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Agricultural Management Institute

A Not-for-profit farm-led organization Ontario;

A Mandate to fund activities to develop business
and risk management

I Tools
I Products
I Information, resources and training
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Why do the study?

A Baseline evaluation of awareness, familiarity and
usage of farm business management programs, tools
and organizations;

A Discover the differences of those farms that do and
do not conduct business management practices;

A Give scope to programs and funding for the future;
A Measure our impact over time.
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Researchers a

A Partnership between AMI, Ipsdeid and the
Ontario Soil and Crop Improvement
Association;

A Ipsos Forward Research (Agriculture Division)
carried out the work starting in July 2010;

—
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Methodology

with Non-Business with Segmentation
Farmers ! Analysis
Six focus groups with farmers who Twenty in-depth telephone Quantitative Survey with Segmentation
are engaged with business interviews with farmers who are not Analysis fielded between Mart7-19h
management planning activities, engaged with farm business 2011.
fielded between Nov. 29t - Dec. 10th management planning activities,
i h
2010. fielded between Dec 1%t -9™ 2010. Objective: to identify a current snapshot of
Obijective: to develop an understanding of Ontario farmerso invol
Ontario farmers as it relates to each stage  Objective: to identify barriers and potential business planning that is provincially
starting with need identification and ending  motivators for farm business management representative. Further to segment Ontario
with |mplementat|or_1 of farm business planning. farmers in terms of their attitudes and
management planning. behaviours towards business management
planning.

o 2 e
Canadi ami [~ Ontario  Growing Forward *



==
A IM I | Takea new approach to farm business management

AGRICULTURAL MANAGEMENT INSTITUTE
LINSTITUT DE LA GESTION AGRICOLE

Focus Groups

Planner Focus Groups
I 6 focus groups were conducted between November 29th and December 10th, 2010.
I Each focus group was 2 hours in length with participation of between 7 to 10 farmers.
I London, Belleville, Casselman, Owen Sound, Ridgetown and Welland areas.

Non-Planners Phone Interviews

I 20 indepth interviews were conducted via telephone between December 1st and
December 15th, 2010.
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Purpose of the Focus Groups

AUnderstand the future short term and long term goals for Ontario farmers

Aldentify how Ontario farmers define success and what some of the current success factors anc
barriers are to be a successful farmer today.

AUnderstand how Ontario farmers define farm business management planning and its
components

AExplore unaided and aided awareness, familiarity and use of organizations, programs and tools
available to facilitate farm business management plans in Ontario.

AExplore the level of satisfaction with Business Management Resources used

AExplore how end users, Ontario farmers, would most like to receive assistance with farm
business management planning

AExplore motivations and barriers of the implementation of Business Management Resources

AExplore ways to encourage farmers already utilizing some resources to use other resources in
other areas of their business.
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Qualitative Research Phase
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Qualitative Objectives & Methodology

The main objective of the qualitative stage of this research is to explore the current situation of farm business manatgmerg among
Ontario farmers. The following outlines more specific objectives as outlined in the proposal:

This section summarizes the findings from focus groups adéth interviews that were conducted with Ontario farmers from the
London, BellevilleCasselmanOwen SoundRidgetownand Wellandareas.

T (Planners)
A 6 focus groups were conducted between Novembef a8d December 10, 2010.
A Each focus group was 2 hours in length with participation of between 7 to 10 farmers.
T (NonPlanners)
A 20 indepth interviews were conducted via telephone between DecemBeard December 115, 2010.

Focus Groups and In-depth Interviews:

AUnderstand the future short term and long term goals for Ontario farmers

A Identify how Ontario farmers define success and what some of the current success factors and barriers are to be a successful farmer
today.

A Understand how Ontario farmers define farm business management planning and its components

A Explore unaided and aided awareness, familiarity and use of organizations, programs and tools available to facilitate farm business
management plans in Ontario.

A Explore the level of satisfaction with Business Management Resources used

A Explore how end users, Ontario farmers, would most like to receive assistance with farm business management planning

A Explore motivations and barriers of the implementation of Business Management Resources

A Explore ways to encourage farmers already utilizing some resources to use other resources in other areas of their business.
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Detailed Findings

-Qualitative Research Phase
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Successful Farm Busingsleasuring Success

CFNXYSNB KIS || @FNAS(Ge 2F ¢glea G2 RSTAYS | Wi dz00S aad pofitabifity. NI

Achieving business goals

Achieving financial goals

Getting paid for your product

Enjoying life and having time for your family
A well run operation

AThe ability to function in |if
thenostress-you are abl e toiWddnég end:

Profitability AWell, the biggest indicator of sucoc
Customer satisfaction are your kids happy, do you keep you
No financial stress somewhat comfortably aRddetowour bil |l s
Peer recognition
' Financial \ Personal
Prosperity' Satisfaction

In terms of measuring the success of farms in Ontario, it appears to come down to two different streams of farmers.
The farmers that measure success based on growth and profitability of the operation and those that measure success
on the happiness and enjoyment of a days work on the farm.
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Challenges and Barriers to Being Successfu

When farmers are asked what challenges are inhibiting their ability to be successful, many external factors get the btdiioall\spising
input costs and low commaodity prices. As most (Fsopply managed) farmers view themselves as price takers and therefore without
control over the price they sell their production at, rising input costs and continued low commodity prices have larggionplan the

profitability of many operations.

out the window tomorrow morning. Your gas prices for your

‘ Atos a mar ke tyeanntarketimgglan, ltcango n e
green house can up or down. The dollar goes up, you lose,

A Increasing crop/livestock input costs

. the doll ar goesWalamovh, you wi n.
A Instability of commodity markets
AThe problem with that is tBwel gover ai
A Instability of money markets paid our offshore workers $6.40 an hour, and that was at least $0.15 above
mi ni mum wage. Today wedre paying them ¢
. ~still getting the same for -Owen®opnd!| es a:
A Rising labor costs '
A Cost of food to consumers il mean on average, they say the a

5-6% of their disposable income to put food on the table. And you
dondt have to go back5Otydas ago,mbhany vy e

A Equipment costs would it have been itOwens@undForty per

\

A Increasingly high land prices
AYou have got the Dairy Far mers Of

got to answer to so many people now. You are your own boss, but
sometimes you are not. There is always somebody telling you what
. to do di-fChseetmamt | y. O

A Increasing regulations and paperwork

A Urban sprawl
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Challenges Emotional Attachment to the Farm

A key finding of this research is that many farmers are reluctant to see their operations as a business only becauseithey vie
more or equally as a lifestyle. The farm is a part of their family and often a part of their heritage. Compared to otrsy care
FINXVAYI Aa y20 2yteé gKIFG GKS&@ R2 A0Qa ¢K2 (KS& | NBo

Some farmers openly admitted that being emotionally attached to the farm is a challenge, while in other cases it wasaohdersto
throughout the discussion.

ATherebs too much emotion in the industry, you know,
intertwined so strongly compared to a |l ot of other in
to separate those two, that ités hard for a farmer to
it or swaying it oirOwenkSeuwd ng it somehow. 0

think you need to have a business plan whether 1 tds one YyeEe

backed by somebody outside the business, family business or whatever it is just to get a perspective on it. It

doesndét matter 1 f 1itds your banker, your accountant or whe

it to give y-OMella)dn opi ni on. O
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Farm Business Management Planning

Farm business management planning is not universally understood. Rather, farmers define farm business management plam@ning in
variety of ways:

A Business planning includes short term and long term goal setting.
A Farm business management covers a variety of management areas such as: time management, financial management, people
management and operation management. However, there are some farmers that strictly associated it with financial managemen
A Some farmers discussed the need to plan for the unexpected or adverse events. In many cases, this is related to westher, dise
outbreak or personal illness.
A Some farmers feel that in order to be adaptable and progressive with new technology and science, farm business planning is
necessary.
Advantages Disadvantages
» Identifying strengths and weaknesses » Many factors out of the control of the farmers
® Forces one to self assess » No time to plan
» Prioritization » Stressful if the plan fails
» Keeps everyone on the same plan ® Benefits of business planning are not clear
m GCHAtAY3 G2 LXLY Ad LAIYYA s GOELISNIEE G(SttAYy3I FTENYSNE 4
®» Helps to adjust and adapt to market changes » Out of date quickly
» Manage risk better » Cost of professional advice
® Helps to set andchieve goals ® Generally not enjoyable
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Emotiscape; Positive Emotions

A The following outlines the top positive emotions in terms of frequency of mentions and explains some of the support for the

emotions.

Curious/

Interested

Inspired/

Encouraged )

Confidence

Cool/Calm

At Peace/
Normal

Farmers are curious to understand what planning is all about. Specifically how to do it and what the
outcome will be Some farmers were curious and interested after filling out the farm business
planning activities worksheet. They were interested to know more about what the different activitie:
entail.

Planning helps farmers to explore and learn new opportunities.

Farmers were inspired to seek new business opportunities as a result of planning. Once some plar
has been put into place, it encourages the farmers to achieve their plan and work towards their goe

Farmers feel confident when thinking about farm business planning because if you have planned
properly you should have evaluated the options and chosen to move forward in a direction you are
confident in.

Al f you know what your feed costs are g
confident wunl e-OwenSourdgedy hits. 0
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Emotiscape Negative Emotions

The following outlines the top negative emotions in terms of frequency of mentions and explains some of the support for the

emotions.

Confused

Skeptical

Tired/ Worn
Out

Intimidated

Disappointed

CINY¥SNBR YSyuAz2ySR (GKIG GKSNB A& a2 YdzOK Ay D
where or how to begin.

Farmers were confused and skeptical as to how writing their plans down on paper will impact theil
operation.Farmers also mentioned that they need to be shown the benefits of farm business
planning.

Planning is difficult when so many aspects of farming are subject to change in the short term and
especially over the long term. Farmers mentioned having made plans and then having new
regulations, or government protocols, or changing input costs make the plan unattainable or
irrelevant.

CFNYSNE INB FftNBIFIRe g2NJAy3 t2y3 K2dz2NAR | YR
the increasing amount of record keeping and paperwork as well as, developing business managel
plans.

Intimidation was also described as being fearful of what is not known. Making a plan might often
mean to venture away from what the farmers know best

fiveah. | felt you should have more help is all. | get
up too early and-Wdland o b e ¢
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Farm Business Management Planning Snapshc

\

ayeah, | have a mental long-term plan. | don't have it
down. I'm very rigid when it comes to sticking to my
mental plan and | hope it all works. Do | have
something written down? No. Is it something | think
about? Yes, but there's still too many variables to start
pinning them down. - Welland

-
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Generally speaking, farmers have informal verbal plans that cover many of the areas of business planning, howev
very few have formal written business plans. In any given area of business planning, less than 8% of farmers have
completed written business plan. Only a few farmers acknowledged the continuous life of a business plan and the
to assess and update a written plan.

Many producers discussed the need for a succession plan in
® Succession Planning order to facilitate their retirement and transfer of the farm to
their child/children.
Although most producers said they have this form of training or plan,
many farmers still did not seem to grasp the continuous nature of a
business plan.

® Business Planning

® Risk Management Planning Supply managed farmers are less inclined to see these types of
planning as relevant. Whereas, other farmers feel they need risk
management plans in todayds i nd
m Commodity Marketing Planning commodity prices and selling strategically is a key factor to being

more profitable.
w Contingency Planning Generally, all of these business management planning activities have
less awareness and relevance to farmers in general. The experience
and understanding of the implications of these types of planning is
not clear. Many farmers consider contingency and diversification
— planning part of risk management planning. Direct marketing is more
m Direct Marketing Planning relevant for hqrticultural and greenhouse farmers. Human R_esource
management is more relevant to the farmers that have full time non-
family or seasonal employees.

m Diversification Planning

—

®» Human Resource Management
Planning
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A Farmers were also asked what type of financial documents they have prepared in the past 12 months.

®» Balance Sheet -
The majority of farmers have balance sheets and cash flow statements

prepared.
# Cash Flow Statement

® A Written Annual Budge

An E ise Bud A significantly smaller portion of farmers have any of these
= An Enterprise Budget statements prepared for their farm operations. Very few farmers

have a break-even analysis calculated.

® A Breakeven Analysis

m Farmers were also asked on the handout the extent to which they compare their operation to other operations.
® Approximately 50% of farmers who participated in the focus groups use production benchmarking.

® Only approximately a quarter of the farmers use any sort of financial benchmarking to evaluate their
operation against similar operations.

o == e
Canadi amli 2F ~Ontario Growing Forward Y




?ﬂ(

aml | Take a new approach to farm business management

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIII

Farm Business Planning Resource

Al have two mar ket advisors. Act
on the internet a lot getting information out of the States
from a couple of advisors down there; it's kind of a freebie

t h e r Ridgetown

AAccountant, | awyer and we
have people who have abilities in whatever you
‘'need so you can-Wellkrnd guestio

o
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Generally, when farmers were asked about who they turn to for farm business management planning, lawyers anc
accountants were mentioned as the usual go to people.

i However, many expressed dissatisfaction with the lack of farm specific knowledge that these professione
had and as a result some farmers admitted to dismissing some of the advice they get.

Other sources that many farmers mentioned as resources for farm business planning were:
i Banks
i Farm Credit Canada
i Other Farmers

To a less extent some other organizations and people were mentioned as resources:
i OMAFRA
I Canadian Farm Business Advisory Services
i Agricultural Management Institute (overall awareness of AMI is low)
i Ontario Soil and Crop Improvement Association

Some farmers, often those with large farms that are expanding and diversifying, pay for professional consultants a
advisors.

Many farmers mentioned that general business planning and making short term and long term goals is something
they do on their own or with other family/people involved in the farm.

o == e
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Growing Your Farm Profits Workshop

Of those that participated in a Growing Your Farm Profits workshop, most stated that it was helpful, that it
provided a lot of information and at the very least it made the farmers think about farm business planning
more than they had prior to the workshop.

Al f nothing eldstgetsyduthmking.&redwotld put s
attribute the advantages of that program just to that. i Owen Sound

Overall, awareness is low of the funding opportunities available through the Growing Forward program. Of
those that were aware of the funding and have participated, they were not able to articulate thsitashg
process well.

AYou have to access to about $14,000 in government
write a check for $14,000 and you ask me what do | want to do with $14,000,
| can hire a consultant, | can do whatever | want to do with the $14,000, | just
have to come up with a game {PNellamd t hat' s judged by

Farmers also mentioned that the GYFP program lacked falfpwhe workshops would be very informative
but the farmers were not always confident they understand how to take the next steps and who to go to when
all is said and done.
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Changes and Impacts as a Result of Planning

. AFor 1T nstance, when
AConsumer demand. direct marketing, we were fortunate
Changing demographics in enough this year to get rid of most of
the country. | mean, beef our cattle directly to where they
consumptiondsi going down. 0O ' were going right at home. In other
Owen Sound | words, we didn't spend $0.04 a

‘ pound transporting to cattle market
and paying the commissions to get

il used to work a theamnpspoled ggrgd ald th
farm and now | work more on- Belleville

farm, because of things I've

learned and the benefits of

wor king together on something. o

- London
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Farmers were asked what changes they have made to their operations as a result of farm business managem:
planning.
wSome farmers discussed diversifying into different product types and even different markets entirely,

such as renewable energy.

wTwo livestock categories in particular, beef cattle and hog production was mentioned often to have
significantly changed as a result of planning.

wMany farmers are being more cautious with their finances and their debt loads. Many farmers said debt
reduction was a top priority.

wSome farmers mention that assessing and planning for the farm has directed them to find a new career.

wSome farmers discussed finding ways to market their products to different markets.
wSome use crop marketing tools (hedging, forward contracts) for risk management.
wSome farmers have investigated opportunities for branding and processing products from production.

wSome farmers discussed seeking out and attending different types of training opportunities they might
not have done before.

wA few farmers discussed having some time on the weekend off, as well, a few said they are traveling
more.

wSome farmers mentioned being able to work-faffm less and spend more time darm.
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Key Conclusions and Implications

-Qualitative Research Phase
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Areas of Improvement for Farm Business Plannii
Resources

A Overall, farmers have a negative impression of consultants. They feel that consultants do not understand their industn
the nuances of running a farm business.

A Ly GSNXa 2F LINRBFSaaAz2ylf | ROAOST FIENNSNE ¢l yid G2 62N
farm situation.There is a lack of awareness of credible and affordable resources.

A Farmers also expressed it is difficult to find one resource that can take care of all of the components of business ftlanr
Ad FTNHZAGNI GAy3a (2 GKSY GKIG GKSe ySSR G2 62N)] 6AGK |

A Alarge barrier exists to demonstrate to Ontario farmers that a formal written document is actionable. Also, that taking
time and money to develop and continually assess a farm business management plan will have a positive impact on t
success of the farm. There is a very passive approach to farm business management planning. Farmers will take coul
training sporadically, talk to professionals occasionally and seldom write down any of their plans.

® There is little to no followup from consultants and professional advisors and therefore many farmers find it difficult to
evaluate or measure the success of farm business planning. Some farmers suggested that annual updates would be he
keep them on track and moving in the right direction as the industry changes.

A Many farmers discussed that they used to attend meetings and seminars and have since stopped. Some reasons for 1
change irbehaviouris:

i The information is repetitive
T The source of the information was not credible

i The information was too general and the farmers do not feel confident in turning the information into action on th
farms.

i That it was difficult to travel to the meetings and seminars.
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Conclusions and Implications
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there is a wide array of farm businesses in terms of scale and size of the operations across Ontario.

i Farm business management planning is not a one size fits all solution and there are varying levels of needs to b
addressed.

Generally, farmers associate success with maintaining a comfortable living and the farming lifestyle. There is still a lar
segment of farmers that are focused on production and running their farm on a daily basis and have less knowledge i
managing the farm like a business. This is due to the large emotional involvement in the farm.

Few farmers have developed formal written farm business management plans. Involvement in farm business manage

L FyyAy3 FOUGAGAGASE GFNARSE aAaAIYATFAOLydte gAGK adz00Sa
resource management planning is not considered to be as relevant by many.

i The tangible and measurable benefits of farm business planning need to be demonstrated to help encourage mc
Ontario farmers to take a strategic approach to farm business planning.

Throughout the focus groups it became evident that many farmers who have started farm business planning activities
unsure how to implement what they have learned and unsure about the return on time invested in planning activities.
Many farmers (in particular the nesupply managed farmers) mention that it is difficult to plan when so many factors
(commodity prices, input costs, weather, regulations) are unknown and out of their control.

There are five key groups of people that farmers mention as resources for farm business management planning:
accountants, lawyers, Farm Credit Canada, lenders (banks) and other farmers who have developed business plans a
experienced the benefits/outcomes of planning.
i ¢KSNB FLIWISIENBR (2 6S I NRtS F2NJ!alL (G2 ARSyuGuATe | yF
including accountants, lawyers and bankers.
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Quantitative Research Phase
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Quantitative Methodology and Objectives

OSCIA Database Analysis:
A Coordinate with OSCIA information technology personnel to transfer database into Ipsos software.
Quantitative Survey with Ontario Farmers:
A Quantitative telephone interviews with producers which utilized IpsoS A Rudse GAY facilities.
i {FYLXS 6Fa RSNAGSR FTNRBY LLA24AQ LINPRIzOSNJ RIGFolFasS 2F 2@SNJI Hj
A The telephone survey was fielded between Marétaid March 19 2011 and overall survey length was 38 minutes.
A Respondents were asked a series of qualifying questions regarding gross farm sales and main farm type.
A Main Farm Type quotas were set for this study based on 2006 Census data.

Snapshot of Current Farm Business Engagement and Resources

AUnderstand the current behavior and planning of those involved in the Business Management for Farm Businesses program

Aldentify the areas of planning and skills training of most interest to program participants.

A Understand how Ontario farmers define farm business management planning and its components

A Establish baseline measures of unaided and aided awareness, familiarity and use of organizations, programs and tools available
to facilitate farm business management plans in Ontario.

A ldentify motivations and barriers of the implementation of Business Management Resources.

A Estimate the level of implementation of Business Management Resources across Ontario and different regions and for different
commodities.

A Determine the level of satisfaction with Business Management Resources used, along with key factors which influence success.

A Determine how end users, Ontario farmers, would most like to receive assistance with farm business management planning

Segmentation

A Conduct a segmentation of Ontario farmers in order to identify which demographic, attitudinal and/or behavioural variables most
contribute to engage in/opt out of business management activities.

A ldentify ways to encourage farmers already utilizing some resources to use other resources in other areas of their business.

Aldentify ways to encourage non-participating farmers to utilize Business Management Resources.

A Determine potential strategies and/or tactics which will encourage continuous improvement of farmers Business Management
Practices

~ Ontario  Growing Forward
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OSCIA Database Analysis

-Quantitative Research Phase
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Database Analysis Key Findings

A Atotal of 877 farmers from a variety of farm types and sizes were analyzed, in which 350 received sign off of
action plan in 2009 and 527 in 2010.

The following is a breakdown of the database by primary commodity group:

Primary Commodity Group
Feld Crops

Beef (cow Beef (Grains and Horticulture/
calf) (feeder) Goats Poultry Dairy Hogs Sheep Horses Qilseeds) ' Tobacco Greenhouse

The following is an overview of the key types and prioritization of the GYFP goals:

A Farm Financial Assessmésibften the first step of the process and is/was a goal for 747 farmers. 148 of those
farmers have completed the assessment and collected-sloate dollars for it.

A Of theAdvanced Business Planniugls, succession planning (521) and business planning (471) are the most
frequent goals, followed by diversification planning (175) and direct marketing planning (152).

A Of theAgricultural Skills Developmegoals, the most common are production (588) and financial (551), followe
closely by computers (450) and marketing (426).
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Overview of Action Plan Goals

Almost all (85%) Business Development for Farm Business program participants create a goal for a farm financial assessment.
The most commonly identified business planning goals relate to succession planning and generic business planning. In terms of

skill development, production and financial training is the most highly sought for, followed by computer and marketing skills
development.

Farm Financial
. . !
Assessment Farm Financial Assessme 85%

Succession Plal_ 59%
Generic Business Pla 54%
Diversification 20%
Direct Marketing Plan 17%

Commodity Marketing Plar 9%

Advanced Human Resources Management Pl 6%

Busm_ess Risk Management Plai i 2%

Planning
Production _— 67%

Financial _— 63%
Computer — 51%
Marketing 49%
Succession Planning (AS

Agriculture Human Resources 16%

Skills Business Goal: 12%

Development Business Structure 5%

Social Responsibility
Leadership and Governanc

3%
2%

Base: All respondents (Total n=877)
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Main Farm Type

Grains and oilseeds 17%
Other crops (specify)
Dairy

Cow-calf

Beeffeedlot

Other livestock (specify)
Sheep

Swine

Poultry

Fruits

Field vegetables
Potatoes

Hay, forage, silage
Greenhouse and nursery

Goats

Q6. And which of these contributed most to your gross farm sales in 2010?

Base: All respondents (Total n=500)
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Personal Career and Farm Operation Status

The majority of farmers interviewed are in their mid-career or semi-retired. The majority of the mid-career category are from a
wide range of age groups from 35 years old to 64 year old.

Stage of Personal Farm Career Current Status of Farm Operation

| am just getting my farming

0,
operation established 4%

Beginning 4%

| am expanding my farming
operation

Mid-career 539 |
\ | am maintaining my
farming operationat a 50%,
11% - 35 to 44 years old steady level

21%

47% - 45 to 54 years old 1
scale down my farming - 19%
| operation
, 42% - 55 to 64 years old _
Don't Know/Not 1% 46% - 65+ years old I plar_n to :sell my farming 6%
Sure operation in the near future

Q12. At what stage would you say you are in terms of your personal farming career?
Q13. Next, | have a few questions about your farm. Which of the following best describes the current status of your farm operation?

Base: All respondents (Total n=500)
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Gross Farm Sales

The respondents were split almost evenly between those with gross farm sales above $150,000 and below $150,000. This is
noticeable among the different main farm types; where the majority of dairy, swine and poultry farmers are over $150,000.

Average Gross Farm Sales Gross Farm Sales above/below $150,000
V)
Under $50,000 24% Dairy 93%
. 82%
$50,000to0 $99,999 17% Hog/Pig
78%
$100,000to0 249% Poultry
$249,999 °
Fruits & Vegetables
$250,000t0 199
$499,999 ettt i

Crop/Grain
$500,000t0
$999,999
® $150,000 or over

H Below $150,000

Other Crops

$1,000,000t0

$1,999,999 .
Other Livestock

$2,000,000+
Beef

73%

Q3/Q4. Which of the following categories best describes your total gross farm sales in 2010?
Q2. First of all, thinking about your total gross farm sales in 2010, were they above or below $150,000?

Base: Gross farm sales Below $150,000 in 2010/ $150,000 or over in 2010 (Total n=491)
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Farm Ownership Structure

Avariety of farm ownership structures were identified in this study. Distribution is fairly even between sole proprietorship,
partnerships and corporations, with a skew towards sole ownership. Over 70% of Ontario farmers in a partnership do not have a
written agreement regarding ownership.

V" Family owned
corporation-
including
corporations
with one
shareholder Sole
24%

proprietorship
41%

Partnership
~with a written
| agreement

10%

Partnership
without a
written
agreement
25%

Q14. Which of the following best describes the ownership structure of your farm operation?

Base: All respondents (Total n=500)
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Employees

Farm operations are more likely to have family members as paid employees. However, of the farms that have non-family
member employees, the average number of employees is much higher.

% of Farms that Have Each Type of Employee Average number of Employees
(mean excl. 0)

Part-time non-family

Fulltime family members 44% members, thatis, seasonal
ortemporary
Part-time family members, Eull-ti —famil
thatis, seasonal or 43% u |menl;:>n amily
temporary members
Part-time non-family
members, thatis, seasonal 33% Full time family members
ortemporary
Full-time non-family Part-time family members,
12% thatis, seasonal or =
members ' ;
temporary

Q15. [SUMMARY - MEAN] Approximately how many of the following types of employees do you have on your payroll for your operation? Please include employees that are
paid wages and/or salaries that work in any aspect of your operation.

Base: All respondents (Total n=500)
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Unaided Most Important Goals

Respondents were asked what their most important goal is for their farm operation.

-

Financial (Net)

Profitability

Make a living/ income

Debt repayment

Not going into debt/ paying bills/ taxes
Breaking even

50%

Financial goals, specifically profitability
and making a living with farming are the
most important goals for Ontario farmers

Lifestyle (Net)

Continue farming/ keep it going
Be happy/ enjoy life

Raise/ support a family
Freedom/ self-sufficiency

Similarly to the results from the qualitative
research, lifestyle goals are very important to
farmers. Many goals are intertwined with financial
goals in terms of being able to continue farming
and the farming way of life in the future.

Succession Planning (Net)

Plan for transfer/ inheritance of the farm
Retirement/ pension/ getting older

Plan for the sale of the farm

Succession planning is important to many
farmers, however, when asked unaided their
most important goals, only 22% of farmers
mentioned it.

Sustain/Grow Operation (Net) 11%
Expansion 6%
Maintain the status quo/ keep things steady 6%
To produce (good/ better) crops/ animals/... 5%
Find ways to sustain farm in future 3%

Some farmerds goal i s
of their farm operation or to expand in order to
sustain their operation in the future.

Other |usd 12%

Q17. Thinking about your farm operation, what would you say is your most important goal?

Base: All respondents (Total n=500)
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naided Largest Threat or Barrier to Achieving G¢

f

‘Respondents were asked openly what the largest threats and barriers are to achieving their goals. The major barriers relate to
financial

STION AGRICOLE

arriers such as rising input costs and poor profitability, often combined with low market and commodity prices.

1

Financial (Net) 38%

High/increasing input costs (general)

Poor profitability As a subgroup of financial barriers, 27% of

respondents specifically mentioned increasing
input costs as an threat to their success.

Rising costs (unspecified)

Increasingly high land prices

Increasing fuel costs

Market (Net) 28%
Commodity prices 6%
Marketplace (general) 5%
Restriction/ regulations (Net) 14%
Increasing regulations and paperwork | 9%
Personal (Net) 12%

5%
Aging/ old age 5%
Nature (Net) E 1%
Weather/ mother nature 11%
Market and Price Instability (Net) i 8%

Other 6%
6%

Health/ declining health

None/ nothing

Q18. What is the largest threat or barrier to achieving your goals?
*Responses under 5% not shown

Base: All respondents (Total n=500)
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Past Changes and Future Goals

In the past 5 years you can see that almost half of respondents have focused on reducing farm business related debts.
However, there are still about 30% of farmers that were expanding the size of their farm to increase revenues. Moving
forward, the top goals for the next 5 years is to expand and diversify into different crops. Note that approximately 35-40% of
the past 5 years changes and the next 5 years goals is to reduce or stop production of a specific crop or livestock.

Changes in Past 5 Years Goals for Next 5 Years

Expand farm size to increase
revenues

Reduced farm business related

V)
debts 31%

47%
Expanded farm size to increase

revenues Diversify into other crops

Reduced or stopped production of

one or more livestock types Reduced or stopped production of

one or more specific crops
Reduced or stopped production of

one or more specific crops Reduced or stopped production of

one or more livestock types

Diversification into other crops Start a value-added business. such

Scaled back or reduced production as on-farm processing of...

to focus on off-farm businessor... Scale back or reduce production to

Started a value-added business, focus on off-farm businessor...

such as on-site processing....
P g Diversify into other types of

Diversification into other types of livestock
livestock

Started a non-farm business Start a non-farm Diggpess

Started an agri-tourism business Start an agri-tourism business

Q19. [SUMMARY - YES] In the past 5 years, has your farm operation made any of the following changes?
Q21. [SUMMARY - YES] Thinking of the next 5 years, have you set any of the following goals for your farm operation?
Base: All respondents (Total n=500)
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Most Important Business Objective

Respondents were asked what their most important, second most important and third most important business objectives are
for their farm operations. When analyzing the first response, paying off debts and maximizing profitability are leading
objectives. However, analyzing total responses, four business objectives were commonly chosen, maximizing profitability,
paying off debts, producing the best products and maximizing production per unit of input.

Top of Mind First Mention Total Mentions

Paying off debts 26% Max'lm'lz'mg prOﬂtab]”t\/ —ﬁ 57%

Maximizing profitability 25% Paying off debts — 52%

16% Producing the best products possible _ 47%

Maximizing production per unit of
12% o input ’ _ 42%
Reducing risk H 33%

Improved economic sustainability _ 29%

Increasing the size of your operation H 12%

Producing the best products
possible

Maximizing production per unit of
input

Improved economic sustainability

Reducing risk

Diversification

Increasing the size of your
operation

Diversification 10%

Don't Know/Not Sure Don't Know/Not Sure 3%

Q22 (Total). | am going to read you a short list of business objectives. After | am finished reading you the list | would like you to identify the objective that you personally
consider to be most important for your farm looking forward./ And what would you consider to be the second most important?/ And what would you consider to be the third
most important?

Base: All respondents (Total n=500)
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Alternative Businesses Farmers are Involved Ir

55% of farmers are involved in another business aside from growing crops and/or raising livestock. Of those who are involved in
non-farm business activities, the majority of gross sales from these activities are less than $50,000.

Gross Sales from Other Business
Other Business Ventures Ventures

24%
Lessthan $10,000 33%
$10,000to0 lessthan $50,000 _ 31%

$50,000to less than $100,000 - 18%
$100,000to lessthan $250,000 - 10%

$250,000+ I 3%

Custom work

Direct to consumer selling

Trucking

Logging

Agri-tourism

Food and/or beverage processing
Animal feed processing for sale..

Manufacturing

Construction work

Seed cleaning/processing

Other

| }
None | 57

Don't Know/Not Sure 4%
Don't Know/Not Sure j 1%

Q7. In addition to growing crops and/or raising livestock, in which of the following businesses, if any, are you involved in?
Q8. And which of the following best describes your total 2010 gross sales from these non-farm activities? Just stop me when | get to the right category: ...

Base: AMI Quota not full (Total n=500)
Base: Involved in businesses (Total n=246)
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Percentage of Total Family Income from-fafin
Employment

38% of farm operations
contribute to all of the
household income

0% of Income 38%

1%-24% of Income 20%

24%-49% of Income - 1% Of the households who
have incomes from off-

il —  farm employment, on
average 43% of

19% income is from off-farm
employment

50%-74% of Income

75%-100% of Income 12%

Q9. In 2010, approximately what percent of your total family income came from off-farm employment? ...

Base: All respondents (Total n=500)
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Gross Sales/Net Income In the Past 5 Years

Generally, gross farm sales have increased more in the past five years as compared to net income.
41% 26%
\ \

Gross Farm Sales

Net Farm Income

H Increasedalot MIncreasedslightly HStayedaboutthe same MDecreasedslightly ®Decreasedalot

Q10. In the past 5 years has your gross farm sales...
Q11. In the past 5 years has your net farm income...

Base: All respondents (Total n=500)
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Gross Sales/Net Income by Main Farm Type

As both charts below outline, the supply managed farm types (dairy and poultry) have seen positive growth in the past 5 years. This is

al so true for o6other |l i vestockéo

sales, net incomes reveal a net decrease.

Trend in Gross Farm Sales

V)
Dairy 72%

0,
Poultry 69%

operations and cr op/ ginadaseingmpssr at

Trend in Net Farm Income

Beef

Hog/Pig

53%
Dai
airy A

0,
Poultry 129% 52%
(1}

Beef

Other Livestock

Crop/Grain

Fruits &
Vegetables

Hog/Pi
ediria 64%
. 43%
Other L tock
er Livestoc 9%
0,
Crop/Grain 48%

29%
OtherC
er Crops 43%

H Top2Box (Increased a lot/ slightly)

M Low2Box (Decreased slightly/ a lot)
Q10. In the past 5 years has your gross farm sales...

Fruits & 30%
Vegetables 33%
L1}
Other Crops e

43%

H Top2Box (Increased a lot/ slightly)
H Low2Box (Decreased slightly/alot)
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Farm Debt to Equity Ratio

Respondents were asked what percentage of the overall value of their farm operation is owned versus financed. On average

81% is owned, however this differs based on the stage of personal farming career.

Debt versus Equity by Stage of
Total Debt versus Equity Farming Career

Q16. [SUMMARY - MEAN] Now thinking about the overall value of your farm operation, that is the assets, land, buildings, inventories of crops and livestock, etc,
approximately what percentage do you own versus what percentage is financed? What percentage is ...?

Base: All respondents (Total n=500)
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