular marketing 

channel. 

N. B. Within factors (rows), marketing channels (cells) wit], similar letters differ 
significantly at P<0.05. Average ranks are reported in standard text and medians in italics.: 

This study did not identify any significant association (P<0.05) between the following 

factors and a marketing channel selection: 

ii) Sale price (06) 

iii) Transportation cost (07) 

iii) Infon-nation about prices (09) 

iv) Farmer's time (M) 

Loyalty (v8l) 

vi) Convenience (v82) 

vii) Competitive offers (v83) 

viii) Access to more buyers (v84) 

ix) Grading uncertainty (v85) 

X) Experimenting with different marketing channels (N, 86) 

xi) , filglier expected retunis (v87) 

xii) Speed of payment (v88) I 
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xiii) Quality of livestock (v89) 

xiv) Social aspects (v90) 

xv) Proximity to farm (v92) 

xvi) Bargaining strength (v94) 

12.5.2 Profiling the fan-ners of each marketing channel 

A summary of the profile of the fan-ners who use each marketing channel regarding the 

factors that influence them in their marketing channel choice as well as fan-n and fan-ners 

characteristics are presented in Table 12.10. 

Sales to Auction Markets I Direct sales to Abatfoirs I Sales to Abaltoirs %ia GNIS I Sales to more than one 
marketing channel 

Factors 
Sales price Sale price Sale price Sale price 
Quality offivestock Marketing cost Access to more buyers S ecd of a nients 
Higher expected returris Convenience Time spend in sclling process Animal Well'are 
Animal welfare I figher expected r turris Convenience I liaher exnected returris 

Farm Characteristics 
Size of fann: 41-120 ha Size offimn: 41-120 lia Chi -square analysis was not II. s 
Farin land rent from other 
fanners: <50 lia 

- Fann land rent from other 
Canners: <50 lia 

valid due it) low expected 
values (<5) 

Farin land rent from other 
farrilers: <50 hi 

Farin land rent to other 
fanners: <50 ha 

Farin land rent to other 
Canners: <50 ha 

Farin land rent to other Canners: 
<50 lia 

IIS Its Fann allocation to slicep, and goat 
enterprise: <41-120 Im 

Livestock quota leased/ rent 
from other fanners: NO 

Livestock quota leased! 
Writ from other 
Carnlers: NO 

Livestock quota leased/ rent from 

other famicrs: NO 

Livestock quota leased, ' rent 
tootherfanners: NO 

Livestock quota leased, 
rent to otlicr fannens-NO 

Livestock quota leased/ rent to 
other 1"IIIIIcrs: NO 

Farincro s ctiaracteri-qics 
Obtained Livestock price: 
Average 

Obtained Livestock price: 
Avenwe 

Chi -square analysis was not 
valid due 10 low expected 

Obtained Livestock price: 
Average 

Distance from Marl, clirig 
outlet: I -100 miles 

Distance 1rom Maiketing 
outlet: I -100 miles 

values (-5) Distance 1rom Marketing outlet: 
1-100 miles 

n. s Do not use addim, value 
activities 

Do not use adding value activities 

Farin related activities away 
ol'the NO 

n. s II. s 

OIT-RIIIII activities: NO Olffarin activities: NO Oll'tann activities: NO 
II. S Ms Previous 11011-1111-111 working 

experience: NO 
Livestock experienc 
year,, 

Livestock experience: >1 I 
veal's 

II. s 

Debt: <291Y., Debt: >101`4 [)cbt: <291% 
Farin Income- 70%. hirm Income: <70", ýo 
Financial PCrlonnance: 
Avermue 

11 s Financial performance: Average- 

Table 12.10 Summary of marketing channel profile 

* The association is significant at P=0.055 
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Protiling, farillers Of each marketing channel regarding'. the t"Iclors that intluence 

flicir marketing, outict choice. 

File Friedillall One-way 11011-parallictric le"I ý\as Liscd to prot I Ic the t"ll-Iller" \\ lio pl-CICI-red 

each distribution chmillel III 1MII-kCI tlICII- tile t'ýICto ,1 tl at 

111fluoicc flicin In flicir nim-kcting, oullct choicc. 

N 

2 

-2 

obal I oll % I'l 

Ll AL 

77 

ti. 

13 1 ýi-i i, o m, ,i,., 
El io wic lhall "ll': llulk, l. 

Figure 12. --;: 
The importance of' each factor for tile farlllcrý N% ho preful-red CICII 

marketing channel 
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Therefore, the analysis indicated that the farmers who were influepced by their contractual 

obligations with livestock buyers mainly preferred to sell their sheep via Group Marketing 

Schemes instead of selling them to more than one marketing channel. On the other hand,, 

the farmers who wanted to have the ability to withdraw their livestock back if they did not 

approve the prices preferred the sales to more than one marketing channel over the direct 

sales to abattoir or over the sales to abattoir via GMS. Furthenilore, the marketing cost had 

a significant impact on the prýference of the direct sales to abattoir instead of sales to more 

than one marketing channel. The goodness of fit test indicates that there is sufficient 

evidence that the model fits to the data (Kinnear and Gray 2000; Darren and Mallery 

2001). 

12.5.2. b Profiling, each livestock marketing channel regarding, tile fiann cliaractefistics. 

The one-sample chi-square analysis was perfon-ned for each marketing channel in order to 

develop the profile of the fan-ners who prefer each obtlet regarding the charactefistics of 

their farrns. The test was not possible to be perforined in order to identify possible 

associations between the examined fan-n characteristics and sales to abattoir via Group-- 

Marketing Schernes because all the expected values were less than 5 (MINITAB 1997). 

The fanTiers who use the remaining three marketing channels have a similar profile (Tabl e 

12.12). More particularly, they did not' lease livestock quota from or to other farniers. Mos It 

of them rent less than 50 ha from other fan-ners as well as letting a small part of their land 

to other fan-ners, presumably in order to obtain ail additional income. Tile vast majofity of 

the farmers who marketed their finished larnbs through auction markets or direct to abattoir 

have rnediurn sized farnis. This study did not identify any significant association (PýýO. 05) 

between marketing channel selection and tile following farril characteristics: (a) flock size 

(v47), (b) volume of livestock production (N, 48) and (c) size of farni area owned by tile 

fan-ner (09). 
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12.5.2. c Profiling each livestock marketing channel regarding farmers' characteristics. 

The one sample chi-square analysis indicated that the farmers who market their livestock 

through auction markets, direct to abattoir or to more than one marketing channel have. 

similar profiles regarding the characteristics of themselves (Table 12-13). On the other 

hand, the test was not possible to be perfonned in order to identify possible associations 

between the examined fanners characteristics and sales to abattoir via Group Marketing 

Schemes because all the expected values were less than 5 (Kinnear and Gray 2000; Darren 

and Mallery 2001). 

Specifically, most of the farmers who used the other three marketing channels were not - 

involved with off farrn marketing activities and they did not hold an), responsible position 

in a marketing cooperative group, fanning organization, non-farrn business they miglit own 

or noil-farm business they did not own. They preferred to travel less than 100 miles -ill 
I 

order to sell their produce, and achieved average livestock prices in comparison with the 

other fan-ners operating in their area. Tile vast majority of tile farmers who marketed their 

produce, either through auction markets or to more than one marketing channel, had less 

than 31 years experience on the decion making process in their current fanil. They defived' 

less than 70% of their fan-n income from their sheep enterprise, and their financial ' 

perfon-nance is average in -comparison with the other farniers operating in their region. 

Most of the farmers who sold their livestock direct to abattoir or to more than one 

marketing channel were not involved with added value aetivities. Oil tile other ]land, the 

majority of the fan-ners who sold their animals through auction markets had between I 1-3o - 

years experience in decision making process while the fanners; who preferred a multi 

channel had less than 31 years. Furthen-nore, about 57% of the famiers who use tile auctiol, 

markets as their main marketing outlets had between 11 - 30 years livestock fianiiing 

experience on their current farin while the fanilers who sold their animals direct to abattoir 
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had more than II years. Most of the farmers who preferred to sell their produce through 

auction markets were not involved with farm related activities away of their farrn such as 

Meetings in the Local Agricultural Cooperatives and were middle aged. On the other band, 

most of the farmes who marketed their livestock direct to abattoir attended the secondary 

school (the final stage of their compulsory education). Most of the farmers who preferred a 

mutli marketing channel did not have any previous working experience. The majority of 

the fanners who marketed their produce through auction market or a muth marketing 

channel had debt to service less than 29% of their annual gross income. On the other hand 

the debt of the farmers who preferred the direct sales to abattoirs was more than 30% of 

their gross annual income. 

This study did not identify any significant association (P>0.05) between marketing channel 

selection and membership in an agricultural cooperative (01). 
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12.5.3 The impact of the farm and fan-ners' characteristics on marketing channel selection 

The influence of the fann and fanners' characteristics on livestock marketing channel 

selection was explored through nominal logistic regression analysis. I'lle farm and fan-ners' 

characteristics that comprise the profiles of the livestock marketing channels were used as 

predictors in the logistic regression model. 

Logit I Predictors Coef r. Odds Ratio 
Logit 1: (Sales Constant -0.769 0.758 

through Auction Farm size 0.198 
- 

0.849 
- 

1.22 
Flock size -2.409 0.054 0.09 

Markets / Sales to Volume of I ive stock p roduction 
* 

1.643 0.1 1ý 
_ 

-5.17 

t one th to the sheep enterpri se Farm land allocatedl 0.3524 0.607 _ - 1.42 more a 

marketing 

channel) 
Logit 2: (Direct Constant 

-2 
0.601 

Sales to Abattoir/ Fill-III size 1.0424 0.284 2. 
- 
84 

Flock size -3.129 11 0.0 0.04 
Sales to more that Volume of I ivestock production __ - 1,7862 . - - 0.071 5.97 

one marketin Farm land allocated to the sheep enterprise 0.3769 0.605 1.46 g 

channel) 
Logit 3: (Sales, to Constant 1.267 

_. 
0.75-7 

Abattoir via GMS Farm size -1.436 0.3 
- 
25 0.24 

Flock size -0.838. _0.523 
0.43 

Sales to more Volume of. liwstock production -0.039 _0. _976__ 
0.96 

t one th Farrn land allocated to the sheep enterprise 0.617 0.596 1.8i a 

marketing 

channel) 
Log-likchood = -53-692 
G= 19.117, df = 12, P=0.086 Reference Group= Sales to more than one Inarketing 
Goodness of Fit channel 
Deviance x- = 46.905, df=48, P= 0.5 18 

Table 12.14 1 lie impact ol iarni's cnaracterisucs on IINTSIOCK marketing Channel 

selection 1)), the sheep farmers in Cornwall according to Logistic Regression Analysis. 

Tile table above (Table 12.14) presents tile results of the analysis regarding tile impact of 

fan-n characteristics oil tile marketing channel selection. The analysis indicated that only 

tile size of the flock influences tile fanners to prefer tile sales to more than one marketing 

channel instead of tile direct sales to abattoir ( the goodness of fit test indicates tilat t1le 

model flits to the data; MINITAB 1997). 
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The results of the final logistic regression analysis regarding the impact of the fan-ners' 

characteristics on the marketing channel selection are presented in Table 12.15. More 

particularly, the time spent in off-farrn activities mostly influences tile fanners to use tile 

auction markets in order to sell their livestock instead of a multi-marketing channel. On the 

other hand, an increase on the time spent on farrn related activities away of their farrn 

mostly influence the fan-ners to sell their livestock to more than one marketing channels 

instead of direct to abattoirs (the goodness of fit test indicates that the model fits to the 

data; MINITAB 1997). 

Logit Predictors Cod p Odds Ratio 
Logit 1: (Sales Constant -13.140 0.021 

through Auction . 
ýinancial perfo, nnance 

' 
1... 
-963 

0.090.. 7,12 
jime spend in I arm related activities 0.2998 0. 738 5 1.3 

Markets / Sales to Time spend in off-farm activit"es* 2.1603 ý 0.007 
. 

, 
. 
8.67. 

more that one 
, .,, 

, 
Faryn Incon-le, . 

. .......... 
0.142 5. 

, 
67 

Age - 1 
. 
179 0.3.1. 

marketing Education . . 1.318 0.367 . 3.73 

channel) 

Logit 2: (Direct Constant 2.276 0.466 

Sales to Abattoir / Financial performance 
,, ''' " "' ,*,, -0.5676 " 

O_. 4,3.5 
. .... .. 

0., 5, 
ý7'. - Time slýepd in farm related activities 1 42 L 2 0.02 9 0.30 

Sales to more that Time spend in off-farm activities 1 ý ý 0.188 17 ý 0.731 L21 

one marketin- Fann Income 0.6396".. 0'. 375'.. 
Age 0.0910 0,876 1.10 

channel) Education -0.6794 0.405 0.51 
Logit 3: (Sales to Constant -5,9 87 0.303 

Abattoir via GMS Financial performance ý 1.186 0.3 
,I, 
1 3.27 

Time spend in farm relatcýf activities 0.1258 0.885 1.13 
Sales to more Time SIMILI ill Off-fal-111 aCtiVitiCS_ 0. 6 559 0.412 1.93 

that one 
.. _ Fami Income * , 0.953 . 0.437 2.51) 

Age -0. 19 33 0.7. ) 4 0,72 
marketin-, Education . . . 

-0.294 
, 0.827 0.75 

channel) 

Log-likellood = -46.264 
G= 33.973, dt'= IS, P=0.0 13 Reference GI'OLII')= Sales to 111ol-c than one 
Goodness of Fit 

- 
marketing channel 

2 Deviance x= 74.166, df=8 1, P= 0.691 

I able 12.15 The impact of farmers' characteristics on livestock marketing cliannel 
, 

selection by the sheep and goat farmers in ENITh according to Logistic Regression 

Analysis. 
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12.6 Stage 5: Profiling of Strategic Groups using Bivariate Statistical 

Techniques 

12.6.1 The association between marketing strategy selection and the factors that influence 

the sheep fan-ners to adopt a particular marketing outlet. 

The Kruskal-Wallis non-parametric test was used to identify which of the factors that are 

related to fan-ners' marketing channel choice affected their marketing strategy selection. 

The test indicated that most of the fan-ners that were influenced in their marketing channel 

choice by any infon-nation they obtained about prices, grading uncertainty of their 

livestock and animal welfare adopted the differentiation strategy (Table 12.16). 

Factors Differentiation 
Strategy 

Marketing Strategjes 
Production Orientation 

Strate rV 
P 

Information about prices 30.5 a 21.8 0.032 
4.000 3.500 

Grading Uncertainty 31.1 ' 2 1.1 " 0.018 
4.000 3.000 

Animal Welfare a 30.7 b 21.6 0.02. 
4.000 3.000 

Table: 12.16 The influence of each factor for the selection of a particular marketing, 

strategy 

N. B. Within factors (rows), strategic groups (cells) with different letters differ significantly 
at P<0.05. Average ranks are reported in standard text and medians in i1alics. 

Tile statistical test did not identify any significant association (P>0.05) betweel, tile 

following factors and a marketing strategy selection: 

i) Sale price (06). 

Transportation cost (07) 

iii) Marketing cost (08) 

iv) Fanners' time (v8O) 
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V) Loyalty (v8 1) 

vi) Convenience (v82) 

vii) Competitive offers (v83) 

viii) Access to more buyers (v84) 

ix) Experimenting with different marketing channels (v86) 

X) Higher expected retums (v87) 

xi) Speed of payment (v88) 

xii) Quality of livestock (v89) 

xiii) Social aspects (v90) 

xiv) Contractual obligations (v9l) 

xv) Proximity to fan-n (v92) 

xvi) Bargaining strength (v94) 

xvii) Ability to withdraw livestock (v95) 

xviii) Easy parking, unloading vehicles (v96) 

12.6.2 Profiling marketing, strategic groups 

The one sample chi-square analysis indicated that the farmers who follow each marketing 

strategy have similar profiles regarding the factors that influence, thern in their marketing 

outlet selection, their farni and farmers' characteristics. More particularly, most of tile 

farniers who follow each marketing strategy rent from other landowners less than 50lia of 

the land they fan-ned as well as they let to other farmers less than 5011a from the land they 

owned, presumably in order to have ail additional source of income. The vast majority of 

these fan-ners did not lease any livestock quota frorn other farmers or to other farmers. 

Moreover, most of the farniers who l'ollo\v each marketing strategy were not involved with 

off-faml activities. They did not hold any responsible position in any marketing 

cooperative group, farming organization, non-fann bUSilleSS they might own, or in any 
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non-fann business they did not own. Besides, this study indicated that the financial 

performance of the examined farmers, as well as the livestock prices they achieved in the 

market, were about average compared to those of others' sheep farniers operated in their 

region. The statistical analysis also identified that these fanners preferred to travel small 

distances (less than 50 miles) in order to sell their livestock, did not engage in adding value 

activities. On tile other hand, there are sorne differences bem-een tile profiles of tile two 

strategic groups as Table 12.17 presents. 

Differentiation Strategy I Production Orientation Strategý 
Marketing Channel Selection 

Sales to more than oi more than one marketing, channek 
Factors 

Sale price Sale price 
Animal welfare II igherexpected returns 
Time spend in selling process Convenience 

Speed of payment Speed of payment 
11 igher expected returns Time spend in selling process 

Farm Characteri%tics 

Size of farm: 41 -80 ha I n. s 
Farmer's ch aracteristics 

n. s Previous non-fann %orking experience: NO 
Farrn Income: <24% Farm lncome: 25*, 6-49% 
Educational levcl: 

_Ili, 
(, Iier Educational level: National Diplowma or I ligher 

Information sources 
Own tiles AEriculturaljournals_ 

Othcrfarmers Own filens 
Tvnes of int . ormation 

Management practice,; 
---- 

Animal welfare 

Table u. i / Nummary oi strateft4ic group profile 

12.6.2. a Profiling marketing strategie group regarding mark : ting channel seleetion 

The one sample chi-square analysis employed to identify which marketing channel is 

mostly preferred by the fan-ners who adopt each marketing strategy. More particular, the 

majority of tile fanilers who followed each marketing strategy preferred to market their 

produce to more than one marketing cliannel (Table 12.18). 
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Marketing Channel Selection % of farmers Standardized 
residuals 

Differentiation Sales through auction markets - 
7.1% 

------ 
n. s 

-------------------------- strategy 7 -------- ---------------------------------- Direct sales to abattoir -------------- 39.3% n. s ---------------- x 
2= 15.457, -- --- ---- - ----- - to aba ttoir vi a GM S ------- 10.7% 

--- 
---- s 

- !! ------------- df=3, P<0.01 -- -------------------- ------- to more than one marketing channel --------- -42.9% 
- 2.70a 

Production S ales througli auc tion market s 8.3% 
-------------- - 

n. s 
---------------------- orientation _ _ - -------------- - - Direct sales to abattoir _ 16.7% 

---------- 
n. s 

----- -------------------- strategy -- ---------------------------- Sales to abattoir via GMS ---------- 25.0% n. s ------ 2=9 
x 

. 333, df=3, ----------------------------------------------- 
Sales to more than one marketing channel 

-------------------- 
50.0% 

I- i. - - -i ------------- 
45 

P<0.01 I I 
Table 12.18: The livestock marketing channel utilization by the farmers who each 

marketing strategy. 

The reasons that explain this marketing channel preference by the fan-ners of each strategic 

group were investigated through tile Friedman one-way non-parametric test. As Figure 

12.6 presents, the fan-ners who adopted the differentiation strategy were mostly influenced 

in their marketing channel choice by the sale price, animal welfare, time spent, speed of 

payment and higher expected retunis. On, the other liand, the fan-ners who preferred the 

production orientation strategy were mostly influenced in their marketing channel selection 

by sale price, higher expected retunis, their convenience, speed of payment, their tirne and 

marketing cost. 
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P-redictors coct 
-p- -- - -- 

Odds Rallo 

oll, ýImll 0.026 
1111,01ill'itioll lbout plit: c, ý 2 
(11-adillu, t lico-tailm 
Aninmi \\cllýiic 0.3 ')4 -0.4 `04 1 000 
I tTlikouh, 02177 \Llmho PCICCIII S[1111111,11-ý Vcýmllt. ý 
G -. 220. kit ", P 0.005 Collcor(kilit A IS - IT'', Sollwl ý 1) 0.4-4 
( ioodncý- ol I it I )i'Col dmit I -() 20.0"'. (,,,,, Jj, jjjj Km, k; d(,, mmmo4o 
Pcm-, oll 30.7SO, (11' 24 P 0M45 1 icý 15 2. ' ) 
Dc\ milk c 4-ýNo(). k1f, 21.1) () 003 1 ot'd 0-2 
lo'l I IL-1 cillo'li'm \-i"1dI". P () -4 () II \cIII 111,111,011w, Piw(himi(m "IM11, H1011 

Table 12.19 The Almo uf the factors that Wict the marketing channel Mice 011 

marketino straten, selection accordillo lo I'm-istic Re-ression Allahsis. 

Prolihil. q. nial-kchlig stratcoic-group 1-c-m-dillu, Ilil-Ill cllaractcrl"tlclý. 

'HIC MIC-S', 1111I)IC Clll-S(JLKll-C "llialysis lildicalcd fli'll hoth strýltculc groups lime 

slilill lar proll les reg"ll-ding, their CM-111 cllarýlclcrlsllcs. Mosl ()I' Ilic 1,111-111cl-s \\11o 

diff, cl-clilmlloll ""ll"Itc(n 1'ýIrlllcd I)CMCCII 41 li'l \0111C the production ol"Icilliltol kirlilcis 

(mil Ics" thmi ý() 1w of dicir I lic "llcal ýIlmlvs, Is(I id liol I(k , lillk aliv 

association (1,0.05) I)Ct\\CCII ilic ýidopt (m of i pm-licular markCilm-, "ti"Itcgy 

aild the 1,011(mill- I'drill chm-ýIctcristics" (ýI) llock I/C (\-1-7) jill(I (1)) wlimic ()I' ll\c,,, tock 

production (%4, ý). 
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12.6.2. c Profiling marketing strategic groups regarding d-fan-ner's characteristics 

The chi-square analysis indicated that both strategic groups have similar profiles regarding 

fan-ners' characteristics (Table 12.21). On the other hand, the fanners who adopted the 

differentiation strategy tried to differentiate their farrn by satisfying the buyers of their 

produce and adopting special livestock production techniques (as cluster and factor 

analYsis indicate). Most of these fanners were not involved with fan-n-related activities 

away from their fanns and derived less than one quarter of their farrn income from their 
I 

sheep enterprise. The production-orientated fan-ners had long experience in livestock 

fanning, but not any previous non-farrn working experience. Moreover, they derived 

between 25% - 49% of their fann income from their sheep enterprise. As much as it 

concerned fan-ners' educational level, the majority of the fan-ners were highly educated 

(Higher National Diplorna, Bachelor's degree, postgraduate degree). 

This study did not identify any significant association (P>0.05) betxyecn the adoption of a 

particular marketing strategy and the following fan-ners' characteristics: (i) experience ill 

decision making regarding livestock fanning (07), (iii) livestock fanning experience in 

the current farni (v58), (iv) experience ill decision making regarding livestock farming ill 

the current farrn (v59), (v) debt level (05), (vi) membership in a marketing cooperative 

group (v7 1) and (vii) age of the fan-ner (08). 
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Fanners Characteristics Differentiation strategy Production Orientation Sti tegy 
x2 % 

farniers; 
Standardized 
residuals 

X2 IN, 
Canners 

Standardized 
residuals 

Farin related 0 days x7----16.571, 57.1% 3.40' 
activities I clays df=3, 14.3% ris 

2-3 days P<0.00 1 7.1% n. s 
4+ days 21.4% Its 

Off-farin activities 0 days x'=32.857, 
. 

67.9% 4.24' x7-ý-723 OW, 66.7% 4.08' 
1 days df=3, 0.0% -2.65" df=3, 16.7% VIS 
2-3 days P<0.00 1 3.6% 2.2 7" P<0.00 1 4.2% -2.04" 
4+ days 28.6% Its 12.5% ws 

Livestock fanning <I 0 years X2=(). (x)0, 12.5% 11S 
experience 11 -20 years df'-3, P<0.05 r 12.5% ms 

21-30 years 25.0% ms 
31+ years 50.0% 2.45' 

Holding of NO x2=20.571 92.9% 3.2 1 x2= 13.500 87.5% 2.607-- 
responsible position 
in a marketing 
cooperative group 

YES dF-- 1 
P<0.00 I 

7.1% -3.2 1 df= 1 
P<0.00 I 

12.5% 72-56-05- 

, 
Holding of NO x'= 17.286, 

. 
89.3% 2.94' X2= 10.667, 83.3% 2.3 1' 

responsible position 
in an agricultural 
organization 

YES df= I P<0.01 10.7% -2.945'-- df= I P<0.01 -T6- 
. 7% . 7% -2.3 1 

Holding of' NO XT--24.143, 96.4% 3.47' X2 =20.167, 95 8% 3ý1 ý8ý 
responsible position 
in a non-farin 
business owne d by 
the fanner 

YES df=l, 
P<0.00 I 

3.6% -3.47' df= I, 
P<O. (X) I 

4.2% 

Holding of NO X2=24.143, 96.4% 3.4 7' x2 =24.000, IM-07/6- 3.46' 
responsible position 
in a non-larni 
business owned by 
the finner 

YES df=I, 
P<0.00 I 

3.6% -3,47' df=l, 
P<0.00 I 

0.01yo -3.46' 

Previous non-fann NO x'= 14.429 750% its X2 22-833 95.8% 
experience YES dr=l, 

P<0.00 I 
25.0% 

; 

n. s df= 1, 
P<0.00 I 

-4-. 2 -% TTI 8-'- 

Farni income derived <24% x7-12.000, 5 , ()IV( 2.65" 
. 333, 25. iiIV-, 

) n -s 
from sheep enterprise 25%-49% df=3, P<0.01 2 8% Ims df=3, -06-30,16 -4.0 -8' 

50%-69% 14.31/6 0 11. s P<0.00 1 8.3% 11S 
>70% 7.1% Ws 0.0"'o -: 2.4 5' 

Financial Below average x'=12.330, 21.4% ms x7: -15.750, 8.3 12" --2 
perflonnance Average df=2, 64.3%o 

. 8-5 dlý2, 70.8% . 3 18' 
Above average P<0.00 1 14.3% n. s MAX) 1 

- 
-2-0 -81% . 

n. 
-s 

Educational level Secondary x2= 15.714, 35.7%, 1 11. s x7; 71: 4 33-3, 0. ()', )/ wIM/0 - 45" -2 A levels df-3, P<0.01 3.6' , -2 27" dl'-3, 0 0% . 
-2 45*1 

National Diplonia 10.7% 11 s P<0.00 1 -5-4.2%, . -2 ý8 ý6'ý 
Higher education 50 01y. . 

T, -57 - 2. -4 5.8 -5 0 -ý ý0ý 
Distance from 1-50 miles x2=62.000, 89.3% 6 80' 7-7 72 OW, I W. 0% -T000% Tj-5ý 
marketing channels 51-IW Ini les d f=2, 7.1 1`%, 11 s d f-- 3. 000/141 45" -2 >101 miles P<0.00 1 3.6', 'ý -2.27" P<0.00 1 0-01". - . 45" -2 Don*t know 0.0%, -2.65" 

- 
7 W% . 

-2.45" Obtained livestock Below avenge x= 18.567, 10.7% -2.07" x2= 13 000, -(m)%, 8ýF -7283- 
prices -age Avei d f-- 2, IV 71.4 o 3 51' df2, 58.3% . -T 1 ý2` 

Above average P<0.00 1 17.9'% 11. S P<0.00 1 ý4-1 . 
Carcass classification Unknown x2= 10.214, 14.3"/ý it s 

U-31- dF=4, P<0.05 14.3 "% ns 
R-2, R-31-, R-311 32. Mo 11 S - - -- 
0-3 L 3.61% 11S 
Mu It i-classi I icat ion 35.7% ns 

Use ofadded alue NO x 2= 14.286. 85.711o 2 x2= 13.500 -8 7.5 
activities YES -1, df- 

P<0 00 1 
14.3"//. 

1 
-2 02" 

1 
d f- 1. 
P<0.00 I 

12.51% 
I 

i ame ii.. Li: t-rome oi eacii stratonc group regarding farmers' characteristics t') tý Lý 

,b "P<0.05 P<0.01 and 'P<0.001 
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12.6.3 The impact of the fann and fan-ners' characteristics on marketing strategy selection 

The influence of the farrn and fan-ners' characteristics on fan-ners' marketing strategy 

selection was explored conducting binary logistic regression analysis. The fan-n and 

fan-ners' characteristics that comprise tile profiles of tile strategic groups were used as 

predictors in the logistic regression model. Table 12.22 presents the results of the final 

stage of the analysis regarding the impact of the fan-n characteristics on the marketing 

strategy choice. 

Predictors Coef ID Odds Ratio 
Constant -0.639 0.551 
Fan-n size 0.3541 0.409 1.4? 
Flock size 0.9018 . 0.063 2.46 

.. 
Volume pf livestock pr9duction -0.4527 0,520 0.64 
Farm land owned by the farmer . 

-1.0095 
. 0.031 0.031 

Log-likehood = -30.089 Pair,,, Number Pcl-cciit Summary Measures 
G= 11.602, df = 4, P=0.021 Concordant 508 75.6'Yo Somer's D 0.53 
Goodness of Fit Discordant 151 25.5% Goodman - Kruskal Gamma 0.54 
Pcarson x2= 30.968, df=22 P=0.097 Ties 13 1.9, vo Kendall's Tau-i 0.27 
Deviance X2 = 36.950, dtl--22, P= 0.024 Total 672 1 00.0, vo 

L I-losiner- Lcmershow x2 = 7.809, df=7, P= 0.350 Event marketi ng strategy: Production Orientation Strategy 

Table 12.22 The impact of farni's characteristics on marketing strategy sclectioll bY 

the sheep farmers in Cornwall according to Logistic Regression Analysis. 

The fan-ners who preferred the production orientation strategy were more influenced by the 

size of the farm land that these farmers own than tile farniers who adopted tile 

differentiation strategy. No other sigilificant association was found between tile examined 

farrn characteristics and marketing strategy selection (the goodness of fit test indicates that 

the model fits to the data; MINITAB 1997). 
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Predictors Cocr Odds Ratio 
Constant 4.913 0.224 1 

Time spend in fan-n related activities 0.2463 0.362 ,- 1 11.28 
Time spend in off-farm activities 0.2122 0.541 1.24 
Li%e,, ttickfirmi'iigcxpcrit. ýnce -0 ' 194 

- 
0.45 

Expericrice in decision making regarding 0. 
ý67 

0.105 1,59 
livestock farmim, 
Liwstock fanning expencricc in the current 1.9'46 o, 121 7,2.4 
farni 
Experience in decision making regarding -1.416 0.298 0.24 
livestock farmina in the current Cann 
Previous non-fann experienci: . 2.211 0.301) OA I 
Education level -0.8183 0.2N9 0.4-4 

IVIlarketing channel selection 0.5676 0.196 
%lembtrship in a cooperative group -1.2630 0,147 

I Financial Twd'onriance 2.24(m) 0.010 1 9.31) 
= -24.768 Log-I ikchcxý Pairs Numher Pcrct: nt SummaryMeawres 

. G=22 , 143 , dt = 11, P=0.023 Concordant 560 93.3*6 Somcr's D 0.67 
G4, K)clnc-., s of rit Discordant 107 15. tr, Gwidinan - KruAal Garrinu 0.68 
Pearson x2 = 38.277, df=33 P=0.242 Tic% 5 w70, * Kcridall's Tau-a 0.34 
De% iance x2 = 45.717, df=33, P= 0-069 Total 672 1 W. 04 6 
I losiner - Lemershow x2 = 3.217, df=8, P= 0.92 0 E%%. -nt mark eting strategy : Production Orientation Stratcev 

Table 12.23 The impact of farmers' characteristics on marketing stratMv sclectioll I)y 

the sheep farmers in Cornwall according to Logistic Regression Analysis. Ift 

Tile final logistic regression indicates that the financial perfonnance of the famiers had a 

significant impact on tile selection of the differentiation strategy over the production 

orientation strategy (Table 12.23). On the other hand, the analysis did not identify any 

significant association between tile other examined farmers' characteristics and marketing 

strategy selection (the goodness of fit test indicates that the model fits to the data; 

NIINITAB 1997). 

12.6.4 Profiling marketing stmtegic groups regarding infonnation sources an(L_Upe of 

information. 

Tile Kruskal-Wallis non-parametfic test was used to detennine which of the infonnation 

sources (v97-%, 116 of Appendix IV) that the fanners used as well as which t5pe of 

information (017-027of Appendix IV) that these farniers were interested in. are 

significant related to tile marketing strategy selection. 
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Table 12.24 illustrates the influence of each type of infonnation sources to the selection of 

cach marketing strategy. 

Factors Differentiation 

Strategy 

Marketing Strategies 

Production Orientation 

Strategy 

p 

Other famiers 30.8' 21.51' 0.021 

4.000 3.000 

Trade literature 31.5' 20.7h 0.007 

3.000 3.000 

Radio TV 23.2' 30.3b 0.076 

1.000 2.000 

Bank Nlanater 29.9' 22.5h 0.060 

2.500 1.000 

Table 12.24 The influence of each type of information sources to the selection of a 

particular marketing strategy 

N. 13 Witilin factors (rows), strategic groups (cells) with different letters differ significantly 
at P<0.05. Average ranks are reported in standard text and medians in italics. 

Most of the sheep fan-ners that were infonned by other fanners and trade literature adopted 

the differentiation strategy. Moreover, the fanners that were infon-ned by their bank 

manager seemed nurnerically to prefer the differentiation strategy, while the fanners that 

'were mostly used the radio/TV as infonnation source found to be production orientated. 

No significant association (P>O. OS) between the following types of inforination sources 

and a marketing strategy: 

(a) Land agents/auctioneers (v97) 

(b) Agricultural jounials (%, 98) 

(c) Family I'lembers (v 102) 

(d) Livestock dealers(%, 103) 

(e) Feed company representatives (v 104) 

355 



Chapter 12: 77te Marketing Strategies that Sheep Farmers Adopt in the Counti, o 
Cornivall in United Kinzdom 

(f) Busincss consultants (vIO5) 

(g) Newspapers (v 106) 

(h) Ilie farmers files (v 107) 

(i) Meat and Livestock Commission (009) 

0) Other governmental bodies M 10) 

(k) Farmer's accountant (vl 11) 

(1) National Fanner's Union (vl 12) 

(m)Producer Group (vi 13) 

(n) Abattoir Agents (v 114) 

(o) Intemet (vi 15) 

Marketing Groups (vi 16) 

A significant association was identified bctwccn the marketing strategy selection and the 

following type of information that sheep farmers use in U. K. (County of Cornwall): 

(a) Management practices (v 122). 

The majority of sheep farmers in Cornwall who were interested to be informed about 

management practices followed tile differentiation strategy (Table 12.25). 

Marketing Sirategics 

Factors Differentiation Production Orientation 1. 

Strategy Straten 1% 1.. 
Management Practices 30.5' 2 1.9" 0.035 

4.000 3.000 

Table 12.25 The influence of managentent practices as tye of information to tile 

selection of a particular marlicting strategy 

N. 11 Within factors (rows). strategic groups (cells) with different letters differ significantly 
at P<0.05. 
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On the other hand, the test did not identify any significant association between the 

sclection of a particular marketing strategy and type of infon-nation such as: 

(i) National livcstock pfices (vl 17) 

(ii) Local livestock prices (vl 18) 

(iii) Overseas livestock prices (vl 19) 

(i%, ) Quality premia. /penalties (v 120) 

(%, ) Production techniques (vl2l) 

Animal diseases (023) 

(Vii) Consumer infonilation (v 124) 

Financial (025) 

(ix) Producer group infonnation (v126) 

(x) Classification (v127) 

I'lle Friedman one-way non-parametric test was used to profile each strategic group 

regarding the importance of each type of infort-nation sources and each type of infon-nation. 

The test indicated (Figure 12.7) that the farmers who adopted tile differentiation strategy 

were mostly infarnied from their own files, other farmers, agricultural journals and the 

trade literature. On the other hand, the farniers who preferred the production-orientation 

strategy were mostly by agricultural journals, their own records, other fanners and their 

family. 
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Predictors Coef p Odds Ratio 
Constant 6.873_ 0.008. 
Other farmers -. 1.2779 0.022 

_0.2_8 Tracfeli-terat*ure-- -1.4296 0.012 0.24 
Radio TV 1.9949 0.002 

* 
'ý. 35 

Bank Man .. a. ger -1.2969 005 0. 0.27 

Log-likehood = -20.446 Pairs Number Percent Summary Measures 
G=30.887, df = 4, P<0.00 I Concordant 596 88.7% Somer's D 0.78 
Goodness of Fit Discordant 71 10.6% Goodman - Kruskal Gainnia 0.79 
Pearson x2= 30.386, df--30 P=0.446 Ties 5 0.7% Kendall's Tau-a 0.40 
Deviance x2= 32.574, df=30, P= 0.341 Total 672 100.0% 
H osmer - Lemershow x2=5.21 1, df=7, P= 0.634 Event marketin g strategy : Production Orientation Strategy 

Table 12.26: The impact of the sources of information on marketing strategy selection 

according to Logistic Regression Analysis. 

12.7 Conclusions 

This study identified that the sheep farmers in the County of Cornwall in U. K. marketed 

their livestock through four main distribution channels: (a) sales through auction markets, 

(b) direct sales to abattoir, (c) sales to abattoir via Group Marketing Schernes and (d) sales 

to more than one marketing channel. 

Furthennore, the analysis presented in this chapter verified sorne of tile, hypotheses 

presented in Chapter II and Appendix III regarding tile marketing strategy and distribution 

channel utilisation of the sheep fan-ners in the County of Cornwall in U. K.. More 

particularly: 

9 Tile sheep fan-ners in tile County of Cornwall can be classified into two strategic 

groups regarding their livestock marketing activities and business orientation. 

These strategic groups are: (a) the differentiation-onentated farniers and (b) the 

prod ucti o n-ori ent ated farmers. 

9 Findings of this study support the hypothesis that tile existing generic business or 

agricultural typologies are inadequate to describe the marketing strategies of t1le 

sheep fan-ners in Cornwall. flo-wever, some comparisons can take place. More 

particularly, the differentiation strategy has many similarities With lite 
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differentiation strategy of Porter's (1980), KohIs and Uhl's (1990), McLeay's et al. 

(1996) and Feame and Bates's (2000) typology. On the other hand, the production- 

orientation strategy may fall into the prospectoi-s classification of Miles and 

Snow's (1978) taxonomy, and has many similarities with Production / Pi-oduction 

Flexibility Strategy of McLeay et al. (1996) typology and Mitchell's (1976) 

production orientation strategy of sheep fan-ners classification. Additionally, an 

examination between Davies (2001) typology, regarding the marketing strategies 

that sheep fan-ners follow in the Far South West of England (Devon and Cornwall) 

and the typology derived from the present study, indicates that there are sorne 

similarities between the marketing attitudes of the sheep fanners. Davies (2001) 

identified three marketing strategies that sheep farmers follow in Devon and 

Cornwall which were: Opportunist Strategy, Production Orientation Strategy and 

Differentiation Strategy. On tile other hand, this study identified that after the FMD 

sheep fan-ners in Cornwall follow either the Differentiation Strategy or the 

Product i on-Ori entati oil Strategy. The differentiation-oriciltatcd and the production- 

orientated fan-ners of Davies (2001) typology have different marketing oricntation 

than the differentiation-orientated and production ofientated farniers of this study. 

0 Tile farm and fanner characteristics do have significant impact oil the selection of a 

particular livestock marketing strategy by the sheep fianners in Cornwall. 

* The factors (e. g. sale price, loyalty, speed of payment) that influence sheep Cornish 

farmers in selecting of a particular livestock marketing channel are significantly 

associated with the selection of a specific livestock marketing strategy. 

0 Tile identified livestock marketing strategies are significantly related with the 

selection of particular livestock marketing channels. 

361 



II 

Chapter 12: The MarketiLig Strategies that Sheo Farmers Adopt in the CowzbLof 
Cornwall in United Kinzdom 

0 Farm and farmer's characteristics that have a significant impact on the selection of 

a particular livestock marketing channel by the sheep fanners in Cornwall have 

been identified. 

e The examined factors (e. g. sale price, loyalty, speed of payment) do have a 

significant impact on the selection of a particular livestock marketing channel by 

the sheep fanners in Cornwall. 

0 Infon-nation sources do have significant influence on the selection of a livestock 

marketing strategy. 
I 
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CHAPTER13 

THE MARKETING STRATEGIES THAT DAIRY COW 

FARMERS ADOPT IN THE COUNTY OF CORNWALL IN 

UNITED KINGDOM 

13.1 Introduction 

This chapter airns to identify the marketing channels that dairy cow farmers use in tile 

County of Cornwall in U. K. in order to market their milk and to develop a typology 

regarding the marketing strategies that these farniers follow. The profiles of the farmers 

that follow each marketing strategy regarding their farrn characteristics, the characteristics 

of themeselves and their marketing channel utilization are also presented ill this chapter. 

Finally, it profiles the fan-ners who use each distribution channel in order to market tile 

milk regarding their farni and fanners characteristics. 

13.2 Stage 1: Determining Key Strategic Dimensions Using PlillciPle 

Components Analysis 

this stage of the statistical analysis thirty-nine variables (VI-V39 of' Appendix IV 

regarding milk marketing strategies), wilieli deseribe tile marketing attitudes of dairy cow 

fan-ners in Cornwall, were subjected to principal components analysis. 
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The variables that had high proportion of large absolute values of anti -image correlations 

as well as MSA less than 0.5 were removed before the analysis took place. Finally, factor 

analysis conducted fýr only 9 (V5, V14, V18, V22, V25, V26, V28, V32 and V38) of the 

39 variables. 

The, examination of the final anti-image correlation matrix, the Bartlett test of sphericity, 

the Kaiser - Meyer - Oklin Measure of Adequacy and the MSA for each examined 

variable, as presented in Appendix X111, indicated that tile data were appropriate for factor 

analysis (Malhotra 1996; Hair et al. 1998; Darren and Mallery 2001). 

In the next stage a varimax rotation was conducted and the latent root criterion (eigenvalue 

=1), the scree plot test and the percentage of variance were used to determine the number 

of factors. All the three criteria deten-nined 3 factors in the first rotation but several 

different tfial rotations were conducted in order to compare factor interpretabilit Iy 

(Tabachnick and Fidell 1989; Child 1990; Malhotra 1996; Hair el al. 1998); Figure 13.1 

and Table 13.1). The cut-off point for interpretation of loading scores was 0.70 accordin'g 

to Hair ef aL (1998) and Tabachnick and Fiddell 0 989) suggestions. 
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56 
Components 

Figure 13.1. Scree plot Test 

9 

Components Eillenvalues 'Vo of Variance Cumulative Variance Variables Communalitics 

1 3.454 38.378 38.378 V22 0.748 
2 1.217 13.522 51.900 V25 0.678 
3 1.102 12.247 64.148 V26 0.721 
4 0.888 9.867 74.015 V 14 0.724 
5 0.789 8.766 82.780 V35 0.750 
6 0.480 5,330 88.110 V32 0.517 
7 0.427 4.742 92.852 V28 0.537 
8 0.349 3.876 96.728 V5 0.546 
9 0.294 3.272 100.00 V18 0.553 

Table 13.1 Results of Principle Components Analysis of Strategy Variables 

Tile three identified factors, which explained the 64.15% of tile total variance and appeared 

to give the best representation of the underlying relationship among tile selected variables, 

are illustrated with their factor loading scores in Table 13.2. 
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KEY STRATEGIC DIMENSIONS Factor - 

Loading 

Market Orientation 

V22 I meet market requirements by adapting my production methods 0.84 

V26 I continually monitor market information other than price to plan sales and 0.73 

production decisions 

V14 I use special techniques to gain the highest quality premium milk 0.72 

V32 I increase my farm business success by understanding the needs and Nvants of the 0.64 

final consumer 

V25 I understand detailed market requirements for the milk I produce 0.63 

Prorit Orientation 

V28 I deal with a minimum number of marketing outlets so that I can maintain a good 0.70 

relationship with these channel members e. g. milk marketing cooperativc group 
V5 Maximizing profit is my most important fanning goal 0.70 

Interpersonal Relationships 

V35 Cornish farmers are my main competitors 0.84 
V18 My most important production activity is continually monitoring tile quality of my 0.63 

milk 

Table 13.2 The identified lie), strategic dimensions.. 

Deten-ninant of Correlation Matrix: 0.006826 
KMO MSA = 0.75 
Bartlett test of Sphericity = 131.984, P <0.001 

Tberefore, the key strategic dimensions t1lat the three factors represent are the following: 

Factor 1: Market Orientation 

Tile dairy cow farmers who were influenced in their marketing orientation by this factor 

adapted their production methods in order to i-neet tile market requirernents and to satisfy 

their clients. They continually monitored market information (other than price) in order to 

make their decisions relative to sales and production planning. Furthermore, they used 

special techniques aiming to gain tile highest quality prenliurn milk. This strategic 

dimension also indicates but in significance level more than 5% (according to tile 

suggestions of Hair et al. (1998) regarding tile interpretation of loading scores) that tliese 

I 
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farmers increased their farrn business success by understanding the needs and wants of the 

final consumer as well as the detailed market requirements for their milk produce. 

Factor 2: Profit Orientation 

The dairy cow fan-ners, according to this factor, considered profit maximization as their 

most important fan-ning goal. They also preferred to deal with a small number of marketing 

outlets because they wanted to maintain good relationships with them, e. g. milk marketing 

cooperative groups and to achieve better conditions for selling their produce. 

Factor 3: Interpersonal Relationships 

The farmers that scored highly on tile third strategic dimension appeared to consider tile 

other dairy cow fan-ners operating in their area as their main competitors. This strategic 

dimension also indicated (but in significance level a little niorc than 5%) that these farniers 

were aiming to become more competitive than their main ý competitors by continually 

monitoring tile quality of their produce as this process was considered highly important for 

their production activity (Hair et al. 1998). 

13.3 Stage 2: Identification of Marketing Strategies using Cltlstel* 

Analysis 

In this study both hierarchical and non-hicrarchical cluster methods were used according to 

tile recommendations of Harrigan (1985), flelsen and Green (1991), flair ct al. (1998) and 

Siardos (1999) that are presented in Chapter 8, in order to develop a typology of tile 

marketing strategies that dairy cow farmers follow in Cornwall. Cluster analysis was 

conductcd oil tile 54 observations, as there were no outliers. 
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Cornwall in United Kingdom 

13.4 Stage 3: Assessing the Cluster Predictability of the Key Strategic 

Dimensions using Discritninant Analysis 

An evaluation of the three identified key strategic dimension Nvas conducted in order to 

assess how accurately could they predict and discriminate strategic group membership. A 

high level of predictive accuracy would indicate that there was a significant discrimination 

among the groups, and hence would verify confidence in tile three clusters solution. 

Discriminant analysis was employed as it was described in Chapter 11. T'lle Box's NI test 

statistic (Appendix X111) indicated that the variance - covariance inatrices were violated. 

The Bartlett Box F statistic and the Levene's Test indicate that the equality of variance for 

each strategic dimension was not violated (see Appendix X111). 

Therefore, a stepwise discriminant analysis was conducted (see Chapter II and Appendix 

XIII for detail) to evaluate the prediction of group membership by tile predictors derived 

from the factor analysis. 

All tile three predictor variables were significantly discriminated across tile tilree strategic ' 

groups (A= 0116; x2= 107.859; df=6; P<0.001; Table Additionally, tile high 

eigenvalues indicated a satisfactory level of discrimination. Two functions that explained 

tile differences between the three strategic groups were identified by the discrinlinant 

analysis. Tile first function accounts the 69.3% of the explained variance and tile second 

function explained the 30.7% of the variance. 
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Function Eigenvalue Percentage of Canonical Ax Signifi- 

variance Correlation cance 

1 2.834 69.3% 0.860 0.116 107.859 P<0.0001 

2 1.255 30.7% 0.746 0.443 40.665 P<0.000 I 

Table 13.3 Stepwise discriminant function 

Moreover, the 12 explained the 87.62% of the variance in the clusters an& suggested that 

the three strategic dimensions derived from factor analysis (acting as a set) possess large 

discriminating power according to tile suggestions of Hair et al. (1998). Tile contribution 

of the individual predictor variables and their interactions are presented in Table 13-4. 

Within the individual contributions percentages, market-orientation was the best 

discriminator at 32.70%, followed by inteipersonal relationships contributing 14.07%.. 

Predictor Varivibles 

(Strategic Dimensions) 

12 Contributioni Contribution 2 

Total set ofvariables (vl, v2, v3) 0.8762 0.3119 35.59% 

Market orientation (vl) 0.9995 0.2865 32.70%, 

Profit orientation (Q) 0.2218 -0.0083 -0.94%, 
Interpersonal relationships (0) 0.4414 0.1233 14,07% 

vl, Q 0.7273 0.1196 13.80%, 

vI, v3) 0.8844 0.2446 2 7.9 2%, 

Q. 0 0.5897 -0.2383 -27.20 
Total 0.8762 100.0011i, 

Table 13.4 Variance Partitioning of Strategic Variables 

For example: tile unique contribution of vI is equal to 12 
vI, v2A - 12 

v2A. 2 Tile percentage of contribution of a variable is tile contributioll as a percelitage of the 
overall 12e. g. -0.2865 / 0.8672 = 32.70%o 
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The interpretation of the overall discriminant model was evaluated by examining the 

standardized discriminant function coefficients and group centroids of tile three predictor 

variables (Table 13.5). The relative contributions of the predictor variables to the 

discriminant functions derived from the discriminant analysis, and their ability to classify 

predicted group membersbip, are presented by these standardized coefficients. 

Predictor Variables 

Market orientation 
Profit orientation 
Interpersonal relationships 
Group Centroids 

Opportunist strategy 
Return focus strategy 
Market orientation strategy 

Discriminant Function 

12 

0.989 -0.329 
0.046 0.739 
0.601 0.732 

-1.367 -1.502 
-0.848 1.131 
2.500 -0.218 

I 
Table 13.5 Summary of Standardized Discriminant Function Coefficients and Group 

Centroids 

'Coefficients greater than 0.3, in boldface are deemed significant (Hair et al. 1998). 

Tile first discriminant function is dominated by tile market orientation (0.989) and tile 

second discriminant function is dominated by the other two strategic dimensions: profit 

orientation (0.739) and interpersonal relationships (0.732; Table 13.5). Examination of the 

group centroids suggests that tile first function appeared to discriminate betweell Market- 

Orientation Strategy (mean 2.500) and the other two strategies (means -1.367 and -0.848); 

and the second function discriminated between Retum-Focus Strategy (1-131) and 

Opportunist Strategy (-1.502). 
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Figure 13.5 Group Centroids in Attribute Discriminant Space with Territorial Map 

Overlay. 

To aid interpretation, tile group centroids and discriminant functions arc displayed 

graphically in Figure 13.5. More particular, Figure 13.5 indicatcs that discrimination has 

been achieved. Interpretation of the standardized coefficients suggests that the first 

function might r. epreseilt a Market-Orientation dimension while the second function Illight 

represent a Profit-Orientation dimension. 
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The random split reliability test was employed to evaluate the predictive accuracy of the 

discriminant model. The predictive validity of the discriminant function was supported by 

a number of tests that are summarized in Table 13.6. The analysis and holdout samples 

were used to compare the hit ratios before the examination of the final overall hit ratio 

(Morrison 1969; Hair et al. 1998; Davies 2001). Tile score of tile analysis sample test was 

92.59%, and the score of the holdout sample test was 92.59%. Both tests outperfomied the 

Cmax (maximum chance criteria) and Cpro (proportional chance criteria) increased by 

25% as Hair et A (1998) suggested. The overall sample hit ratio of 85.19% also exceeded 

this criterion. Furthen-nore, the classification matrix was statistically better than would be 

expected by chance (Press Q statistic = 42.66, P<0.001). Hence, confidence in the 

predictive validity of tile discriminant function is supported. 
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Actual Strategic 

Group 

Number of 

Businesses 

Predicted Group Alernbeship 

Opportunist Return focus Market orientation 

strategy strategy strategy 

Opportunist strategy 15 14 1 0 

(93.3%) (6.7%) (0.0%) 

Return focus strategy 23 0 23 0 

(0.0%) (100.0%) 0.0, Y. ) 

Market orientation strategy 16 0 1 15 

(0.0%) (6.3%) (93.8%) 

Percentage correctly classified: 

Analysis sample 92.59% 

I lold out sample 92.59% 

Overall sample 96.30% 

Cmax 51.85% 

Cpro 34.64% 

Press Q 42.66 

13.6 Classification Results of Overall Discriminant Model 

In conclusion, tile results of tile discriminant analysis indicated that the three strategic 

dimensions could accurately predict and discriminate strategic group membership as well 

as signify tile stability of tile three cluster solution. 

13.5 Stage 4: Identification of Milli Marketing Channels and Profiling 

them using Bivariate Statistical Techniques 

Five marketing channels were identified from the survey. Four of thern are direct channels 

and one is multiple channel of two or more direct channels as detailed in Table 13.7. 
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Cornwall in United Kingdom 

Marketing Channels 

Factors Milk Marketing Big National Local Processing Plants P 

Cooperative Groups Dairy Finns (included farmers' plants) 

Sale price 24.9' 37.8 b 21.4' 0.009 

4.000 5.000 4.000 

Contractual Obligation 25.4a 37. Ob 20.6" 0.017 

4.000 4.000 3.500 

Table 13.8 The influence of each factor for the selection of a particular marketing 

channel. 

N. B. Within factors (rows), marketing channels (cells) with different letters differ 

significantly at P<0.05 according to Q non parametric test. Average ranks are reported in 

standard text and medians in italics. 

The statistical analysis did not identify any significant association (P<0.05) between the 

following factors and a marketing channel selection: 

i) Transportation cost (00) 

ii) Marketing cost (01) 

iii) Infon-nation about prices (02) 

iv) Fan-ner's time (03) 

V) Loyalty (04) 

vi) Convenience (05) 

vii) Competitive offers (06) 

viii) Grading uncertainty (07) 

ix) Experimenting with different marketing channels (08) 

Higher expected retunis (09) 

xi) Speed of payment (v8O) 

xii) Quality of livestock (v8l) 

xiii) Social aspects (v82) 

xiv) Bargaining strength (v84) 
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13.5.2 Profiling the fan-ners of each marketing channel 

A summary of the profile of the fan-ners who use each marketing channel regarding the 

factors that influence them in their marketing outlet selection, as well as farrn and fan-ners' 

characteristics are presented, in Table 13.9. 

Milk Marketing Cooperative Groups Big National Dairy Firms I Local Milk Processing 
Plants 

Factors 
Social relationships Sale price 
Sale price Contra tual Obligations Social relationships 
Speed of payment Social relationships Sales price 

Farm Characteristics 
Farm size: 4-120 ha 
Volume of milk production: 500,001 
1,000,001 kg 
Farm allocation to the dairy cow enterprise: 
>101 ha 

Chi -square analysis was not valid 
due to low expected values (<5) 

Chi -. square analysis was not 
valid due to low expected 
Values (<5) 

Farm land rent from other farmers: <50 Ila 
Farm land rent to othcr farmers-. <50 Ila 
Milk quota ]eased/ rent from other farmers 
NO 

Milk quota leased/ rent from other 
farmers NO 

Milk quota lease(]/ rent tootherfarnicrs: NO ll. s 
_ Farmers' Characteristics 

Farm related activities away of tile farm: 1-3 
days 
Off-farm activitics: NO 

-Dairy 
farming experience: >1 I ycars Chi -square analysis was not valid 

Experience in decision making: H -30 years due to low expected values (<5) 
Dairy farming experience in cui-rcilt farm: 
>II years 
Experience in decision making in CUITCIlt 
fa rrn :II-30 yea rs 

Chi -square analysis was not 
Previous non-fann working expcrience:: NO Previous noll-farm working 

experience: NO 
valid title to low expected 
values (<5) 

Debt: 10-29%, 
Farm hicome: 70 %,, 
Financial pcrformance: Not average Chi -square analysis was not valid 
Education: Not higher due to low expected values (<5) 
Age: 41. -60 ycars 
Milk prices: Average 
Membership in an agricultural organisation: 
NO 

II. S 
I 

Use ofadded value activities: NO Use of addcd va] Lie act ivit ies: NO 

Table 13.9. Summary of marketing channel profile 
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13.5.2. b Profiling the farmers of each marketing channel regarding fann characteristics. 

The one-sample chi-square analysis was perfonned for each marketing channel in order to 

develop the profile of the fan-ners who prefer each outlet regarding their farrn 

characteristics. The chi-square analysis was not possible to be conducted in order to profile 

the fanners who marketed their milk to the local milk processing plants regarding their 

fann characteristics beacause of the low expected values. On the other hand, the chi-square 

analysis identified (Table 13.11) significant associations between fann characteristics and 

sales to marketing cooperative groups as well as to big national dairy firrns. 

More particularly, the fan-ners who preferred to market their milk to the big national dairy 

fin-ns did not lease milk quota from other farmers; and no significant association (P>0.05) 

was found between sales to big national dairy firms and milk quota leased to other fan-ners 

(v47). The chi-square analysis to profile the farmers who use this particular marketing 

channel regarding their remaining farrn characteristics was not possible to be conducted 

due to low expected values. On the other hand, most of the farmers who marketed their 

milk to milk marketing co-operative groups had mediurn sized farrns and produced 

between 500 - 1000 thousands litres of milk. They allocated more than 10 Ilia of their farrn 

land to their dairy cow enterprise presumably in order to reduce tile feeding cost. Most of 

these fan-ners rent from other land owners less than 50 Ila of the land they cultivated as 

well as they let to other fan-ners a small part of the land they owned (less than 50 ha), in 

order to have an additional income. Additionally, they did not lease from other fan-ners or 

to other fan-ners any milk quota. Furthen-nore, no significant association (P>0.05) was 

identified between sales to milk marketing channels and the following fann charactefistics: 

(a) herd size (v42), (b) farm laild oxviled by tile fanner (v44) 
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Chapter 13: The Marketing Strategies that Dairy Cow Farmers Adopt in the Colintz o 
Cornwall in United Kinadom 

13.5.2. c Profiling the farmers of each marketing channel regarding the characteristics of 

therneselves. 

The one-sample chi-square analysis was employed for each marketing channel in order to 

develop the profile of the farmers who prefer each outlet regarding the characteristics of 

therneselves. The chi-square analysis to profile the fan-ners who marketed their milk to the 

local milk processing plants was not possible to be conducted because of the low expected 

values. On the other hand, as Table 13.12 indicates, the fan-ners who use the other two 

marketing channels have similar profiles. 

More particularly, most of the fan-ners who marketed their milk either to marketing 

cooperative groups or to big national dairy firms had no previous non-farni working 

experience; they did not hold any responsible position in a fan-ning organization, non- farrn 

business they might own or non-fan-n business they do not own; and they did not add value 

in their products, such as producing cheese, organic milk or ice cream. This study did not 

identify any significant association (P>0.05) between the dairy cow fan-ners who preferred 

to sell their milk to the big national dairy firrns and membership in an agricultural 

cooperative (06). Besides, tile chi-square analysis was not possible to be perfon-ned for 

the rest of tile examined fan-ners characteristics due to low expected values. On tile other 

hand, tile fan-ners who marketed their rnilk to marketing cooperative groups were involved 

with farrn related activities away of their farrn such as Meetings in the Local Agricultural 

Cooperatives spending 1-3 days per month while they were not involved with off-farrn 

activities. Most of these fan-ners had more than II years dairy farming experience and 

between II and 30 years experience in decision making process in tile dairy fan-ning sector 

and tile current farm. Furthen-nore. these fan-ners were medium indebted and derived more 

than 70% of their fan'n income frorn their dairy cow enterprise. Tile financial performance 

of these farmers was not average but tile milk prices they achieved were about average 
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compared to those of other farmers in their region. As much as it concerned their education 

and age, this study identified that most of them did not have a higher education and were 

middle aged. The vast majority of the farmers who marketed their milk to the marketing 

cooperative groups, were members of these groups but did not hold any responsible 

position on thern. 
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Chapter 13: The Marketing Strateaies that Dairv Cow Farmers Adopt in the Countv of 
Cornwall in United Kinjzdom 

13.5.3 The impact of the fan-n and fan-ners' characteristics on marketing channel selection 

The influence of the farrn and fan-ners' characteristics on fan-ners' marketing channel 

selection was explored conducting nominal logistic regression analysis. The fann and 

farmers' characteristics that comprise the profiles of the livestock marketing channels were 

used as predictors. 

Logit Predictors Coef P Odds Ratio 
Logit 1: (Sales Constan 

-t * * * 
0.287 0.898 

to Milk Farrn Ia nd owned by the farmer 0.3064 0.706-, ],. -3-6- 
Cooperative Farm-land rent frorn other land owners -0.5774 0.450 0.56 
Groups / Sales M ilk quota leased from o-ther farniers_ 0.337 

. 
0.. 760 l. '40 

to local milk 
Farrn size 0.188 0.881 1.21 

processing 
plants) 
Logit 2: (Sales C' onstant 

' * 
2.422 0.2 18 

to big national Farm 6d ncd by the farmer ow 
-0.1212 

. -- 0.862 0.23 
dairy firms Farni land rent fi-om other land owners -0.6576 0.320 0.52 
Sales to local Milkquota leased from otherfan-ners -0.577 5*66 

- 
0.56 

milk processing Farm size 0.156 0 
. 
888 1.17 

plants) 
Log-likehood = -48.460 
G= 3.160, df = 9, P=0.924 R f-erence Gi Reterence Group= Sales to local milk processin e g 

A 
Goodness of Fit plants 

ý 
I Deviance x- = 37.427, df=32, P= 0.234 

I ame i-m-i I lie impact oi iarm's enaracteristics on livestock marketing clialinel 

selection by the sheep farmers in Cornwall according to Logistic Regression Analysis. 

Tile G test indicates that there is not sufficient evidence for at least one coefficient being 

different from 0, and therefore tile results presented in Table 13.13 miglit not be reliable 

(MINITAB 1997). 

The results of the final logistic regression analysis regarding tile impact of tile farmers' 

characteristics on the marketing channel selection are presented in Table 13.14. In 

particular, tile time spend in off-farin activities, tile milk prices and farniers' level of 
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education have a positive impact on the selection of sales to local milk processing plants 

by the dairy cow farmers in Cornwall over the sales to big national dairy firms (the 

goodness of fit test indicates that the model fits to the data; MINITAB 1997). 

Logit Predictors Coer P Odds Ratio 
Logit 1: (Sales to Constant 10.773 0.074 
Milk Cooperative ...... . .... Time spend in fann related activities -0.5078 0.570 0. 60 
Groups / Sales to Time spend in ofT Cann activities 1 . 4093 0.090 0.24 * 
local inilk . Debt ý . 

-1.799 0.094 0.17 
processing plants) Milk prices 0.0211 0.981 1.02 

Ed -1.2515 0.160 0.29 
Experience in dairy farniing in current fann -0.4953 0.595 0.61 

Lo,, 
-, 
it 2: (Sales to Constant 22.047 0.002 

big national dairy Time spend in fann related activities 0.1386 ,ý 0. 881 L 15 
finns / Sales to Time spend in' offl'ann activities . 

-3.020 
1 0.006 . 0.05 

local milk -2,000 
. 0.058 0. 1 4 

processing plants) lvliýlkpice .s 
-, - -2.515 0.019 

, " 
. . 0. 
* 
09 

Educatioii -2". 0,9,7,8, 0,0 19 
I Experience in dairy fanning in Current 1111111 -1.669 0.119 0.19 

Log-likehood = -35.092 
G= 29.897, df = 12, P=0.003 Reference Group= Sales to local milk pimessing 
Goodness offit ph I t. 
Deviance x' = 56.322, dF=78, P= 0.970 1 

Table 13.14 The impact of farmers' characteristics on milk marketing chailliel 

selection 1)), the dairy cow farmers in Cornwall according to Logistic Regression 

Analysis. 

13.6 Stage 5: Profiling of Strategic Groups using Ilivariate Statistical 

Techniques 

13.6.1 Tile association between marketing strategy selection and tile factors that influence 

the dairy cow fian-ners to aciolit a particular marketing outlet. 

The Kruskal-Wallis non-parametric test was used to identify which, if any of the factors 

that are related to fariners' marketing channel choice affected their marketing strategy 

selection. This study did not identify a significant relationship (P>0.05) between any of tile 
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factors presented in Appendix IV (v69-v84) that influence the dairy cow fan-ners in 

Cornwall to choose a particular marketing channel and the selection of a particular 

marketing strategy. 

13.6.2 Profiling marketing strategic groups 

The three strategic groups have similar profiles regarding the fann. characteristics. More 

particularly, they rent from other land owners less than 5011a of the land they cultivated as 

well as they let a small part of their own land to other fanners in order to have an 

additional income. Furthen-nore, the fan-ners who followed each marketing strategy have 

similar profiles regarding tile characteristics of themselves. Specifically, most of tilem 

were not involved with off-farrn activities. They did not have any previous non-farrn 

working experience as well as they did not hold any responsible position in a marketing 

cooperative group or in a non farrn business they did not own. Moreover, they derived 

more than 70% of their farrn income from their dairy cow enterprise and were middle-aged 

fan-ners. On the other hand, there are sorne differences in the profile of each strategic group 

regarding the fami and farmers' characteristics (Table 1 -3 ). 15). 
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Opportunist Strategy -T-Return Focus Strategy Nlarlet Orientation Strategy 
Marketinp Channel Selection 

n. s Milk Marketing Cooperative Gro-u-p-s-----Fn. s 
Factors 

Sales price Bargaining strength Sales price 
Bargaining strength Sales price Bargaining strength 
Speed of payment Transportati n cost Higher expected returns 

Farm Characteristics 
Farm allocation to the dairy cow 
enterprise: >61% 

Farm allocation to the dairy cow 
enterprise: 31% 

Farm allocation to the dairy cow 
enterprise: >61% 

Farrn land owned by the farmers: <50 
Ila 

n. s n. s 

Milk quota rent from other farmers NO n. s Milk quota rent from other 
fanners: NO 

Milk quota leased tootherfarmers NO Milk quota leased to other farmers NO n. s 
Farmers' Characteristics 

n. s Farm related activities away of the 
farm: 1-3 days 

Finn related activities ', 'way Of 
the farm: 1-3 days 

n. s Dairy fanning experience: 11 -30 years II. S 
Experience in decision making: 11-30 
years 

Experience in decision making: 
H -3 0 years 

n. s Dairy fanning experience in current 
firm: >I I years 

n. s 

II. S Experience in decision making in 
Current ffirln: 11 -30 years 

11's 

Debt: 10-29% n. s II. S 
n. s Financial perforl-nance: Not below 

average 
Financial performance: Average 

Education: Not higher n. s II. S 
II. S Milk pl*; ccs: Average ll. s 
li. s Membership in all agricultural 

Organisation: NO 
Membership in an agricultural 
organisation: NO 

Use ofadded value activities: NO Use OfaddCd Value activities: NO II. S 

Table 13.15 Summary of strategic group profile 

I 3.6.2. a. Profiling, marketing strategic groups regarding marketing channel selection. 

Tile one sample chi-square analysis employed to identify which markcting channel is 

preferred by the fanners who adopt each marketing strategy, Tile analysis identified a 

significant association only between the adoption of tile return focus strategy and 

marketing channel selection (Table 13.16). More particular, the vast majority of the return 

I tocused fanners sold their milk to marketing cooperative groups. 
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Lo it ý ý Predictors Cocr 1, Odds Ratio 

ogit 1: (Return L ogit - 
Constant -1.731 0,619 

r 

Saleýprice -1.6342 0.061 0.20 
tr tc trategy/ S Focus 

_pýýrtation 
cost________ Traas 2.1271 0.020 8.39 

M A4ý arket Yarketi 
, 
ngcost_ -0.1333 0.848 0.89 

Information about prices 1.7335 0012 5.66 
-- - Orientation Farmer's time 0.7362 0.199 2.09 

Loyalty -0. (X)65 (). 99 , Strategy) 
venience Con -0.0728 0.873 

- . _ Competitive offers_ -1.4163 0.054 
-0.24 

. 
Gr_ad_i. ný_uncertainty_______... 

_., _____. _. ___ 
0.2174 

_ 
0.61M L24 

- Experimentation with different marketing channels -0.33W 0-38,2 o. 72 
Hioher expected returns 

-- --- -- -- 41 - 1.9845 0A44 0.14 
.- -- -. - -- -- ýpecd of payment 0.3973 0-603 1-. 49 

Quality of livcs. to_ck_________ -0.9140 0307 
, 

0.44 

obIigq1iqqs ContractuýI -0.7-50S' 0.3SA) 0.47 
_ _ _ Bargaining strenght 2.3-56 0.024 1 10.55 

Logit 2: Constant- -3.207 0,470 
- cc le pri Sa 0.7292 0.3(4 2.07 

(Opportunist ' Transportation cost - 0.96W 0.204 2.64 

strategy 
Marketing cost__ 0.5525 0.454 1.74 

prices Information about 1.933 0.056 6.91 
Market _ Farmer*s time -0.00S7 0.909 0- . 93 

Loyalty -0.6251 0.353 0.54 
Orientation � encc i Conven 0.5246 0.431 -1.69 

Strategy) * - Competitive offers_ - 1.2616 00)() o. 2s 

uncertainty Grading -0.209-5 0.712 0,81 
. Experimentation with different marketing channels 0.1 7ý4 WAS' 1.20 

. Higher expected returns -2.2255_ 0.026 - 

Speed. of payment 1.3103 _ 0.0 78 __ 3.71 
Quality of livestock__ -0.9431 0.237 0.31) 
Contractual obligations -1.3904 0.103 0.25 

----- Bargaining strcnght 1.0691 0- 184 2.91 
Logy-likehood -40.941 
G= 34.732, df 30, P=0.253 Reference Group= Market orientation 
Goodness of Fit strateg L- y 

FNviancex2 = 81.88 1, df=76, P= 0.302 

Table 13.17 The impact of the factors that affect the marketing, channel cljoice 01, 

marketing strategy selection according to Logistic Regression Analysis. 

13.6.2. b Profiling each staregic group regarding tile fan-n characteristics 

The one-sample chi-square analysis was performed for each strategic group in order to 

develop the profile of tile farmers who followed each marketing strategy regarding their 

fan-n characteristics. As Table 13.18 presents. tile three strategic groups have similar 

profiles regarding tile farni characteristics. Oil tile other ]land, tile vast majority of tile 
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farmers who apopt the opportunist or the the market orientation strategy allocated the 

greatest part of their farrn land to their dairy cow enterprise and did not lease any milk 

quota from other fan-ners, whilst most of the fan-ners who follow the opportunist or tile 

return focus strategy did not lease any milk quota to other fan-ners. Besides, the majority of 

the fan-nes of who prefer the opportunist strategy owned less than 50 ha of their farni land. 

This study did not identify any significant association (P>0.05) between marketing strategy 

selection and tile following fan-n characteristics: (a) size of the fan-n (v40) and (b) volume 

of milk production (v43). 
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Chapter 13: The Marketing Stratggies that Dai! y Cow Farmers Adopt in the Countv 
-of Cornwall in United Kingdom 

13.6.2. c Profiling each staregic group regarding the farmers' characteristics 

As the one-sample chi-square analysis indicates (Table 13.19), the fanners who followed 

each marketing strategy have similar profiles regarding the characteristics of thernselves. 
I 

Furthen-nore, the fanners who followed the opportunistic and the return focus strategy did 

not hold a responsible position in a fanning organization or in a non-fan-n business they 

might own nor they did not add value to their products by producing cheese, organic milk 

or ice cream. On the other hand, the return focused and market orientated fan-ners spent 

between 1-3 days per month in farrn related activities away of their farni e. g meetings in 

NFU, agricultural cooperative. Furthennore, these farmers had between 11-30 years 

decision making experience relative to dairy farming. Most of thern were not members in 

marketing cooperative groups. Tile market orientated farmers had average financial 

perfon-nance compared to the other dairy fan-ners operated in their region while the 

financial perfon-nance of tile return focused fan-ners was not below average. Besides tile 

return focused fanners achieved average milk prices compared to tile other dairy farnicrs in 

their area. They also had between 11 -30 years dairy farniing experience in general but less 

than 10 years in their current farm. Oil tile other ]land, tile farmers who followed tile 

opportunist strategy had medium debt service and did not attend a higher education course. 

399 



-0 
: r-: . 11 :: : ; r: ý, #: C2 : 

z .. oc. 0 0. ,, 00 , irl, m 00, W). 00 Vý I ý 
6 -a 

en *, ,ý 

"6: 
O'CS, r-4 

"", ej. ,6 

f-- \r - 
'ý. t-: , 

.: c 0 ,n Wý 
ýj, 

22: ": ý ,C 
: ., r--ý rIl : La 

In - OIR 
: ,, , .; : ,: : I , . : OC - ;; 7, m 

I, 
- ILI 

*j ý,, 1ý 
0ý 0- 

4 4 C; 
W1 C; W" V) 

CA , Iý l ') v v 

- Cý, 4: _;: Cý, a: Cý: Cý ci: ri: Cý rý: ý, =. z, 'i. 
rý (I oc -7 

I 

p IC 10: '. 10 go: e ý*, : 0-0 1.01: . 01 : . -ý :. 1 1 ! : 
, Wý: -7 r-ý:, q: 1" " 

. . 
: I ': " en Z 4 

C'i 
Ic It -.:: r 

. , tr, r) z OC, 
a', 06 

V) 

v kr: 
Ic Cý V 01 E Ir, ýq 

" N rq C4 PIL v 0- - r1l 11 
eq 1 71 ov 

01 
C4 1 x 10 x a- x 73 x CL j1 

-u - 11 it if U 
. c 0 

LI 
LI 

-0 

C-- V x- -- 

LI) 

Cý: , f, : =: , : ill .,:,:: " V : =: In 
,:: "\ . 7: -: \, 

LLJ c): ul 
LLI 

I =ý :Etb-;, 

Z: C 

Lj- LI. = 
- 

'i =j I -= aE :E-? ý= ýý tri :E 'Li, e - -- - , -, 0 = c5 



': Z 

ýj 

C'l: wi r-: ci . 4-1 wl c' 'r, oo, - 
: 

1L L 
C; V% Cý 

q v <5 
Ic " 

c C; Cý wl 
I 

C) 

7v Q 
10 

7 
wl 

. 

11 1 
F3 

6 
C 

. Cý 

' T Cý 11 . - 1. 1 v 'il 1 Pv I v " 1-i Vý X X0 x a- x 0- x Cw C X in. r- r- 

I. Cý. Ix. rn. ell 

-ý 
"'0': 

0 
-eol 

r 

.. " ý. K .1 krý: OC, -, r- n: (-i f-ý - r, - -71ý C, Oc -:: 6: rlý ;; ý ': -4 , , , , '0.00 0 

r4 
F5 

' 
v v (71 v 00 C 4 Zý N C, 

C5 v 11 4 x- x 0- x -0 x Q- 'x 
-13 x "0 x Q. x "0 c r- 

sc: 
a. C'4 : 

ec: ei -. 0, ý. ý : 'ý : : ý! : ýý: -. 
'C Z 

c: "6 
: :, 6 

cl I 

cl 7 

cl 

<< g: , tj > ' , 'c' <: < 
. Ili 

: 
: 

: '.: : ý. 7- n' :: 
' Lu : LL' 0 

- riý r- ,: Z 
: 

ýF 
-t 

0- LLI 
ý 

Ls 
=> ýe 7ý 

' -: V -'r. A Z: << Z: >- A V). 

. =: ;= C - ;: = - = - 
"--=c F- LZ a " 'i 

- > LU 

Cj 

CD 
CD 

cý v r_ 
u 
73 

ri 
3 

15 v r_ 
.C 

.Z 

C 
'1" 



Chapter 13: The Marketing Strategies that Daia Cow Farmers Adopt in the County o 
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13.6.3 The impact of the fan-n and fan-ners' characteristics on marketing strategy selection 

The influence of the farrn and fan-ners' characteristics on fanners' marketing strategy 

selection was explored conducting nominal logistic regression analysis. The farm and 

fan-ners' characteristics that comprise the profiles of the strategic groups were used as 

predictors in the logistic regression model. 

Regarding the association between the fan-ners' characteristics and marketing strategy 

selection, tile G statistic indicated that there is insufficient evidence for at least one 

coefficient being different from 0 and therefore the results might not be reliable (Table 

13.21). 

Logit Predictors Coef P Odds Ratio 
Logit 1: (Return Focus 

Cý 
Constant 

' - 
5.422 0.030 

allocated to t he slicepand goat enterprise Farm land -1.1939 0.128 0.30 
Strategy/ Market , Herd size -0.9870 0.059 0.37 

Orientation Strategy) Milk quota ]eased from other farmers 0.6686 0.421 1.95 

Logit 2: (Opportunist Constant 2.008 0.458 
Farm land allocated to the shcep, and goat enterprise -0.4370 0.610 0.65 

Strategy/ Market Herd size -0.3138 0.564 0.73 
Orientation Strategy) Milk quota ]eased from other farmers -1.263 0.305 0.28 

Log-likehood = -52.026 
G= 12.560, df = 6, P=0.051 Reference Group= Market 
Goodness of Fit Orientation Strategy 
Deviance x-= 13.953, df= 18, P= 0.732 

Table 13.20 The impact of farm characteristics on marketing strategy selection 1)), tile 

dairy cow farmers in Cornwall according to Logistic Regression Analysis. k5l 
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L og, it Predictors Coef P Odds Ratio 
Logit 1: (Return Constant 5.807 0.288 

Time spend in fann related activities -1.3487 0.072 
. 
0.26 

Focus Strategy/ 
spend in off-farm I activities -0.1483 0.854 0.86 

Market Debt 
. 
1.09ý5'5. 0.139 2.99 

Added value -2.172 0.174 0.1 1 
Orientation Membership . in - Marketing - Group -0. q 18' 0. '5 2 5* '0.40 

Strategy) 
., Milk prices 

. ..... 
ý 0,3492 7 0.62.1. 

_. _0.71 Educational level 9.3ý93 0.6pý 1.1 
Previous non-fann working experience ........... L. I. 91. 0.56_1. 

. 
3.29 

Marketing Channel. Selection..... 
........ . ... 

4.0864__ 
....... 

0.909 0,92 
Age 

... ....... . . _-0.765.4 
0.438. 0.. 47" 

PTI incolne Fa 1 -0.5159 0,545 0.60 
. . 

Experience in dairy fanning -0.209 0.951 0.91 
Logit 2: Constant 

. 
5.149 0.3.74'...... 

Time spend in fann related activities -1.360 8 0.086 
ý0.26 (Opportunist Time spend in off-fa . I-In activities . . ý 

ý. -O. 
. 1278 0.872 0.88 

Strategy/ Debt -0.29.9ý5_ 0.711.. 0.74 
Added value -1.263 0.479 

Market Membership in M"arket . ing Group . 0.258 0.8 514 1.29 

Orientation 
. Milk, prices 

_0.599ý. 
9 

.. 
0.459 

Educational level -0.4253 0.554 0. 
-05 Strategy) Previous non-farni wqrýing cxpcricnýe 0.405 0.853 1.50 

Marketin- Channel Selection . 0.3422 0.676 1.41 
Age, -0.869 0.4 

' 
53 0.42 

Farm income -0,8638 0.365 0.42 
Experience in da iry farnih Ig 0.373 0.7 70 1.45 

Log-likehood -45.937 
G= 24.740, DF = 24, P=0.420 Reference Group= Market Orientation 
Goodness of Fit Strategy 
Deviance x2 = 91.873, df=80, P= 0.172 

Table 13.21 The impact of farmers' characteristics on marketing channel sclecti6 

the dairy cow farmers in Cornwall according to Logistic Regression Analysis. 

13.6.4 Profiling, marketing strategic groups regarding information sources and type of 

infon-nation. 

Tile Kruskal-Wallis non-parametric test was used to determine which, if any, of the 

infon-nation sources (v85-vIO4 of Appendix IV) that farmers used and which type of 

infon-nation (v]05-vl]4 of Appendix IV) that these farmers were interested in are 

significantly related to the marketing strategy selection. The analysis (lid not identify any 

significant association (P>0.05) between marketing strategy selection and the examined 

infon-nation sources. 
403 



Chapter 13: The Marketing Strateý, ies that Dairy Cow Farmers Adopt in the Couniv of 
Cornwall in United Kin, Qdom 

On the other hand, the statistical analysis indicated (Table 13.26) that most of the fan-ners 

who were interested to be infonned about production techniques followed tile opportunist 

strategy and the market orientation strategy. Besides, most of the dairy cow farmers that 

were interested about consumer information followed the market orientation strategy. 

Marketing Strategies 

Factors Opportunist Return Focus Market Orientation p 

Strategy Strategy Strategy 

Production techniques 3 I. W 21.5" 32.9' 

4.000 4.000 4.000 0.023 

Consumer information 25.3' 22.8' 36.41' 

3.000 3.000 4.000 0.013 

Table 13.22 The influence of management practices as type of information to tile 

selection of a particular marketing strategy 

N. ý Within factors (rows), strategic groups (cells) with different letters differ significantly 
at P<0.05 according to Q non-parametric test. Average ranks are reported in standard text 
and medians in italics. 

This, study did not identify any significant association between tile selection of a particular 

marketing strategy and type of infon-nation such as: 

(i) National milk prices (v105) 

(i i) Local milk prices (vl 06) 

(iii) Overseas milk prices (vl 07) 

(i V) Quality prernia/penal ties (008) 

(V) Management practices (v I 10) 

Animal diseases (vl 11) 

Financial (v] 13) 
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(viii) Milk Marketing Group Infon-nation (vl 14) 

The Friedman one-way non-paramctric test was used to profile each strategic group 

regarding the importance of each type of infon-nation sources and each type of inforniation. 

As Figure 13.9 illustrates, the dairy cow fan-ners in Cornwall who adopted the opportunist 

strategy were mostly infon-ned from their own records, their accountant, agricultural 

journals and other fan-ners, while the fan-ners who preferred the retuni-focus strategy were 

mostly infoniled from their own records, their accountant, other farmers and rnilk 

marketing groups. Moreover, the fan-ners followed tile rnarket-orientation strategy were 

mostly interested to be infon-ned from their own records, milk marketing group, their 

accountant and other farmers. 
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Logit Predictors Cod it Odds Ratio 

Log, it 1: (Return Focus Constant 1.701) 0.231 
Milk Marketing Group -0.3827 0.324 

Strategy/ Market 

Orientation Strategy) 

Logit 2: (Opportunist Constant 
_2.782 

0.069 
Milk Marketing Group -0.8182 0.051 

Strategy/ Market 

Orientation Strategy) 

Log-likchood = -56.040 
G= 4.534, df = 2, P=O. 104 Refermce Group= Market Orientation 

Goodness of Fit Strategy 

Deviance x-' = 9.452, df--6, P= 0.150 

Table 13.23 The impact of the sources of information on marketing strategy selection 

according to Logistic Regression Analysis. 

The impact of the types of infon-nation oil marketing strategy selection is presented in 

Table 13.24. The analysis indicated that, the farmers who preferred to be informed about 

consumer attitudes preferred tile market orientation strategy instead of the opportunist 

strategy (the goodness of fit tests indicates that the model fits to the data; NIINITAB 1997). 

Lo"it 0"it r Predictors La Cod -f 1, Odds Ratio Is Ratio ()(I(ls Ilatio 
Lo-it 1: (Return Focus 

O(Yit 
Constam C 

( 
4.764 0.12 () * 12 

r 

Ilroduction techniques 

1 IC tl .' ) -0.3162 36 2 .I 0.4y, 1 73 Strategy/ Market Strateg -Consurner inforniation 0 . 0. -0.926ý1 6 00A ). 46 ( o46 0.40 
Orientation Strategy) 

unist : _- 
i pportunist Lo- - (0 it 2: pport 0" L 

Constant 193 2.193 
. 2)4 1 294 0.294 

Production technique-s_ 0.4141 0.400 1 51' 
r atcoy/ Market 

Ftr 

C Cmisurncr inforniation -1.1326 0.031 . 
0.3-1 

0 rI io Orj( rientation Strategy) I 

Log-likehood = -52.775 
Gý 11,064, tit = 4,11=0,026 RetLrvnce Gmup-, \Ilrkct Orientation 

LGood, le, -, s t)f Fit gy Sirate., 
I Deviance K-= 24.10, K). df=22, P= 0.331 1 

24 The im Table 13 pact of types of information on marketing strate4g ,s electi ' . , ) oll 

according, to Logistic Regression Analysis. 
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13.7 Conclusions 

This study identified that the dairy cow fanners in the County of Cornwall in U. K. sold 

their milk- through three main distribution channels: (a) milk marketing cooperative groups, 

(b) big national dairy finns, (c) local milk processing plants (included their own plants). 

Furthermore, the analysis presented in this chapter verified some of the hypotheses 

presented in Chapter II and Appendix III regarding the marketing strategy and distribution 

channel selection of the dairy cow fan-ners in Cornwall. Specifically: 

e The dairy cow fan-ners in Cornwall can be classified into three strategic groups 

regarding their milk marketing activities and business orientation. These strategic 

groups are: (a) the farmers who adopted the opportunistic strategy, (b) the return 

focused farmers and (c) the market orientated fari-nes. 

0 Findings of this study support tile hypothesis that existing generic and agricultural 

typologies and taxonomies are inadeqUate to describe the marketing strategies 

followed by the dairy cow farniers in U. K. and more particular in Cornwall. 

However, some similarities exist: the market orientation strategy has many 

similarities with the Q -entiation strategy of Porter's (1980), Kolils and Uhl s 

(1990), and Fearne and Bates's (2000) typology. It also lias some similarities With 

both market outlet f6cus and (Iýf -entiation strategy of McLcay et al. (1996) 

typology as well as Mitcliell's (1976) market orientation stratcýgj,. Furtlicrinorc, the 

identified market orientation strategy may fell into prospectors classification of 

Miles and Snow's (1978) taxonomy and has some similarities with the 
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differentiation strategy that sheep and beef livestock producers followed according 

to Davies (2001) marketing strategic typologies. On the other hand, the return focus 

strategy has some similarities with the buyer orientation strategy that beef fan-ners 

followed in South West England according to Davies (2001). 

9 The farrn and fan-ner's characteristics have a significant impact on the selection of a 

particular milk marketing strategy by the dairy cow fan-ners in Cornwall. 

9 The factors (e. g. sale price, loyalty, speed of payment) that influence the dairy cow 

Cornish farmers to the selection of a particular marketing channel are significantly 

associated with the selection of a specific marketing strategy. 

0 The identified marketing strategies are significantly related with the selection of 

particular marketing channels. 

* The fan-n and fan-ner's characteristics have a significant impact oil tile selection of a 

particular marketing channel by the dairy cow fan-ners in Cornwall. 

9 The examined factors (e. g. sale price, loyalty, speed of payment) do have a 

significant impact on the selection of a particular marketing channel by the dairy 

cow fan-ners in Cornwall. 

0 Infon-nation sources do have a significant influence to the selection of a marketing I 

strategy. 

e The dairy cow fan-ners in Cornwall do not follow similar marketing strategies 

compared with the sheep fan-ners of the same region: sheep fan-ners fOllo\\' either 

the differentiation strategy or the production orientation strategy. The only coninioll 

element is that the sheep farmers who follow the differentiation strategy adopt 

special livestock production techniques in order to achieve tile highest prerniurn 

410 



o Chapter 13: The Marketing StratCýgies that Daia Cow Farmers Adopt in the County )f 
Cornwall in United Kingdom 

quality and understand the detailed market requirements for their produce as market 

orientated dairy cow farmers also do. 

e The sheep and dairy cow fanners in Cornwall are not influenced by the same 

factors regarding the selection of a particular marketing strategy. More particular, 

the factors that affect the marketing attitudes of the sheep fanners in Cornwall 

included the production orientation, market orientation and differentiation are quite 

different than those'influence the dairy cow farmers in this area which were: market 

orientation, profit orientation and interpersonal relationships. 
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CHAPTER14 

DISCUSSION 

14.1 Introduction 

The rapid changes that have occurred in the economy worldwide, the internationalisation. 

of the market and the vertical integration of the human food supply chain, have forced 

agricultural producers to become more market orientated. Although most fan-ners within 

E. U. are capable of responding to this change to some extent, farmers in geographical areas 

that are traditionally regarded as poor (e. g. Objective One Regions) usually face many 

difficulties in responding appropriately as they have small fanns and operate in regions 

which in most cases are isolated from the main urban centres. Hence, it is very important to 

have a clear understanding of the marketing behaviour of the fan-ners regarding the 

distribution channel selection of their produce and their response to the changes that occur 

across the supply chain. This study has investigated how livestock producers make their 

marketing decisions in two areas that are characterized as Objective One regions, and 

provides insights into the reasons behind such decisions with a particular focus on meat 

and milk products. These insights will infonn the development of strategic programmes 

and business plans to maintain farm incomes in those regions. 
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14.2. Description of Marketing Channel Utilisation 

Robust predictive statistical techniques were conducted (both bivariate and multivariate), 

based on the suggestions of other researchers in order to identify the marketing channels 

that the examined livestock fanners use in EMTh and Cornwall in order to market their 

livestock and milk production as well as to investigate the factors that influence them in 

their distribution outlet choice (Hair et al. 1998; Kinnear and Gray 2000; Darren and 

Mallery 2001; Davies 2001). In particular Davies (2001) identified the marketing channels 

beef and sheep farmers utilise in South West of England and which channels were 

preferred by the farmers who adopt a particular livestock marketing strategy; but he did not 

examine the factors behind fanners' marketing channel selection. Considering that 

marketing channel selection is a very important decision making function for fan-ners, the 

current study examined the factors and fan-n/fan-ners' characteristics that affect farmers in 

their distribution channel selection. By using bivariate non-parametric tests including 

Kruskal-Wallis test, Friedman test, one sample chi-square; and logistic regression analysis 

this study extended the methodology used by Davies (2001). 

Many studies presented in Chapter 4 examined fan-ners' decision making process regarding 

livestock and milk marketing channel utilization and more particularly the importance of 

some factors such as risk, transaction cost, legislative restrictions, economic pressures, 

acquisition of information, farmers' available time, price, speed of payment, fan-ners' 

convenience; in marketing channel selection (Mitchell 1976; MLC 1980; Bullen 1984; 

Henderson 1984; Sporleder 1984; Kolils and Uhl 1990; Grega and Ray 1992; Jones and 

Steele 1995; Royer 1995; McLeay et al. 1996; Murray et al. 1996; Hobbs 1996a; Hobbs 

1996b; Hobbs 1996c; Grallarn 1997; Hobbs 1997; Loader 1997; Davies 1999; Feame and 

Bates 2000; Davies 2001). On the other hand, no research except the current study, has 

tried to investigate farmers' decision making process regarding marketing channel 
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selection, in E. U. Objective I Regions. Due to the fact that farmers in E. U. Objective I 

regions, usually have small farms, and operate in regions which in most cases are isolated 

from the main urban centre, marketing channel utilization is a very important element for 

their successftil operation during the rapid changes occurring in European and global 

economy (W. T. O. pressures for subsidy limitation, internationalization of the market, 

vertical integration of the human food supply, rapid development of the supen-narket 

chains). Therefore, this study examined the marketing channel utilization in two Objective 

I regions, one in Greece and one in the United Kingdom, (which have many similarities as 

presented in Chapter 5) in order to help policy makers and advisors have a clear 

understanding of the way that fanners make business decisions (and the factors that 

influence such decisions) so that they can 'work in order to make the fan-ning sector 

(especially in poor regions) competitive, effective and profitable. Livestock production 

and, more particularly the ruminant livestock production comprise (as presented in Chapter 

5) very important component for the agricultural economy of both Regions. Therefore, it 

examined the marketing channels that sheep and goat farmers use in EMTh in order to 

market their livestock and milk produce, as well as the marketing channels that sheep and 

dairy cow fanners use in Cornwall in order to place their livestock and milk produce 

respectively. It also highlighted that 14ctors identified by previous studies including sale 

price, speed of payment, marketing cost and fan-ners convenience affect the livestock and 

milk marketing channel selection in the two examined Objective I regions (Mitchell 1976; 

MLC 1980; Bullen 1984; Henderson 1984; Sporleder 1984; Kohls and Uhl 1990; Grega 

and Ray 1992; Jones and Steele 1995; Royer 1995; McLeay et al. 1996; Murray et al. 

1996; Hobbs 1996a; Hobbs 1996b; Hobbs 1996c; Graham 1997; Hobbs 1997; Loader 

1997; Davies 1999; Feame and Bates 2000; Davies 2001). In addition to the previous 

studies, this study identified that buyer's loyalty, social relationships between farmers and 

their buyers, farrn size, volume of livestock and milk production, fan-ner's age, farmer's 
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education and the isolation of the fann represent other factors that affect fanners in their 

distribution channel choice. 

14.2.1 The livestock and milk marketing channel utilization in EMTh 

In EMTh most of the sheep and goat farmers produce both livestock and milk. In Greece 

there is a very high consumption of lamb and kid meat during the Easter period as well as 

during the 15 th of August due to religious tradition. Therefore, most of the sheep and goat 

fan-ners programme their livestock production in order to meet the demand of these two 

periods. In particular, most of them sell their lambs and kids (at the age of two-three 

months) every April and August. Hence, they sell or process their milk during the 

remaining milking period. Although the sheep and goat meat and milk production are so 

interlinked in Greece, tile current research is tile only study that examined fan-ners' 

decision making processes regarding the marketing of both products and the factors that 

affect it. As this study indicates, tile sheep and goat fan-ners market their livestock to the 

following distribution channels: (a) direct to retailers, (b) direct to wholesalers, (c) private 

use of livestock and (d) to more than one marketing channels; while they sell their milk to: 

(a) local private milk processing plants, (b) cooperative milk processing plants, (c) big 

national and regional dairy firrns and (d) make private use of their milk. most of the large 

scale livestock fan-ners with a high volume of livestock and milk production prefer to 

market their livestock direct to wholesalers because only this outlet can absorb large 

quantities of animals and pay when they buy the livestock. They also sell their milk to the 

big national and regional dairy finris due to the loyalty of these firins and the speed of their 

payment. On the other hand, most of the small farmers prefer the private use of their milk 

and livestock production because of the small volume of their production and tile isolation 

of their farrn frorn their main buyers. 
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14.2.2 The livestock marketing channel itilization in EMTh and Cornwall 

The sampled sheep fan-ners in Comwall marketed their livestock: (a) through auction 

markets, (b) direct to abattoir, (c) to abattoir via Group Marketing Schemes and (d) to more 

than one marketing channel. Therefore, the livestock marketing systems in the two study 

areas are completely different mainly because the size of the farms is different in those 

regions (Cornish farins are much bigger than the farms operated in EMTh), the tradition in 

livestock production and livestock marketing is different (in Greece there are no auction 

markets) as well as the food retail market being dominated (from the abattoir to the final 

consumer) by the supermarket chains in a greater extent in United Kingdom than in 

Greece. Sheep farmers. in both areas are affected by similar factors in their marketing 

channel choice. In particular, sale price and speed of payment affect fan-ners in both 

regions in choosing a distribution outlet. On the other hand, buyers' capability to purchase 

large quantities of livestock influences only the Greek fan-ners in their marketing outlet 

decision because of the seasonality of the sheep and goat meat demand in Greece. Animal 

welfare issues, marketing cost and fan-ner's convenience are some factors that affect only 

the Cornish fanners in their distribution channel selection due to the fact they have to 

travel longer distances in order to sell their livestock, have bigger farms, are more educated 

and operate in a more businesslike way in comparison with the fanners in EMTh. 

Furtberrnore, structural changes occurring within abattoir and livestock auction market, 

such as the reduction of both marketing outlets during the last decade mainly due to the 

Foot and Mouth Disease outbreak in 2001 and E. U. legislation have bad an impact on the 

livestock distribution channel utilisation by sheep farmers in Cornwall. The implication of 

the E. U. legislation regarding the operation the abattoirs also resulted in structural changes 

within the marketing system in Greece (many traditional abattoirs closed and some big 

meat processors proceeded to vertical integration of their enterprises by establishing 

abattoirs) that affected the utilisation of livestock marketing channels by the Greek 

fan-ners. 
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14.2.3 The milk marketing channel utilization in EMTh and Comwall 

Regarding milk marketing, dairy cow farmers in Cornwall may sell their milk to: (a) Milk 

Marketing Cooperative Groups, (b) Big National Dairy Finns and (c) Local Milk 

Processing Plants. Hence, the milk marketing systems in EMTh and Cornwall are quite 

similar, mainly because the main retail outlet of dairy products in both countries is the 
I 

supermarket chains. The only difference is that -in Greece some small farmers, who operate 

their farms in quite isolated places, prefer the private use of their milk. In U. K. the high 

consumption of the "fresh" cow milk makes the private use of it difficult as a marketing 

outlet. The farmers who prefer to sell their milk to the milk marketing cooperative groups 

in Cornwall and to cooperative milk processing plants in EMTh are influenced by loyalty, 

sales price and speed of payment in their marketing outlet selection. Sale price and speed 

of payment are the main factors that also affect the fanners in both Objective I regions to 

sell their milk to the local milk processing plants. Furthermore, the social relationships 

between farmers and their buyers in Cornwall affect them to market their milk to tile local 

private milk processing plants. The fanners in EMTh prefer to sell their milk to the big 

national dairy firms because of the loyalty of the buyer, price and speed of payment. On 

the other hand, the Cornish fan-ners prefer this outlet due to sale price and contractual 

obligations. The differences among the factors that affect tile fan-ners in tile two regions to 

choose a particular marketing channel exist because the consumption patterns of the cow 

milk in U. K. and the sheep and goat milk in Greece are different; cow farmers in Cornwall 

have bigger fan-ners, and are better educated. Furthermore, tile cooperative marketing 

system in U. K. operates completely differently and more effectively than in Greece (e. g. 

the marketing cooperative groups in U. K. buy milk only from their members while in 

Greece the cooperative milk processing plants buy milk frorn any fan-ner in the same 

price). 
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14.3. Description of Derived Typologies 

This study identified the marketing strategies that sheep and goat farmers adopt in EMTh 

regarding their livestock and milk produce as well as the marketing strategies that sheep 

and dairy cow farmers follow in Cornwall. 

In particular, this study used robust predictive models conducting bivariate and 

multivariate statistical techniques in order to develop marketing typologies regarding the 

livestock and milk marketing strategies the sheep and goat farmers follow in EMT11 and the 

sheep and dairy cow farmers adopt in Cornwall. These models have been based in previous 

studies (Mitchell 1976; Miles and Snow 1978; Porter 1980; Kohls and Uhl 1990; McLeay 

et A 1996; Fearne and Bates 2000; Davies 2001), methodologies (Peterson and Mahajan 

1976; McIntyre and Blashfield 1980; Punj and Stewart 1983; McLeay et aL 1996; Davies 

2001) and statistical suggestions (Harrigan 1985; Steven 1986; Tabachnick and Fidell 

1989; Helsen and Green 1991; Malhotra 1996; Hair et aL 1998; Siardos 1999). 

In particular, the studies of Mitchell (1976), Miles and Snow (1978), Porter (1980), Kolils 

and Uhl (1990), McLeay et. al. (1996) and Feame and Bates (2000) identified that the 

marketing orientation of business organisations including farm enterprises are affected by 

factors related to cost reduction, production effectiveness, market awareness, product or 

market differentiation, profit focus. All these factors were examined and taken into 

consideration in the development of the conceptual model of this study. 

Furthen-nore, McLeay (1996) and Davies (200 1) used multivariate statistical approaches to 

identify marketing strategies of, respectively, New Zealand intensive crop producers beef 

and sheep farmers in South West England. In particular, McLeay (1996) used factor and 

cluster analysis along with bivariate tests, ANOVA and chi-square tests in order to create 
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the profiles of farms and farmers characteristics. Davies (2001) extended that methodology 

by applying discriminant analysis to assess predictive capability of the clusters to 

discriminate between strategic groups. The current study extended those methods even 

further. In addition to the methods used in the previous work, this study utilised non- 

parametric tests to profile each strategic group as they are more robust in using categorical 

data (Eddison 2000; Kinnear and Gray 2000; Darren and Mallery 2001). Also in contrast to 

the two previously mentioned investigations, this study used non-parametric tests to check 

the interpretability and external validity of the clusters due to the existence of categorical 

data. Additionally, this study used logistic regression analysis in order to identify how the 

fann/fartners characteristics; the factors that affect fanners' distribution channel choice; 

information type and sources of information affect fanners marketing strategy selection in 

a multivariate way as all these factors and characteristics do not exist solely. Besides, this 

study is the only one that, by using non-parametric bivariate tests and logistic regression 

analysis, profiled the farmers who utilise each marketing channel. 

However, the use of a questionnaire survey in Cornwall due to financial constraints and the 

fact that the researcher is non-nally based in Greece is one limitation of this study because 

the response rates were quite low in comparison with the Greek survey. Moreover, the fact 

that the questionnaires the Cornish fan-ners completed were collected by an officer of the 

University of Plymouth and mailed to the researcher in Greece present another limitation 

of the study because in this way the quality of the responses was not possible to be 

examined. Finally, the fact that there are no available data regarding the characteristics of 

the fan-ners operated in Cornwall and EMTh, made the examination of the 

representativeness of the sample in both study regions regarding farmers characteristics 

impossible. 
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Although many studies have, developed typologies and taxonomies regarding the business 

strategies that enterprises follow, these focus on cost leadership, product or market 

differentiation, and firm diversification (Miles and Snow 1978; Porter 1980; Douglass and 

Rhee 1989; Barker 1989, Kohls and Uhl 1990; Kotler 1994, Feka et aL 1997; and Fearne 

and Bates 2000). Thus they can not describe adequately the way that agricultural 

businesses behave, due to the nature of the fan-ning firrns and the environment in which 

they operate. It is very difficult for the farmers to differentiate their produce, and the large 

number of small farm businesses impedes the creation of economies of scale that are 

required for cost leadership. Some other studies have sought to cluster fan-ners according to 

their strategic behaviour (already presented in the literature review; (Mitchell 1976; 

McLeay et aL 1996; Ohlmer et aL 1998; Davies 1999) but they did not examine the 

relationship between the business or marketing strategies agribusinesses follow and the 

marketing channels they utilise, as this study did. Hence this study is the only one that 

identified the livestock and milk marketing strategies farmers follow in the two examined 

Ojective One areas; and which marketing channel is preferred by the farmers who follow a 

particular strategy and for what reason. Specifically, this study identified that the sheep and 

I goat farmers in EMTh follow three different livestock marketing strategies: (a) cOst-focus 

strategy, (b) production-orientation strategy and (c) retum-focus strategy; and three 

different milk marketing strategies: (a) differentiation strategy, (b) production orientation 

strategy and (c) return focus strategy. Besides, the sheep fan-ners in Cornwall adopt the 

following two marketing strategies: (a) differentiation strategy and (b) production- 

orientation strategy; while the dairy cow Cornish fan-ners adopt the following three 

marketing strategies: (a) opportunistic strategy, (b) return focus strategy and (c) market 

orientation strategy. It also indicated that factors including profit orientation, production 

orientation, market orientation, cost focus, differentiation and fan-ners' interpersonal 

relationships affect fanners' marketing behaviour. Furthermore, fanners' marketing 

strategy selection affects farmers' marketing channel utilisation. Also, the factors that 
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influence farmers in their distribution channel selection (such as sale price, speed of 

payment, buyers' loyalty, farmers' social relationships, animal welfare issues, marketing 

cost ) have an impact on the adoption of a particular marketing strategy. 

Other researchers described extensively the farmers's decision making process (Bradford 

and Johnson 1953; Errington 1986; Harling and Quail 1990; Gasson and Errington 1993; 

and Westgren et A 1998),. In particular, they examined the objectives farmers set and the 
I 

issues of the internal and external environment (tax, trade policies, environmental 

regulations, costumers, competitors) that affect the achievement of their business 

objectives; but they did not focus on their marketing decisions such as marketing strategy 

adoption or distribution outlet utilisation and the reasons behind those decisions. Hence, 

these studies in contrast to the current one, did not provide insights into the reasons that 

affect farmers' marketing strategy or distribution channel selection. Some other researchers 

have attempted to identify the factors (including transaction cost; risk; prices; selling 

liveweight or deadweight; fan-ners' age and education; fan-ners' market power; and animal 

welfare issues) that influence farmers' marketing decision making mostly in relation to 

distribution outlet choice (Christopher 1994 , Royer 1995; Hobbs 1996a; Hobbs 1996b; 

Hobbs 1996c; , Loader 1997; Bullen 1984; Kolils and Ulil 1990; Jones and Steel 1995; 

Hobbs 1997; Murray et aL 1998 and Davies 1999). Even though the above studies 

examined the strategic managcment process of farmers and the factors that affect them in 

their distribution channel decision making, they did not examine tile marketing strategies 

that fan-ners follow and the factors that influence their choice on the selection of a specific 

marketing strategy as the present study has done. They did not examine the impact of 

marketing strategy selection on distribution pattern utilisation. Hence, the originality and 

the novelty of this study consists in the development of a typology about the marketing 

strategies followed by the fanners through an analysis of the factors that affect their 

marketing attitudes, using data relating to slicep and goat producers in the Region EMTh 
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and sheep and dairy cow farmer's in the County of Cornwall. Furthermore, this study is the 

only one that profiled each of the identified marketing strategic groups in the examined 

livestock sectors in Objective I Regions, regarding the characteristics of the farms and the 

farmers themselves. It also examined and identified the factors behind fan-ners' distribution 

outlet choice and the association between marketing strategy adoption and distribution 

channel utilisation because both are important marketing decisions made by the farmers. 

Another original aspect of this study is that it managed to identify the impact of the factors 

that influence fanners' distribution channel selection to a particular marketing strategy 

choice, using bivariate and multivariate statistical techniques. This study is also the only 

one that examined in Greece the association between livestock and milk marketing strategy 

adoption by the sheep and goat fan-ners in EMTh, as these fanners produce and sell both 

meat and milk and therefore the effectiveness as well as the profitability of their farrn 

depends on the production and marketing of both products. 

Conclusively, this study indicated that fanners even in isolated Objective One regions like 

EMTh and Cornwall as well as with small farnas, who are quite old and have a low level of , 

education like the farmers examined in EMTh, behave and operate like businessmen. They 

make marketing decisions, follow business strategies, choose distribution outlets as well as 

analyse conditions and examine factors in order to make their marketing decision. 

14.3.1 A comparison between the livestock and milk marketing strategies adopted byv she -ýjý ýe 

and goat fan-ners in EMTh. 

The marketing strategies that the sheep and goat farmers adopt in EMTh regarding their 

livestock and milk produce are quite similar. Furthen-nore, similar factors including sales 

price, buyer's loyalty speed of payment and the small volume of production have an 

impact on fan-ners livestock and milk marketing channel selection. Farm and fan-ners' 

characteristics that affect milk market i ng'strategy selection are also found to be similar to 
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those affecting livestock marketing strategy choice. Farm characteristics including: (i) the 
I 

size of the farm land, (ii) size of the flock, (iii) volume of the livestock production, (iv) the 

fann allocation to the sheep and goat enterprise and (v) the size of the cultivated land 

farmers own, rent from other landowners or let to other farmers; affect, the sheep and goat 

farmers in their livestock and milk marketing strategy selection. Farmers are 'also 

influenced in their marketing strategy choice by (i) their financial performance, (ii) debt, 

(iii) obtained livestock prices, (iv) long livestock experience and (v) non previous non - 

farm working experience. Moreover, the fact that most of them are not involved with off- 

farm activities nor with farm related activities away from their farm and derive the largest 

part of their farm income from their sheep and goat enterprise are some other 

characteristics that affect their marketing strategy choice regarding both products. Farmers' 

low education, old age and the fact that they do not hold a responsible position in an 

agricultural cooperative or organization also have a significant impact on their marketing- 

strategy selection. 

Furthermore, the farmers who adopt the cost-focus strategy regarding the marketing of 

their livestock follow the return-focus strategy regarding the marketing of their milk 

produce and vice versa because they are influenced in their livestock and milk marketing 

strategy selection by cost focus and profit orientation issues. They consider profit 

maximization as their most important fanning goal, as well as believing that animal 

diseases consist of the major cause of fluctuations on their farrn returns. Besides, they are 

very aware of the exact cost and return of their produce as well as considering budgeting 

and planning in order to achieve the lowest possible farm cost as their most important 

management activity. On the other hand, fan-ners who prefer the production-orientation 

strategy regarding the marketing of their livestock also follow the prod ucti on-ori entati on 

strategy concerning the marketing of their milk production and vice versa; as the 

production orientation aspects have an impact on their marketing strategy choice regarding 
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both products. These fanners set aside a proportion of their livestock in order-, to 

experiment with new production techniques, breed animals that require special knowledge 

and equipment; and adapt their enterprise mix in order to minimize their risk. Therefoie, 

the farmers in EMTh are influenced by similar factors regarding the selection of a 

particular livestock and milk marketing strategy. On the other hand, they are influenced in 

their milk marketing attitudes by another two factors which are related to differentiation 

and interpersonal relationships issues. 

14.3.2 A comparison of the livestock marketing strategies adopted by sheep farmers in 

EMTh and Comwall. 

This research has also compared tile marketing strategies as well as tile characteristics and 

factors that affect farmers decision making in relation to marketing strategy an Id 

distribution channel selection in the two study areas. 

Regarding livestock marketing, the fan-ners in the two study areas do not follow similar 

marketing strategies even though there are some similarities among them. TIle sheep and 

goat farmers in EMTh follow three different marketing strategies: (a) cost. focus strategy, 

(b) production-orientation strategy and (c) return-focus strategy. Besides, the s ieep fe I arm rs 

in Cornwall adopt the following two marketing strategies: (a) differentiation strategy and 

(b) production-orientation strategy. 

The production-orientated fan-ners in both areas aim to increase their productivity and 

therefore to reduce their farrn cost in the long term and are very interested in intensive 

production methods. Furthen-nore, they continually monitor market prices in order to make 

their livestock production decisions. Sale prices and speed of payments are two factors that 

influence the production orientated farmers in both regions to choose a particular 

marketing channel. Both strategic groups have average financial perforniance and achieve 
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average livestock prices in the market as well as having long livestock experience. They 

are not involved with off-farm activities neither do they have previous non-farm 

experience. Therefore, farming consists of the only job that they have learned to do. It also 

is their main source of income. Both strategic groups are interested in being informed 

about the livestock and meat prices. On the other hand, the production orientated farmers 

in EMTh and Cornwall have many differences regarding their marketing orientation, 

distribution outlet selection, factors affecting marketing channel utilisation, farm and 

fan-ner characteristics as Table 14.1 presents. 
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Marketing Production orientation livestock Production orientation 
Strategies marketing strategy in ENITh livestock marketing strategy in 

Cornwall 
Set aside a proportion of their 0 Plan their livestock 
flock in order to experiment production and make their 

with new livestock sales decisions 

techniques simultaneously. 
Breed animals that require 0 Are not interested in 

special knowledge and differentiating their produce 
equipment. and gaining premium sale 

Marketing 0 Aim to improve the quality prices. 
orientation of the meat they produce. 0 Prefer to increase their farm 

0 Do not consider profit profitability by increasing 

maximization as their. their productivity and 
primary farm goal. reducing in that way the 

40 Are not interested in external production cost per animal. 
factors which may influence 
their farm profitability. 

Marketing channel Direct sales direct to wholesalers Sales to more than one marketing 

utilisation channel 
Factors affecting 0 Capability of the buyer to 0 Higher expected returns 
marketing channel absorb large quantity of 0 Convenience 

utilisation livestock 0 Time spend during the 
0 Buyer's loyalty selling process 

0 Marketing cost 
Farm' 0 Farm land: <5 ha 0 Farm land: 41-80 ha 

characteristics 

Farmers' 9 Derive more than 50% of 0 Derive between 25%-49% of 
characteristics their farm income from their their farm income from their 

sheep and goat enterprise sheep enterprise 
0 Primary education 0 Higher education 

Type of 0 Milk prices Animal welfare 
information Animal diseases 

Information 0 Family 0 Agricultural journals 

sources 0 Other fan-ners 0 Own files 

0 Governmental bodies 

Table 14.1: The differences between the production orientation strategies followed by 

the sheep farmers in ENITh and Cornwall 

The remaining sheep fanners in EMTh and Cornwall followed completely different 

marketing strategies. In particular, the cost-focus strategy and the return-focus -strategy 

followed by the sheep and goat farmers in EMTh have different marketing orientations 

compared with the differentiation strategy adopted by the Cornish farmers as presented in 

Table 14.2. On the other hand, all three strategic groups achieve average livestock prices in 

the market, are not involved with farrn related activities away of their farm neither with 

off-fann activities. Furthen-nore, they do not have previous non-fann experience. Sale 
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prices and speed of payment are also two factors that affect fan-ners in EMTh and Cornwall 

to choose a distribution channel. Moreover, farmers of the three strategic groups are very 

interested in being informed about livestock and meat prices. They also prefer to be 

informed by other farmers. 

Marketing Cost focus livestock marketing Return focus livestock Differenation livestock 
strategies strategy in ENITh marketing strategy in ENITh marketing strategy In 

Cornwall 
" Highly aware of the Interested in 0 Interested in 

exact cost of the maximizing their profits differentiating their 
livestock they 0 Try to sell their farm, 
produce. livestock immediately 0 Interested in 

" Very interested in because they can not increasing their farm 
budgeting and wait for better prices. profi tabi Ii ty by 
planning their 0 Believe that they are not satisfying the buyers 

Marketing production in order to able to influence the of their produce. 
orientation achieve the lowest configuration of the sale Adopt special 

possible farrn cost. prices. livestock production 
0 Consider that sale techniques in order to 

prices are mostly achieve the highest 

affected by external to quality premium for 

their famn factors. their livestock. 

0 Think that other Aim to improve their 

countries policies farin business 
highly affect their farm competitiveness by 

profitability. differentiating their 
produce. 
Aim to increase their 
profitability by 

exploiting the added 
valued of their 
products. 

Marketing Direct sales to wholesalers Direct sales to wholesalers Sales to more than one 
channel marketing channels 
utilisation 
Factors 0 Buyer's loyalty 0 Buyer's loyalty 0 Time spend during 
affecting 0 Capability of the 0 Capability of the buyer the selling process 
marketing buyer to absorb large to absorb large 0 Animal welfare 
channel quantities of livestock quantities of livestock 
utilisation 
Farm' Farm land: <5 ha 0 Fan-n land: <5 ha 0 Farm land: 41-80ha 
characteristics 

Farmers' Derive more than 50% 0 Derive more than 50% 0 Derive less than 25% 
characteristics of their farm income of their farrn income of their fan-n income 

from their sheep and from their sheep and from their sheep and 
goat enterprise goat enterprise goat enterprise 
Below average 0 Below average financial 0 Average financial 
financial performance performance performance 

Typeof Milk prices 9 Milk prices 0 Managetrictit 
information Animal diseases 0 Animal diseases practices 
Information Governmental bodies 0 Governmental bodies 0 Own files 
sources Family 0 Family 9 Agricultural journals 

Cooperative 0 Cooperative 0 Livestock dealers 
organisations organisations 

i anic 14.2: The differences aniong cost focus, return focus and differention strategies 

followed by the sheep farmers in ENITh and Cornwall 
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The economic growth of both countries, the impact of the internationalisation of the trade 

and the globalisation of the economy on E. U. agricultural economy as well as the C. A. P. 

and W. T. O. agreements are the main factors that affect the sheep farmers in EMTh and 

Cornwall to reduce their farm costs, adopt intensive production methods and make their 

production decisions by monitoring market prices. Farmers marketing orientations in both 

case study regions are also influenced by the European and national legislation mainly on 

food safety issues. The retail concentration in Greece and U. K. influence fan-ners 

marketing orientation in the two study areas. 

On the other hand, the differences that exist among the strategic groups in EMTh and 

Cornwall occur mainly because of the: 

0 different marketing systems that exist in the two countries and the higher 

dominance of the British meat retail market by the supen-narket chains in 

comparison with the Greek market, 

* different meat consumption preferences in the two countries and the high 

seasonality of the Greek lamb market, 

9 larger sheep farrns operate in Comwall in comparison with those in EMTh, 

9 longer distances of the Cornish fan-ns from their marketing outlets in comparison 

with those in EMTh, 

9 importance of the European Carcass classification system in livestock marketing in 

U. K. while this system is not applicable in Greece, 

higher education that fanners have in Cornwall in comparison with the farmers in 

EMTh, 

fact that sheep enterprise is more important for the farm income of the farmers in 

EMTh compared to thatof the Comish farmers. 
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According to this study, the production-orientated fanners in EMTh have similar profiles 

(regarding their personal and fann characteristics) with the cost -ocused and retum-focused 

fanners operating in the same region, but they have better financial performance. 

Therefore, this study suggests that the sheep and goat farmers in the Region of EMTh, in 

order to increase their farm profitability and the sustainability of their livestock enterprise 

within an intensively competitive environment, should focus on production orientation 

strategy. Moreover, this research identified that meat demand in Greece is influenced by (i) 

the increased interest of the consumers for high quality and healthy meat products, (ii) the 

economic growth. That has occurred in Greece the recent years, (iii) food safety 

legislation, (iv) consumers social class, (v) psychological needs for recognition and self- 

esteem. Therefore, a further opportunity for the fan-ners in order to increase their profits is 

to add value to their products by processing a part of their produce by themselves and 

selling either direct to consumers through their own retail outlets or through local retailers. 

On the other hand, the combined effect of the increased bargaining power of the 

supennarket chains (which affects negatively the profitability of the traditional butcher 

shops) is likely to add a further enterprise risk. They can reduce this risk by marketing a 

part of their livestock production direct to wholesalers. 

It is not easy to find direct parallels between the Greek and British livestock marketing 

system due to the very different structural characteristics derived by this comparative 

study. Despite this, research suggests quite similar livestock marketing strategies, as well 

as marketing attitudes between the sheep fan-ners in the Region of EMTh and in the 

County of Cornwall. The factors that mainly influence, the sheep fan-ners in both areas to 

select a particular marketing channel are basically the sarne. Moreover, the farrn and 

fanner's characteristics that are significantly associated with the adoption of each 

marketing strategy are similar. Tile main difference is that the sheep fan-ners in Cornwall 
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marketed only livestock production while the Greek sheep and goat farmers marketed both 

livestock and milk produce. 

The marketing strategies that sheep farmers follow in Cornwall, according to the results of 

this study, have similar profiles regarding the fan-n and fanners characteristics. Both 

strategies can contribute to the increase of the profitability and sustainability of the sheep 

farms in Cornwall by breeding large flocks with highly productive animals. Furthen-nore, 

the increased interest of British consumers for high quality and healthy meat products, the 

economic growth in U. K. during the recent years, C. A. P., W. T. O. agreements, food safety 

legislation, consumers' social class and their psychological needs for recognition and self- 

esteem, indicate that the adoption of the differentiation strategy by adding value to their 

products could help the fan-ners to operate in a more profitable way. Therefore, they should 

add value to their products either by processing their produce on their own and selling 

them through their own retail outlets; or by producing niche market products like organic 

meat. The sheep fanners, through the use of vertical coordinated relationships may 

increase their efficiency, gain market advantage, reduce uncertainty, reduce the cost of 

financing as well as reduce the risk regarding price, quantity, quality of supply and timing 

of delivery (Featherstone and Sherrick 1992; Davies 2001). On the other hand, the fan-ners 

that market their produce to a multi-marketing channel, have more chances to increase 

their market coverage, they have lower channel costs as well as lower enterprise risk. 

14.3.3 A comparison of the milk marketing strategies the sheep and dairy cow fanners 

adopt in EMTh and Comwall. 

Turning to strategies for the marketing of milk, there were again few similarities between 

fan-ners in the two regions. More specifically, the sheep and goat fanners in EMTh follow 

three different marketing strategies: (a) differentiation strategy, (b) production orientation 

strategy and (c) return focus strategy. On the other hand, the dairy cow fan-ners in 
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Cornwall, adopt the following three marketing strategies: (a) opportunistic strategy, (b) 

return fbcýjs strategy and (c) market orientation strategy. 

The return focused farmers in both areas aim to maximize their enterprise profits and 

consider the other farmers that operate in their area as their main competitors mainly due to 

the strong competition occuring in the milk market. In particular, the international 

competition in food industry and the globalisation of the economy force the dairy 

companies and milk processors to reduce their production cost and therefore to buy milk 

from farmers in quite low prices. Furthermore, the rapid changes occuring in the 

international economy due to the internationalisation of the market and information 

technology, the W. T. O. agreements and the C. A. P. force the fan-ners to reduce their 

production costs in order to have profits. The return focus farmers in EMTh and Cornwall 

derive the largest part of their farm income from the sheep and dairy cow enterprise, 

respectively, and hence they concentrate on their fann operation, are not involved with off- 

farm activities, neither do they have previous non-farrn experience. On the other hand, the 

return focused sheep fanners in EMTh are more experienced than the return focused dairy 

cow fanners in Comwall. Moreover, the fan-ners who follow the return focus strategy in 

both examined regions are influenced in their marketing channel choice by loyalty, speed 

of payment and sale price mainly due to the dominance of the dairy industry in the two 

study regions by a small number of dairy industries and milk processors with a lot of 

bargaining power. Both strategic groups are very interested in being infon-ned about animal 

diseases and prefer to receive infon-nation useful for their fann infon-nation by other 

fanners and cooperative groups. 

However, these two strategic groups have many differences regarding their marketing 

orientation, the factors that affect them in marketing channel utilization as well as farrn and 

fan-ners' characteristics are presented in' Table 14.3. These differences occur mainly 
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because the sheep and goat milk in Greece is used only for cheese and yoghurt production, 

while cow milk in U. K. is mainly used for fresh consumption. Furthermore, there is a 

completely different marketing tradition in the two countries, mainly due to the long 

existence of the Milk Marketing Boards and the power of the Milk Marketing Groups (that 

followed on the MMB) in U. K. in recent years. In contrast, the Greek milk market is 

mainly dominated by private dairy companies and milk processors, while the cooperative 

processing plants are not so strong as the milk marketing groups in U. K.. The long 

distances in the U. K. between dairy cow farrns and marketing outlets as well as the fact 

that British farmers operate in a more businesslike way in comparison with the Greek 

farmers who operate in a more traditional and empirical way, are some reasons that explain 

some differences occur between the two strategic groups in the two study areas. Moreover, 

the marketing of milk in the sheep and goat sector in EMTh is very interlinked with 

marketing of meat as farmers produce and sell both products. 
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Marketing Return focus milk marketing Return focus milk marketing strategy in 
strategies strategy in EMTh Cornwall 

" Have the impression that their Prefer to deal with a minimum 
farm profitability is depended number of marketing outlets in order 
on external factors. to maintain good relationships with 

" Consider budgeting and their buyers e. g milk marketing 
planning as their most cooperative groups. 
important management The continuous examination of the 
activity aiming to obtain the quality of their milk produce is one 

Marketing lowest possible farm cost. of their most important fanning 
orientation 0 Are very highly aware about activities. 

the exact costs and returns for 
their milk produce. 

" Continually monitor market 
prices in order to make their 
production decisions. 

Marketing channel Local private milk processing Milk marketing cooperative groups 
utilisation plants 
Factors affecting Their bargaining power 
marketing channel Transportation'cost 
utilisation 
Farmers' 0 Not involved with farm related 0 Spend 1-3 days per month in farm 
characteristics activities away of their' farm related activities away of their farm 
Type of 0 Livestock and meat prices 0 Management practices 
information 0 Milk prices 0 Animal diseases 

0 Animal diseases 0 Financial subjects 
Information 0 Family 0 Own records 
sources 0 Governmental bodies 0 Accountant 
Table 14.3: The differences between the return focus strategy followed by the sheep 

farmers in EIN1Th and the dairy cow farmers in Cornwall 

The sheep and goat fanners in EMTh who adopt the differentiation strategy and the 

market-orientated dairy cow fanuers in Cornwall, even though they have different 

marketing orientation (Table 14.4), they are aiming to add value to their products by 

producing niche market dairy products such as organic milk, p. D. O. cheese and yoghurt 

mainly due to the high bargaining power of the dairy firms and 1-nilk processors as well as 

the dominance of the retail food market by the supen-narket chains. Both strategic groups 

achieve average milk prices in the market, are not involved with off - farrn activities, nor 

they have long livestock experience. Furthen-nore, other farmers operating in their areas 

comprise an infon-nation source of both strategic groups. 

The different farm sizes and volume of milk production between the two strategic groups 

provide some reasons to explain their different marketing orientations. Moreover, the fact 
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that Cornish farmers are younger, more interested in management and financial issues and 

spend more time in farm-related activities (such as making contacts in the market) -in 

comparison with the farmers in EMTh also explain some differences in the marketing', 

orientation of both strategic groups. The dominance of the U. K. milk market by the big 

dairy firms, the high bargaining power that they have, the E. U. legislation about food 

market and the increased importance of food quality are some factors that affect the 

Cornish market-orientated farmers to be very interested in meeting market requirements 

effectively. On the other hand, the differentiation orientated farrners in ENITh mainly due 

to their low milk production aim to create a farm market (by selling the dairy products they 

produce) in order to gain the added value. In other words, tile sheep and goat milk market 

operate supplementary to the other agricultural enterprises these farmers may have. 
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Marketing Differentiation milk marketing Market orientation milk marketing 
strategies strategy in EINITh strategy in Cornivall 

Own or manage facilities that _ Meet market requirements by 
normally are owned by the adapting their production 
middlemen further down the methods. 
milk distribution chain such as Continually monitor market 
small milk processing plants. information different than price in 
Not interested in production order to plan their sales and 
orientated strategic issues programme their production. Marketing such as: (i) experimentation Use special production techniques 

orientation with livestock techniques in order to gain the highest 
relative to milk production, quality premium milk. 
(ii) breeding animals that Very interested in understanding 
require special knowledge and the needs and wants of the final 
equipment, (iii) intensive consumer in order to increase 
production methods and (iv) their farms' business success. 
risk minimization. Are interested in examining the 

0 Not interested in being detailed market requirements for 
informed about the exact costs their milk produce. 
and returns for their milk Consider the other dairy cow 
produce. farmers operated in their area as 

0 Not interested in monitoring their main competitors. 
market prices in order to make Consider the continuous 
their production decisions as examination of the quality of their 
their main concern is to create milk produce as one of their most 
profits by adding value to important farming goals. 
their products. 

Factors affecting 0 Small volume of milk Sale price 
marketing production Farmers' bargaining power 
channel Higher expected returns 
utilisation Speed of pay! Laent 
Farm 0 Flock size: less than 50 heads Herd size: 81-150 heads 
characteristics 0 Allocate less than 30% of Allocate more than 61% of their 

their farm land to their sheep farm land to their sheep and goat 
and goat enterprise enterprise 

Farmers' 0 More than 60 years old 41-60 years old 
characteristics 0 Derive less than 25% their Derive more than 70% their farm 

farm income from their dairy income from their dairy cow 
cow enterprise enterprise 

0 Below average financial Spend between 1-3 days in farm 
performance related activities away of they 

farm 
0 Average financial performance 

Typeof 0 Animal diseases 0 Financial subjects information Livestock and meat prices 0 Management practices 
0 Production techniques 

Information 0 Family 0 Own records 
sovirces 0 Governmental bodies 0 Milk marketing group 

0 Accountant ' 
i aDIC 14.4: 4 lie clitlerences between the differentiation strategy followed by tile sheep 
farmers in ENITh and the market orientation strategy adopted by the dairy cow 
farmers in Cornwall 

The dairy cow fan-ners in Cornwall who follow the opportunist strategy do not operate 

strategically regarding the marketing of their milk produce. Therefore, there are not any 

similarities or common issues between the strategy these fan-ners follow and the production 
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- orientation strategy adopted by the fanncrs operated in EN111. In contrast, -'the 

production-orientation farmers in EMTh affected by the strong competition occur in the 

milk market, the W. T. O. and C. A. P., aim to reduce their operational costs by increasing 

their productivity and organising their farm operation in a better way. Both strategic groups 

are influenced in their marketing channel selection by sale prices and speed of payment. 

Furthermore, they have long livestock experience and long experience in decision-mak-ing. 

They do not have previous non-fan-n experience and are not involved with off-farm 

activities. Moreover, they derive the largest part of their farm income from their livestock 

enterprise and are very interested in being infon-ned about animal diseases. Other farmers 

operating in their area comprise an information source that both strategic groups use for 

receiving information relative to their farm operation. Table 14.5 presents tile differences 

between the marketing orientation, the factors affecting farmers' distribution outlet 

utilisation, farrn and farmers' characteristics of the two strategic groups. 
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Marketing Production orienation marketing Opportunist milk marketing strategy 
strategies strategy in EINITh in Cornwall 

_ " Keep a proportion of their Not interested in meeting 
flock in order to experiment market requirements by 
with new milk production adapting their production 
techniques. methods. 

" Breed animals that require Not interested in monitoring 
special knowledge and market information different 
equipment that other farmers than price in order to plan 

Marketing do not have. their sales and programming 
orientation 0 Consider the intensive their production. 

production methods quite 9 Do not use special techniques 
important to their farm to gain the highest quality 
business operation. premium milk. 
Not aware for the exact cost of 0 Not interested in 
their produce. understanding the needs and 

" Do not consider profit wants of the final consumer in 
maximization as their primary order to increase their farm 
farm goal. business success. 

" Not interested in external Not interested in the detailed 
factors which may influence market requirements for the 
their farm. milk they produce. 

" Not aware to differentiate 0 Do not deal with a minimum 
themselves from the other number of marketing outlets. 
farmers by adding value to 0 Do not view the other farmers 
their products. operated in their region as 

their main competitors. 
0 Do not consider that tile 

continuous monitorship of the 
quality of their milk consists 
of one of the most important 
production activities. 

Factors affecting Small volume of milk Their bargaining strength 
marketing channel production 
utilisation 0 Personal relationships 
Farm 9 Allocate less than 30% of their Allocate more than 61% of 
characteristics farm land to their sheep and their farm land to their dairy 

goat enterprise cow enterprise 
__ Typeof 0 Livestock prices Financial subjects 

information 0 Meat prices Production techniques 
Management practices 

Information 0 Family Own records 
sources Governmental bodies Accountant 

Agricultural journal 
Table 14.5: The differences between the prodnction orientation strategy followed by 

the sheep farmers in ENITh and the opportunist strategy adopted by the dairy cow 

farmers in Cornwall 

Hence, the sheep and goat fan-ners in Region of EMTh (Greece) do not follow similar milk 

marketing strategies with the dairy cow farmers in the County of Cornwall (U. K. ) even, 

though there are some common issues among thein. 
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This study identified that the sheep and goat fanners in ENITh, who adopt each of the three 

identified marketing strategies, have similar profiles regarding the farm and farmers 

characteristics. Even though the financial perfonnancc of the three strategic groups is low 

financial performance, the adoption of the differentiation strategy together with breeding 

large flocks with highly productive animals (sheep and goat that produce many lambs and 

kids as well as large quantities of milk) can contribute to the improvement of their fann, 

profitability and sustainability. Thus, in order for the farmers to operate successfully in the 

continuously changing competitive environment, they should focus on the differentiation 

strategy by adding value to their products through processing a part of their milk produce 

themselves and selling either directly to consumers through the establishment of their own 

shops (farm shops or shops in the market center) or by producing niche market products 

like organic milk, cheese, ice-cream. Furthermore, the adoption of this stmtegy is 

supported by the increased interest of the Greek consumers for food quality, health and, ý 

safety. The influence of the milk and dairy products demand by the consumers' need for 

recognition, their social class, the economic growth of Greece, the national and European 

legislation for food safety also support tile adoption of the differentiation strategy. On the 

other hand, this strategic option, together with the dominance of the dairy retail market by 

the supen-narket chains, might increase the enterprise risk of these farmers, which they can 

suppress by distributing a part of their produce through cooperative milk processing plants. 

The adoption of the differ entiation strategy, as described above, makes difficulties in the 

signing of selling contracts with the big dairy firms. Besides, the farmers who have their 

own milk processing plants and marketing outlets can not sell part of their milk to the local 

milk processing plants who are their main rivals. 

Regarding the marketing attitudes of the Cornish dairy cow fan-ners, this study indicates 

that all three identified strategic groups have similar profiles regarding the farrn and 

fan-ners' characteristics and none of the groups employed activities in order to add value to - 
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their produce and increase in this way their financial performance. A comparison between 

the marketing strategies that sheep and goat farmers follow in EMTh and dairy cow 

farmers in Cornwall indicates that even though the products (sheep/goat milk in Greece 

and cow milk in U. K. ) are quite different, both commodities can be used for further 

processing in order to produce milk products such as cheese and yogurt. Furthen-nore, the 

marketing systems in both cases are quite similar. The comparison of the two studies also 

indicates that the marketing strategies and the marketing channels that dairy cow farmers 

in U. K. and sheep/goat fanners in Greece follow have many similarities. This may suggest 

that the dairy cow fan-ners in Cornwall should focus on the market orientation strategy 

mainly by adding value to their products through processing a part of their produce by 

themselves and selling either direct to consumers through their shops or through local 

retailers and supen-narkets. Alternatively, they may focus on producing niche market 

products such as organic milk, cheese, ice-cream. However, this is likely to add risk to 

their enterprise, which they can reduce by marketing a part of their milk production 

through the co-operative milk marketing groups. 

Conclusively, the comparison of the livestock and marketing strategies farmers follow in 

the two examined Objective One Regions indicated that in order for the examined fanners 

to increase their fann profitability and the sustainability of their livestock holdings, they 

should breed animals that are characterised by high productivity and make invcstments in 

buildings and equipment in order to modernize their farrns. They should further consider 

cultivating a large area in order to reduce the feeding cost. Furtherrnore, they should focus 

on adding value to their products through processing a part of their produce (meat and 

milk) by themselves and selling directly to consurners through the establishment of their 

own retail outlets (farm shops, shops in market ccntre) or by producing niche market 

products like local or organic milk, cheese, ice-cream, meat. 
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The. recent food crises that have occurred in the U. K. and E. U. (particularly the Foot and 

Mouth Disease outbreak in the UX in 2001), growing awareness about climate change, 

carbon emissions and environment protection have made the Local Food Agenda quite 

important during the last few years. Hence, topics such as the need to manage food miles, 

reduce carbon footprint would rarely have made it onto boardroom agenda two or three' 

years ago, but today the need to go green are vital elements of business strategy (Deloitte 

and Touche 2007). With the spread of globalisation, the concept of local has been revisited 

and localisation of food has become a catchword (Roos cl al. 2007). Some years a; go 

Starbucks or Costa caf6 were still a novelty in U. K. high streets, suchi was available only 

in Japanese restaurants and not on supennarket shelves, and local produce was confined to 

a handful of embryonic farmers' markets and village stores (Deloitte and Touche 2007). 

Local food is the food produced for local and regional consumption. For that reason "foo'd 

miles" are small, the use fossil fuel as well as the pollution are reduced. Furthen-no re, 

fresher produce, less pa ckaging and preservatives, food traceability and better return for 

local producers as well as the fact that money stay in the local economy are some benefits 

of local food (Thompson 2007). Furthermore, the creation of a market for local food give 

the farmers an incentive to diversify which might lead to the production of niche market 

products such as organic and P. G. O. products. 

Besides, organic fanning consists of a safe, sustainable fanning system producing healthy 

crops and livestock without damaging the environment. In this way, fanns remain 

biologically in balance with a wide variety of beneficially insects-and other wildlife to aI ct 

as naturals predators for crop pests and a soil full of micro-organisms and earthworms to 

maintain it vitality. In. U. K. there is an increasing development of the Organic sector, 

which is rising with the organic food and non-alcoliolic drink sales to represent 1 o5% of 

the U. K. grocery market (DEFRA 20040 Decoupling CAP support frorn production, 

combined with the area basis payment in lingland will mark a major shift in favour of less 
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intensive forms of fanning. Moreover, the move towards more payments for environmental 

goods should benefit those wishing to be involved in organic fanning (DEFRA 2004f). 

Further growth in the sector will also depend on the development of the infrastructure for 

the processing and distribution of organic products. Besides, there is an increase in the 

consumption of organic foods as consumers buying more regularly and spending more 

money each time they buy organic foods (DEFRA 20040. Hence, DEFRA aims to a 

ftirther increase of the organic food U. K. market. In particular, the key objective of its 

action plan is to increase the market of organic foods to increase to a similar level with the 

conventional foods by 2010. Organic produce in U. K. shops has increased significantly in 

the recent years and the target is to reach up to 70% by 2010. In June 2003, DEFRA 

introduced a scheme providing on-going support for organic fan-ners after ending 

conventional production as well as a much increased payment for top fruit production. It 

also supported the procurement of organic food by the public sector such as hospitals and 

schools. In Cornwall there is an increase in the registered organic producers, while there 

are about 40 organic processors many of whom bave created successful brands (Soil 

Association 2005). On the other hand, organic farming in Greece is still in its early stages 

due to fact that most fan-ners ignore the economic possibilities of the sector and there is not 

efficient support of education from the state (Baourakis and Apostolakis 1999). The 

marketing network of organic products in Greece is still in a preliminary stage mostly due 

to the lack of well-organised marketing channels as the main marketing outlets for organic 

products are: (a) the organic farnlers themselves, who sell their products at local weekly 

open markets or directly at the farm gate; (b) organic food shops found in many large cities 

of Greece such Athens, Thessaloniki; (c) health and natural food shops depending on tile 

interest of the shop owner; and (d) a small number of specialised stores buy' and sell 

organic food on a wholesale basis (Fotopoulos and Pantzios 1998). Greek consumers seem 

to become more and more sensitive and demanding at tile same tirne, when it comes to 

their nutrition and they seek food products that are safe, natural and free from 
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agrochernicals. It should be noted that Greek consumers tend to buy organic products due 

to healthy reasons and not because of environmental consciousness, as in central and 

northern Europe. 

Hence, the local food and organic products agenda which has been recently adopted bY 

many U. K. regions, including tile County of Cornwall, is going to become an issue in 

Greece in the near future, supports the suggestions of this study regarding the adoption of a 

differentiation and market orientation strategy by livestock farmers through the creation of 

a farm market with niche market livestock and dairy products. 

14.4 Suggestions and policy iniplications for the improvement of the 

examined livestock sectors in ENITh and Cornwall 

14.4.1 General policy implications 

This section indicates the policy implications derived by the present study regarding the 

improvement of the examined livestock sectors in the two examined case study regions_. 

Furthen-nore, it will describe the policy implications related to tile Rural Development 

Program that, in the programming period 2007-2013, includes actions related to the whole 

European rural development. Cornwall and EMTh, fall under the European Agricultural 

Fund for Rural Development (EAFRD) under the new Rural Development Programme of 

England and Greece, respectively. 

The financial cost for receiving bank credits in accordance with the high production cost 

the fan-ners face and the low prices in which they have to sell their livestock products, 'are 

some of the main constraints that exist in both case study areas that inhibit in farniers' 

decisions for making investments in their farm business. On the other ]land, livestock 
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farmers within the E. U. can be supported from the EAGGF through the measures and 

programmes of the C. A. P. in order to make investments to enlarge their farm, improve the 

structure of their livestock holding, modernise their fann buildings and machinery, process 

and market their livestock products as well as develop niche market meat and dairy. 

products. Hence, the rural stakeholders and policy makers of the local and regional 

authorities, if they want to support livestock farming in their area, should include in their 

master plans actions for the support by making investments funded by EAGGF in 

buildings, machinery, equipment and livestock in order to support Rural Development. 

They should also design actions that will aim to keep young people living and working in 

rural areas and farming sectors. In particular, they should develop funding programmes 

that will support productive investments to create and safeguard sustainable jobs, 

investment in infrastructure and the development of endogenous potential by measures that 

encourage and support local development, employment initiatives and the activities of 

small and medium sized enterprises 

A general limitation of all the above is the low educational level of most of the sheep and 

goat fanners in EMTh, and the lack of involvement in off-fann activities by the examined 

fan-ners in both examined areas. This is likely to inhibit their willingness, confidence and 

ability to take up new opportunities requiring different processes to those of traditional 

agriculture. Therefore, the rural stakeholders including the local, regional and national 

authorities should focus on the improvement of the educational and professional training of 

the farmers mainly in animal production, managernent and marketing issues in order to 

ensure that the examined livestock sectors in EMTh and Cornwall have a chance of a better 

future. 

The fact that most of the sheep and goat fan-ners in EMTh do not hold any responsible 

position in any agricultural organization implies the ineffectiveness of the Greek 
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cooperative system regarding the livestock sector. There is a role for the Greek State in 

taking appropriate actions in order to make the cooperative system more effective and 

competitive and able to help the livestock farmers regarding the production and marketing 

of their products. The local and regional rural stakeholders, using the bottom up approach 

that European Union proposes for the program planning of tile period 2007 - 2013, 

regarding the Rural Development Policy, should include in their proposals for the 

development of the National plans actions for the improvement of the effectiveness, 

competitiveness and sustainability of the agricultural cooperative system directing it 

II towards a marketing orientated cooperative structure like the Group marketing schemes in 

U. K., rather than a supplying orientated system that exists in most cases today. 

Furthen-nore, policy makers at local and regional levels, especially in Greece, should 

develop strategies that promote the localism of food and other products. I'lley sho'uld 

strengthen the overall economic fabric of the rural areas in order to achieve a sustainable - 

rural economic revitalisation. 

The parallel involvement of the farmers or their wives with off-farm activities may lead to 

the development of an additional source of family income and may Create a minimum lev I e 

of financial stability within the family, as well as may improve the quality of their lives. 

Many E. U. programs funded by E. S. F. and aiming to help the young and female population 

to find job (e. g. EQUAL program) could contribute to place farmers' wives or children in 

the labour market. Moreover the local and regional authorities could also predict in their 

masterplans for the period 2007-2013 actions that will help tile induction of young people 

and females of rural areas in non-farm labour market. Such actions will assist . tll*e 

achievement of a combination between residential and employment development and will I 

encourage fan-ners and tile rural population in general to remain in tile rural community. 
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The suggestions of this study are in accordance with the Council Regulation (EC) No 

1698/2005 regarding the Rural Development Policy for the period 2007 - 2013. The rural 

stakeholders (local - and regional authorities, fanning organisations, agricultural 

cooperatives) of the EMTh and Cornwall (and other European Regions after conducting 

similar studies) based on the findings of this study may participate actively in the 

development of the National Strategy Plans about Rural Development. Consequently this 

study may contribute to the achievement of the objectives of the rural policy of the ý. U. 
I 

which are the improvement of the competitiveness, sustainability and cohesion of the rural 

regions. 

Furthen-nore, both the examined regions qualify for funding for the period 2007 - 2013 

from the European Territorial Co-operation Objective that succeeds the INTERREG III 

programme. Hence actions related to exchange of experience among the fan-ners in 

different European Regions under the Territorial Co-operation Objective regarding 

marketing and production issues can be developed. The stakeholders and policy makers 

can include such actions in their master plans. 

Finally, this study developed a robust methodology which can be useful for policy makers. 

Similar studies based on the above methodology can be conducted in order to examine the 

marketing behaviour of fan-ners operating in other areas within the E. U. or around the 

world and help the rural stakeholders and local and regional authorities to assist fan-ncrs 

more effectively and precisely. 

14.4.2 Implications for Objective I areas 

Since the finance structural assistance is the European Union is 'concentrated oil the regions 

with the greatest difficulties, Objective I has tile largest allocation, accounting for 

approximately 70% of the Structural Funds including the ERDF, ESF and EAGGF. As a 
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rule, the contribution of the Structural Funds under Objective I is subject to tile fOllOwing 

ceilings: no more than 75% of the total eligible volume. In regions situated in a Member 

State eligible for assistance from Cohesion Fund (Greece, Spain, Ireland and Portugal) 

such as the Region of EMTh the rate can be increased to 80%. In tile case of investment in 

firms, the contribution of the Funds may not exceed 35% of the total eligible volume. in 

f 
the case of investments in small and medium-sized enterprises this rate can be increased by 

up to 10% of the eligible total volume for indirect forms of funding. In particular, the 

Objective I Programme of the Region of EMT`h (Priority 1: Rural development) and tlýe 

County of Cornwall (Priority 4: Community Economic Development and Rural Structural 

Adjustment) focus on supporting investments in agricultural holdings and rural enterprises. 

Thus, the farmers in the two examined case study areas that have been designated by the 

E. U. as Objective I regions can be supported from the EAGGF through the measures and 

programmes of the C. A. P. in order to make investments to improve the structure of their 

livestock holding, the processing and the marketing their livestock products. Furthermore, 

both EMTh and Cornwall qualify under the Convergence Objective (tile successor of 

Objective 1) for the programming period 2007 - 2013, which means access to tile ERDF, 

ESF. 

Livestock farmers in the two examined Objective One Regions should also establish 

agrotourism (inns and cottages) and handicraft activities orientated to tile promotion of 

traditional fabric and food products (e. g. sweets and deserts), that will generate additional 

sources of farrn income and develop new marketing outlets (e. g restaurants, pubs, retail 

shops). They can use tile E. U. funding programs that are included in C. A. P. and Rural 

Development Policy and Convergence Objective Program in order to be supported for such 

investments. Furthermore, tile local authorities and tile rural stakeholders should include in 
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their master plans, actions which support the non-fann rural activities and could be funded 

by Convergence Objective Program 

Generally, many of the suggestions of this study could be applicable for the improvement 

of the livestock sector in U. K. and other European areas which have been designated by 

the E. U. as Objective One Regions. But since the two examined Objective One areas are 

just two case study areas and have not been chosen scientifically as a representative sample 

of the E. U. Objective One regions, similar research based on the developed methodology 

should be conducted for each specific case. In particular, each Objective One Region has 

its own particularities regarding its geographical location, borders, distances from the main 

urban centres, structure of agricultural sector and importance of the livestock sector to the 

GRP; that have to be examined and taken into consideration. Therefore, the developed 

methodology can be applied in other E. U. Objective One (Convergence) areas in order for 

a more generalised typology about farmers' marketing behaviour to be developed and 

generalisation to be made regarding policy implication in those areas. 

14.5 Future Work 

This study has examined the marketing strategies, marketing channels the surveyed 

livestock fan-ners follow in EMTh and Cornwall regarding their livestock and milk 

produce. It also investigated the factors that affect fanners' marketing strategy and 

distribution channel selection and if they developed added value activities. But this study 

has not examined which meat and dairy products consumers prefer, the factors and 

consumer characteristics that affect their consumption patterns. 

Therefore, additional research should take place regarding the consumers' preference on 

the sheep (and goat) meat and dairy products with an increased interest on goat milk 
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products (for demand is increasing greatly nowadays in a European Union level). Such 

research should be conducted and will contribute to the identification of which niche 

product the farmers should produce and which characteristics (taste, flavour, aroma, colour 

appearance, price, packing) they should have in order to be preferred by the final 

consumers. 

Also a study is needed that will examine attitude of consumers and farmers toward s 

localism of food, food health, food quality and bio-security in Objective One Regions. 'rhis 

will classify them into clusters regarding their behaviour on these issues, will identify the 

factors behind their behaviour, and will profile them regarding their characteristics. Sucli 

work will provide insights into farmers' and consumers' attitudes towards tile local food 

agenda in poor areas like the Objective I regions and will help the policy makers to take 

the appropriate actions regarding the implications of the examined issues. 

Whilst the current study examined the marketing strategies and distribution channels that 

livestock farmers follow in two Objective One Regions and identified the factors behind 

such decisions, it did not examine farmers' reaction to potential changes in production and 

consumption areas. Thus, research should be undertaken in order to examine how farrners 

are likely to respond tofundamental changes regarding production and consumption issues 

mainly in Objective I regions where the fanning sector comprises an important pillar in 

their local economy. Such a study might provide policy implications regarding how tile 

stakeholders could help farmers in responding more accurately and efficiently in such 

changes. 

Although the current research examined the decision making of fanners regarding their 

marketing strategy selection and distribution channel utilization, it did not examine the 

succession process which is quite important for the future of faniling sector mainly in the 
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two examined Objective One Regions. Therefore, further reseqch, that will examine how 

the succession of the examined farms takes place in the examined regions and which 

factors affect it should be conducted in order to identify and propose actions that will help 

the young people to keep their fathers' farrn and stay in their places. 

Finally, this research consists of a preliminary study of examining fanners marketing 

behaviour in two Objective I areas in two different countries, As rural policy has been 

moved in Brussels, the valid and robust methodology that has been developed through this 

study can be used to identify farmers' marketing behaviour in further Objective I regions 

across E. U.. Thus, generalisations can be made regarding policy implications and strategic 

assistance in policy makers and stakeholders regarding the future of livestock sectors. 

All the proposed studies will contribute to the improvement of the Regional GDP and 

could make rural areas more attractive to young people in order to stay and work there. 
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CHAPTER15 

CONCLUSIONS 

This study examined the factors affecting the choice of distribution channels and marketing 

strategies of sheep and goat meat and milk producers in two case study areas; the Region 

of EMTh in Greece and the County of Cornwall in U. K., both of which have been 

designated by the E. U. as Objective I regions. These two study areas have many 

similarities and differences in the structure of their agricultural sector as well as ruminant 

livestock production being very important for the agricultural economy of both regions. 

Previously, McLeay et aL (1996) and Davies (2001) used multivariate statistical 

approaches to identify marketing strategies of, respectively, New Zealand intensive crop 

producers, and beef and sheep farmers in South West England. In particular, McLeay et al. 

(1996) used factor and cluster analysis along with bivariate tests, ANOVA and chi square 

tests in order to create the profiles of farrns and fanners characteristics. Davies (2001) 

extended that methodology by applying discriminant analysis to assess the predictive 

capability of the clusters to discriminate between strategic groups. 

In the present study, those methods have been extended even further. In addition to the 

methods used in the previous work, this study utilised non-parametric tests in order to 

profile each strategic group as they are more robust in using categorical data (Eddison 

2000; Kinnear and Gray 2000, Darren and Mallery 2001). In contrast to two previously 

mentioned studies, it also used non-parametric tests to check the interpretability and 

external validity of the clusters due to the existence of categorical data. Additionally, this 
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study used logistic regression analysis to examine, in a multivariate way, how the various 

factorsaffect farmers' marketing strategy because these factors and characteristics do not 

exist in isolation. 

This study has developed a robust methodology that can be applied to any study area in 

order to indentify the marketing strategies and distribution channels that farrn businesses 

adopt. In -doing so, this method can identify the factors that affect farmers' marketing 

strategy and outlet choice and to profile the fan-ners who choose each marketing strategy or 

distribution channel regarding their farm and personal characteristics. In other words, this 

study has developed a tool that can be use by the policy makers, NGO's, local and regional 

authorities and other stakeholders in order to explore farmers' marketing behaviour and be 

in a better position to provide useful strategic assistance. 

Moreover, this research proved that fan-ners even in isolated Objective I regions like 

EMTh and Cornwall who have small fanns, who are quite old and have a low level of 

education like the fanners examined in Greece, think and behave like entrepreneurs. This 

study identified that fanners make marketing decisions, follow business strategies, choose 

marketing channels as well as analyse conditions and examine factors in order to make 

their marketing decisions. 

The examination of fanners' marketing strategies provides suggestions regarding what 

fanners in the two examined study areas should do in order to become more efficient and 

profitable in the future. In particular, the fanners in EMT11 and Comwall in order to 

improve the efficiency and sustainability of their fan-n businesses should focus on 

increasing the productivity of their farrn by breeding animals that are characterized by high 

productivity; cultivate large areas in order to reduce their feeding costs; afid modernise the 

buildings and equipment of their farrn They should also aim to differentiate their farins by 
451 



Summary and Conclusions Chapter 15: 

adding value to their products, producing niche market products and establising their own 

retail outlets. They should try to become more market orientated in order to be in position 

to know, understand and meet consumers' requirements. Furthen-nore, the development of 

alternative sources of fan-n income such as the development of agrotourism or handicraft 

activities will contribute significantly to their farm income and consequently to their farm 

sustainability. 

This study provides insights in to the reasons that affect farmers' marketing decisions and 

can help the policy makers and extension workers to construct their master plans regarding 

the programming period 2007 - 2013, in such way that they can include actions and 

measures that will support fanners in making investments to increase the productivity of 

their fan-n; modernise the buildings and equipment of their fann; add value to their 

produce; and differentiate their fan-n. Moreover, the stakeholders should support fan-ners' 

attempts to create agrotourism activities - and alternative sources of rural income. 
I 

Additionally, the improvement of the Greek cooperative system and the development of 

professional training courses for the Greek farmers (mainly in production, management 

and marketing issues) will contribute to a better future for livestock fan-ning. Hence, the . 

results and suggestions of this study can help the stakeholders and policy makers to have a 

clear understanding about the marketing behaviour of the fan-ners and their decision 

making process enabling them to design programmes that are effective in assisting fan-ners 

to upgrade their competencies. Crucially, this study can contribute to the improvement of 

the GDP of the two examined regions regarding the livestock sector, and to stemming the 

migration of young people that live in those regions. 

Conclusively, this study consists of a useful preliminary study of examining farrners 

marketing behaviour in two Objective I regions in two different countries. A valid and 

robust methodology has been developed that can be used in order to identify farmers' 
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marketing behaviour in further Objective I regions across the UX and Europe. Hence, 

developing from this we are now in a position to fon-nulate a more generalized typology 

that will describe farmers' livestock and milk marketing strategies, which in turn can lead 

to generalisations that can be made regarding policy implications and strategic assistance 

by regional authorities for fanners that can be focused more precisely and effectively. 
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Appendix I 

APPENDIXI 

HYPOTHESES REGARDING THE MARKETING SURVEY IN 

THE SHEEP AND GOAT FARMERS IN THE REGION OF 

EAST MACEDONIAAND THRACE (EMTh) IN GREECE 

Ill: The sheep and goat fan-ners in Greece (Region of EMTh) can be classified to strategic 

groups regarding their livestock and milk marketing activities and business orientations. 

112: It is unlikely that the existing generic business or agricultural typologies can describe 

fanning businesses' marketing strategies in Greece at the beginning of the third millennium. 

113: The farm and fan-ner's characteristics do have significant impact on the selection of a 

particular livestock and milk marketing strategy by tile sheep and goat fan-ners in Greece. 

114: The factors (e. g sale price, loyalty, speed of payment) that influence sheep and goat 

Greek fanners to the selection of a particular livestock or milk marketing channel are 

significantly associated with tile selection of a specific livestock or milk marketing business 

strategy. 

115: The identified livestock and milk marketing business strategies are significantly related 

to the selection of particular livestock and milk marketing channels respectively. 

116: The fan-n and fan-ner's characteristics do have significant impact on the selection of a 

particular livestock and milk marketing channel by the slicep and goat fan-ners in Greece. 

117: The examined factors (e. g sale price, loyalty, speed of payment) do have significant 

impact on tile sheep and goat Greek fan-ners' selection about a particular livestock or 1-nilk 

marketing channel. 
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118: Information sources do have significant influence to the selection of a livestock and milk 

marketing business strategy. 

119: The sheep and goat farmers in the Region of EMTh follow similar livestock and milk 

marketing strategies. 

1110: The sheep and goat fan-ners in Greece are influenced by tile same factors regarding the 

selection of a particular livestock and milk marketing strategy. 
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APPENDIXII 

THE VARIABLES USED IN THE SURVEY CONDUCTED IN 

THE REGION OF EMTh IN GREECE REGARDING THE 

LIVESTOCK AND MILK MARKETING STRATEGIES 

FOLLOWED BY THE SHEEP AND GOAT FARMERS 

SHEEP AND GOAT LIVESTOCK MARKETING STRATEGIES 

A) Factors affecting the livestock distribution patterns of sheep and goat fariners in EMTh 

(Region of EMT11). 

(i) Fan-n Economics (5 point Likert Scale) 

VI. "I plan my production decisions by continually monitoring market prices". 

V2 I have the lowest possible input costs". 
I 

V3 I am aware of tile exact costs and returns for the meat I produce". 

V4. " Maximizing profit is my most important farming goal". 

V5. "Budgeting and planning to obtain the lowest possible farni costs is Ole most 

important management activity". 

V6. "When I have finished my livestock I must sell immediately and cannot afford 

to wait for prices to improve". 

V7. "I have no influence over the price I receive for my meat produce". 

(ii) Production Management (5 point Likert Scale) 

VS. "I continuallY update the production tccliniques I use to produce my meat". 

V9. "I focus on meat production". 
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VIO. "I breed animals which require special knowledge and equipment or facilities 

that other fanners do not have'. 

VI 1. "1 maximize meat quality by using special techniques e. g. artificial 

insemination". 

V 12. "1 adapt my enterprise mix to minimize risk". 

V13. "I always set a side a proportion of my flock to experiment with livestock 

techniques relative to meat production I am not familiar". 

V14. "High animal welfare standards are important to my production methods" 

VI 5. "Intensive production methods are important to my farm business operation". 

(iii) Marketing awareness (5 point Likert Scale) 

V16. "I have detailed knowledge of the distribution channels my meat pass i 

through after it leaves the farrn". 

V 17.1 produce specialty, niche products e. g. organic". 

V 18. "1 deal with a minimum number of marketing outlets so that I can maintain a 

good relationship with these channel members e. g dairy finns". 

V19. "I own or manage facilities that are normally owned by middlemen further 

doWn the meat distribution chain e. g. farm shop, meat processing plant". 

V20. "I continually seek out new market outlets to sell new local milk processing 

plant". 

V21. I plan my production to coincide with seasonal fluctuations". 

(iv) Farmers' psychological factors (5 point Likert Scale) 

V22. "Sheep/Goat Producers in my area are my main competitors". 

V23. "Keeping the knowledge I have from other fanners is essential to my farm 

profitability". 

(V) Extemal environmental issues (5 point Likert Scale) 

V24. "Policies of other countries have little influence on iny farin profitability 

relative to meat sector". 
IV 
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V25. "Disease is the major cause of fluctuations on my fann returns". 

B) Fan-n Characteristics. 

V26. " Size of the land the fanner fanned in the year 2001". 

V27. "Size of the land that was allocated by the fan-ners to his sheep and goat 

enterprise in 2001". 

V28. "Size of the total flock (sheep and goat excluded young animals) in 2001". 

V29. "Volume of slaughtered sheep and goat (all ages) in 2001 ". 

V30. "Volume of milk production in 2001". 

V31 "Area of farm that the fanner owned in 2001". 

V32. "Area of farm that the fan-ner rent or leased from other fanners in 2001". 

V33. "Area of farm that the fan-ner rent or leased to other fanners in 2001". 

C) Fanner's Characteristics. 

V34. "The fanner is involved in fann related activities away from his fann e. g. 

Meeting in the Local Agricultural Cooperative, at market, other (YES/NO)". 

V35. The fan-ner is working and earning incorne at anotherjob away from his farni 

e. g. for other fanners, in a business, other (YES/NO)". 

V36. "Number of years that the fanner has been involved in livestock fanning 

(sincc the agc of 16)". 

V37. "Number of years that the farnier has been in charge of making decisions on 

a livestock fan-n". 

V38. "Hold of position (by the fan-ner) of more responsibility than non-nal voting 

member within an agricultural cooperative (YES/NO)". 

V39. "Hold of position (by tile fan-ner) of more responsibility than non-nal voting 

member within a fanning orgailisation (YES/NO)". 

V40. "Hold of position (by tile farnier) of more responsibility than nornial voting 

member within a noil fan-n business that the farmer own (YES/NO)". 

V 
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V41. "Hold of position (by the fanner) of more responsibility than normal voting 

member by directing or managing a non fann business that the fan-ner does not 

own (YES/NO)". 

V42. "Fanner's previous non fann working experience (YES/NO)". 

V43. "What is the fan-ner's debt service (interest and principal payments) as a 

proportion of his farm income for the financial year of 2001". 

V44. "What percentage of the fanner's fanii income was derived from his 

sheep/goat enterprise". 

V45. "Fanner's financial perforinance compared to other livestock farmers (below 

average, average, above average)". 

V46. "Fanner's age". 

V47. "Fan-ner's level of education". 

V48. "Member of Agricultural Cooperative (YES/NO)". 

V49. "Fanner's livestock prices compared to the prices of the other sheep/goat 

producers (below average, average, above average)". 

D) Factors that influence the sheep and goat fanners in Greece(Region of EMTh) to Choose a 

particular livestock marketing channe](5 point Linkert Scale). 

V50. "Sale price". 

V5 1. "Capability of the buyer to purchase large quantities of livestock". 

V52. "Loyalty". 

V53. "Speed of payment". 

V54. "Personal relationships". 

V55. "Monopolistic phenomena". 

V56. "Experimenting with different marketing channels". 

V57. -Srnall quantity of lambs". 

V58. "The farnier is not interested in selling his livestock". 

V59. "Most fan-ners prefer tile sarne marketing outlet". 
VI 
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V60. "The fanner is interested in selling in live weight". 

V61. "Local demand". 

V62. "The fanner sold the lambs late". 

V63. "Wholesalers issue invoices which means that the fan-ner will get the VAT 

back". 

V64. "There is not enough space to stock the lambs". 

V65. "The fanner get used to sell his livestock through a particular marketing 

channel". 

V66. "Contractual obligations". 

E). Type of Infonnation sources 

V67. "Newspapers". 

V68. "The fan-ner's files". 

V69. "Cooperative Organisations". 

V70. "Other fan-ners". 

V71. "Govemmental Bodies". 

V72. "Agricultural Joumals". 

V73. "TV - Radio". 

V74. "Family". 

V75. "Livestock dealers". 

V76. "Livestock, Meat and Milk Buyers". 

V77. "Representative of feed companies". 

V78. "Veterinarians". 

V79. "Agricultural Bank". 

F) Type of Infon-nation 

V80. "Livestock prices (liveweight)". 

V81. "Meat prices (carcass)". 

V82. "Milk prices". 
vil 
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V83. "Production techniques". 

V84. "Animal diseases". 

V85. "Finance". 

V86. "Consumer preferences and attitudes". 

SHEEP AND GOAT MILK MARKETING STRATEGIES 

A) Factors affecting tile milk distribution pattems of sheep and goat fan-ners in Greece 

(Region of EMTh). 

(i) Farm Economics (5 point Likert Scale) 

VI. "I plan my production decisions by*continually monitoring market prices". 

V2. I have the lowest possible input costs". 

V3. I am aware of the exact costs and returns for the milk I produce". 

V4. " Maximizing profit is my most important fanning goal". 

V5. "I have no influence over the price I receive for my milk produce". 

V6. "Budgeting and planning to obtain the lowest possible fan-n costs is the most 

important management activity". 

(ii) Production Management (5 point Likert Scale) 

V7. "I continually update the production techniques I use to produce rny milk". 

V8. I focus on milk production". 

V9. "I breed animals which require special knowledge and equipment or facilities 

that other fanners do not have". 

V 10.1 maximize milk quality by using special techniques e. g. special nutrition". 

V 11. "1 adapt my enterprise mix to minimize risk". 

V12. "I always set a side a proportion of my flock to experiment with livestock 

techniques relative to milk production that I arn not familiar". 

V 13. "High animal welfare standards are important to my production metliods*'. 

V14. "Intensive production methods are important to my farrn business operation". 

Vill 
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(iii) Marketing awareness (5 point Likert Scale) 

V15. "I have detailed knowledge of the distribution channels that my milk passes 

through after it leaves the fann". 

V16. "I produce specialty, niche products e. g. organic". 

V17. "I deal with a minimum number of marketing outlets so that I can maintain a 

good relationship with these channel members e. g. dairy firrns". 

V18. "I own or manage facilities that are normally owned by middlemen further 

down the milk distribution chain, e. g. fan-n shop, milk processing plant". 

V19. "I continually seek out new market outlets to sell new local milk-processing 

plant". 

(iv) Fan-ners' psychological factors (5 point Likert Scale) 

V20. "Sheep/Goat Producers in rny area are rny main competitors". 

V21. "Keeping knowledge I have from other fanners is essential to illy fann 

profitability". 

External environmental issues (5 point Likert Scale) 

V22, "Policies of other countries have little influence on my farrn profitability 

relative to milk sector". 

V23. "Disease is the major cause of fluctuations on nly faml returns". 

V24. "The Common Agricultural Policy has the most important ilifluence over my 

farrn profitability". 

B) Fan-n Characteristics. 

V25. " Size of tile land that the fan-ner fanned in tile year 2001 ". 

V26. "Size of tile land that was allocated by tile fan-ner to Ilis sheep and goat 

enterprise in 2001". 

V27. -Size of the total flock (slicep and goat excluded young animals) in 2001 ". 

V28. "Volume of slaughtered slicep and goat (all ages) in 2001 

V29. "Volurne of milk production in 2001 
Ix 
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V30. "ATea of fan-n that the farinCT owned in 2001". 

V31. "Area of farm that the fanner rent or leased from other farmers in 2001". 

V32. "Area of farm that the fan-ner rent or leased to other fan-ners in 200 1 

Fanner's Characteristics. 

V33. "The fan-ner is involved with farm related activities away from his farrn e. g. 

Meeting in the Local Agricultural Cooperative, at market, other (YES/NO)". 

V34. " The fanner is working and earning income at another job away from his 

fann e. g. for other farmers, in a business, other (YES/NO)". 

V35. "Number of years that the fan-ner has been involved in livestock farming 

(since the age of 16)". 

V36. "Number of years that the fanner has been in charge of making decisions on 

a livestock fann". 

V37. "Hold of position (by the fanner) of more responsibility than non-nal voting 

rnýrnber within an agricultural cooperative (YES/NO)". 

V38. "Hold of position (by the fan-ner) of more responsibility than non-nal voting 

member within a fan-ning organisation (YES/NO)". 

V39. "Hold of position (by the fanner) of more responsibility than non-nal voting 

member within a non farrn business that the fan-ner own (YES/NO)". 

V40. "Hold of position (by the fan-ner) of more responsibility than normal voting 

member by directing or managing a non farm business that the farrner does not 

own (YES/NO)". 

V41. "Fanner's previous non farrn working experience (YESINO)". 

V42. "What is the fanner's debt service (interest and principal payments) as a 

proportion of his fann income for tile financial year of 2001 ". 

V43. "What percentage of tile fanner's fann income was derived f rom ], is 

sheep/goat enterprise". 

x 
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V44. "Farmer's financial performance compared to other livestock farmers (below 

average, average, above average)". 

V45. "Farmer's age". 

V46. "Farmer's level of education". 

V47. "Member of Agricultural Cooperative (YES/NO)". 

V48. "Fanner's milk prices compared to the prices of the other sheep/goat 

producers (below average, average, above average)". 

D) Factors influence sheep and goat fan-ners in Greece 
-(Region 

of EMTII) to choose a 

particular milk marketing channel(5 point Linkert Scale). 

V49. "Sale price". 

V50. "Quantity of milk". 

V51. "Loyalty". 

V52. "Speed of payment". 

V53. "Personal relationships". 

V54. "Monopolistic phenomena". 

V55. "Experimenting with different marketing channels". 

V56. "Small quantity of larnbs". 

V57. "Tile fanner is quite old to stock tile flock". 

V58. "Tbe fan-ners in not interested in selling bis milk". 

V59. "There is not buyer for the milk in the area". 

V60. "Isolation of the faun". 

V61. "The fanner wants to add value to his product". 

V62. "Tile same buyer buys tile cow and tile sheep/goat milk". 

V63. "Easy delivery of the milk". 

V64. "Small distance from the marketing outlet". 

V65. "Easements of payment by the buyer". 

xi 
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V66. "Most fanners prefer the same marketing outlet". 

V67. "The fan-ner sold the lambs late". 

V68. "The goats are free to the mountain during the daylight". 

V69 "The fanner get used to sell his milk through the same marketing channel". 

V70. "Focus on meat production". 

V71. "The reputation of the buyer that is a good businessman". 

E) ype of Infon-nation sources 

V72. "Newspapers". 

V73. "The fan-ners files". 

V74. "Cooperative Organisations". 

V75. "Other fan-ners". 

V76. "Governmental Bodies". 

V77. "Agricultural Journals". 

V78. "TV - Radio". 

V79. "Family". 

V80. "Livestock dealers". 

V81. "Livestock, Meat and Milk Buyers". 

V82. "Representative of feed companies". 

V83. "Veterinarians". 

V84. "Agricultural Banks". 

F) Type of Infon-nation 

V85. "Livestock prices (liveweight)". 

V86. "Meat-prices (carcass)". 

V87. "Milk prices". 

V88. "Production techniques". 

V89. "Animal diseases". 

V90. "Finance". 
xil 
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V91. "Consumer preferences and attitudes". 

X111 



Appendix III 

APPENDIX III 

HYPOTHESES REGARDING THE MARKETING SURVEY IN 

THE SHEEP AND DAIRY COW FARMERS IN THE COUNTY 

OF CORNWALL IN U. K. 

III: The sheep and dairy cow farmers in the County of Cornwall (U. K. ) can be classified to 

strategic groups regarding their livestock and milk marketing activities and business 

orientations respectively. 

112: It is unlikely that the existing generic business or agricultural typologies can describe 

fan-ning businesses' marketing strategies at the beginning of the third millennium. 

113: The fan-n and fanner charactefistics do have significant impact to tile selection of a 

particular livestock and milk marketing strategy by the sheep and dairy cow farmers 

respectively in Cornwall. 

114: The factors that influence sheep and dairy cow Comisli Canners to the selection of a 

particular livestock and milk marketing channel respectively are significantly associated with . 

the selection of a specific livestock and milk marketing business strategy. 

115: Tlie identified livestock and rnilk marketing strategies are significantly related to the 

selection of particular livestock and milk marketing channels respectively. 

116: The fann and fanner*s characteristics do have significant impact to tile selection of a 

particular livestock and milk marketing channel by the sheep and dairy cow farmers 

respectively in Cornwall. 

x1v 
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H7: The factors that influence the sheep and dairy cow Cornish fanners to the selection of a 
I 

particular livestock and milk marketing channel respectively are significantly related to the 

selection of a particular livestock and milk marketing channel. 

H8: Information sources do have significant influence to the selection of a livestock and milk 

marketing business strategy. 

119: The sheep and dairy cow fanners in the County, of Cornwall follow similar marketing 

strategies. 

1110: The sheep and dairy cow farmers in the County of Cornwall are influenced by the same 

factors regarding the selection of a particular livestock and milk marketing strategy. 

1111: The sheep and goat fanners in Region of EMTh (Greece) flollow similar livestock 

marketing strategies with the sheep fan-ners in the County of Cornwall (U. K). 

1112: The sheep and goat fan-ners in Region of EMTh (Greece) are influenced by the sarne 

factors regarding the selection of a particular livestock marketing strategy with the sheep 

fanners in the County of Cornwall (U. K. ). 

1113: The sheep and goat farmers in Region of ENITh (Greece) follow similar milk rnarkcting 

strategies with the dairy cow fan-ners in the County of Cornwall (U. K. ). 

1114: The sheep and goat fan-ners in Region of EMTh (Greece) are influcneed by tile same 

factors regarding the selection of a particular milk marketing strategy with the dairy cow 

fan-ners in the County of Cornwall (U. K. ). 
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APPENDIXIV 

THE VARIABLES USED IN THE SURVEY CONDUCTED IN 

THE COUNTY OF CORNWALL REGARDING MARKETING 

STRATEGIES FOLLOWED BY THE SHEEP AND DAIRY 

COW FARMERS 

SHEEP LIVESTOCK MARKETING STRATEGIES 

E) Factors affecting tile livestock distribution pattefns of sheep farmers in U. K. (County of 

Comwall). 

(vi) Farm Economics (5 point Likert Scale) 

VI. I plan my production decisions by continually monitoring market prices". 

V2 I have the lowest possible input costs". 

V3 "I am aware of the exact costs and returns for the meat I produce". 

V4. "I work out tile differences in returns resulting forrn selling livestock via 

different marketing outlets e. g. livestock markets". 

V5. "Maximizing profit is my most important fanning goal". 

V6. "I have no influence over the price I receive for my produce". 

V7. "I have an easy access to capital and so farrn is less constrained way compared 

to other fanners". 

V8. "Budgeting and planning to obtain the lowest possible fan-n costs is tile most 

important management activity". 

V9. "When I have finished rny livestock I must sell immediately and cannot afford 

to wait for prices to improve". 
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(Vii) Production Management (5 point Likert Scale) 

V 10.1 continually update the production techniques I use to produce my meat". 

V 11. '. '1 have extremely flexible production plans". 

V12. "l produce livestock which requires specialist knowledge and equipment or 

facilities that other fanners do not have". 

V13. "I maximize carcass quality by using specialist techniques e. g. artificial 

insemination". 

V14. "I use special techniques to gain the highest quality premium for my 

livestock. " 

V15. "I produce livestock which are of a different quality than those produced by 

other fan-ners. " 

V 16. "1 adapt my enterprise mix to minimize risk. " 

V17. "I set a side a proportion of my production flock to experiment with livestock 

techniques relative to meat production I am not farniliar". 

VI 8. "My most important production activity is continually monitoring the quality 

of my livestock". 

V19. "I increase my farm business success by producing quality livestock which I 

sell by fon-nal or infonlial contract". 

V20. I produce livestock on a trial basis for feed companies or retailers". 

V21. "High animal welfare standards are important to my production methods. " 

V22. "Being able to trace livestock back to source is essential to my farni business 

operation". 

V23. "Intensive production methods are important to my farrn business operation". 

(viii) Marketing awareness (5 point Likert Scale) 

V24. -I simultaneously plan production and sale decisions". 

V25. "I produce livestock which mect market requirements". 

V26. "I meet market requirements by adapting my production methods". 
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V27. "I have detailed knowledge of the distribution channels my livestock moves 

through after it leaves the farrn". 

V281 produce specialty, niche products e. g. organic". 

V29. I understand detailed market requirements for the livestock I produce". 

V30. "I continually monitor market infon-nation other than price to plan my sales 

and production decisions". 

V31. "I am personally involved with pff farrn marketing activities e. g. producer 

groups". 

V32. "I deal with a minimum number of marketing outlets so that I can maintain a 

good relationship with these channel members e. g. meal processing plants". 

V33. "I own or manage facilities that are normally owned by middlemen further 

down the meat distribution chain e. g. farm shop, meat processing plant". 

V34. "I continually seek out new market outlets to sell new producer group, direct 

to abattoir". 

V35. I plan my production to coincide with seasonal fluctuations". 

V36. I increase my farm profitability by satisfying the buyers of my produce". 

V37. "I increase my farm business success by understanding the needs and wants 

of tile final consumer". 

(ix) Fanners' psychological factors (5 point Likert Scale) 

V38. I am not in competition with overseas livestock producers". 

V39. "My main competitors are a small number of special producers". 

V40. "Comish farmers are my main competitors". 

V41. "Keeping knowledge I have from other fan-ners is essential to rny farm 

operation". 

(X) External envi roil ril ental issues (5 point Likert Scale) 

V42. "Policies of other countries have little influence on my fan-n profitability-. 

V43. "Disease is tile major cause of fluctuations oil my fan-n returns". 
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V44. "The Common Agricultural Policy has the most important influence over my 

farm profitability". 

F) Fan-n Characteristics. 

V45 " Size of the land the fan-ner fan-ned in the year 2002". 

V46. "Size of the land that was allocated to the sheep enterprise in 2002". 

V47. "Size of the total flock (sheep and goat excluded young animals) in 2002". 

V48. "Volume of slaughtered sheep and goat (all ages) in 2002". 

V49 "Area of farrn the fanner owned in 2002". 

V50. "Area of fann the fanner rent or leased from other fan-ners in 2002". 

V51. "Area of farrn the fan-ner rent or leased to other fanners in 2002". 

V52 "Livestock quota leased to other fanners". 

V53. "Livestock quota leased from other fan-ners". 

G) Farmer's Characteristics. 

V54. "The fan-ner is doing farrn related activities away from his farrn e. g. NFU 

meetings, producer group meetings, at market, other (YES/NO)". 

V55. The fan-ner working and carning incorne at another job away from his fan-n 

e. g. for other fan-ners, in a business, other (YES/NO)". 

V56 "Number of years the fanner has been involved in livestock fanning (since 

the age of 16)". 

V57. "Number of years tile farmer has been in charge of making decisions oil a 

livestock fan-n (since the age of 16)". 

V58. "Number of years the fan-ner worked oil the current farm (since tile age of 

16)". 

V59. "Number of years the fanner has been in charge of making decisions of his 

current farni (since the age of 16)". 

V60. "Hold of position (by tile fan-ner) of more responsibility than non-nal voting 

member with a marketing cooperative (YES/NO)". 
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V61. "Hold of position (by the farmer) of more responsibility than normal voting 

member with a fanning organisation (YES/NO)". 

V62. "Hold of position (by the farmer) of more responsibility than non-nal voting 

member with a non fann business the fanner own (YES/NO)". 

V63. "Hold of position (by the farmer) of more responsibility than normal voting 

member by directing or managing a non farm business that the fan-ner does not 

own (YES/NO)". 

V64. "Years of farmer's previous non farm working experience". 

V65. "What is the fanner's debt servic*e (interest and principal payments) as a 

proportion of his farrn income for the financial year of 2002". 

Y66. "What percentage of the fan-ner's farrn income came from his sheep 

enterprise". 

V67. "Farmer's financial perfon-nance compared to other livestock fan-ners (below 

average, average, above average)". 

V68. "Fanner's age". 

V69. "Fan-ner's level of educdtiop". 

V70 "is the farrn located in Less Favoured Area (YES/NO). 

V71. "Member of a Group Marketing Scheme (YES/NO)". 

V72. "The distance the farmer's livestock has to travel to his main marketing 

channel". 

V73. Which classification categories the majority of the fanner's livestock falls 

into the Carcass Classification Grid". 

V74. "Fan-ner's livestock prices compared to the prices of other sheep/goat 

producers (below average, average, above average)". 

V75. "Use of adding value activities". 
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H) Factors influence shegp farmers in U. K. (County of Comwall) to choose a particular 

livestock marketing channel(5 point Likert Scale). 

V76 "Sale price". 

V77. "Transportation cost". 

V78. "Marketing cost". 

V79. "Infonnation about prices". 

V80. "Fanner's time". 

V81. "Loyalty". 

V82. "Convenience". 

V83. "Competitive offers". 

V84. "Access to more buyers". 

V85. "Grading uncertainty". 

V86. "Experimenting with different marketing channels". 

V87. "Higher expected retums". 

V88. "Speed of payment". 

V89. "Quality of livestock". 

V90. "Social aspects". 

V91. "Contractual obligations". 

V92. "Proximity to fanil". 

V93. "Animal welfare". 

V94. "Bargaining strength". 

V95. "Ability to withdraw livestock". 

V96. "Easy for parking, unloading and cleaning vellicles", 
I E) Tvne of Infon-nation sources 

V97. "Land Agents/Auctioncers". 

V98. "Agricultural journals". 
I 

V99. "Radio / TV". 
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V 100 "My bank manager". 

V 10 1. "Other fanners". 

V 102. "Family members". 

V 103. "Livestock dealers". 

V 104. "Feed company representatives". 

V105. "Business consultants". 

V 106. "Newspapers". 

V 107. "The farmers files". 

V108. "Trade literature". 

V109. "Meat and Livestock Commission". 

VI 10 "Govemmental Bodies". 

VI 11. "Fan-ner's accountant". 

VI 12. "National Fanners Union". 

V 113. "Producer Group". 

V 114. "Abattoir Agents". 

VI 15. "Intemet". 

. VI 16. "Marketing Groups". 

F) Type of Information 

VI 17 "National livestock prices". 

V 118 "Local livestock prices". 

VI 19 "Overseas livestock prices". 

V 120 "Quality prernia / penalties". 

V 121 "Production techniques". 

V 122 "Management practices". 

V 123 "Animal diseases-. 

V 124 "Consurner information". 

V 125 "Financial". 
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V126 "Producer group infonnation". 

V127 "Classification". 

DAIRY COW MILK MARKETING STRATEGIES 

A) Factors affecting the milk distribution pattems of dairy cow fan-ners in U. K. (Count 

of Comwall). 

Fah-n Economics (5 point Likert Scale) 

V I. I plan my production decisions by continually monitoring market prices". 

V2 I have the lowest possible input costs". 

V3 I am aware of the exact costs and returns for the milk I produce". 

V4. "I work out the differences in returns resulting from selling milk via different 

marketing outlets e. g. milk processing plants". 

V5. "Maximizing profit is my most important fan-ning goal". 

V6. I have no influence over the price I receive for my produce". 

V7. "I have an easy access to capital and so fan-n is less constrained way compared 

to other fan-ners". 

V8. "Budgeting and planning to obtain the lowest possible fan-n costs is the most 

important management activity". 

V9. "When I have finished my livestock I must sell immediately and cannot afford 

to wait for prices to improve". 

(ii) Production Management (5 point Likert Scale) 

V 10.1 continually update the production techniques I use to produce my milk". 

V 11. "I have extremely flexible production plans". 

V12. "I breed dairy cows which requires special knowledge and equipment or 

facilities that other farmers do not have". 

V13. "I maximize milk quality by using special techniques e. g. artificial 

insemination". 
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V14. "I use special techniques to gain the highest quality premium for my milk". 

* 15. "1 produce a different quality milk than those produced by other fan-ners". 

* 16. "1 adapt my enterprise mix to minimize risk". 

VIT "I set a side a proportion of my production herd to experiment with livestock 

techniques I am not familiar". 

VI 8. "My most important production activity is continually monitoring the quality 

of my milk". 

V 19. "High animal welfare standards are important to my production methods". 

(iii) Marketing awareness (5 point Likert Scale) 

V20. "I simultaneously plan production and sale decisions". 

V21. "I produce milk which meets market requirements". 

V22. "I meet market requirements by adapting my production methods". 

V23. "I have detailed knowledge of the distribution channels my milk moves 

through after it leaves the fann". 

V241 produce specialty, niche products e. g. organic". 

V25. I understand detailed market requirements for the milk I produce". 

V26. "I continually monitor market infon-nation other than price to plan my sale 

and production decisions". 

V27. "I am personally involved with off farm marketing activities e. g. producer 

groups9% 

V28. "I deal with a minimum number of marketing outlets so that I can maintain a 

good relationship with these channel members e. g. milk marketing cooperative 

group, big national dairy company". 

V29. "I own or manage facilities that are nonnally owned by Middlemen further 

down the milk distribution chain e. g. milk processing plant-. 

V30. "I continually seek out new market outlets to sell e. g. new dairy conipany". 

V3 1.1 increase my farrn profitability by satisfying the buyers of illy produce-. 
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V32. "I increase my farm business success by understanding the needs and wants 

of the final consumer". 

Farmers' psychological factors (5 point Likert Scale) 

V33. "I am not in competition with overseas dairy cow producers". 

V34. "My main competitors are a small number of special producers". 

V35. "Cornish fan-ners are my main competitors". 

V36. "Keeping knowledge I have from other farmers is essential to my farm 

operation". 

External environmental issues (5 point Likert Scale) 

V37. "Policies of other countries have little influence on my fan-n profitability". 

V38. "Disease is the major cause of fluctuations on my farm returns". 

V39. "The Common Agricultural Policy has the most important influence over my 

farrn profitability". 

B) Fan-n Characteristics. 

V40 " Size of the land the fanner fanned in the year 2002". 

V41. "Size of the land that was allocated to the dairy cow enterprise in 2002". 

V42. "Size of the total herd in 2002". 

V43. "Volume of milk production in 2002". 

V44 "Area of farm the fan-ner owned in 2002". 

V45. "Area of farm the fan-ner rent or ]eased from other fan-ners in 2002". 

V46. "Area of farm the farmer rent or leased to other farniers in 2002". 

V47. "Milk quota ]eased to other fanners". 

V48. "Milk quota ]eased from other fan-ners". 
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Farmer's Characteristics. 

V49. "The fanner is doing farm related activities away from Ilis farm e. g. NFU 

meetings, producer group meetings, at market, other (YES/NO)". 

V50. The farmer is working and earning income at another job away from his farm 

e. g. for other fanners, in a business, other (YES/NO)". 

V51 "Number of years the fan-ner bas been involved in dairy farrning (since the 

age of 16)". 

V52. "Number of years the fanner has been in charge of making decisions on a 

dairy fann. (since the age of 16)". 

V53. "Number of years the farmer worked on the current farm (since tile age of 

16)". 

V54. "Number of years the farmer has been in charge of making decisions of his 

current farrn (since the age of 16)". 

V55. "Hold of position (by the farmer) of more responsibility than non-nal voting 

member within a milk marketing cooperative group (YES/NO)". 

V56. "Hold of position (by the fan-ner) of more responsibility than non-nal voting 

member within a fan-ning organisation (YES/No)". 

V57. "Hold of position (by the farmer) of more responsibility than non-nal voting 

member within a non farrn business the fanner own (YES[NO)II. 

V58. "Hold of position (by the fanner) of more responsibility than non-nal voting 

member by directing or managing a non farm business that the fan-ner does not 

own (YES/NO)". 

V59. "Years of fan-ner's previous non farrn working experience". 

V60. "What is tile fan-ner's debt service (interest and principal payments) as a 

proportion of his fami income for the financial year of 2002". 

V61. "What percentage of the fan-ner's fan-n income came from his dairy cow 

enterprise". 
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V62. "Fanner's financial perforinance compared to other dairy cow farmers 

(below average, average, above average)". 

V63. "Fanner's age". 

V64. "Fanner's level of education". 

V65 "Is the farrn located in Less Favoured Area (YES/NO). 

V66. "Member of a Group Marketing Scheme (YES/NO)". 

V67. "Fan-ner's livestock prices compared to the prices of other sheep/goat 

producers (below average, average, above average)". 

V68. "Use of adding value activities". 

D) Factors influence dairy cow farmers in U. K. (County of Comwall) to choose a 

particular livestock marketing channel(5 point Likert Scale). 

V69. "Sale price". 

V70. "Transportation cost". 

V71. "Marketing cost". 

V72. "Infon-nation about prices". 

V73. "Fan-ner9s time". 

V74. "Loyalty". 

V75. "'Convenience". 

V76. "Competitive offers". 

V77. "Grading uncertainty". 

V78. "Experimenting with diffcrent markcting channels". 

V79. "Higher expected retunis". 

V80. "Speed of payment". 

V81. "Quality of livestock". 

V82. "Social aspects". 

V83. "Contractual obligations-. 

V84. "Bargaining strength". 

xxvil 



Appendix IV 

E) Type of Information sources 

V85. "Land Agents". 

V86. "Agricultural journals". 

V87. "Radio / TV". 

V88 "My bank manager". 

V89. "Other fanners". 

V90. "Family members". 

V91. "Livestock dealers". 

V92. "Feed company representatives". 

V93. "Business consultants". 

V94. "Newspapers". 

V95. "The fanners files". 

V96. "Trade literature". 

V97. "Milk Development Council". 

V98 "Governmental Bodies". 

V99. "Fan-ner's accountant". 

V 100. "National Fanners Union". 

VIOL "Milk Marketing Group". 

V 102. "Dairy Companies ". 

V 103. "Internet". 

V 104. "Veterinarian". 

F) Type of Infon-nation 

V 105 "National milk prices". 

VI 06 "Local milk prices". 

V 107 "Overseas milk prices". 

V108 "Quality premia / penalties". 

V 109 "Production techniques". 
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VI 10 "Management practices". 

VIII "Animal diseases". 

VI 12 "Consumer information". 

VI 13 "Financial". 

V 114 "Milk Marketing group infonnation". 
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APPENDIX V 

SUPPORTING LETTER BY THE PRESIDENT OF THE 

PREFECTURAL AUTHORITY OF DRAMA - KAVALA - 

XANTHI REGARDING THE MARKETING SURVEY IN THE 

SHEEP AND GOAT FARMERS IN THE REGION OF EMTh in 

GREECE 

HELLENIC DEMOCRACY Xanthi 11/ 0412002 
PREFECTURALAUTTIORITY Reg. No: GPS CýaS 
OF DRAALA - KkVALA -XANT-HI 
CENTRAL OFFICE 

Central Square and Thermopilon 1 
67100, Xanthi. Greece 
Tel: -30 -541 

070108 

Fax: -30 541 070109 
E-Mail. 
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SURVEYS IN THE SHEEP AND DAIRY COW FARMERS IN 

THE COUNTY OF CORNWALL IN U. K. 
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Covering letter used for the marketing survey in the sheep farmers in Cornwall 

Survey supported by: 
sit, 

Facult), of Land, Food and Leisure 
Seale I la)ne Campus 

University of Plymouth 
Newton Abbot 
Devon TQ 12 6NQ 

Tel. 0 1626 325664 
Fax. 0 1626 325657 
e-mail: lisourgiannisCa plymoutli-ac. uk 

July 2003 

Dear NFU member 

LIVESTOCK MARKETING SURVEY FOR FINISHED LAMB IN CORNWALL 

I am currently studying for a PhD entitled "Marketing strategies of livestock enterprises in Objective One 
Regions: A comparative study between Greece and United Kingdom". As you are no doubt aware there have 
been major structural changes in meat and livestock distribution over recent years for a variety of reasons 
(including the Foot and Mouth Outbreak) resulting in significant changes in the way livestock is sold. 

The primary aim of the enclosed survey is to investigate the reasons livestock producers select a particular 
marketing channel (e. g. livestock markets, direct to abattoir, electronic auctions), to establish if there is a link 
between farm/farmer characteristics and the channels they select and to identify changes in the use of marketing 
channels due to the recent Foot and Mouth outbreak. 

I am using essentially the same questionnaire that I used last spring in the North East part of Greece (which is 
similar in population size to Cornwall). I plan to make a comparison between the types of marketing channel 
used by farmers in the two study areas. 

Very little research has so far been undertaken on this topic and the supporting organizations acknowledge the tý :D importance of developing a greater understanding of the types of marketing strategies that farmers adopt in 
response to the increasing pressures that confront them. 

This research has the full support of the National Farmers Union (who have kindly allowed me to use their 
membership database) according to following statement: 

-The NFUfidly supports the research that Lambros is undertaking. The. /bol and mouth disease outbreak of 2001 had a serious impact on so many areas qf the agricultural industry and the wider economy qf the South 
West region. We lookfonvard to seeing the results of this study. 

I would be extremely grateful if you could complete the questionnaire and return in the enclosed pre-paid 
envelope. Every completed questionnaire that is returned to me will make the research results more accurate and 
effective. Whilst I realize that the questionnaire is long, you will see that the majority of questions may be 
simply answered by either entering a number in a box or by a tick and should take approximately 20 minutes to 
complete. 

I would like to emphasize that all the information collected will be treated in the strictest confidence and it 
will not be possible to identify any data given by any particular producer in the research results. 

I would like to thank you in advance for your co-operation and assistance and look forward to receiving the 
questionnaire by the closing date: Thursday 31" of July 2003. 

Yours Sincerely 

Lambros Tsourgiannis 
Postgraduate Research Student 
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Reminding letter used for the marketing survey in the sheep farmers in Cornwall 

Survey supported by: .4t. Jtr 

YMO 

Faculty of Land, Food and Leisure 
Scale Ilayne Campus 

University of Plymouth 
Newton Abbot 
Devon TQ 12 6NQ 

Tel. 0 1626 325664 
Fax. 01626 325657 
e-mail: ltsoui-gianiiisCaplyinoutli. ac. uk 

18" August 2003 

Dear NFU member 

LIVESTOCK MARKETING SURVEY FOR FINISIIED LAMB IN CORNWALL 

I wrote you little while ago asking if you would kindly help me with the above survey. 

If you have returned the questionnaire, I thank you very much indeed for your help and apologise for troubling 
you unnecessarily. 

If however you have not been able to reply, I very much hope that you will find it possible to answer the 
questionnaire and returned it to me in the pre-paid envelope provided. I appreciate that you have pressures oil 
your valuable time but in order to make the research results as effective and accurate as possible I would like to 
ensure that the survey is as complete as possible. 

The primary aim of the enclosed survey is to investigate the reasons livestock producers select a particular 
marketing channel (e. g. livestock markets, direct to abattoir, electronic auctions), to establish if there is a link 
between farni/farmer characteristics and the channels they select and to identify changes in the use of marketing 
channels due to the recent Foot and Mouth outbreak. 

I am using essentially the same questionnaire that I used last spring in the North East part of Greece (which is 
similar in population size to Cornwall). I plan to make a -comparison between tile types of marketing channel 
used by farmers in tile two study areas 

This research has the full support of the National Farmers Union (\\,, Iio have kindly allowed me to use their 
membership database). Very little research has so far been undertaken oil this topic and the Supporting 
organizations acknowledge the importance of developing a greater understanding of the types of marketing 
strategies that farmers adopt in response to the increasing pressures that confront them. 

I would like to emphasize that all the information collected will be treated in the strictest confidence and it 
will not be possible to identify any data given by any particular producer in the research results. 

I would like to thank you in advance for your co-operation and assistance and look forward to receiving tile 
questionnaire by tile closing date: Monday 8th September 2003 

Yours Sincerely 

Lambros TSOUrgiannis 
Postgraduate Research StUdent 
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Covering letter used for the marketing survey in the dairy cow farmers in Cornwall 

Survey suppotled by: 
k01. 

it . 
JI 

mu, m Mm 4 ME Facult)of Land, Food and Leisure 
Seale Ilayne Campus 

University of Plyrnoutil 
Newton Abbot 
Devon TQ12 6NQ 

Tel. 0 1626 325664 
Fax. 0 1626 325657 
e-mail: ltsourgiannisCa plyniouth. ac. uk 

July 2003 

Dear NFU member 

LIVESTOCK MARKETING SURVEY FOR COW MILK IN CORNWALL 

I am currently studying for a PhD entitled "Marketing strategies of livestock enterprises in Objective One 
Regions: A comparative study between Greece and United Kingdom". As you are no doubt aware there have 
been major structural changes in milk distribution over recent years for a variety of reasons (including the Foot 
and Mouth Outbreak) resulting in significant changes in tile way milk is sold. Z, 

I- 

The primary aim of the enclosed survey is to investigate the reasons dairy producers select a particular 
marketing channel (e. g. dairy firms, local milk processing plants, milk marketing cooperative groups), to 
establish if there is a link between farm/farmer characteristics and the channels they selec't and to identify 
changes in the use of marketing channels due to the recent Foot and Mouth outbreak. 

I am using essentially the same questionnaire that I used last spring in the North East part of Greece (which is 
similar in population size to Comwall). I plan to make a comparison between the types of marketing channel 
used by farmers in the two study areas. 

Very little research has so far been undertaken on this topic and the supporting organizations acknowledge the importance of developing a greater understanding of the types of marketing strategies that farmers adopt in 
response to the increasing pressures that confront them. 

This research has the full support of the National Farmers Union (who have kindly allowed me to use their 
membership database) according to following statement: 

"The NFU. fidly supports the research that Lambros is undertaking. Thefibot and mouth disease outbreak of 2001 had a serious impact on so many areas of the agricultural indusoy and the wider economy qf the South 
West region. [Ve lookfionvard to seeing the ITSLIIIS of this stutýv. " 

I would be extremely grateful if you could complete the questionnaire and return in the enclosed pre-paid 
envelope. Every completed questionnaire that is returned * 

to me will make the research results more accurate and 
effective. Whilst I realize that tile questionnaire is long, you will see that the majority of questions may be 
simply answered by either entering a number in a box or by a tick and should take approximately 20 minutes to 
complete. 

I would like to emphasize that all the information collected will be treated in the strictest confidence and it 
will not be possible to identify any data given by any particular producer in the researcil results. 

I wol 
i 
ild like to thank you in advance for your co-operation and assistance and look forward to receiving the 

questionnaire by the closing date: Thursday 31 st July 2003 

Yours Sincerely 

Lambros Tsourgiannis 
Postgraduate Research Student 
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Reminding letter used for the marketing survey in the dairy cow farmers in Cornwall 

Survey suppoiled by: 

Faculty of Land, Food and Leisure 
Scale I layne Campus 

University of Plymouth 
Newton Abbot 
Devon TQ 12 6NQ 

Tcl. 0 1626 325664 
Fax. 0 1626 3256571 
e-mail: ItsourgiannisCa plyinoutli. ac. uk 

18" August 2003 

Dear NFU member 

LIVESTOCK MARKETING SURVEY FOR COW MILK IN CORNWALL 

I wrote you little while ago asking if you would kindly help me with the above survey. 

If you have returned the questionnaire, I thank you very much indeed for your help and apologise for troubling 
you unnecessarily. 

If however you have not been able to reply, I very much hope that' you will find it possible to answer the 
questionnaire and returned it to me in the pre-paid envelope provided. I appreciate that you have pressure,.; on 
your valuable time but in order to make the research results as effective and accurate as possible I would like to 
ensure that the survey is as complete as possible. 

The primary aim of the enclosed survey is to investigate the reasons dairy producers select a particular marketing 
channel (e, g. dairy firms, local milk processing plants, milk marketing cooperative groups), to establish if there 
is a link between farm/farmer characteristics and the channels they select and to identify changes in the use of 0 

marketing channels due to the recent Foot and Mouth outbreak. 

I am using essentially the same questionnaire that I used last spring in the North East part of Greece (which is 

similar in population size to Cornwall). I plan to make a comparison between the types of marketing channel 
used by farmers in the two study areas 

This research has the full support of tile National Farmers Union (who have kindly allowed me to use their 
membership database). Very little research has so far been underiaken on this topic and the supporting 
organizations acknowledge tile importance of developing a greater understanding of tile types of marketing 
strategies that farmers adopt in response to the increasing pressures that confront them. 

I would like to emphasize that all the information collected will be treated in the strictest conridence and it 
will not be possible to identify any data given by any particular producer in the research results. 

I would like to thank you in advance for your co-operation and assistance and look forward to receiving tile 
questionnaire by the closing date: Monday 8th September 2003 

Yours Sincerely 

Lanibros Tsourgiannis 
Postgraduate Research Student 
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APPENDIX VII 

QUESTIONNAIRE USED FOR THE MARKETING SURVEY' 

IN THE SHEEP AND GOAT FARMERS IN THE REGION OF 

EMTh in GREECE 
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'A University of Plynionth, U. K. 
Seale-Hayne Faculty ofLand, Food and Leisure 

4V1.10 V 

MARKETING SURVEY 
IN SHEEP MEAT AND MILK SECTOR 

IN THE REGION OF EAST MACEDONIA AND THRACE 

PART 1: CHOICE CRITERIA FOR SELECTING MARKETING CHANNELS IN 
THE MEAT SECTOR 

1. Please indicate in the following boxes the methods of sale you used in the year 
2001 in percentage ternis (e. g. direct sales to retailers 50%, direct to wholesalers 
40%, direct to abattoir operating as wholesalers, 10%). 

Direct to Retailers 

Direct to Wholesalers 

Direct to consumers (livestock) 

Direct to consumers (carcass) through butcher shop you might own 

Other method (Please state) ............................................................. 

2. Please indicate in the following boxes how many different sales channels you used 
during 2001 (e. g. direct sales to 3 retailers, direct to 2 wholesalers, direct to I abattoir 
operating as wholesalers). 

Direct to Retailers 

Direct to Wholesalers 

Direct to consumers (livestock) 

Direct to consumers (carcass) through butcher shop you might olvil 
Other method (Please state) ............................................................. 
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3. Please indicate the relative importance of the following factors taken into account 
when selecting a marketing channel. Please respond to every factor and print the 
appropriate number of the following rate (between 1-5) in ever), box below. 

Rate: 
Not at all Not very Moderately Important Very 
Important important Importwit 

-I 
Important 

12345 

Sale Price Personal relationships 

Capability of buyer to purchase great Monopolistic effect 

quantities of meat 

Loyalty Experimenting with different marketing 

channels 

Speed of payment El Other (please 

specify) ............................................. 
4. Please indicate if you are a member of any kind of Agricultural Cooperative 

Yeso No 

If Yes please specify in which Agricultural Cooperative you are a member of: 
(e. g. Agricultural Cooperative of Tichero) 

0 

o 
0 

............................................................................................... 

.............................................................................................. 
5. Compared to other sheep producers in your area, do you consider ), our livestocli 

prices to be : 

Below AverageD Average 0 Above Average 11 
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PART 11: CHOICE CRITERIA FOR SELECTING MARKETING CHANNELS IN 
MILK SECTOR 

1. Please indicate in the following boxes the methods of sale you used in the year 
2001 in percentage terms (e. g. sales to local private milk processing plant 50%, sales 
to local cooperative milk processing plant 40%, sales to big national dairy companies, 
10%). 

Sales to Local Private Milk Processing Plant 

Sales to Local Cooperative Milk processing Plant 

Sales to Big National Dairy Companies 

Feed to lanibs or kids 

Other method (Please state) ....... ............... o ................ 

2. Please indicate in the following boxes how many different sales channels did you 
used during 2001 (e. g. sales to 2 local private milk processing plant, sales to I local 
cooperative milk processing plant and sales to 2 big national dairy companies, 10%). 

Sales to Local Private Milk Processing Plant 

Sales to Local Cooperative Milk processing Plant 

Sales to Big National Dairy Companies 

Feed to larnbs or kids 

Other method (Please state) ............................................................. 

3. Please indicate the relative importance of the following factors taken into account 
when selecting a marketing channel. Please respond to every factor and print tile 
appropriate number of the following rate (between 1-5) in every box below. 

Rate: 
Not at 
Important 

I 

all Not very Moderately 
importi Important 

23 

Inq)ortant Very 
Importan 

5 

Sale Price 

Quantity of milk 

Loyalty 

Speed of payment 

4 

[I Personal relationships 0 

Monopolistic effect 11 

Experimenting with different marketing 

channels 

[] Other (please specify) ........................... 

4. Compared to other sheep producers in your area, do you consider your milk 
prices to he : 

Below AverageEl AveragcEl Above Average El 
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PART III: MANAGEMENT ACTIVITIES AND ATTITUDES 

Please print the appropriate number of the scale below in the box beside each of the 
following questions 

1. To what extent do you orientate your farm business operation towards each 
of the following: 

Rate: 
Not at all TO some To a great 

e-rtent e. rtent 
234 

a. I plan my production decisions by continually monitQring market prices El 

b. I have the lowest possible input costs El 

c. I am aware of the exact costs and returns for the meat I produce El 

d. I am aware of the exact costs and returns for the milk I produce 11 

e. I continually update the production techniques I use to produce my meat Ell 

f. I continually update the production techniques I use to produce my milk El 

g. I have detailed knowledge of the distribution channels my meat passes through 

after it leaves the farrn El 

h. I have detailed knowledge of the distribution channels my milk passes through 

after it leaves the fan-n 11 

I focus on meat production 

I focus on milk production 11 
t 

k. I produce specialty, niche market products e. g. organic 

1.1 breed animals which requires special knowledge, equipment or facilities that 

other fan-ners do not have 

rn. I maximize meat quality by using special techniques 

e. g. artificial insemination 11 
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n. I maximize milk quality by using special techniques e. g. special nutrition 
11 

o. I deal with a minimum number of marketing outlets so that I can maintain a good 

relationship with these channel members e. g. dairy firms 11 

p. I own or manage facilities that are non-nally owned by middlemen further down 

the meat distribution chain e. g. farrn shop, meat processing plant 
El 

q. I own or manage facilities that are non-nally owned by middlemen further down 

the milk distribution chain e. g. fan-n shop, milk processing plant 
11 

I continually seek out new marketing outlets to sell e. g. new local milk processing 

plants 

S. I plan my production to coincide with seasonal fluctuations 

2. To what extent do you agree with the following statements: 
Please print the appropriate number of the scale below in the box beside each of the 
following questions 

Rate: 
Strongly 
D is ag, ree 

Disagree Neither Agree Agree 
nor__ isagree 

34 

StronglyAgree 

2 S 

a. Maximizing profit is rny most important farrning goal 
11 

b. I have no influence over the price I receive for my meat produce El 

C. I have no influence over the price I receive for my milk produce 
11 

d. Policies of other countries have little influence on my farni profitability relative 

to meat sector El 

e. Policies of other countries have little influcnce oil my fan-n profitability relative 

to milk sector 11 

fI adapt my enterprise mix to minimize risk 
11 

g. Disease is the major cause of fluctuations oil my fann retunis 
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h. The Common Agricultural Policy has the most important influence over my farm 

profitability 1: 1 

i. Budgeting and planning to obtain the lowest possible farm costs is the most 

important management activity I undertake El 

j. When I have finished my livestock I must sell immediately and cannot afford to 

wait for prices to improve 

k. I always set a side of proportion of my production flock to experiment with 

livestock techniques relative to meat production I am not familiar El 

I always set a side of proportion of my production flock to experiment with 

livestock techniques relative to milk production I am not familiar El 

M. Sheep/Goat Producers in my area are my main competitors 11 

n. Keeping knowledge I have from other producers is essential to my farm business 

operation 

0. High animal welfare standards are important to my production 

methods El 
P. Intensive production methods are important to my farrn business 

operation 11 
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PART IV: INFORMATION SOURCES 

1. Please indicate the relative importance of the information sources you use 
Please respond to each infon-nation source and print the appropriate number of the scale 
below in every box. 

Rate: 
Not at all Not 
Important 

-!! 
IIL 

I 

very Moderately 
lant Important 
23 

Important Very 
Important 

5 

Newspapers 

My own files 

Cooperative Organisations 

Other farmer 

Govermental Bodies 

Agricultural Journals 

4 

El TV - Radio 

Family 

El Livestock dealers 

El Milk and Meat Buyers 

El Representatives of feed companies El 

El Other source (please 
specify) ............................ 

2. Please indicate the relative importance of the tjl)ev qjInformation You use. 
Please respond to each infon-nation type and print tile appropriate number of tile scale 
below in every box. 

Rate: 
Not at all Not 
Important ITT 

I 

very Moderately 
ant Important 
23 

Important Very I 
Important 

4 5 

Livestock prices El Animal diseases 11 
Meat prices Financial 

Milk prices Consumcr preferences and attitudes 
Production techniques EJ Other (Please 

specify) ... ......................... 
PART V: MARKETING OR VALUE ADDED QUESTIONS 

If you produce specialist or niche market products, or further process, market or add 
value to your produce please give brief details e. g if you produce Products with 
Protected Origin Name like FETA clicese or organic meat etc. 
.................................................................................................... 

PARTNII GENERAL FARM CIIARACTERISTICS 
Please print your answer to the boxes 

1. How many hectares of land do you farni? 

2. Approximately how many liectares of land are allocated to your sheep enterprise (for 
feed production)? I 
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3. How many sheep is the size of your flock excluded lambs 

4. How many goats is the size of your flock excluded kids 

5. How many sheep under the age of 5 months did you sell (for slaughtering) during the 
years of 2001? (please print the number of heads) 

6. How many sheep over the age of 5 months did you sell (for slaughtering) durin th 
years of 2001 ? (please print the number of heads) 

7. How many goats under the age of 5 months did you sell (for slaughtering) during the 
years of 2001? (please print the number of heads) 

8. How many goats over the age of 5 months did you sell (for slaughtering) durin tl 
years of 2001 ? (please print the number of beads) 

9. What quantity of milk did you sell during the years of 2001? (please print the quantity in 
kg) E= 

10. What quantity of milk did you keep for your self-consumption during the years of 
2001? (please print the quantity in kg) E= 

11. What area of fan-n do you 
a. Own 
b. Rent or lease from others 
c. Rent or lease to others 

PART VII GENERAL FARMER'S CHARACTERISTICS 
Please print your answer to the boxes 

1. How many working days a month do you usually spend away from the farrn: 
(please print the number of days) 

a. doing farm related activities 
(e. g. Local Agric. Union of Cooperatives meetings, at market, or others) 

b. working and earning income at another job 

(e. g. for other fan-ners, in a business, or others) 

2. Since the age of 16, approximately how many years have you: 
(please print a numbýr) 

a. been involved in livestock fan-ning 

b. been in charge of making decisions on a livestock farrn 
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3. Please indicate if you hold positions of more responsibility than normal voting 
members: 

(please tick the relevant boxes) 

a. with an agricultural co-operative 

b. with a fanning organization e. g. Local Agric. Union of Cooperatives 

c. with a non fan-n business you own 

d. by directing or managing a non-fann business you don't own 

4. If you have previous non - farrn working experience please state! 
Type of Job Years Worked 

............ ................. 

............ .................. 

5. What is your approximate debt service (interest and principal payments) as a 
proportion of your fan-n income for the financial years 2001? 

0-9% 10-19% 20-29% 30-39% 40%+ Don't know 
11 11 11 11 11 11 

6. Approximately what percentage of your farni income came from your sheep 
enterprise for the year 2001? 

0-24% 25-49% 50-69% 70-79% 80%-89% 90'/0+ 
11 > 11 11 11 [l - 11 

0 

0 

U 
0 

7. Compared to other livestock fan-ners in your area do you consider your financial 
performance to be: 

Below Average 11 Average Above AverageO 

8. Please indicate your age: (tick one box) 
Under 30 31-40 41-50 51-60 61-70 71 and over 

11 11 11 El 11 1 El 
9. Please indicate the level of education achicved: (tick one box) 

Primary Secondary High 
School 

El 
Highest Institute of 
Tecchnical Education (TEI) Degree 

El 11 

Technical Institute of Professional 
Education Training (IEK) 

11 11 

Postgraduate 

El 
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10. Please add any further comments you may have: 

................................................................................................ 

................................................................................................ 

................................................................................................ 

................................................................................................ 
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APPENDIX VIII 

QUESTIONNAIRES USED FOR THE MARKETING SURVEY 

IN THE SHEEP AND DAIRY COW FARMERS IN THE 

COUNTY OF CORNWALL IN U. K. 
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; upported by: University of Plymonth, U. K. 
yne Faculty ofLand, Food and Leisilre -Ha Seale 

MARKETING SURVEY IN SHEEP SECTOR 
IN THE COUNTY OF CORNWALL 

PART 1: CHOICE CRITERIA FOR SELECTING MARKETING CHANNELS 
6. Please indicate in the following boxes the methods of sale )-on used in the year 2002 in 

percentage terms (e. g. direct sales to abattoir 50%, livestock markets 40%, electronic 
auctions, 10%). 

Livestock Market 

Electronic Auction 

Direct to Abattoir 

Direct to Abattoir via Group Marketing Schemes E-== 
Direct to consumers (livestock) E= 
Direct to consumers (carcass) through a butcher shop ), on might own E= 
Livestock dealer 

Other method (Please state) ............................................................. E= 

7. Please indicate in the following boxes how many different sales channels did you 5 used 
during 2002 (e. g. 3 different abattoir, I electronic auction and 2 livestock markets) 

Livestock Market E== 
Electronic Auction 

Direct to Abattoir 

Direct to Abattoir via Group Marketing Schemes 

Direct to consumers (livestock) E= 
Direct to consumers (carcass) through a butcher shop )-on might own I= 

Livestock dealer E= Other method (Please state) ............................................................. 

XLVIII 



Appendix VIII 

8. Please indicate the relative importance of the following factors taken into account when 
selecting a marketing channel. Please respond to every factor and print the appropriate 
number of the following rate (between 1-5) in every box below. 

Rate: 
Not at all Not very Moderately Important Very 
important important Important 

I 
Important 

123145 

Sale price El Transportation cost 
11 

Marketing costs El Information about the prices El 
Loyalty El Your time 

Competitive offers 
11 Convenience 

Grading uncertainty El Access to more buyers El 
Higher expected returns El Experimenting with El 
Quality of livestock 11 different marketing channels 

Contractual Obligations El Speed of payment El 
Proximity to Farrn Social Aspects 11 

Animal welfare Bargaining strength El 
Ability to withdraw Other reason (please specify) El 
livestock 

Please indicate if you are a member of a Group Marketing Scheme 

Yes [] 
No El 

If Yes please specify in which Group Marketing Scherne you are a member of- 
(e. g. Cooperatives: Cornwall Quality Livestock Producers, Producer Clubs: Tcsco) 

............................................................................................... 

............................................................................................... 

9. Please indicate the distance (miles) your livestock has to travel to your main marketillpl, ' 
channel(c. g. livestock market, abattoir): 

1-50 151-200 301-350 

51-100 201-250 351-400 El 
101-150 251-300 El 400 and over EJ 
If you Don't Know, please tick to the next box Don't know El 
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10. Please enter on the Carcass Classification Grid below which classification categories the 
majority of your livestock falls into: (e. g. 2R, 3L-0) 

Please tick the appropriate categories 

If you don't know , please tick the next box Don't knowEl 
Fatness 

Conformation 12 3L 3H 4L 411 5 
E 
U 
R 
0 
P 

11. Compared to other sheep producers, do you consider your livestock prices to be 

Below AverageEl About Average 0 Above Average D 

PART H: MANAGEMENT ACTIVITIES AND ATTITUDES 

Please print the appropriate number of the scale below in the box beside each of the following 
questions 
11. To what extent do you orientate your farm business operation towar(is each of tile 

following: 
Rate: 
Not Extent 

1 
To some extent High extent 

5 2 3 4 

a. I plan my production decisions by continually monitoring market prices 1: 1 

b. I simultaneously plan production and sales decisions El 
C. I have the lowest possible input costs 11 

d. I am aware of the exact costs and returns for the livestock I produce El 
e. I produce livestock which meet market requirements El 
f, I continually update the production techniques I use to produce illy livestock El 
g. I have extremely flexible production plans El 
11. 1 meet market requirements by adapting illy production methods El 
i. I have detailed knowledge of the distribution channels my livestock moves through 

after it leaves the farm. El 
j. I produce specialty, niche market livestock e. g. organic. F1 
k. I produce livestock which requires special knowledge, equipment of facilities 

that other farmers do not have El 
1. 1 understand detailed market requirements for the livestock I produce. El 
M. I continually monitor market information other than price to plan illy sales 

and production decisions El 
n. I am personally involved in off farm marketing activities e. g. producer groups 

0. 1 maxinlize carcass quality by using special techniques e. g. artificial insernination 
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p. I deal with a minimum number of marketing outlets so that I can maintain a good 

relationship with these channel members e. g. livestock market, abattoir El 

q. I own or manage facilities that are normally owned by middlemen further down the 
distribution chain e. g. farm shop, slaughterhouse, haulage business, meat processing 

plant etc. 0 
11 

r. I use special techniques to gain the highest quality premium for my livestock El 

s. I continually seek out new market outlets to sell e. g new producer group, direct to 

butchers El 

t. I work out the differences in returns resulting from selling livestock via different 

marketing outlets e. g. livestock markets, direct to abattoir 
11 

u. I plan my production to coincident with seasonal fluctuations. El 

12. To what extent do you agree with the following statements: 
Please print the appropriate number of the scale below in the box beside each of the following 
questions 

Rate: 
Strongly Disagree Neither Agree Agree Strongly 
Disagree 

I 

nor Disag ee 

I 
Aggree 

121341.5 

a. Maximizing profit is iny most important farniing goal 
El 

b. I have no influence over the price I receive for iny produce 
El 

C. I produce livestock which are of a different quality than those produced by other 

farmers El 

d. Policies of other countries have little influence oil my farm profitability 

e. I am not in competition with overseas livestock producers 

f. I adapt my enterprise mix to minimize risk 

g. I increase my farni profitability by satisfying the buyers of my produce 
11.1 have an easy access to capital and so farm in a less constrained way compared 

to other farmers El 

i. My main competitors are a small number of special producers 

j. Disease is the major cause of fluctuations on my farm returns 
k. The Common Agricultural Policy has the most important influence overmy farm 

profitability 11 
L Budgeting and planning to obtain the lowest possible farin costs is tile most important 

management activity I undertake 
0 

In. When I have finished rny livestock I must sell immediately and cannot afford. to wait for 

prices to improve El 

11.1 always set a side of proportion of my production flock to experiment with livestock 

techniques I arn not familiar 11 

o. Cornish farmers are illy main compctitors 11 
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P. My most important production activity is continually monitoring the quality of my 

livestock 1: 1 

q. I increase my fann business success by producing quality livestock which I sell by 

formal or informal contract 
El 

r. I produce livestock on a trial basis for feed companies or retailers 

S. Keeping knowledge I have from other producers is essential to my farm business 

operation 
t. I increase my farm business success by understanding the needs and wants of the final 

consumer 0 

u. High animal welfare standards are important to my production methods 11 

v. Being able to trace livestock back to source is essential to my farm business operation El 

w. Intensive production methods are important to my farm business operation El 

PART III: INFORMATION SOURCES 
I. Please indicate the relative importance of the information sources you use 
Please respond to each infon-nation source and print the appropriate number of the scale below in 
every box. 

Rate: 
Not at all Not very Moderately Important Very 
important important Important 

I 
Important 

123415 

Land Agents / Auctioneers 

Agricultural journals 

Radio / Television 

My bank manager 

Other farmers 

Family members 

Livestock dealers 
, 

Newspapers 

Feed company representatives 

Business consultants 

Other sources (please 
Specify) ................................................ 

El My own records 

El Trade literature 

El Meat and Livestock Committee 

El Other Governmental Bodies 
(eg. MAFF) 

El My Accountant 

11 National Fanners Union 

El Producer group infon-nation 

El Abattoir Agents 

El 

U 
U 
U 
0 
U 

D 
D 
U 
LI 
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5. Please indicate the relative importance of the types of information you use. 
Please respond to each information type and print the appropriate number of the scale below 
'in every box. 

Rate: 
Not Important Intermediate Moderately Intennediate Very Important 

Level Important Level 
2345 

National livestock prices 

Local livestock prices 

Overseas livestock prices 

Quality premium / penalties 

Production techniques 

0 
Management practices 

11 

El Animal diseases El 
El Consumer information El 
El Financial El 
El Producer group information El 

Other sources ......... El 
(please state) ............................ 

PART TV: MARKETING OR VALUE ADDED QUESTIONS 
If you produce special or niche market livestock, or further process, market or add value to ), our 
produce please give brief details (e. g. organic, or ), on sell the meat with your trademark after 
you processed it in your own meat processing plant): 

PART V: GENERAL FARM'S CHARACTERISTICS 
Please print your answer to the boxes 

1. How many hectares of land do you farrn? 

2. Approximately how many hectares of land are allocated to your sheep enterprise? 

6. How many sheep was the size of your flock in the year 2002: 

4. How inany sheep over the age of 5 monflis (lid you sell (for slaughtering) during tjjý venn-, of 
2002? (please print the number of heads) II 

5. flow many sheep, under the age of 5 rnontlis did you sell (for SlaUghtcring) during the years of 
2002? (please print the number of heads) 

7. What area of farm do you 
a. Own 
b. rent or lease from others 
c. rent or leas e to others 

S. Do you lease in or out any livestock quota? 
(please indicate tieaniount of quota) 

a. lease to others 
b. lease from others 
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PART VI: GENERAL FARMER'S CHARACTERISTICS 
Please print your answer to the boxes 

How many working days a month do you usually spend away from the farm: 

(please print the number of days) 

c. doing fann related activities 

(e. g. NFU meetings, producer group meetings, at market, or others) 

d. working and earning income at another job 

(e. g. for other farmers, in a business, or others) 

Since the age of 16, approximately how many years have you: 

(please print a number) 

e. been involved in livestock fanning 

f. been in charge of making deOsions on a livestock farm 

g. worked on your current farm El 

h. been in charge of making decisions on your current farm El 

Please indicate if you hold positions of more responsibility than non-nal voting members: 
(please tick the relevant boxes) 

i. with a marketing co-operative e. g. Cornwall Quality Livestock Producers 11 

j. with a farming organization e. g. NFU or others El 

k. with a non farm business you own El 

1. by directing of managing a non-fan-n business you don't own 11 

9. If you have previous non- fami work experience please state: 
Type of Job Years Worked 

............ ................. 

.............. ................. 

10. What is your approximate debt service (interest and principal payments) as a proportion of 
your farm income for tile financial years 2002? 

0-9% 10-19% 20-29% 30-39% 40%+ Don't know 

El El El El El El 
1. Approximately what percentage of your farni income comes from your sheep enterprise for 

tile year 2002? 

0-24% 25-49% 50-69% 0-79% 

D 11 1: 1 El 
80%-89% 90%+ 

El El 
12. Compared to other livestock farmers do you consider your financial perforniance to be 

Below AverageEl About AverageEl Above Average [I 
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13. Please indiýate your age: (tick one box) 
Under 30 31-40 41-50 51-60 61-70 71 and over 

El El El El El El 

14. Please indicate the level of education achieved: (tick one box) 
Secondary A levels National IIND Degree Post- 

Diploma graduate 

El El EJ El El El 

14. Please indicate if your farrn is located in Less Favoured Area 

Yes 11 No El 

15. Please add any further conu-nents you may have: 

............... I ..... : ................................................. I ............... 

................................................................................................ 

................................................................................................ 

................................................................................................ 

................................................................................................ 

THANK. YOU VERY MUCH FOR COMPLETING THE SURVEY, YOURTINIE AND 
EFFORT IS VERY MUCH APPRECIATED. 

ALL RESPONSES WILL BE TREATED IN TlIll'l STRICTESTCONFIDEME 

If you require any further information with regard to this survey please contact: 

Larnbros Tsourgiannis 
University of Plymouth 
Faculty of Land, Food and Leisure 
Seale-Ilayne Campus 
Newton Abbott 
Devon TQ 12 6NQ 
Tel. (01626)-")25664 
E-mail ltsotiri,,, iillilis((Iýplymoutii., ic. uk 
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; upported by: University of Plymouth, U. K. m 
Seale-Hayne Faculty ofLand, Food and Leisure 

MARKETING SURVEY IN COW MILK SECTOR 
IN THE COUNTY OF CORNWALL 

PART 1: CHOICE CRITERIA FOR SELECTING MARKETING CHANNELS 

-kl 
% -494, 

.A 

12. Please indicate in the following boxes the methods of sale ), on used in the year 2002 in 
percentage terms (e. g. Milk Marketing Cooperative Groups 50%, Local Milk Processing 
Plant 40%, Big National Dairy Firms, 10%) 
Alilk Marketing Cooperative Groups 

Local Milk Processing Plant 

Big National Dairy Firms E== Other method (Please state) ............................................................. E= 
13. Please indicate in the following boxes how many different sales channels did you 

use during 2002 (e. g. 2 Local Milk Processing Plant, I Big National Dairy Firms, 
Milk Marketing Cooperative Groups 

Local Alilk Processing Plant 

Big National Dairy Firms 

Other method (Please state) ..... 4 ....................................................... 

14. Please indicate the relative importance of the following factors taken into account when 
selecting a marketing channel. Please respond to every factor and print the appropriate top 
number of the following rate (between 1-5) in every box below. 

Rate: 
Not at all Not very 
important important 

12 

Sale price El 
Transportation cost 11 

Marketing costs El 
Information about El 
the prices 

Your time El 
Loyalty El 
Convenience El 
Competitive offers El 

Moderately 
Important 

3 

Important Very I 
Ininc 

4 5 

Grading uncertainty El 
Experimenting with 
different marketing chan-nels 

Higher expected returns El 
Speed of payment El 
Quality of livestock El 
Contractual Obligations El 
Bargaining strength 11 

Other reason (please El 
specify) 
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15. Please indicate if you are a member of a Group Nlarketing Scheme 

yeso No El 
If Yes please specify in which Group Marketing Scheme you are a member of: 
(e. g. Milk Link) 

............................................................................................... 

............................................................................................... 
6. Compared to other cow milk producers, do you consider your milk prices to be 

Below AverageEl Average D Above Average 0 

PART 11: MANAGEMENT ACTIVITIES AND ATTITUDES 

Please print the appropriate number of the scale below in the box beside each of the following 
questions 

13. To what extent do you orientate your farm business operation towards each of tile 
following: 

Rate: 
Not Extent 

I 2 
To sonic extent 

3 4 
High Went 

5 

a. I plan my production decisions by continually monitoring market prices 
11 

b. I simultaneously plan production and sales decisions El 

C. I have the lowest possible input costs El 
d. I am aware of tile exact costs and returns for the milk I produce EJ 
e. I produce milk which meet market requirements El 
f. I continually update the production techniques I use to produce lily milk 

g. I have extremely flexible production plans 

11. 1 incet market requirernents by adapting illy production methods 
i. I have detailed knowledge of the distribution channels lily milk moves thrOLIghafter it 

leaves the farm F1 
j. I produce specialty, niche market products e. g. organic El 
k. I breed dairy cows which require special knowledge, equipment of facilities that other 

farmers do not have EJ 
1. 1 understand detailed market requirements for tile milk I produce El 
in. I continually monitor market inforl-nation other than price to plan illy salesand produc tion 

decisions El 
n. I am personally involved in offfarin marketing activities e. g. producer groups El 
0. 1 maximize milk quality by using special techniques e. g. special nutrition El 
P. I deal with a minimum number of marketing outlets so that I can maintain -a good 

relationship with these channel members e. g. milk marketing cooperative group, big 

national dairy company El 
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q. I own or manage facilities that are normally owned by middlemen further down the 

distribution chain e. g. milk processing plant etc El 
r. I use special techniques to gain the highest quality premium for my milk* 1: 1 

s. I continually seek out new market outlets to sell e. g new dairy company 
El 

t. I work out the differences in returns resulting from selling milk via different marketing 

outlets e. g. milk marketing cooperative groups, big dairy companies 

14. To what extent do you agree with the following statements: 
Please print the appropriate number of the scale below in the box beside each of the following 

questions 
Rate: 
Strongly Disagree Neither Agree Agree Strongly 

Disagree nor Disagree Aggree 
2345 

a. Maximizing profit is my most important fanning goal El 

b. I have no influence over the price I receive for my produce El 

C. I produce a different quality milk than those produced by other farmers El 

d. Policies of other countries have little influence on my farm profitability El 

e. I am not in competition with overseas dairy cow farmers El 

f. I adapt my enterprise mix to minimize risk El 

g. I increase my farm profitability by satisfying the buyers of my produce 0 

h. I have an easy access to capital and so farm in a less constrained way compared to other 

farmers El 
i. My main competitors area small number of special producers El 

j. Disease is the major cause of fluctuations on my farm returns El 

k. The Common Agricultural Policy has the most important influence over my fan-n 

profitability 11 

1. Budgeting -and planning to obtain the lowest possible farm costs is the most important 

management activity I undertake El 

in. I always set a side of proportion of my production herd to experiment with livestock 

techniques I am not familiar El 

n. Cornish fan-ners are my main competitors El 

0. My most important production activity is continually monitoring the quality of my milk 

El 
P. Keeping knowledge I have from other producers is essential to my farrn business 

operation El 

qI increase illy farm business success by understanding the needs and wants of the final 

consumer n 

r. I ligh animal welfare standardsare important to my production methods n 
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PART III: INFORMATION SOURCES 
1. Please indicate the relative importa nce of the information sources you use 
Please respond to each information source and print the appropriate number of the scale below in 
every box. 

Rate: 
Not at all Not very Moderately Important I Very 
important important Important Important 

2 345 

Land Agents El Newspapers El 
Agricultural journals El My own records 

11 

Radio / Television El Trade literature El 

My bank manager El Milk Development Council 11 

Other farmers El Other Governmental Bodies El 

(e. g. MAFF) 

Family members El My Accountant El 

Livestock dealers El National Fan-ners Union El 

Feed company representatives El Milk Marketing group 

Business consultants El Dairy Companies 

Other sources (please 
Specify) 

................................................ 

7. Please indicate the relative importance of the types of information you lise. 
Please respond to each information type and print the appropriate number of the scale below 
in every box. 

Rate: 
Not Important Interniediate Moderately Intermediate Very Important 

Level Important Leve' 
I 

23415 

National milk prices Management practices 

Local milk prices El Animal diseases 

Overseas milk prices El Consumer information 

Production tecluiiques El Milk Marketing group inforniation 

Financial El Other sources ......... El 
(please state) ............................ 

PART IV: MARKETING OR VAIXE ADDED-QUESTIONS 

If you produce special or nielie market milk, or further process, market or added valtic to your 
produce please give brief details (eg: organic, special hind of clicese etc): L-5 kE9 
.................................................................................................... 
.................................................................................................... 
............................................................................................... I .... 
.................................................................................................... 
.................................................................................................... 
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PART V: GENERAL FARM'S CHARACTERISTICS 
Please print your answer to the boxes ' 

1. How many hectares of land do you farm? 

2. Approximately how many hectares of land are allocated to your dairy cow 
enterprise? 

3 How many dairy cows was the size of your herd in the year 2002: 

What quantity of milk did you sell during the year 2002 
(please print quantity in kg) 

What quantity of milk did you keep for self consumption for the year 2002 
(please print quantity in kg) 

I 

What area of farm do you 
a. own 
b. rent or lease from others 
c. rent or lease to others 

Do you lease in or out any livestock quota? 
(please indicate the amount of quota) 

lease to others 
b. lease from others 

PART VI: GENERAL FARMER'S CHARACTERISTICS 

1. How many working days a month do you usually spend away from the farrn: 
(please print the number of days) 

a. doing farm related activities El 

(e. g. NFU meetings, at market, or others) 

b. working and earning incorne at anotherjob 
(e. g. for other fan-ners, in a business, or others) 

2. Since the age of 16, approximately how many years have you: 
(please print a number) 

a. been involved in dairy fanning El 

b. been in charge of making decisions on a dairy farm 11 * 

C. worked on your current farm El 

d. been in charge of making decisions on your current farm El 

3. Please indicate if you hold positions of more responsibility than normal voting members: 
(please tick the relevant boxes) 

a. with a milk marketing co-operative group e. g Milk Link El 
b. with a farnling organization e. g. NFU or others 11 

c. with, a non farm business you own El 
d. by directing of managing a non-farni business you don't own El t: l 
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4. If you have previous non - fann working experience please state: 
Type of Job Years Worked 

............ ................. 

5. What is your approximate debt service (interest and principal paymqnts) as a proportion of 
your farm income for the financial years 2002? 

0-9% 10-19% 0-29% 30-39% 40%+ Don't know 

El El El El El El 
6. Approximately what percentage of your farm income comes from your cow enterprise for the 

year 2002? 

0-24% 25-49% 50-69% 70-79% 80%-89% 90%+ 
11 El El 11 El El 

7. Compared to other livestock fan-ners do you consider your financial perfonnance to be: 

Below Average F] About Average El Above Average El 

S. Please indicate your age: (tick one box) 
Under 30 31-40 41-50 51-60 61-70 71 and over 

El El El 11 El 11 
Please indicate the level of education achieved: (tick one box) 
Secondary A levels National I IND Degree Post- 

Diplonia graduate 

El El El El El 11 
10. Please indicate if your farm is located in Less Favoured Area 

Yes El No 0: 

10. Please -add any furtlýer comments you may have: 

............................................................................................................ 

THANK YOU VERY MUCH FOR COMPLETINGTHE SURVEN, YOURTINIE, AND 
EFFORT IS VERY MUCH APPRECIATED. 

ALI, RESPONSES WILL BE TREATED IN THE s-riuc'ri, -, s'r CONFIDE, NCE 

If you require any further infonnation with regard to this survey please contact: 
Larnbros Tsourgiannis 
University of Plymouth 
Faculty of Land, Food and Leisure 
Seale-flayne Campus 
Newton Abbott 
Devon TQ 12 6NQ 
Tel. (01626)325664 
E-mail ltsourgiiiiiiisC(lel)-lyiiioulli. ac. uk 
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APPENDIX IX 

LIVESTOCK MARKETING CHANNEL UTILISATION BY 

SHEEP FARMERS IN EMTH AND CORNWALL 

(A) Livestock marketing channel utilisation by sheep and goat farmers in 

EMTh. 

Data for the use of a particular marketing channel is not routinely collected in Greece. 

Therefore, a number of telephone surveys were perfon-ned in 2001. The local authorities in 

the Region of EMT11 were contacted, providing infon-nation about the number of the 

abattoirs operating in the area, and the number of sheep and goats that were slaughtered in 

each abattoir. The 14 abattoirs in EMTh were also contacted, and they provided 

infon-nation about the percentage of the animals slaughtered in each abattoir, belonging to 

wholesalers, retailers (butchers) and what tile abattoirs, thernselves. One abattoir did not 

provide infon-nation. Hence, it is estimated that during the year 2000, the 38% of tile 

. slaughtered sheep, larnbs and goats in EMTh were sold direct to wholesalers, while 

retailers, absorbed the 12% of the finished sheep, lambs and goats and the abattoir that 

operate as wholesalers purchased tile 50% of these animals. Some of the abattoirs sold 

some of the carcasses to retailers and supen-narkets and sorne, after processing it in their 

own processing plants, to consurners through their own shops. Therefore, the fanners sold 

88% of tile slaughtered sheep and goats in 2000 to wholesalers, or tile abattoir operated as 

wholesalers, and the remaining 12% direct to consurners. 
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(B) Livestock marketing channel utilisation by sheep goat farmers in 

CnmiAmll 

Data for the use of a particular marketing channel on a county basis are not routinely 

collected in U. K.. Therefore, in order to quantify tile marketing channels that sheep 

fan-ners follow in Cornwall in the year 2000, a number of telephone surveys in the end of 

2001 and the beginning of 2002 were perfon-ned. First an estimation of tile number of 

sheep that were sold from Cornish fan-ners was rnade based on DEFRA census data of 

2000 (personal communication with MLC, 2001). In tile second stage of the survey all the 

livestock auction finns and abattoir that operated in Cornwall (deten-nined frorn tile 

Livestock Auctioneers Association and the National Farmers Union) were contacted. All 

tile 6 livestock auction markets and 4 of the 6 abattoir operated in Cornwpil replied. In the 

next stage, estimation was made of the percentage of sheep and lambs from Comwall that 

were sold during the year 2000 through the electronic auction market. This estimation is 

based oil data about U. K. slaughtering, analyzed by marketing type, that were provided by 

MLC (Personal cornmunication with MLC, 2001). Tile Group Marketing Schernes 

operated in Cornwall were also contacted and provided information about the quantities of 

sheep and lambs that were sold through them to abattoir, to livestock auction markets and 

to electronic markets. Finally, the residual is all estimation of the sheep that were sold to 

markets outside the county (to auction markets or abattoirs). According to the survey, it is 

estimated that 41 % of sheep and ]arnbs in Cornwall was sold during 2000 direct to 

abattoir, 43 % through live auction markets, 1.5% via electronic auction markets, 14 % 

through marketing schernes to abattoir, and 0.5 % sold outside tile county. 

LXIII 



AppendixX 

APPENDIX X 

MILK MARKETING CHANNEL UTILISATION BY SHEEP 

AND GOAT FARMERS IN EMTH AND DAIRY COW 

FARMERS IN CORNWALL 

(A) Milk marketing channel utilisation by sheep and goat fanners in EMTh. 
I 

Data for the use of a particular marketing channel not routinely collected in Greece. 

Therefore in order to identify the quantities are sold through each marketing outlet during 

the year 2000 a number of telephone surveys were carried out in 2001 as presented in 

Appendix XII. Firstly, the total quantity of sheep and goat milk that was sold from fan-ners 

was estimated based on data of the Greek Ministry of Agriculture. In tile second stage, the 

local authorities in each prefecture were contacted, providing infon-nation about the 

number of the big national and regional dairies and co-operative milk processing plants 

operated in each county (5 co-operatives milk - processing plants and 3 big national and 

regional dairies are operated within the Region). In the next stage all tile co-operative milk- 

processing plants were contacted and provided infon-nation about- the milk they purchased 

from sheep and goat farmers in each county of the Region of East Macedonia and Thrace. 

All the big national and regional dairies operated in Greece were contacted, but only two of 

the three provided infon-nation about tile quantities of sheep and goat milk they Purchased 

during the year 2000 from tile fan-ners of tile Region of EMTh- The residuals between tile 

quantity of milk that was sold frorn tile sheep and goat fan-ners in total and to tile big 
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national dairy firms as well as to the cooperative milk processing plants can represent the 

quantity of milk that was purchased by the local milk processing plants. Therefore, the 

77% of the sheep milk and goat milk is sold from farmers to local processing plants. The 

big national companies absorbed 14% of the sheep milk and the 13% of the goat milk, 

while the rest (9% of the sheep milk and 11% of the goat milk) was sold to the local 

cooperative processing plants. 

(B) Milk marketing channel utilisation by dairy cow farmers in Comwall. 

The majority of milk producers in Cornwall according to Cornwall Dairy Focus Group 

(2000) are organized in 6 selling groups, most of which have members in other counties 

also. The total volume of milk processed within Cornwall has been estimated according to 

Comwall Dairy Focus Group (2000) to about 345 million litres a year. It was also 

estimated that close to 100 million litres of milk moves for processing into tile county, 

mostly from the producers marketing groups that have members in other counties (e. g. 

Devon). 

Data for the use of a particular marketing channel in a county base are not routinely 

collected in U. K.. Therefore, in order to quantify the marketing channels that dairy cow 

fan-ners follow in Cornwall a number of telephone surveys were carried out at the end of 

2001 and beginning of 2002. Firstly, an estimation of the quantities of cow milk that were 

produced in Cornwall in 2000 was done based on DEFRA data (MAFF 2001b; MAFF 

2001c). In tile second stage of tile survey all the big dairy firms and dairy co-operative 

groups operating in England (Anon 2001) and in Cornwall (Cornwall Dairy Focus Group 

2000) were contacted in order to provide information about the quantities of milk they 

purchased direct from Cornish Farniers and though Marketing Groups operated in 
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Cornwall. Only two dairies operating in England did not reply to the survey. Hence, 

estimation about the quantities of milk produced in Comwall and was sold in 2000 to big 

national dairies and to milk co-operative groups was performed. The quantities of milk that 

were sold from the milk producers' groups to big national dairy firms and to local milk 

processors were also estimated. Finally, the residual between the milk production and the 

quantities that were sold to national dairy finns and to milk co-operative groups can be 

assumed to represent the milk that is purchased by local milk processing plants. 

According to the survey, about 30% of the cow milk that was produced in Cornwall in 

2000 was sold direct to big national dairy companies; 69% through milk co-operative, 

groups; and 1% direct to local processing plants. The 14% of the quantities that were 

collected by milk co-operative groups were sold to big national dairy firrns, I I% to small 

processors, and 75% was sold to milk processors outside tile county. 
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APPENDIX XI 

FACTORS AFFECTING THE DEMAND OF MEAT, MILK 

AND DAIRY PRODUCTS IN GREECE AND UNITED 

KINGDOM 

The analysis below will describe which and how the factors presented in the model 

presented in Chapter 6 affect the demand of meat, rnilk and dairy products in Greece and 

United Kingdom. 

(A) Factors Affecting Meat Demand in Greece and United Kingdom. 

Meat quality characteristics as well as the high importance given by consumers in diet and 

licalth issues, are quite important factors that affect meat demand in Greece and U. K. 

(Braysliaw et al. 1965; Braysbaw et al. 1967; Allen 1997; Sotiropoulos and Dernoussis 

2002; Morrison el al. 2003). The recent food crises included the possible linkage between 

BSE in cattle and Creutzfeld Jacob Disease in humans; tile E. coli 0157417 food poisoning 

in Scotland and the 1991 publicity about Salmonella in the British national poultry; affect 

meat consurntion in both countries (Fotopoulos 1995; Sotiropoulos and Dernoussis 2002; 

Morrison et al. 2003). Furthen-nore, the scandal about the use of dioxins in poultry industry 

in Belgium, tile catarrhal fever outbreak in sheep and goat I'lock in Central Greece, tile 

Food and Mouth Disease in North East Greece and GMO's are sorne of the factors that 

affected tile rise of the demand in domestic meat, organic meat, the shift in consumer 
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preferences from red meat to white meat as well as the decrease of the frozen meats 

(Fotopoulos 1995; Sotiropoulos and Demoussis 2002; Morrison et al. 2003). Besides, 

people in the U. K., when they have to purchase meat, are concerned processing techniques; 

production methods in fan-ning; and the use of feed antibiotics, growth hormones and feed 

additives (Woodward 1988; Barry et i7L 1992; Eastwood 1995; Goode ct at 1995; Murray 

et aL 1996; Murray et aL 1998; Davies 2001). Animal welfare issues, such as the use of 

animals in testing the safety, efficacy of food and non - food products or intensive 

production methods, have been of potential concern to consumers (Hughes 1995). 

Pfice also has significant influence on meat demand (Dixon 1965; Colley 1966; Hughes 

1995; Murray et A 1996; Davies et aL 2000). Meat is a fundamental part of Greek diet as 

it has low price elasticity; but analysing the influence of the price in various kinds of meat 

many researches indicated that beef in Greece is more price elastic than poultry, lamb and 

pork (Mergos and Donatos 1989; Fousekis and Pantzios 2000; Karagiannis et al. 2000; 

Lazaridis 2003; Morrison et al. 2003). In U. K. beef demand is also affected by price in 

higher extent than pork and bacon market while seasonal fluctuations in prices Ilad 

significant impact on the demand of beef, bacon, pork and lamb (Dixon 1965; Colley 

1966). 

The governmental campaign for promoting the pork consumption during 1970s in Greece 

caused changes in tastes in favour of pork, sausages, bacon and ham whilst tile campaign 

aiming to promote chicken consumption did not affect consumer habits significantly 

(ICAP 2000; Morrison el al. 2003). The impact of the publicity about meat scares, 

especially BSE, caused also a reallocation of consumer spending from red to White rneat 

during 1990s (Murray et aL 1998; Davies et aL 2000; Fousekis and Revell 2004). 
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Another important factor that influences the meat demand in many countries is the 

distribution channels, which act as the principal link between producers and end- 

consumers and affect the price formation (OECD 2000). In Greece and United Kingdom, 

the meat market system mainly consists of the farrn businesses and the merchants, 

wholesalers, processors and other food participants such as the supen-narkets and retailers 

(Hughes and Ray 1994). One of the consistent and continuing trends in the meat marketing 

system in the two countries was the shift of power towards retailers and the dominance of 

the supennarket chains (Murray et al. 1996; Allen 1997; Davies et al. 2000). The 

increasing concentration of the distribution groups in the recent years as well as the 

fon-nation of joint purchasing groups; the frequent vertical integration of the wholesales 

and retailers and the rising of the internationalisation of distribution groups in most 

countries are the main characteristics of the distribution industry (OECD 2000). Food 

retailers in Greece tend to strengthen their position by making co-opcrative, agreements 

with other retailers in order to increase their bargaining power over their food suppliers - 

producers and other large scale retailers (Anon 1997; OECD 2000). Due to the 

concentration of the livestock industry in the recent years, together with tile vertical links 

that were developed between large scale livestock producers (mainly ill pignicat, poultry 

and beef sector), meat processors and retailers, the latter are in a strong position to procure, 

meat from the domestic market or to import it without being dependent oil tile livestock 

market system in Greece. In tile last few years, supermarkets and rneat processors import 

large quantities of meat, by-passing the traditional livestock distribution systern of the 

importers - wholesalers (ICAP 2000). The increase of tile supermarkets' power results in 

the development of meat outlets in their stores, better prices and therefore the attraction of 

more consurners, contrary to the traditional butcher shops whose market share is declining. 

Furthen-nore, the increasing demand for "food caten out of lionic- as well as for prepared 

food, puslied the development of integrated food supply chains such as tile establislinient 

of co-operations among famiers, food proccssing industry and food - mailers 
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(Michalopoulos and Demoussis 2001). Furthermore, British consumers mainly prefer to 

buy their meat from the supermarkets (about 70% of the meat purchases in 1997 were 

bought from supermarket chains) while about the 60% of the grocery market share is 

concentrated in a few big supermarket chains (Hughes and Ray 1994; Allen 1997; Murray 

et al. 1998; Davies 2001). Food retailing in U. K. is one of the most efficient, profitable and 

concentrated retailing system in the world (Hogarth-Scott and Parkinson 1993). The meat 

retail market in U. K is also dominated by few major supermarket multiples which have 

great influence on vertical co-ordination throughout the meat marketing chain (Hobbs 

1996b). Meat retailers are very concerned about the consistency of products quality, the 

traceability back through the supply chain and the consumer awareness about animal 

welfare while the transaction cost is a key factor that influences their procurement 

decisions (Hobbs 1996a; Hobbs 1996b; Hobbs 1996c). Supermarkets buy their meat direct 

from abattoir/meat processors through a centralised distribution systern. Meat processors '-- 

deliver the products to central warehouse facilities used by supermarkets which then 

distribute the products to their own stores. Thus the role of the wholesalers or distributor 

became less important (Feame 1998). 

The increasing concentration of the retail sector in both countries led to the need for 

investments in complex logistical and distributional technologies (e. g. Just - In - Time 

methods) to satisfy consumer needs and wants (Hogarth-Scott and Parkinson 1993; OECD 

2000; Davies 2001). Moreover, the increasing concerns of Greek and British people about 

health, animal welfare, food safety, quality assurance and environmental protection for 

consumers led to the adoption of various technologies by livestock fan-ners, meat 

processors, wholesalers and retailers related to animal production, traceability of the ý__ 

livestock products, food safety (e. g. employment of HACCP, quality standardisation 

standards such as ISO 9000 and ISO 14000 as well as integrated production methods), 

transportation systerns and slaughtering operations. 
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The initiation of the custom connection between Greece and European Economic 

Community in 1962, the rural exodus in association with the increased urbanisation in late 

1960s as well as the economic growth of Greece developing the last two decades were the 

main reasons for the shifts of consumer preferences in favour of meat and fish and against 

the traditional Mediterranean diet (Grigg 1999; Byrd-Bredbenner el al. 2000; ICAP 2000; 

Morrison et al. 2003). The economic growth of Greece and United Kingdom led to an 

increase of the average real household income which means that most households are 

substantially better off than were those of their parents (Hughes and Ray 1994). Although 

in absolute terrns, more money is spent on food as a proportion of total disposable income, 

food expenditure has declined; people are much wealther than was two or three decades 

ago; the expenditures on "food eaten away from home" have increased and food does not 

only satisfy physiological needs but it is consumed to meet complex social needs, to 

bolster self esteem and to earn recognition from family and relatives (Hughes and Ray 

1994). 

Meat demand is also affected by political actions undertaken by the Government of each 

Member State within E. U. as well as by the European Commission and European Union in 

general. The Common Agricultural Policy and the W. T. O. agreenicilts have a significant 

impact on meat prices and therefore in the formation of the demand in different types of 

meat (Fousekis and Pantzios 2000). Furthermore, the European and Greek legislation about 

tile application of HACCP and the provision of consistcrit quality, treaccability and 

assurance for the consumer by the meat processors, abattoir and other actors in food 

preparation chain, lead to the development of an integrated systern that covers food safety, 

food quality and protection of tile environment. Tile U. K. government has recognised 

consumer concerns regarding nleat safety and in 1998 announced tile Assured British Meat 

(ABM) to provide consurners with the assurance that meat and meat products are safe 

(Davies 2001). The introduction of the E. U. Directive oil tile Welfare Animals in Transit 
LXXI 



AppendixXI 

95/29, effective from July 1997, set legal limits on livestock journey duration, standards 

for transporting vehicles and specific authorisation requirements for drivers transporting 

animals for more than eight hours (Murray et aL 1998; Davies 2001). Moreover, the Food 

Safety Act 1990 placed particular emphasis on aspects of food safety and covers all-stages 

of commercial food manufacture and supply, food 'preparation, storage, labelling, 

processing, selling and transport (Davies 2001). 

Religious prohibitions, cultural beliefs and counterculture attitudes have a significant 

influence on meat demand in both countries (Cooper et al. 1985). Even though the 

changing dietary habits of Greek consumers caused, an increase in white meat mostly due 

to the influence of the western way of life, lamb and kid meat is consumed on special days 

like Easter despite the price being higher than other type of meats -about 20% of Greek 

population consume meat on Easter Day (Fotopoulos 1995). Kid and lamb are almost 

equally popular in-Greece, but most consumers prefer kid meat slightly over lamb meat as 

it has less fat. Furthermore, the consumption of poultry is also high during Christmas, as 

the majority of people in Greece prefer to eat turkey in their Christmas dinner. On the other 

hand, Jews and Muslims due to religious tradition do not consume pork and Hindus do not 

eat beef. In U. K., ethnic minority groups account about 8% of the total population 

(National Statistics 2005a), while the impact of the Asian community is axiomatic as the 

smallest town has an "Indian" restaurant and a curry is a standard pub fare (Hughes and 

Ray 1994). Furthen-nore, the highest consumption in "takeaway foods" category in 2003 

was the meat based meals such as Indian and Chinese takeaways (DEFRA 2004c). 

The social characteristics of the consumers found to affect meat demand in Greece and 

U. K. (Miclialopoulos and Deinoussis 2001; Sdrali and Apostolopoulos 2002; Lazaridis 

2003; DEFRA 2004c). The size of the family is positively associated with the dernand of 

all types of meat, except poultry, as well as with the level of expenditures on "food eaten 
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away of home" (Michalopoulos and Dernoussis 2001; Sdrali and Apostolopoulos 2002; 

Lazaridis 2003). In U. K., meat consumption is highest in households with three adults and 

no children, while expenditures on food eaten out is highest in households with 4 or more 

adults and no children (DEFRA 2004c). The role of the head of the family negatively 

affects the food expenditure: if the head of the family is female, then she spends more 

money on food than a male (Lloyd and Gage-Brandon 1993; Clements and Chen 1996; 

Sdrali and Apostolopoulos 2002). 

Many perýonal characteristics of the British and Greek consumers found to influence meat 

demand in both countries. The age of consumer influence the meat consumption in Greece 

and U. K. (Woodward 1988; Burton et A 1993; Burton et al. 1994; Burton et al. 1996; 

Lazaridis 2003; DEFRA 2004c). More particularly, the age of the head of the family 

positively affects the consumption of beef and lamb in Greece, and negatively the 

consumption of pork while his/her level of education is positively associated with the beef 

consumption while the opposite applies to the consumption of lamb (Lazaridis 2003). The 

educational level of the meal planner also affects tile expenditure oil "foods catcn away of 

home" (Michalopoulos and Demoussis 2001). Besides, British consumers with more 

formal education can make better and more informed decision regarding tile food that they 

and their family cat (Woodward 1988; Hughes and Ray 1994; Hughes 1995). Tile sex of 

tile head of the family and if he/she is fully employed are some other factors that have all 

impact on food expenditures, eating away of horne as well as oil the consumption of 

prepared or pre-cooked food (Miclialopoulos and Denioussis 2001; Sdrali and 

Apostolopoulos 2002). The occupation of the householder also affects nicat dernand. 

(Burton et al. 1993; Burton ct al. 1994; Burton et al. 1996; DEFRA 2004c). Another very 

important factor that positively affects the mead demand in Greece and U. K. is tile Iligh 

disposable income (Grigg 1999; Fousekis and Pailtzios 2000; ICAP 2000; Miclialopoulos 

and Dernoussis 2001; Morrison el al. 2003; DEFRA 2004c). 
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Furthermore, beliefs and attitudes that people fon-n regarding their nutritional and 

consumption habits from their childhood within their family, school and ffiend; influence 

their decisions concerning their food purchases (Hughes 1995; Davies 2001). Besides, the 

psychogenic needs of consumers which, as Kotler (1994) stated, arise from psychological 

states of tension such as the need for recognition, esteem or belonging affect the -food 

expenditure. Hence, rich people who are considered professionally successful and belong 

to higher social classes tend to prefer to consume more red meat (mainly beef and veal) as 

well as to take meals away from their home (Sotiropoulos and Demoussis 2002). 

Furthen-nore, the willingness of consumers to "buy time" due to the full of deadlines 

western way of life, is one of the most important trends that are responsible for changes in - 

, food in the last few years (Hughes and Ray 1994; Davies and Madran 1997). 

Theref6re, British and Greek consumers are influenced in their decision about what type of 

meat to buy, in wbich price, from wbich marketing outlet by the factors described above. 

All these factors but mainly the retail concentration, food safety, health concerns and 

quality assurance, affect in a great extent the channel utilisation. 

- (B) Factors affecting Milk Demand in Greece and United Kingdom. 

Milk and dairy products consist of an important part of people's dairy diet (Davies and 

Worrall 1998; Hjartaker et al. 2002). In Greece, cow milk is mainly used for liquid 

consumption as fresh milk but also for preparation of cheese, yogurt, butter, ice-cream and 

some other dairy products. Moreover, sheep and goat milk is used for making cheese, 

butter and yogurt. Cheese is the dairy product with the highest consumption in Greece as 

Greek people consurne it in large quantities because they consider it very nutritious 

(Karathanassi 1995). Greek consumers classify clicese in two main categories: (a) wilite 
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cheeses that are domestically produced and mainly consumed with the meal, as ingredients 

in pies or as a snack with bread and (b) yellow cheeses that are usually imported and 

consumed as "mezes" (a special dish consumed with alcohol between meals) or as 

ingredients in toasts, sandwiches and pizzas (Karathanassi 1995; ICAP 2003). The 

dominant position of feta cheese in the dairy product market in Greece is the main factor 

that maintains the goat milk demand high (Fotopoulos 1995; Karathanassi'1995). On the 

other hand, there is an increase in the demand of imported cheeses such as edam, gouda, 

emmental as well as of western type yoghurts and light dairy products (Sotiropoulos and 

Demoussis 2002). People in U. K. urban areas consume somewhat more dairy products that 

people in Greek urban areas (Hjartaker et aL 2002). Cow milk comprised tile largest 

proportion of tile total dairy consumption followed by yoghurt, cheese, ice-cream and 

butter (Hjartaker et aL 2002). Cow's milk is also associated with a range of hard cheeses 

while goat's milk with soft and blue cheeses (Davies and Worrall 1998). Even, milk has 

declined in British diet in the recent years, cheese has increased as well as the variety of 

cheeses that are available on U. K. market (Kupiec and Revell 1998). Taste, quality, 

flavour, shelf life packaging, health, safety and origin also influence consumers purchase 

decision towards dairy products (Davies and Worrall 1998; Kupiec and Revell 1998; 

Kneafsey et al. 200 1). 

The dernand for milk and dairy products is also influenced by price (Karathanassi 1995; 

Xepapadeas and Habib 1995). Karathanassi (1995) argued that especially clicese is 

considered by the Greek consumer quite expensive. Fotopoulos (1995) argued that milk 

prices in tile sheep and goat sectors are much higher than meat prices mainly due to tile 

dominance of feta. clicese in tile dairy products and tile Greek dict. On the other hand, price 

does not have a very significant impact on milk dernand in U. K., as a reduction oil liquid 

milk prices did "Ot c, -Iuse any increase in milk purchases (E. U. 1999; DEFRA 2004c), 

However, price plays ail important role oil consumer's decision regarding cheese 
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purchases, especially when a product is to be purchased for the first time (Kupiec and 

Revell 1998). 

Promotion activities such as price discounts and advertisement have a positive impact on 

the purchases of milk and dairy products in Greece and U. K. (Ryder and Fearne 2003;, 

Dong et al. 2004). 

Distribution systems also affect the demand of milk and dairy products in Greece and 

United Kingdom (Karathanassi 1995; Kupiec and Revell 1998; ICAP 2003). The 

distribution system of milk and dairy products includes numerous participants such as 

wholesalers, retailers, local representatives and distributors (Karathanassi 1995; ICAP 

2003). In Greece the supen-narket chains have provided the main marketing outlet of dairy 

products for the last ten years as they offer a big variety of dairy and other products to the 

final consumers (ICAP 2003). Due to their high bargaining power, they have the ability to 

require large discounts (about 15%-20% on the wholesale price) and credits (payment in 3- 

4 months after the delivery for the big dairy finns and in 2-6 months for the medium and 

small scale milk processors) from the dairy companies (ICAP 2003). Dairy firms pay the 

fan-ners in advance, usually every August, in order to buy their produce for the next year. - 

while the cheese production begins in November and the cheese sale between January 

February of each year (ICAP 2003). This means that the milk processors and dairy firms 

commit a, large amount of their capital for a period of 6-12 months. In U. K., supermarkets 

also consist of the most popular marketing outlet for the purchase of cheese and other dairy 

products (Stack and Sillen 1998; E. U. ' 1999; McCarthy el al. 2001). As the share of tile 

"own -label" products in tile supen-narkets shelves is increasing., many fan-ners, prefer to 

sell their milk products directly using fan-n outlets, mail orders and farmers' markets 

(Archer el al. 2003). Some others focus on products with high added values such as 
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artisanal cheese and market them via wholesalers to specialist retail outlets (Kneafsey et al. 

2001). 

Broader developments in the British, European and global economy have an impact on tile 

demand of milk and dairy products in Greece and United Kingdom in tile same way that 

influenced meat demand. Furthen-nore, the rise of the domestic and international trade as 

well as the development of transportation, financial and marketing services enhanced tile 

"intemationalisation" of food consumption patterns during tile decade of 1990 against. the 

traditional Greek diet (Sotiropoulos and Demoussis 2002). Thus, more people consume 

imported cheese (Gouda, Emmental, Mozzarella), west type yoghurt and "light" type dairy 

products (Sotiropoulos and Dernoussis 2002). Moreover, the globalisation of tile food 

market and more particular tile expansion of large companies to control larger shares of 

trade in agriculture, manufacturing or retailing, have a negative sequences for smaller 

businesses in U. K., from farrns to grocers shops (Tansey 1994). 

The Common Agricultural Policy and the W. T. O. agreements also affected milk demand. 

Regulations imposed by E. U. regarding the conditions of dairy product manufacturing and 

transport had a negative influence on small scale Greek milk processors (Karathanassi 

1995). Oil tile other hand, tile European legislation concerning tile definition and methods 

of production of traditional Greek cheeses like feta distinguish them from tile other Greek 

type cheeses produced in other European counties and therefore has a positive impact oil 

Greek dairy industry. Furthen-nore, E. U. and national legislation contributed to tile 

modernisation of many milk processing plants as well as tile legal framework regarding the 

application of HACCP and tile provision of consistent quality, traceability and assurance 

for tile consurner by tile dairy companies and other partners in tile food preparation chain, 

leading to tile development of all integrated system that covers food safety, food quality 

and environmental protection. Food safety remains tile main issue for consumers and 
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therefore for E. U. and British government (Tansey 1994). Furthen-nore, the E. U. legislation 

and the Treaty of Rome anticipate the use of measures to aid the marketing of products and 

to promote their consumption. Hence, the Regulation 804/68 and 1080/77 established the 

common market organisation for milk and dairy products as well as the School Milk 

Measure (E. U. 1999). More particularly, the School Milk Measure aimed at the 

maintenance of the consumption of milk products by school children, encouragement of 

the habit of milk and dairy products consumption and after children leave school, 

assurance that the milk products are available in schools at competitive prices as well as to 

the improvement of the image and knowledge about milk products by providing 

infon-nation on their nutritional and other properties (E. U. 1999). 

The big changes that occurred during the last decade in technology and particularly in bio 

and infon-nation technologies offer to different actors new means of control over their parts '- 

of the food system and therefore affect the demand in the dairy market (Tansey 1994). The 

new technologies in milk and dairy products processing also affect the demand of these 

products. For example tile Tetra Pak extends tile shelf life of tile milk for between 3-5 days 

and this additional life gained may be used in tile distribution chain to reduce wastage, 

improve logistics and increase consumer's confidence in the longevity of tile product 

(Stack and Sillen 1998). The increase in tile importance of issues related to health, animal 

welfare, food safety, quality assurance and environmental protection for the consumers, led 

to the adoption of various technologies by all those involved in tile milk production chain 

in relation to production, processing, traceability, food safety including the adoption of 

HACCP, quality standardisation certifications like ISO 9000 and ISO 14000 and Iý 

transportation systems. 

Although the Mediterranean region is not so favoured for nlilk production, I'lilk , 

consumption in Greece is comparable with Western Europe due to the high consumption of LXXVIII 
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sheep and goat dairy products because Greeks consider them to be very nutritious (Grigg 

1999). On the other hand, the decline of the tradinitional doorstep milk delivery in U. K. 

during the last two decades had an impact on the structure of the milk marketing channels, 

as most people prefer to buy their milk from retail, supermarkets and convenience stores 

(Stack and Sillen 1998). The most popular way of consuming milk in U. K. is with cereal in 

breakfast followed by milk consumed in tea while the consumption of more processed 

products such as dairy desserts and yogliurt is increasing (E. U. 1999). 

In addition to cultural factors, the demand of milk and dairy products is also affected by 

the social characteristics of the Greek and British consumers. The size of the family is 

'ýositively associated with milk demand (Michalopoulos and Dernoussis 2001; Sdrali and 

Apostolopoulos 2002; ICAP 2003; Dong et al. 2004). Social class also affects the dernand 

of milk and dairy products in U. K. (Davies and Worrall 1998; Kupiec and Revell 1998). 

Furthen-nore, households based on urban areas in the two countries spend more money on 

dairy products than those on rural areas (ICAP 2003). 

Consumers' personal characteristics also influence the demand of milk and dairy products 

in Greece and U. K.. The demand of milk and dairy products in Greece is influenced by 

income (Mergos and Donatos 1989; Xepapadeasý and fiabib 1995; Karagiannis and 

Velentzas 1997). Income has also a significant impact on milk and dairy products 

consumption and expenditures in U. K. as speciality cheese buyers are usually people with 

high levels of incorne while people with low income are the highest consumers of milk 

(McCarthy et al. 2001; DEFRA 2004c). Education has also ail important role oil dairy 

products dernand in both countries as people with high education prefer to buy special 

dairy products such as speciality clicese (Davies and Worrall 1998; McCarthy et A 2001). 

Moreover, men found to consume more butter than women (Hjartaker et al. 2002). Tile age 

of the housekeeper also influences his/her purchase decision about milk and dairy 
LXXIX 



A ppendix XI 

products. Kupiec and Revell (1998) found that people between 35-55 years old consist of a 

typical customer of a speci. alist shop while according to DEFRA (2004c) housekeepers 

between 50 and 65 years old consume more cheese in comparison with people of other 

ages. Besides, people between -65-75 years old have the highest milk consumption 

(DEFRA 2004c). According to DEFRA (2004c) data, white household persons consume 

larger quantities and expend more money in milk and cheese than other groups. Demand 

for milk and dairy products is also affected by the increasing number of women working in 

full time jobs and by housekeeper's occupation (Tansey 1994; DEFRA 2004c). "Small 

employers and own account workers" have the highest consumption of milk while "Higher 
I 

Professionals" have the highest consumption of cheese and the highest expenditures in 

both milk and cheese (DEFRA 2004c). 

Psychological factors such as the consumers' need of recognition, esteem or belonging, :- 

affect the food expenditures. People of higher social classes who are professionally 

successful are more familiar with the new international norrns, consume luxury goods such 

as special kinds of cheese and prefer to eat out as well as to purchase from special and 

expensive food marketing outlet such as delicatessen shops and expensive supermarket's 

(Sotiropoulos and Demoussis 2002). The increasing number of people in westeni societies , 

that are interested in values such as honesty, "substance' and environmental sustainability 

affect the food advertising as well as the demand for milk and dairy products, (Tansey 

0. , 

1994). Furthennore, the increasing concern of people in weight loss also affects the - 

demand of those products (Davies and Worrall 1998). 

All the factors, but mainly the increasing bargaining power of supermarkets as well as tile ', - 

food safety, licalth concern and quality assurance have a great impact on channel 

utilisation. 
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APPENDIX XII 

DETAILED INFORMATION ON THE STATISTICAL 

ANALYSIS REGARDING THE SURVEY IN THE 

LIVESTOCK FARMERS IN GREECE. 

(A) Examination of the Final Anti-image Correlation Matrix in Factor 

Analysis 

Examination of the final anti-image correlation matrix of the livestock marketing data 

indicated that only 3 of-the 55 (5%) anti - image correlations had large absolute values. 

The low percentage of large anti-image correlations was an indicator of the strength of 

interrelationships among variables. The Bartlett test of sphericity also indicated that the 

overall significance of the correlation matrix was significant (X2=1483.86, df=55, 

P<0.001). The Kaiser - Meyer - Oklin Measure of Adequacy showed that the entire 
I 

correlation matrix is appropriate for factor analysis (KMO MSA = 0.73). The MSA for 

each variable (MSAv3=0.60, MSAv4=0.67, MSAv5=0.85, MSAv6=0.75, MSAv7=0.84, 

MSAvIO=0.86, MSAvll=0.66, MSAvl2=0.84, MSAv]3=0.59, MSAv24=0.77 and 

MSAv25=0.67) was also another indicator which supported the appropriateness of tile 

intercorrelation among the variables for factor analYsis. Examination of the deten-ninant of 

correlation niatrix (Detenninant = 0.008149) also indicated tile adequacy of tile data for 

factor analysis. 
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Regarding the milk marketing data, the low proportion of large absolute values of anti- 

image correlation (4 of the 105 or 4%) supported the strength of intercorrelations among 

the variables. The Bartlett test of sphericity showed the overall significance of the 

correlation matrix was significant (X2 = 1319.60, df=105, P<0.001) while the KMO MSA 

indicated the correlation matrix is appropriate for factor analysis (KMO MSA = 0.70). The 

values of the MSA for each variable (MSAvl=0.88, MSAv3=0.70, MSAv4=0.73, 

MSAv6=0.66, MSAv9=0.68, MSAv 11 =0.67, MSAvl2=0.68, MSAvl4=0.85, 

MSAvl5=0.69, MSAvl6=0.64, MSAvl8=0.63, MSAv20=O. 61, ' MSAv2l=0.53, 

MSAv23=0.66 and MSAv24=0.74) also showed that the degree of intercorrelation among 

the variables was suitable for factor analysis. The detenninant of correlation matrix 

(Detenninant = 0.0 1362) also supported the suitability of the data for factor analysis. 

(B) Description of the K- mean Cluster Analysis 

Applying the recommendations of Punj and Stewart (1983) and McIntyre and BlashIlield 

(1980), the sample was randomly split into data sets: DI consisted tile test sample and D2 

consisted the internal validation sample. K-mean cluster analysis was first carried out on 

the test sample to identify possible alternative cluster solutions. Once tile centroids 

describing the cluster were obtained, a K-mean cluster analysis was conducted to the 

internal validation sample in order to select the optimum solution based on its stability and 

reproducibility. Actually, a cross validation of tile internal validation sample took place 

using constrained and unconstrained solution for each alternative solution for ea . ch 

alternative cluster. For a given number of clusters (n) tile constrained solution grouped all 

cases of D2 (internal validation sample) based on tile cluster centoids from the test sample 

Dlý while tile unconstrained solution posed no restrictions (McIntyre and Blaslifi I18 ie d90; 

Punj and Stewart 1983; Davies 2001). The chance correlated coefficient of agreement, 

kappa, was calculated for the two solu tions (constrained and unconstrained) of D2 cases oil 
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each cluster solution (n). The best n cluster solution was that which maximized kappa 

(McIntyre and Blashfield 1980; Punj and Stewart 1983). When the optimal cluster solution 

identified, the two samples (DI and 132) were combined and K-niean cluster analysis was 

conducted for a number of clusters determined at the optimal value. The cluster solutions 

were then assigned to each case and saved for subsequent profiling and prediction analysis. 

(C) Intelpretation and external validation of the results of cluster analys 

regarding livestock marketing in Greece with the Kruskal-Wallis non 

parametric test. 

Before accepting this solution derived from cluster analysis all cluster solutions (based oil 

all cases) were examined for interpretability and external validity. The three cluster 

solution found to be the most meaningful at it was highly interpretable and also had 

extemal validity i. e. significant inter-cluster differences were identified in variables that 

were not used in the cluster analysis. 

The three clusters (based on the cluster mcans for the derived factor scores and the cluster 

sizes) were narned according to the business strategy that the fan-ners in each group 

appeared to follow. The mean factor scores, the standard deviations and the results of 

ANOVA test for each strategic group regarding tile strategic dimensions, are presented in 

tile following table (Table 1). Tile high positive mean score of a particular strategic 

dimension means that this dimension is important. to tile fanners that follow tile specific 

business strategy. 
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Key Strategic Dimensions 

Cost Focus 

Strategic Groups 

Production Orientation Return Focus P 

Profit Orientation 0.1277' -0.1135' 0.3507 b 0.0001 

0.4576 0.7399 0.61251 

Production Orientation -0.4672 a 1.673 lb -0.1752' 0.0001 

0.2836 0.7152 0.3983 

Cost Focus 0.854 a 0.2464b -1.0117' 0.0001 

0.4912 0.7260 0.4259 

Number of Businesses (n=289) 135 33 121 

Table 1. Characteristics of the Three Clusters from Cluster Analysis 

NB: Within rows, means with different superscript differ significantly at P<0.05 (the 
difference between Group I(Cost Focus) and Group 2 (Production Orientation) within the 
I" row (Profit Orientation) is significant at P=0.07) according to Tukey's post hoc test. 
Means are reported in standard text and standard deviations in italics. 

The results of the ANOVA were validated with the Kruskal - Wallis non-parametfic one- 

way ANOVA which was more robust in case of lack of non-nality (Kinnear and Gray 

2000). The following table (Table 2) illustrates the results of this test as well as the level of 

significance of the difference among the clusters according to the Q test that is the 

equivalent non-parametric post hoc Tukey's test (Eddison 2000). High average ranks as 

well as high positive medians of a particular strategic dimension means that this dimension 

is important to the farmers that follow the specific business strategy. Both tests indicated 

that there is a significant difference among the three strategic groups regarding the 

importance of each key strategic dimension. 
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Key Strategic Strategic Groups 

Dimensions Cost Focus Production Return Focus P 

Orientation 

Profit Orientation 123.9' 107.7 b 178.7': 0.0001 

0.224 0.022 0.493 

Production Orientation 8 8.4' 271.7 b 173.6c 0.0001 

-0.554 1.677 -0.334 
Cost Focus 214.1 a 162.8 b 63.1c 0.0001 

0.802 0.272 -1.131 
Number of Businesses 135 33 121 

(n=289) 

Table 2. Characteristics of the Three Strategic Groups according to 

Kruskal-Wallis test 

NB: Within rows, average ranks with different superscript differ significantly at P<0.05 
according to Q non-parametric test. Average ranks are reported in standard text and medians 
in italics. 

The three identified strategic groups were validated using Kruskal - Wallis non parametric 

one way ANOVA test with eight -(8) strategic variables which were not used in factor 

analysis. The eight variables that were examined to ascertain: (a) tile importance of 

monitoring market prices (vl), (b) input cost(v2), (c) updating production tccliniques (v8), 

(d) animal welfare (vl4), (e) intensive production methods (vt 5), (f) detailed knowledge of 

the distribution channels (vl6), (g) seasonal fluctuations (v2l) and (h) considering the 

other fan-ners; as main competitors (M). Tile following table (Table 3) illustrates the 

results of this test as well as tile level of significance of tile difference , Illlollg tile clusters 

according to the Q test that is the equivalent non-pararnetric post hoc Tukey's test (Eddison 

2000). 
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Strategic Variables 

Cost Focus 

Strategic Groups 

Production Return Focus 

Orientation 

P 

Monitoring Market Prices 161.88' 182.08 b 116.05' 0.006-1- 

4.000 4.000 4.000 

Input cost 155.67' 208.17 
b II5.86c 0.0001 

2.000 3.000 1.000 

Update production 150.25' 218.56 b 1 19.08C 0.0001 

techniques 1.000 4.000 1.000 

Detailed Knowledge of the 144.57' 152.27 
b 

143.50' 0.0001 

distribution Channels 1.000 1.000 1.000 

Seasonal fluctuations 162.50' 182.9 1b II5.14c 0.009 

4.000 4.000 1.000 

Considering other farmers 141.42' 192.92 b 
135.93c 0.001 

as main competitors 1.000 2.000 1.000 

Animal welfare 130.9 1a 199.30b 145.91c 0.0001 

1.000 3.000 1.000 

Intensive production 145.62' 166.62 
b 

138.41' 0.0001 

methods 1.000 1.000 1.000 

Number of Businesses 135 33 121 

(n=289) 

Table 3. Miscellaneous Characteristics of the Three Strategic Groups according to, 

Kruskal-NI'allis test 

NB: Within rows, average ranks with different superscript differ significantly at P<0.05 

according to Q non-parametric test. Average ranks are reported in standard text and 
medians in italics. 

(D) InteE pretation and extemal validation of tile results of cluster analysis 

regarding milk marketing in Greece with the 
I 

Kruskal-Wallis non-parnm o-f r; a 

test 

f 
Cluster analysis identified four possible cluster solution (n=2, n73, n=4 and n=5). Tile kappa 

coefficient for each cluster solution was -0.65 for n=2 (P>0.05); -0.362 for il=3 (P<O. o0j); 

0.131 for n=4 (P<0.001) and 0.311 for n=5(P<0.00l). Since the decision is based oil tile 
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kappa maximization, the five cluster solution appeared optimal. However, before accepting 

this solution, all cluster solutions (based on all cases) were examined for interpretability and 

external validity. The three cluster solution found to be more meaningful than the other three 

as it has better and higher external validity than the five cluster solution which appeared the 

optimal solution by the kappa coefficients. In other words, the significant inter-cluster 

differences identified in variables that were not used in the cluster analysis were found to be 

higher for a 3-cluster solution than for a 5-cluster solution (Tables 8 and 9) 

More specifically, the association between the key strategic dimensions and the classification 

of the fanners to the three strategic groups based on ANOVA test are presented in Table 4. 

The high positive mean score of a particular strategic dimension means that this dimension is 

important to the farmers that follow tile specific business strategy. 

Therefore, all the factors except the "interpersonal relationships" were found to be 

significantly associated with the classification of the farniers to the three strategic groups. 
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Key Strategic 

Dimensions Differentiation 

Strategy 

Strategic Groups 

Production Orientation Return Focused 

Strategy Strategy 

P 

Production Orientation -0.093' 1.02Cý -0.358' 0.0001 

0.328 1.000 0.373 

Cost Focus -0.9*14' -0.036 
b 0.128 b 0.0001 

0.644 0.926 0.985 

Profit Orientation -1.333' -0.233 
b 0.365' 0.0001 

0.698 0.753 0.560 

Differentiation 0.023a -0.183 
b 

-0.166 
b 0.0001 

0.2836 0.7152 0.3983 

Interpersonal 0.108a 0.301a 0.013a 0.077 

Relationships 0.974 0.776 0.953 

Number of Businesses 37 46 208 

(n=291) 

Table 4. Characteristics of the Three Clusters from Cluster Analysis 

NB: Within rows, means with different superscript differ significantly at P<0.05 according 

to Tukey's post hoc test. Means are reported in standard text and standard deviations in 

italics. 

The interpretation of the each strategic group according to the five cluster solution is 

presented in Table 5. A significant association found between all the identified key 

strategic groups and the classification of the fan-ners to each cluster. On the other hand no 

intercluster differences were identified among the five strategic groups regarding the key 

strategic dimensions. 

r 
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Key Strategic 

Dimensions Cost 

Focus 

Strategy 

Return 

Focus 

Strategy 

Strategic Groups 

Production Differen- 

Orientation tiation 

Strategy Strategy 

Interpersonal 

Relationships 

Orientation 

Strategy 

P 

Production -0.495' -0.157 
b 1.730' -0.04 lb -0.427 a 0.0001 

Orientation 0.242 -0.394 0.581 0.365 0.288 

Cost Focus 0.9 1 ga 
-0.85 Ob 0.4 8 6c -0.821" 0.217' 0.0001 

0.601 0.512 0.553 0.758 0.865 

Profit Orientation 0.02 1 a. d 0.536 b 
-0.193' -0.162' 

0.289b, d 0.0001 

0.639 0.458 0.689 0.517 0.574 

Differentiation -0.218 
a 

-0.126 
b 

-0.176 
a. b 0.030' 0.149" b 0.0001 

0.078 0.128 0.443 0.208 0,102 

Interpersonal -0.686' -0.253 
b 0.309 C _0.10 1 b, c 1.392 d 0.001 

Relationships 0.501 0.581 0.680 0.872 0.637 

Number of 83 100 28 30 50 

Businesses (ii=291) 

Table 5. Characteristics of the Five Clusters from Cluster Analysis 

NB: Within rows, means with different superscript differ significantly at P<0.05 according 

to Tuckey's post hoc test. Means are reported in standard text and standard deviations, in 

italics. 

Tile results of the ANOVA were validated with the Kruskal - Wallis non-parametric one 

way ANOVA. The following tables (Table 6 and 7) illustrate the results Of this test for the 

3 clusters and 5 clusters solution, respectively, as well as tile significance of the difference 

among the clusters according to the Q test (Eddison 2000). High average ranks as well as 

high positive medians of a particular strategic dimension mean that this dimension is 

important to the farmers that follow the specific business strategy. 
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Key Strategic 

Dimensions Differentiation 

Strategy 

Strategic Groups 

Production Return 

Orientation Focused 

Strategy Strategy 

P 

Production Orientation 196.9' 245.7 b 114.9' 0.001 

-0.211 1.129 -0.460 
Cost Focus 71.8' 147 . 5b 158.9c 0.001 

-1.083 0.323 0.106 

Profit Orientation 32.4' 108.6 
b 

174.5ý 0.001 

-1.350 -0.139 0.457 

Differentiation 226.1' 11 6.5b 138.3c 0.001 

0.012 -0.228 0.176 

Interpersonal 159.6 a 122 . 0b 148.9' 0.084 

Relationships -0.125 0.417 0.189 

Number of Businesses 37 46 208 

(n=291) 

Table 6. Characteristics of the Three Strategic Groups accordin(I to 
Kruskal-NVallis test 

NB: Within rows, average ranks with different superscript differ significantly at P<0.05 

according to Q non-parametric test. Average ranks are reported in standard text and 

medians in italics. 

According to this test, all tile key strategic dimensions except' the "interpersonal 

relationships" were found to be associated with the classification of the fan-ners to the three 

strategic groups, while significant inter-cluster associations were found among all the 

clusters regarding all the dimensions. 
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Key Strategic Strategic Groups 

Dimensions Cost Return Production Differen- Interpersonal P 

Focus Focus Orientation tiation Relationships 

Strategy Strategy Strategy Strategy Orientation 
Strategy 

Production 76.2' . 
Ob 173 276.7' d 202.8 100.6' 0.0001 

Orientation -0.560 -0.258 1.705 -0.149 -0.488 

Cost Foctis 224.8' 76 Ob 193.5' 79.7 b 168.4 d 0.0001 

0.921 -0.861 0.518 -1.155 0.286 

Prorit Orientation 133.5' 193 . 
9b II Loc 19.6 d 166.4' 0.0001 

0.346 0.582 -0.330 -1.510 0.455 

Differentiation 98.5' 174.2b 97.4' 225.10c 148.30d 0.0001 

0.230 0.107 0.290 0.035 -0.153 

Interpersonal 82. V 132.8 b 185.6' 144.3 d 257.3' 0.0001 

Relationships -0.835 -0.257 0.327 -0.555 1.271 

Number of 83 100 28 30 50 

Businesses 

(n=291) 

Table 7. Characteristics of the Three Strategic Groups according to 

Kruskal-Wallis test 

NB: Within rows, average ranks with different superscript differ significantly at P<0.05 

according to Q non-parametric test. Average ranks are reported in standard text and 

medians in italics. 

The above table (Table 7) illustrates that all the factors were found to be significantly 

associated with tile classification of the fanners to the five strategic group, but sigilificalit 

inter-cluster differences were identified among all the clusters regarding the following 

factors: (i) "production orientation", (ii) "profit orientation" and (iii) "interpersonal 

relationships". The Q test did not identify any significant inter-cluster difference between 

return-focused and differentiation-orientated fan-ners regarding the "cost focus" dimension 

as well as between cost focused and production orientatcd fianners relative to tile 

"differentiation" dimension. 

Xcl 



A pj2endix XII 

The three and the five identified strategic groups were validated using. Kruskal - Wallis 

non-parametric one way ANOVA with six (6) strategic variables not used in factor 

analysis. The six variables were examined to ascertain the importance of input costs (Q), 

updating produciion techniques (0), maximization of milk quality by using special 

production techniques (vl4), no influence over the milk price (v22), influence of other 

countries policies to farrn profitability (v24) and animal welfare (04). The results of the 

test for both cluster solutions (3 clusters and 5 clusters solution) as well as the level of 

significance of the difference among the clusters according to the Q test are presented in 

Tables 8 and 9, respectively. High average ranks as well as high positive medians of a 

particular strategic variable means that this variable is important to the fan-ners that follow 

the specific business strategy. 
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Strategic Variables 

Differentiation 

Strategy 

Strategic Groups 

Production 

Orientation Strategy 

Return Focused 

Strategy 

P 

Input cost 114.3 1a 183.96 b 143.24' 0.0001 

4.000 4: 000 4.000 

Update production 107.14' 191.74 b 142.80' 0.025 

techniques 2.000 3.000 1.000 

Maximization of milk 122.95 a 153.74 b 148.39c. 0.0001 

quality 1.000. 4.000 1.000 

No influence over the milk 79.54' 122 . 
58b 163.00' 0.009 

price 4.000 4.000 1.000 

Influence of other countries 214.18 a 184.35b 125.39' 0.001 

policies to farm profitability 1.000 2.000 1.000 

Animal welfare 172.20' 179.14" 134.0 1b 0.0001 

1.000 3.006 1.000 

Number of Businesses 37 46 208 

(ii=291) 

Table 8. Miscellaneous Characteristics of the Three Strategic Groups according to 

Kruskal-Wallis test 

NB: Within rows, average ranks with different superscript differ significantly at P<0-05 

according to Q non-parametric test. Average ranks are reported in standard text and 

medians in italics. 

As the above table illustrates, all tile strategic variables were significantly associated with 

the three strategic groups. Significant iiltcrcluster differences were identified aniong 111 tile 

strategic groups regarding five of the six strategic variables. The test did not identify any 

significant inter-cluster difference between tile farmers who adopted tile diflIcrentiation 

strategy and those who followed the production orientation strategy regarding the 

importance of animal welfare for both these groups. 

Conceming the five-cluster solution, all the examined strategic solutions were found to be 

significantly associated with the identified marketing strategies (Table 9). The Q test 
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indicated that significant intecluster differences regarding the examined strategic variables 

exist among some and not all the strategic groups (Table 10.9). 

Strategic Variables 

Cost 

Focus 

Strategy 

Return 

Focus 

Strategy 

Strategic Groups 

Production Differen- 

Orientation tiation 

Strategy Strategy 

Interpersonal 

Relationships 

Orientation 

Strategy 

P 

Input cost 157.23" 115.1 lb 229.34; 121.07 b 157.42' 0.0001 

2.000 1.000 3.000 1.000 2.000 

Update production 160.79' 119.17 b 224.80c 99.58 d 158.84' 0.0001 

techniques 
, 

2.000 1.000 4.000 1.000 1.500 

Maximization of milk 156.48 a 131.05 b 170.09c 123.75 d 158.36' 0.0001 

quality 1.000 1.000 1.000 1.000 1.000 

No influence over the 167.64 a 138.43 b 144.73 h 75.60' 168.17a 0.0 1 001 

milk price 5.000 5.000 5.000 3.000 5.000 

innuence of other 112.70' 158.06 b 176.54c 217.67d 117.06" 0.0001 

countries policies to 1.000 1.000 2.000 3.000 1.000 

farm profitability 

Animal welfare 124.15' 144.4 lb 219.41c 178.77 d 124.68a 0.0001 

1.000 1.000 3.000 2.500 1.000 

Number of 83 100 28 30 50 - 

Businesses (n=291) -I 

Table 9. Miscellaneous Characteristics of the Five Strategic Groups according to 

Kruskal-Wallis test 

NB: Within rows, average ranks with different superscript differ significantly at P<o. 05 

according to Q non-parametric test. Average ranks are reported in standard text and 
medians in italics. 

Therefore, the interpretation and the external validation of the cluster solution based on the 

strategic variables that were not used in factor analysis indicated that tile three cluster 

solution is more robust than the five cluster solution. 
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(E) The results of the Box's M, Bartlett Box F and Levene's test. 

The Box's M test statistic was evaluated to test if there was equality of covariance of the 

independent variables across the identified group. 

Regarding the livestock marketing the small probability (Box M= 295.290, approx F= 

22.921, df =3191.7, P<0.001) indicated that the variance - covariance matrices were 

violated and Bartlett Box F statistic as well as the Levene's test were conducted using 

Minitab 12 to asses the homogeneity of variance for each depended variable (Siardos 

2000). The results the Bartlett Box F statistic and the Levene's test (Table 10) indicated 

that tile equality of variance for the examined strategic dimensions was violated and 

quadratic discriminant analysis was conducted in order to detennine whether the identified 

variables could predict cluster membership in both case. 

Key strategic dimensions Bartlett Box F p Levene's statistic 1, 

Profit Orientation 6.632 0.036 4.428 0.013 

Production Orientation 41.805 0.001 19.622 0.001 

Cost Focus - 3.034 0.219 3.467 0.033 

Table 10 The results of Bartlett Box F and Levene's statistic regarding livestock 
marketing 

Tile Box's M test statistic for milk marketing (Box M= 293.083 approx F= 11.895, df 

=1448.094, P<0.001 for the 3 cluster solution and Box M= 400.063 approx F= 7.660, df 

=2337.425, P<0.001 for tile 5 cluster solution) indicated that tile variance - covariance 

matrices were violated. In inference both the Bartlett Box F and the Lcvene's test statistic 

(Table 11) indicated that the equality of variance for production orientation, cost focus and 

iiitei-persoiial-relatioiisilips regarding the three cluster solutions and for all the strategic 

dimensions regarding the five cluster solution was violated. 
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Key strategic Three cluster solution Five cluster solution 

dimensions Bartlett p Levene's p Bartlett p Levene's p 

Box F statistic Box F statistic 

Production 35.572 0.001 27.756 0.001 79.851 0.001 27.165 0.001 

Orientation 

Cost Focus 13.406 

Profit Orientation 1.268 

Differentiation 5.453 

Interpersonal 23.637 

Relationships 

Table II The results of Bartlett Box F and Levene's statistic regarding milk 

marketing 

xCV1 

0.001 11.493 0.001 24.826 0.001 7.540 0.001 
0.530 0.404 0.668 30.938 0.001 4.771 0.001 

0.065 0.570 0.566 24.631 0.001 6.495 0.001 

0.001 4.419 0.013 17.488 0.002 3.495 
-0.001 



APPENDIX XIII 

DETAILED INFORMATION ON THE STATISTICAL 

ANALYSIS REGARDING THE SURVEY IN THE SHEEP 

AND DAIRY COW FARMERS IN UNITED KINGDOM. 

(A) Examination of the Final Anti-image Correlation Matrix in Factor 

Analysis 

Examination of tile final anti-irnage correlation matrix of the livestock marketing data 

indicated that only 2 of the 45 (5%) anti - image correlations had large absolute values. 

The low percentage of large anti-image correlations was an indicator of the strength of 

interrelationships among variables. The Bartlett test of sphericity (X2= 250. ý43, df=45, 

P<0.001), the Kaiser - Meyer - Oklin Measure of Adequacy (KMO MSA=0.80) and tile 

MSA for each examined variable (MSAvl=0.77, MSAvIO=0.78, MSAv]3=0.90, 

MSAvl4=0.80, MSAv24=0.80, MSAv25=0.77, MSAv29=0.76, MSAv30=O. 80, 

MSAv36=0.73, and MSAv44=0.91) indicated that tile data were appropriate for factor 

analysis (MaIllotra 1996; Hair el al. 1998; Darren and Mallery 2001). Examination of tile 

deten-ninant of correlation matrix (Deten-ninant = 0.00475) also indicated the adequacy of 

the data for factor analysis. 

Regarding the milk marketing data, tile absence of large absolute values of anti-image 

correlation supported tile strength of i iltercorrel ati oils among tile variables. Tile Bartlett test 

of sphericity (x 2= 131,984, df=36, P<0.001), the Kaiser - Meyer - Oklin Nleasure of 
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Adequacy (KMO MSA=0.75) and the MSA for each examined variable (MSAv5=0.79, 

MSAvl4=0.83, MSAvl8=0.75, MSAv22=0.75, MSAv25=0.60, MSAv26=0.79, 

MSAv28=0.66, MSAv32=0.71, and MSAv35=0.75) indicated that the data were 

appropriate for factor analysis (Malhotra 1996; Hair el A 1998; Darren and Mallery 2001). 

The deten-ninant of correlation matrix (deten-ninant = 0.06826) also supported the 

suitability of the data for factor analysis. 

(B) Description of cluster analysis regarding the identification of the 

marketing strategies that sheep fan-ners follow. 

Ward's procedure was the hierarchical technique that was conducted in order to ', ' 

predetermine the number of clusters, profile the cluster centres and identify any obvious 

outliers. This procedure suggested between two and three cluster solution. 

In the next stage the 52 observations were randomly split into tile test (DI) and tile internal 

validation sample (D2 ) according to the recommendations of Punj and Stewart 0 983) and 

McIntyre and Blaslihield (1980) that were presented in Chapter 8. Hence, k-mean cluster 

analysis perfortned in DI sample for the two cluster values (n=2,3) and when the centroids 

obtained for each cluster, k-mean analysis conducted in D2 for each alternative (n=2,3) 

provided two constrained and two unconstrained solutions. Next tile coefficient of 

agreement (kappa) between the constrained and unconstrained solution of D2 cases was ' 

calculated for each cluster solution. The kappa coefficient for each cluster solution was - 

0.195 for n=3 (P>0.05), -0.490 for n=2 (P<0.01). The two cluster solution appeared to be 

more acceptable than the three cluster solution as its kappa coefficient is significant for 

P<0.05. However, before accepting this solution all cluster solutions (based oil all cases) ý 

were examined for interpretability and external validity. The two cluster solution found to 
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be the most meaningful, it was highly interpretable and also had external validity i. e. 

significant inter-cluster differences were identified in variables that were not used in the 

cluster analysis. 

The two identified strategic groups were validated using Kruskal - Wallis non-parametric 

one-way ANOVA with six (6) strategic variables not used in factor analysis as this test is 

more robust in. cases of ordinal data (Kinnear and Gray 2000). The six variables were 

examined to ascertain the importance of input cost (Q), animal welfare (v2l), intensive 

production methods (v23), search for new market outlets (04), understanding of need and 

wants of the final consumer (V37) and knowledge obtained from other fanners that is 

considered as valuable for farrn business operation (v4l). The results of this test as well as 

the level of significance of the difference among the clusters according to the Q test (the 

equivalent non-parametric post hoc Tuckey's test) are presented in Table 1. High average 

ranks as well as high positive medians of a particular strategic variable means that this 

variable is important to the fan-ners that follow the specific business strategy. 

Inter-cluster differences were observed in the five of the six variables. All tile strategic 

variables appeared to be important for both strategic groups. The differentiation-orientatcd 

farmers were more interested in aehieving high animal welfare standards, searching for 

new market outlets for their produce, exploring and understanding the needs and wants of 

the final consumer as well as they considered that the knowledge they obtained from the 

other fan-ners in their region were essential for their farill operation. On tile other ]land, 

prod uction-ori entated farmers were more interested in intensive livestock production 

techniques. Furthermore none of the two strategic groups were significantly associated 

(P=0.055) with reducing tile input cost but this variable secills to be more important for tile 

farmers adopted the differentiation strategy. 
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Strategic Variables Strategic Groups 

Differentiation Production P 

Strategy Orientation Strategy 

Input Cost 29.9 V 22.52 b 0.055 

3.000 3.000 

Animal welfare 30.43' 21.92 b 0.020 

4.000 4.000 

Intensive production methods 22.57' 31.08 b 0.034 

2.000 3.000 

Search for new market outlets 30.3 ga 21.96 b 0.026 

2.000 1.000 

Understanding of the need and wants of the final 31.88' 20.23b 0.003 

consumer 4.000 3.000 

Knowledge obtained from other farmers is 30.29' 22.08 b 0.044 

considered as important for farm business operation 3.000 2.000 

Number of Businesses (n=52) 28 24 

Table I Miscellaneous Characteristics of the Two Strategic Groups according to 

Kruskal-Wallis test 

NB: Within rows, average ranks with different superscript differ significantly at P<0.05 
according to Q non-parametric test. Average ranks are reported in standard text and 
medians in italics. 

(C) Description of cluster analysis regarding-the identification )f the ' 

marketing strategies that dairy cow farmers follow.. 

Ward's procedure was tile hierarchical technique that was conducted in order to 

predetennine the number of clusters, p. rofile the cluster centres and identify any obvious 

outliers. This procedure suggested between two and three cluster solution. 

In the next stage the 54 observations were randomly split into the test sample (DI) and the 

internal validation sample (D2 ) according to the recommendations Of Puni and Stewart 

(1983) and McIntyre and Blaslihield (1980) that also are presented in Chapter 8. The k- 

rnean cluster analysis perfon-ned in DI sample for the two cluster values (n=2,3) and when 
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the centroids obtained for each cluster, k-m&an analysis conducted in D2 for each 

alternative (n=2,3) provided two constrained and two unconstrained solutions. Next the 

coefficient of agreement (kappa) between the constrained and unconstrained solution of D2 

cases was calculated for each cluster solution. The kappa coefficient for each cluster 

solution was 0.300 for n=3 (P<0.05), 0.634 for n=2 (P<0.001). Since the decision is the 

kappa maximization in a significant level of P<0.05 the two cluster solution appeared to 

meet this criterion. Furthermore, both cluster solutions (based on all cases) were examined 

for interpretability and external validity. Examining the results of ANOVA that are 

presented in Tables 2 and 3, the three clusters solution found to be more interpretable than 

the two clusters solution. 

Key Strategic 

Dimensions Opportunist 

strategy 

Strategic Groups 

Return focus Market 

strategy orientation 

P 

Market Orientation -0.2052' -0.5619' . 
1.402 8b 0.0001 

0.6490 0.5771 0.6131 

Profit Orientation -0.7884 
a 0.44786 -0.0085 

6, a 0.001 

0.7114 0.9693 0.9309 

Interpersonal -1.4417' 0.1 120h 0.2794b 0.0001 

Relationships 0.7438 0.9040 0.6884 

Number of 15 23 16 

Businesses (n=54) 

Table 2 Char'acteristics of the Three Clusters from Cluster Analysis 

NB: Means are reported in standard text and standard deviations in ilalics. Within rows, 

average ranks with different superscript differ significantly at P<0.05 according to Tuckcy 

post hoc test. 
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Key Strategic 

Dimensions Opportunist strategy 

Strategic Groups 

Return focus strategy P 

Market Orientation -0.3715 0.4081 0.007 

0.6540 1.1240 

Profit Orientation -0.5611 0.7837 0.004 

0.7837 1.0269 

Interpersonal -1.2343 0.7885 0.0001 

Relationships 0.7885 0.7836 

Number of Businesses 20 34 

(n=54) 

Table 3 Characteristics of the Two Clusters from Cluster Analysis 

NB: Means are reported in standard text and standard deviations in italics. 

Moreover the three cluster solution bad better external validity than the two clusters 

solution according to the results of the Kruskall - Wallis test that Tables 4 and 5 illustrate 

because the three clusters solution found to be significant associated with the four of the 

five variables that were not used in factor analysis contrary to tile two clusters solution that 

was significant related to only one of the five examined variables. More particular, the 

three clusters and two clusters solutions were validated using Kruskal - Wallis non- 

parametric one-way ANOVA with five (5) strategic variables not used in factor analysis as 

this test is more robust in cases of ordinal data (Kinnear and Gray 2000). The five variables 

were examined to ascertain tile importance of farmers' awareness about tile exact cost and 

return of their milk produce (0), extremely flexible production plans (vi 1), breeding of 

dairy cow which required special knowledge and equipment of facilities that other fan-ners 

do not have (02), production of special, niche market products (v24) and involvement 

with off-farrn marketing activities (v27). 
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Strategic Variables 

Opportunist 

strategy 

Strategic Groups 

Return focus Market 

strategy orientation 

P 

Awareness of the exact cost and returns 24.73' 25.1 V 33.53 b 0.150 

of the milk produce 4.000 4.000 5.000 

Extremely flexible production plans 24.37' 22.48 a 37.66 b 0,005 

2.000 2.000 3.000 

Production of special niche market 28.03 a 23.50h 32.75'ý 0.028 

products, e. g organic 1.000 1.000 1.000 

Breedina dairv cows which reauire 18.90' 27.28 h 35.88c 0.002 

special knowledge and equipment that 1.000 1.000 2.500 

other farmers do not have 

Personal involvement in off marketing t9 22.00' 26.52 b 34.06' 0.043 

activities 1.000 1.000 2.000 

Number of Businesses (n=54) 15 23 16 

Table 4 Miscellaneous Characteristics of the Three Strategic Groups according to 

11'kniskal-Wallis test 

NB: Within rows, average ranks with different superscript differ significantly at P<0.05 

according to Q non-pararnetric test. Average ranks are reported in standard text and 

medians in italics. 
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Strategic Variables Strategic Groups 

Opportunist Return focus 

strategy strategy 

P 

Awareness of the exact cost and returns of the milk 25.00' 28.97 0.340 

produce 4.000 4.000 

Extremely flexible production plans 25.45' 28.71' 0.440 

2.000 3.000 

Production of special niche market products, e. g organic 26.65' 28.00' 0.653 

1.000 1.000 

Breeding dairy cows which require special knowledge 22.25' 30.59' 0.029 

and equipment that other farmers do not have 1.000 1.000 

Personal involvement in off marketing activities 23.75' 29.71' 0.120' 

1.000 1.000 

Number of Businesses (n=54) 20 34 - 

Table 5 Miscellaneous Characteristics of the Two Strategic Groups according to 

Kruskal-NVallis test 

NB: Within rows, average ranks with different superscript differ significantly at P<0.05 

according to Q non-parametric test. Average ranks are reported in standard text an 
.d 

medians in italics. 

As the three clusters solution found to have better validity than tile two clusters solution, 

the three clusters (based on tile cluster means for the derived factor scores and tile cluster 

sizes) were named according to the business strategy that the fanners in each group 

appeared to follow. The mean factor scores, the standard deviations and tile results from 

ANOVA test for fan-ners in each strategic group with each strategic dimension are 

presented in the Table 13.3. The high positive mean score of a particular strategic 

dimension means that this dimension is important to the farrners that follow tile specific 

business strategy. 
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(D) Description of discriminant analysis regarding the marketing strategies 

that sheep farmers follow. 

Prior to discriminant analysis the normality of the key strategic dimensions was checked. 

The Box's M test statistic (Box M= 8.091, approx F= 1.260, df =16938.887, P=0.272) 

indicated that the equality of variance - covariance matrices is supported and the 

discriminant analysis is appropriate. 

Therefore, a stepwise discriminant analysis was conducted to evaluate the prediction of 

group membership by the predictors derived frorn the factor analysis as there was not any a 

priori knowledge of the predictor variables. The criteria that were used to evaluate tile 

discriminating power of the predictor variables were : (a) Willi's lanida, (b) canonical 

function which relates the number of important functions through several tests included: (i) 

eigenvalues greater than I are significant, tile greater the value tile greater the discriminant 

power of the function, (ii) percentage of variance greater than 5% is significant, (iii) a 

canonical correlation greater than 0.6 is significant and (iv) ovcral chi-square statistics for 

the derived function, (c) percentage of variance explained through tile use of 1 2. and (d) 

percentage correctly classiried (Morfison 1969; Pcterson and Mall. ijaii 1976; Crask ct al. 

1977; Daniels and Darcy 1983; Tabaclinick and Fidell 1989; Ilair et A 1998; Davies 

2001). 
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(E) Description of discTiminant analySIS TCSýaTdlng thC MaT'ke_fln? 

klxak (1ýý Cow %mg-Ts Ulow 

Initially the non-nality of the key strategic dimensions was checked. The Box's M test 

statistic (Box M= 24.111 approx F= 1.828, df =9517.314, P=0.038) indicated that the 

variance - covariance matrices were violated. 

Thus, the Bartlett Box F statistic and the Levene's Test were conducted additionally using 

Minitab to asses the homogeneity of variance for each depended variable (Siardos 2000). 

The results of both tests are presented in Table 6 and indicate that the equality of variance 

for each strategic dimension was not violated. 

Key strategic dimensions 

Market Orientation- 

Prorit Orientation 

Interpersonal Relationships 

Bartlett Box F p Levene's statistic p 

0.236 0.889 0.143 0.867 
1.574 0.455 1.082 0.347 
1.432 0.489 1.419 0.251 

Table 6 The results of Bartlett Box F and Levene's statistic 

Therefore, a stepwise discriminant analysis was conducted in a similar way to that 

presented in the previous section. 
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