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Business Management Planning Behaviour
- Formal Business Plan

-Quantitative Research Phase
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Percentage of Farmers Who Have a Formal Writt
Business Plan

Nearly half of respondents who
have a formal written business
plan update it annually.

Almost a quarter of Ontario
farmers interviewed have a
formal written business plan.

Q34. Do you have a formal written business plan? It could include any or all of the following: overall goals, a financial plan, marketing plan, succession plan, risk
management plan and/or a human resource plan.
Q36. Thinking of your overall formal written business plan, do you update it annually?

Base: All respondents (Total n=500)

Base: Have formal written business plan (Total n=107
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ltems Included in Formal Written Business Plan

Respondents that have a formal written business plan were asked what items were included. Financial plan and goals and
objectives are included in the majority of formal written business plans. To a lesser extent, succession plans, risk management
and commodity marketing plans are included.

Financial Plan 87%

Goals and Objectives 85%

Succession Plan
Risk Management Plan 53%
Commodity Marketing Plan 52%
Direct Marketing Plan

Diversification Plan

Human Resource Management Plan

Q35. [SUMMARY - YES] Which of the following are included in your formal written business plan?

Base: Have formal written business plan (Total n=107)
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Reasons for Not Completing a Formal Written
Business Plan

The main reason for not completing a formal written business plan is the lack of perceived need. To a lesser extent some
farmers discuss that they procrastinate, do it internally or have no time.

No need/interest 43%

Too lazy/procrastinate 11% [ Al don't think its | i mportan
Doit myself/ ourselves 10%
Notime 9% |ﬁpaperwork, not interest
Operation too small 6%
Retiring/ aging/ slowing down.. 6%
Current situtation stable/no. i 5% \ iNever been asked for one an
Was not requested/aware
Too many unknown factors ‘
Don't know how il have completed a plan but it is in
_ piece of paper. | don't have anything in the printed word but
Cost/too expensive | know what it has to be. o
Don't understand benefits
Accountant takes care of it /
Farm (ownership)is currently in.. ‘
Other 8% il f we spend all of the ti me Writing' tf
far mi ng. ltds not in a version to be v

None/nothing on an annual basis and discuss with our account yearly.

(DK/NS)

Q37. What are the main reasons why you have not completed a formal written business plan? ...
Base: Don't have formal written business plan (Total n=393)
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Respondent Perspective of Farming

More of a business
than a way of life
20%

| _ More of a way of life
| Equally a business and than a business

.. a way of life 16%
\ 64%

4

\

Q39. Which of the following best describes your opinion of farming at this time? ...

Base: All respondents (Total n=500)
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Importance of Succession Planning

All respondents were asked how important succession planning will be for them in the next 5 years and the next 10 years.
Overall importance does not differ at 67%, however the disposition changes based on the time frame where more respondents
feel succession planning will be very important in 10 years. However, in 10 years there is also a higher proportion of
respondents who do not feel succession planning will be important to their farm operation.

67A% 1?%

Next 5 years

4%

Next 10 years

HVery Important HSomewhatImportant HENeutral HSomewhatnotimportant HENotimportantatall & Don't Know/Not Sure

Q40A. How important do you expect succession planning will be for your farm five years from now?
Q40B. How important do you expect succession planning will be for your farm ten years from now?

Base: All respondents (Total n=500)
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Preference for Succession Planning Informatior
Sources

Farm magazines are the most preferred source to gain succession planning information, whether in regular articles or in a
special annual issues.

Farm magazine articles

A special annual issue of a farm
magazine focusing on
succession planning

Events foc!,lsn'_ng on succession 11% 3%
planning in your area
A workboc_;k focusn'!g on 45% 13% >0
succession planning
An online website focusing on 3204 26% 249, 20/,

succession planning

H Strongly prefer B Somewhat prefer M Somewhat donotprefer B Strongly donotprefer  ®Don't Know/Not Sure
Q40c_1. | am going to read you a list of potential sources for information about succession planning. Please indicate the extent to which you would prefer to learn about
succession planning from each source using the following scale ...

Base: All respondents
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Ontario Farmer Business Management
Segmentation

-Quantitative Research Phase
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Segmentation Overview

What is Segmentation?

A classification of individuals, in this case farmers, into clusters or groups. Typically, the number of
segments within a study ranges frong 4.

w Respondents within each segment have similar attitudeskstdavior(often similar socie
demographic and psychographic profiles)

w A key aspect of our approach to segmentation is searching for meaningful differentiation aci
the segments, each segment needs to be a unique and credible target for
marketing/communications strategies.

w In the case of this research, segments must be consistent with those observed during the

~
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In the case of this research, the questionnaire was designed to allow for segmentation to be run on
attitudinal, behavioural and lifestyle variables.

Segmentation Process

At Ipsos Forward Research, owhiouse marketing sciences professionals assisted with the developm
of the proposed segmentation solutions. The process of developing the segmentation solutions incl
in this research included factor analysis as well as the development of a number of segmentation
models.
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Factors for Segmentation

® A quantitative survey was conducted with Ontario farmers and a segmentation analysis was done to identify
groups of farmers in terms of farm business planning. The segmentation will include behaviours and attitudes
towards farm business management planning as well as portraits/profiles (farm/farmer demographics) of thes

segments.

Ontario Farmer Business
Planning Segmentation
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Demographics:

m Farmer demographics, such as age,
education and on and off farm career.

m Farm demographics, such as commodity
type, gross farm sales and debt load.

Attitudes:
® Knowledge and awareness of business
planning
m Attitudes towards business planning

m Attitudes and awareness of available
resources

Behaviours:
m Past and future farm business behaviour
m Level of farm assessment and planning
m Use of farm business resources
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Breakdown of Segments

Independents
20%

Sunsetters
22%

Planners
22%

Base: All respondents (Total n=500)
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Independents
n=98

Sunsetters
n=108

Planners
n=110

Developers
n=96

Skeptics
n=87

JFarm Profile

AAverage proportion of most
farm types (lower in dairy
and above in
livestock)

ABecoming established and
more likely to be expanding

AAverage farm size

0

AHigh proportion of
grain/oilseed & field

ovedetablds. Lower for most
livestock

AMore likely to be maintaining
and reducing. Most likely to
sell in near future.

ASmaller farm size

AAverage proportion of every
farm type except highest in
6othero | ivest

AMaintaining steady level and
least likely to expand

AAverage farm size

AHigh proportion of dairy,
lower in most crops, beef

ofeekllot, cow/calf

AMost likely to be
expanding/established

ALarger farm size

AHigh proportion of beef,
lower in crops and
other livestock

AMost likely to be scaling
down

ASmallest farm size

S

AMore likely to be leveraged
(22% DIE)

ALess likely to be leveraged
(14% DI/E)

ALittle more likely to be
leveraged (20% D/E)

AMost likely to be
leveraged (27% D/E)

AlLeast leveraged (12%
D/E)

ALess likely to engage
outside experts

AProfit oriented

AUnsure/unfamiliar with FBP
and its benefits

AOpen to risk

AAware of govt programs and
planning resources

ATech/investment oriented
AConsultation oriented
Alnvolved with farm orgs

Farm ASlightly below average ASlight below average AMore likely to report sales | AMuch more likely to AMost likely to report to
Financials | reporting increasing salesi | reporting increasing sales i increasing report increasing sales report decreasing sales
on par with those reporting on par with those reporting a
a decrease decrease
AClose to average for all AMore likely to relate to AMore likely to be related to | Alncreasing input cost, APersonal reasons (ie
. threat categories marketing such as marketing land prices, energy age)
Perceived ; ; o )
commodity prices, shrinking prices, access to
Threats to . ;
markets, economy financing, regulatory
Success .
barriers
AVery few (6%) have FBP AVery few (8%) have FBP AHigh %age (70%) have FBP | AHigher %age (25%) have | AVery few (2%) have FBP
Business | AVery few (11%) attended AAverage (19%) attended AHigher %age (24%) have FBP AFewer (12%) have
Planning GYFP Workshop GYFP Workshop attended GYFP workshop AHighest %age (26%) have| attended GYFP
Behaviour | ABelow mean for all AAbove mean for marketing, | AMost likely to have attended GYFP workshop
assessments conducted risk & business assessments| conducted all assessment | AMore use of assessments| ALowest use of all
(except HR) in finance, ops and HR assessments
AVery confident in ability to | ALess confident/successful AHighly confident ALess confident AStrong operational
run farm AOpen to risk AHighly engaged with AEngaged with planning, | orientation
AFeels successful AEngaged with planning planning/tracking but not tracking ARisk averse
Defining | AAdverse to planning AChoose easier life over ABusiness/Profit oriented AQOverwhelmed AReluctance for FBP
Attitudes | AUninvolved in farm orgs increased profits AOrganized, but busy AOptimistic AFrustrated by factors

beyond control

AAverage engagement in
planning
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Independents; 20%

wAverage mix of nearly every farm type; low on dairy (6% vs.-138an of all
respondents) and high in other livestock (15% vs. 8%)

wMore likely to be expanding (29% vs. 21%) and less likely to be reducing (10% vs.
19%)
wAverage gross farm sales above $150,000/yr (50% vs. 48%).

wFarm sale increase have been slight below average over the past 5 years (37% vs.
41%).
wSlightly more leveraged (22% vs. 199ebtto-Equity ratio)

A little less likely to be earning dtirm income (22% vs. 26%), of those most are
earning less than $50K/year (64%)

wShare similar level concern of perceived threats as all respondents. There is not a
distinguishing threat that defines this group.
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Independents; 20%

wVery few have conducted a formal business plan (6% vs. 22%)

wlLess likely to have conducted any assessments, in particular: risk assessments (22%
vs. 41%) or business assessments (26% vs. 41%).

wFewer have attended a GYFP workshop (12% vs. 18%)

wThe items that define Independents the most:

$wif | could choose between an easier life and higher profits, | would choose an
easier life (3.1 vs. 5.1);

$wWhen it comes to significant farm business decisions it is important to involve an
outside expert (4.1 vs. 5.9);

1rwl think that planning is more trouble than it is worth (6.2 vs. 4.5);

$wl no longer think that farming is economically viable (3.2 vs. 4.8)

JwManaging my farm is becoming increasingly challenging (4.9 vs. 6.5)

$wl am confident having a written business plan will have a positive impact on my
FlINY¥Qa LINRFAUFOAETAUE OO0y LadDP pPdPHU

$ul always set profit targets at the beginning of each year (4.3 vs. 5.5)

1+l have achieved a good work/life balance (8.1 vs. 6.9);
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SunSetterg 22%

wHighest proportion of grains and oilseeds (24% vs. 17%). Less swine, beef, dairy,
and very few other livestock, but slightly more poultry and sheep.

wHigher proportion of those maintaining their current level (60% vs. 50%) and
highest proportion planning to sell in near future (11% vs. 6%).

wSlight above average total farm sales of less than $150,000/yr (54% vs. 48%)

wFarm sale increase have been average compared to all respondents (41% vs. 41%).
wLess leveraged than the average farm (14% vs.-I®8btto-Equity ratio).

wAverage proportion of farms earning gérm income (26% vs. 26%), of those just
over half earn less that $50,000/yr (51%).

wThe greatest perceived threat for this group compared to the rest is Nature (22%
vs. 11%). The Market is also perceived as a threat (36% vs. 28%), more specifically
shrinking markets.

wFinancials are perceived as less of threat for-Setters (31% vs. 38%) as are
Personal concerns (5% vs. 12%).
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SunSetterg 22%

wThis group is slightly more likely to carried out a Marketing assessment (56% vs.
48%); a Risk assessment (46% vs. 41%) and a business assessment (44% vs. 41%)

: wLike the Independents, few have a formal business plan (8% vs. 22%).
Behaviour wAn average proportion have attended GYFP workshops (19% vs. 18%).

wTlhe items that defin&unsettergshe most:

£rwif | could choose between an easier life and higher profits, | would choose an easier
life (6.4 vs. 5.1)

1rwl do not think having a business plan is necessary (5.9 vs. 4.8)

¥ am concerned about the level of debt on my farm (3.1 vs. 4.2)

1t wEvery year | calculate my cost of production (8 vs. 7)

T R2y Qi (y26 o6KIG NBa2dNDSa I NB | OF At
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Planners; 22%

wAverage proportion of most farm types; slightly higher percentage of Other
livestock (13% vs. 8%)

Farm Profile wHigher proportion of farms that are maintaining steady levels (61% vs. 50%), less
that are expanding (11% vs. 21%)).

wAverage total farm sales of above $150,000/yr (49% vs. 50%).

wFarm sales increases are slightly above average compared to all respondents (45%
vs. 41%).

wlLeverage ratio is comparable to the average (20% vs- D88btto-Equity ratio)

wThis group had a slightly higher proportion of-faffm income (31% vs. 26%); with
the majority reporting less than $50,000 (69%).

Farm
Financials

. wThe threat of greatest concern for this group compared to the others is the
Perceived Market (35% vs. 28%), or the marketplace in general.

Threats wCompared to the other groups Informed Planners do not see Nature as a threat
(6% vs. 11%)

s

L W-
Canadd ami L7 Ontario Growing Forward g



Planners; 22%

. wMost likely to have conducted every assessment listed by at least a 35%
Business difference. The assessments with the greatest contrast include: the Risk
P|anning assessment (74% vs. 41%); and the Business assessment (64% vs. 41%).

Behaviour wHighest proportion with a formal business plan (70% vs. 22%).

A higher proportion have also attended GYFP workshops (24% vs. 18%)

wThe items that define Planners the most include:

Tl always set profit targets at the beginning of each year (7.4 vs. 5.5)

ol am confident having a written business plan will have a positive impact on my
FINY¥Qa LINRBFAUFIOAETAUE OTODOM dad pdPHU
¥ do not think having a business plan is necessary (3.1 vs. 4.8)
‘wl think that planning is more trouble than it is worth (2.9 vs. 4.5)
Yo R2y Qi (y2s 6KEG NBazdNDSa
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wEvery year | calculate my cost of production (8.3 vs. 7)

NE | @F At
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