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" ABSTRACT

//
7
o
o

,,,/Fhé;role of agricultural marheting boards empoWered under
gouernment’legis1ation to act as cohpulsory, horizontal marketing
organizations for soec1f1ed natura] products has recent]y come under
intensive scrutiny by var1ous consumer oriented groups With these
groups»having considerable political 1nf1uence 1t‘has become increasingly
importaﬁt that,marketing boards fu]fi11\the expectations of their
oroducer members and that these expectat1ons be based on a knowledge of
vthe powers wh1ch are ava11ab]e to the specific boards. Th1s approach
* ¥s vital if marketing boards are to .gain full producer support which
1s requ1red if this type of marketing organization is to surv1ve

A survey of producers representing the Alberta Turkey Growers' (
Marketjng”Board, Alberta Broiler Growers'_Marketﬁng Board, Alberta Egg '
and FowT Marketing Board, Alberta Hog Producers' Marketing Board3'
Alberta Vegetable Growers' Marketing Board, Alberta Cattle COmmission;
'A]berta Sheep and Wool Commission and Alberta Potato Commissiog'was
‘conducted “In the fall of 1975 to'measure producer FnoW]edge and
‘attitudes re1ative to each-specific board aod to compare thgseeresu1ts _

aga1nst the degree of producer support for the board. The’fo]]owing

hypotheses were tested

The support exh1b1ted for a marketing board
is directly related to: -

(1) the degree of kfwledge that producers
possess about board powers and authority; -

"(2) the degree of satisfaction held by producers .
regarding the effectiveness of board operations;

(3) the similarity of opinion between the board of

directors towards the effect1veness of bopard ~  —
operations; and

jv



B Y

~(4) the degree of benefit that-producers perceive
: to occur as a result of board operations.

~

™
In all cases the results yeilded a significant pos1tive correlation.

The study points out the jmportan e of~produ¢gr op1n10n and the
awareness by. marketing board administr tdrs of this opinion. It fs
. recommended by the author that each board 1n1t1ate an effort of |
gathering as much informat1on as possible relative to current producer
opinion. This recommendation is based on the results of the Survey and

the conclusion that such information is necessary if board policies and

proceduréE\Q(i\%o }ef]ect producer wishes and fu1fi11,expectations.

)

\
\
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Chapter 11: INTRODUCTION

The Prob{emz Its Nature and Importance -

Th4 very,existence‘of marketing board 1egis1ation.permitting
agricultyral producers to act collectively in the marketing of their
products j{implies sanction of the powers given under the legislation,
not only by the public at 1arge through their elected representatives
but by the broducers thenselves. Agricultural marketing boards have

evolved through the initiative of producers. The characteristics

of suppljland demand for agricu]tura] oroducts place the producer in
a partic larly vulnerable position. Market1ng boards typ1ca]1y have
a var1et of objectives but the overr1d1ng goals are econom1c

M rket1ng boards vary w1de]y in their structure and powers.
The eff ctiveness of market1ng boards depends to a large extent on .
the obj ct1ves pursued, on the strpcture and powers and- on the manner

1n which they are used The conduct and performance of these

different boards vary immensely from sector to sector in the aqrvcultura]
“industyry. Consequently 1t is not possible to say that one form is

more appropriate than another unless one spells out the contours of the
agrlc Ttural policy it serves and the patterns of costs and benef1ts

ascribable to the effed¢1ve use of the spec1f1c mix of powers delegated
by go ernment to the board ’ ! ¢

\
In the ch01ce of market1ng organ1zat1on form or the mix of

- powers and obJect1ves to be authorized for a marketing board .producers
have had a dom1nant vo1ce | .

With public opinion becom1ng 1ncreas1ng1y urban or1ented as

the proport1on of ' the populat1on engaged in agr1cu1tura1 product1on

decreases, pressures are be1ng exerted on governments to: Timit the powers



‘a marketing board'may utilize in reaching its objectives.l Unless
producers exhibit a.higthggfeé of cohesiveness in support of~this type
~ of marketing fokm, the‘fufﬁ?e of mafketing boards as a means of
collective action by producers in the market b]ate is assuredly in doubtf; /{J
A marketing board operates ‘in a changing world; and it w111 k
‘1ikely be dnab]e to cope with new circumstanées without serious periodic
review of4fts polfcies and.procedures. There are six factors which,

although not all inclusive, are essential to the effective operatidns of

a marketing board. These f?fzbrs include: |
| (1) a desire for support of a marketing board at the producer
level; 3 1 |
_ v (2). provincié] gdvernmept enabling legislation;
‘“”// (3) federa]-]egis]atioh’where:required;
(4)4‘tréined and ekperienced personnel familiar with the
prbblems of marketing the cbmmodity‘or commodities concerned;
(5) a need for efféttive market organizatibn within tﬁé
particular commodity markef; and - .
- (6) adequate finaﬁcia] support.’
AA mafkefing board, -1ike any other orgénization, is established to
_fdlfill the needé of the majofity of its members. Thus, like other-
organizations, marketing boards are subject to criticism and opposi tion-
from those persons whos; neeas aré’not met or are not cohpatfblg with
- those of the Organizafion. In»order_for a marketing board to effectively
- execute its objectives, it mhét.possess the support of a majority of its
4members; ‘The importance‘bf this support is illustrated in the fact

that the existence of a.markgtihg board may be terminated by the same.

7 producers who originally gave support to its establishment.



Study 0b3ect1ves

. p
w1th1n the context of the prob]em stated the main obJect1ves
Ny

. of the study are the fo]]ow1ng- . AN

(1) to measure the degree of knowledge that producers have

- regarding the 1eg1s]ative Jurisdict1on and author1ty under which
Sk
'market1ng boards are established and operate; O

L2

~(2) to measure the degree of knowledge that prpducers have

) B

regarding the function and objectives of marketing boards§

v

‘ (3) to measure the att1tudes possessed by producers towards
market1ng boards; u\ |

‘ !% o ‘ 3
(4) to measure and compare the opinions of the boards of
. \ - ;:

directors of marketjng boards:;ith those actually h%]d h& the producer;
and . :f J it
(5), to measure the degree of support exhibited by groducers
towards the continued operat1oh of market1ng boards. t
In addition to the bas1c object1ves of 1nformat1on gather1ng
the study is des1gned to provide an 1nd1cat1on ‘of the spec1f1c ‘areas
f producer d1ssat15fact1on where these occur. Spec1f1ca]]y,
roducer response to the quest1ons of continuation of board operat1on,
operatlon can be ana]yzed to reveal general prob]em areas as- out11ned
1n f1gure 1 1 "~ An analysis of responses to 1nd1v1dua1 quest1ons
~relating to producer knowledge and attitudes will provide the board
with suff1c1ent background 1@format10n to enable 1t to formu]ate a

plan of act1on to achieve a solution to any expressed producer

dissatisfaction regarding its operation.

o



B Fiqure 1-1
IDENTIFICATION OF PROBLEM AREAS

: - BY MEANS OF a
PRODUCER RESPONSE GROUPINGS

BOARD CONTINUATION

Reinforce
Current Progfam
o KNOWLEDGEABLE _ NOT-KNONLEDGEABLE :
> | Communications
g ' ’ & _?y —_ o ‘ Problem
i Loe 1T
BENEFIT . 'NO-BENEFIT
- Concept- - | Structure and/or :

’Problem

<

Operational Problem

* -

- Y

qproducer response to questions designed to measure opinions and_attitude
. towards marketing board operations and effectiveness may be analyzed in
\ relation to producer knowledge of board authority as a means of identifying
general problem areas. . This process is illustratively represented by,
. this figure. _ o . t -

o

-
)



prothe%es
i1t has been acknow1edged that marketing boards must have support

. ‘at the proﬂucer level in order to function effectively. fhe major
factors which 1nf1uence this support are: fﬂe knowledge the producer

has regarding the board's structure, the attitude of the producer

toﬁards the board's operations,'andfth1rd1y it wou]d seem logical "that

. the operation of the board must be of benefit to the producer to warrant
his support” Also of primary importance are the op1nions he1d by the’
board of d1rectors regard1ng the board's effect1venese and the relation-
;hip of these opinions to those held by the producers as 2 whole. These '
determinates were used as a‘background against which were formulated

the fo110w1ng hypotheses | -

The support exhibited for a marketing eoard is directly related
to: AN | o

(1) the degree of knowledge that producers possess about boardz
powers and authofity,

(2) the deg¥ee of sat1s action held by p;oducers regardiﬁg the
effectiveness of bggrd operations; ‘ _

(3) the s1m11 rity of pinion between the board of directors and
the producers towards, the effectiveness of board operations; and

(8) the degree of penefit that “producers perceive to occur as a

result of'board'opera jons.

the Stud

,De]imitat1ons and Just1f1cat1on of
The 1mportance of this study seems to be accentuated because
the amount of knowledge that exxsts in this aréa is very 1imi ted.

Emper1ca1 knowledge about the human re]ationships between agr1cu1tura1

o
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\

producers and marketing boards‘via board of direémors and their
respective opinions towards board operations is lasking

Within the limitations of time and other resources, the overall
orientation of this study relates to the knowledge aﬂd attitudes of
agricu]turalnproducers toward marketing boards, but t;e specific
emphasis here is restricted to those marketing boards okerating under
the Jur1sd1ctlonnof The Marketing of Agricultural Products Act
(Alberta).} ' - \

lpevised Statutes of Alberta 1970, chapter 225. . \



Chapter 2: REVIEW OF MARKETING BOARDS

Definition and Scope of Marketing Boards

gl

Marketing boards1 have been considered as one of severSI
i;gtruments available‘to producers and government in the implementation
of government farm income and price policies. The roles played by
marketing boards have varied from being vehicles for advertising and
promoting and administrative directive to being active partners in
molding and executing national and provincia]’farm policy.
Marketing boards, in generyl, have been viewed as a means of
‘e]iminating unnecessary competition among farmers. While the main
. intent in their establishment has been to organize producer agéncies

that would constitute "countervailing power” in agricultural commodity

. markets having only a feW buyers;2 there is, in fact, a wide spectrum

1A marketing board is defined as a "compulsory,. horizontal marketing
organization for primary or processed natural products, operating
under government delegated authority." G. A. Hiscocks, "Market .
Regulation in Canada”, Canadian Farm Economics Volume 7, Number 2
(June, 1972): 20-21. The compulsory feature of a marketing board means
that all producers or firms Producing a given product in a specified '
region are compelled by-law to aghere to the regulations of a marketing
plan which. is usually aoproved by\the majority of such producers or firms.
Marketing boards are organized to exercjise their functions over the
output of all producers or firms participating in the marketing plan.
Such functions may be applied at any stage in the marketing process from

. the raw product stage on through to the retail stage. Marketing boards
must come under .government authofity in order to achieve compulsion and
to provide a means of protecting the public interest and the interests
of the producers or firms involved.

N

J. J. Richter, "Are Marketing Boards an Effective Countervailing Power?"
Agricultural Marketing Boards - Sixth Annual Workshop Report, (Saskatoon:
CAES, 1961). There was, in fact, a situation of imperfect competition
or, more precisely, oligopsony and monopsony, facing agricultural
producers. Faced with the sityation of a few very large buyers fixing
prices of products, the major objective behind the creation of marketing
boards was to consolidate the bargaining position of the agriculturatl
producers by creating "countervailing power". :



of objectives which can be served by marketing boards. Some.of the.
more important ones are:

~ (1) marketing boards in their regulatory capacity can take
steps to assure orderly mafketing process;

. (2) as a focal point for cooperation, the marketing boards can
undertake research, extension and other programs intended to improve
production and marketing standards;

(3) marketing boards can initiate or support promotion and
aqvertising campaigns aimed at market expansion, both domestic and
foreign, and

(4) in an attempt to bring about marketing efficiency, some of

the boards can participate in, or even take charge of, certain parts of,

the marketing process - transportation, for example.

Classification of Marketing Boards

Closely associated with the question of definition of a marketing
board, a system of ciassifying‘marketing boards is also important.
Several marketing eco?omists have developed functional classifications
for marketingmboarde' \ |

Mor]ey3 cTassified marketing Board§ into five categories based
on major functions: (1) advisory and promotional; (2) quality
control and coordinating; (3)3 price stabilizing; (4) - export monopoloid
and (5) domestic monopoloid. These classes, however, are’brogd in

nature and cannot be used directly to specify and group individual

3J. A. E. Morley, "Marketing Boards", A ricultural Producers and .
Their Markets, Edited by T. K, Warley %Oxford: Basil Blackwell, 1967).



marketing boards established on an individual commodity basis.4 In-
addition, some degree of ambiguity is evident in these classifications.

In praetice

stap111ze prices. Marketing boards are usually domestically monopoloid

, regulated marketing automatically implies an attempt to

«in pract1ce yet they can also be utilized to perform some add1t1ona1

exporting fynctions. Therefore, M«v]ey s classification system is too

,//—\‘\N,ffﬂyuﬁﬂ in outline and repetition can be evidenced in the taxonomic
‘ @ .

/ breakdown making thjs classification irrelevant to our analysis.

- wood5 provides another classification according to: (1) Tegal

status of marketing boards; (2) control over the board; and

(3) the'géogra hic domain. HoweVen,'funciiona1 c]assification needs to
be a realistic eXplanation of the characteristics of a marketing board
in a given situat$gn. Both Morley's and Wood's classifications are not

fully specific and embody some features that could be eliminated by
providing a more functional classification.
P .

4A broad d1st1nct1on is Erov1ded between (a) non- trad1ng boards which
do not part1c1pate\1q_t e market1ng process as buyers and sellers of
the commodity in question, and (b) trading boards. In Mor]ey 5
definition, adesory and quality-control boards, as such are hon-
trading. A price stabilization board may or may not engage in trade.
If it does, it may do so a]ong with other buying and selling¥enterprises.
”Monopo1o1d" boards , possessing varying degrees of power, may resort to
various monopo]1st1c practices. Inasmuch as they operate as trading

. boards, they are bound to constitute the sole buyer, domestic seller

At Y

and exporter of the commodity in question. Monopoloid boards may also . |

act as non-trading boards which regulate and coordinate sales via

quantity controls and fiscal measures rather than direct part1c1pation.

5A' W. Wood, "Marketing Boards: Farm Justice or Consumer GYP2" (paper
presented at the Annual Meeting of The Consumers Assoc1at1on,
Un1vers1ty of Toronto Ontario, 1966)
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For'the_purpose of tﬁis'paper, g-classification adapted by the

6 pased on legislative

;author from a c]assffication developed by Rizvi
adfho;ity and the major function performed wi]ﬁ’be utilized to place
the various marketing boards in context to each other and to their
legislative environment. This c1as;ification is stated as fo]]oﬁs:
(1) boards under. federal jurisdiction; R
(2) boards under pfovihcial jufisdiction.
(i) boards under marketing legislation,
(i1) boards under the Public Ut%]ity Act;
(3) boards with supply management provisions
(i) w{th marketing qyotas,
(ii) with production quotas,
(111) w1th dellvery quotas;
(4) boards with provision to estab11sh prices;
(5) boards with adv1sory and quality contro] prov1s1on only
_ (non- trad1ng board); !
(6) boards with pfovisidn§ to export the producfs;

(7) commissions’ and agencies8 3

6Rizvi,vS. M. H. "Marketing Boards in Canada: An Evaluation of Their-
Quota Policies with Special Reference to the Broiler Chicken Industry.”
Ph.D. thesis, Department of Agricultural Econom1cs and- Rural Sociology,
Un1verswty of Alberta, Edmonton, 1974

7The-tit1e "Commission" is used to refer to those boards where the board
of directors may be appointed by the controlling government body or

by the government and sometimes includes representatives from other

parts of the marketing system.” In general, Commissions can be classified
.as non-trading boards. N '

8The title "Agency” is used to.refer to those boards established under ”
federal legislation, specifically Bill C-176 wh1ch is the "Farm Products
Marketlng*Agenc1es Act" y b

0]
(\



(i)p under federal legislation,
(i1) under-prbvincia]-1egis]ation.
This classification provides an arrangement to understand thé
characteristics of the marketing boards operating in Canada under both

federal and the provincial jurisdictions.

Dimensions“of Marketing Boards in Alberta

Agriculture is a shared responsibility between the ten provincial

governments and the federal government as set forth in the British North‘

America Act. A1l provinces have some form of legislation which'provides

for the establishment of marketing boards within the province and with

certain powers over the intra-provincial trade of specified commodities.g

In addition, the federal government has passed legislation that provides

for the establishment of national marketing agencies with powers over
10 - «

intér-provincia] and export trade.
';ﬁn_ The Alberta Agricultural Products Marketing Council is the

i« C(‘ .
provincial authority in the province of Alberta and has the power to

establish (or to recommend to the proyincial Minister of Agriculture

9The "Alberta Agricultural Products Marketing Council" is established
under "The Marketing of Agricultural Products Act", being chapter 225
of the Revised Statutes of Alberta, 1970. The Alberta Council is
charged with the day-to-day administration of the Act, in addition to
advising the provincial Minister of Agriculture on all matters relating
to the establishment, operation and control of producer boards and
commissions. - ‘ g o

10The "National Farm Products Marketing Council" is the federal authority

created under the "Farm Products Marketing Agencies Act", charged with
~the responsibilities of advising the federal Minister of Agriculture on
all matters relating to the establishment and operation of Agencies
under .the Act. The National Council is also responsible for reviewing
the operations in accordance with the Act. '

11 .
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to establish) commodity marketing boards within_the province, with

et
- particular powers, each having a’specificmarketing‘p]an.11

An outline
of the possibilities under the "Marketing of Agricultural Products Act"
is shown in Table 2-1. " |

‘ There are fourteen marketing boards functioning in thé province
of Alberta. The specific naturel organization and procedures of each -
are related to its principa] commodity and associated problems, the
relevant provincial or nafiona],]egié]ation under which it is .organized
and the relative position of the commodity in the economy. A listing
~of the products under marketing board jurisdiction in Canada, by pfbvincé,
is shown iﬁ Tabie 2-2. |
In an effort to éet the various boards operating in Alberta in
perspgctive they will be classified according to legislative authority
and major function, in accordahcg with the classification presented
preyious]y, as shown in Table 2-3. .Table 2-4 1isfs the respective powers

and procedures of the various provincial marketihg boards established

under "The Marketing of Agricuttural Products Act."

11The marketing plan is passed by the Lieutenant Governor in Council and
sets out the general objectives, intent and purpose to be implemented,
the persons falling under the jurisdiction of the board or commission,
election and/or appointment procedures and general functions and duties.

]

{
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Table 2-2
’ MARKETING BOARDS IN CANADA (1975)
PRODUCT. - PROVINCE ‘ : NUMBER OF
. BOARDS OR -
COMMISSIONS -
1. Broilers * British Columbia 1
Alberta 1
Saskatchewan 1
Manitoba , 1
Ontario ;7 1
Quebec ' 1
New Brunswick 1
Nova Scotia . 1
Prince Edward Is]and -1

NOTE: A national agency estab11shed in 1979 Alberta is not a
member of this agency. _

[

2. Cattle : Alberta

- 3. Dairy * British Columbia
Alberta
Saskatchewan -
Manitoba
Ontario
Quebec .
- New Brunswick
- -Nova Scotia
- Prince Edward Island

N b=t DN P D) =3 b i

© NOTE: In some'prov1nces,'fhe marketing of'da1hy pfoducts is _
~under separate legislation. Canadian Dairy Commission o
estab11shed to regulate the product1on of 1ndustr1a1 m1]k

4. Eggs - British Columbia

- Alberta - -
Saskatchewan
Manitoba
Ontario
Quebec - -
New. Brunswick
Nova Scotia
_Prince Edward Island
Newfoundland

=t b et b ped et b pd fd fand

7

NOTE: Also a national agency established in 1973.
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Table 2-2 (continued)

PRODUCT - - PROVINCE:-

NUMBER OF
BOARDS OR
COMMISSIONS

5. 'Fruits British Columbia
- .Ontario
Quebec .
. New Brunswick

— oW

6. Grains’  Ontario .

" NOTE: {CommissionS‘for education and promotion not incl

N

7. Hogs "~ Alberta
_ ' Saskatchewan
Manitoba o
Ontario
New Brunswick
Nova Scotia L
. Prince Edward Island

[ I S S O R Y

8. Honey 5#v ~ Manitoba

—

9. Oilseeds Ontario

o

10. Turkeys British Columbia ' -
: - N Alberta S .
_Sasktchewan
. Manitoba
~  Ontario
Quebec
New Brunswick
Nova Scotia.

' NOTE: Also a national agency established in 1974.

11. Sheep and Wool  Alberta
‘ : ' Saskatchewan
~ British Columbia

b ok

'12. Tobacco Ontario = o
. "~ . Quebec ' : ' '

Nova Scotia , ‘

Princé Edward Island

bt N

7

16
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Table 2-2 (continuedK:

PRODUCT ~ CPROVINE - RUMBER OF
‘ . : BOARDS OR
COMMISSIONS
13. Vegetables and  British Columbia 3
Potatoes : Alberta S 3
- Manitoba . 2
Ontario - . 3
Quebec : 1
Prince Edward Island 1
14. Other . R - » |
Dried Beans - Ontario . 1
Map}e Products Quebec - J" » ~ 1
Wool: . Nova Scotia - 1
"CANADIAN WHEAT BOARD - for western grafns. S | 1

Soufce: A}berta.AgriCUT%ura1 Products Marketing Council
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Jable 2-3 . - ; R

i : . ™
MARKETING BOARD CLASSIFICATION BY JURISDICTION AND FUNCTION
(1) Boards under federal jurisdiction:. { ' o
. ) N\
Canadian Wheat Board
Canadian Dairy Commission -
Canadian Egg Marketing Agency, l
- Canadian Turkey Marketing Agency
(2) BbaEdS‘under'provincial jurisdiction: o
(i) Boards under marketing legislation:
 Alberta Broiler Growens' Marketing Board'
Alberta Turkey Growers' Marketing Board =~
Alberta Egg and Fowl Marketing Board
Alberta Hog Producers' Marketing Board , o
. Alberta Vegetable Growers' Marketing Board. &
Alberta Fresh Vegetable Marketing Board = Es
Alberta Potato Commission
Alberta Cattle Commission
Alberta Sheep-and Wool Commission
(ii) ‘Boardévqnder the Public Utility Act:
r A1bgr?a‘Dai£X¥antrd1 Board
(3) Boards with supply management provisions:ﬂ
(i) Boards with marketing quotas:
_Ajberta Broiler.Growérs' Marketing Board °
Alberta Turkey Growers' Marketing Board
~ . Alberta Egg and Fowl Marketing Board
. (it) 'Boards wi th production quotas:
" Alberta Dairy Control Board
C(di) Boaqu with_deiivery quotas:
‘J" Canadian Wheat Board | 1' B
' (4) Boards with provision to establish prices: i _

"‘Alberta Broiler Growers' Marketing Board
Alberta Turkey.Growers' Marketing Board
“Alberta Egg and Fowl Marketing Board : o o -
" Alberta Hog Producers' Marketipg Board (via tele-type auction system)
Alberta Vegetable Growers' Marketing Board ' ' o
~ Alberta Fresh Vegetable MarkKeting Board - ' ’
| Canad1§n whgat Bqarq o e

— e e
- f:_.—fc\ - N

|



Table 2-3 (continued)

19

Boards with provision to establish prices (continued) - L

canadian Dairy Commission o
Alberta Dairy Control Board (via Public Utility Act)

Boards with advisory and quality control provision only:
(non-trading board) ’

Alberta Rotato Commission :
Alberta Cattle Commission “~
Alberta Sheep and Wool Cqmmission ' -

Boards with provisions to export the products:

Canadian Wheat Board

Canadian Dairy Commission

Canadian Egg Marketing Agency

_Canadian Turkey Marketing Agency

Alberta Broiler Growers' Marketing Board
Alberta Turkey Growers' Marketing Board
Alberta Egg and Fowl Marketing Board
‘Alberta Hog Producers' Marketing Board
Alberta Fresh Vegetable Marketing Board

(7)

Commission and Agenciés:
(i) Under federal legislation ' " ;
" Canadian Dairy Commission
Canadian Egg Marketing Agency
Canadian.Turkey Marketing Agency
(ii) Under brovincial legislation:

_ Alberta Potato Commission v | " o
Alberta Cattle Commission

Alberta Sheep and Vool Commission



" Jable 2-4 , ‘
'POWERS AND PROCEDURES OF ALBERTA' MARKETING BOARDS (1975)2

T = ; g o - \
SlEOM vmlol | 456 o ol volof vl o
s o1 18138835 ]5|x1228]8]|813<] 2|38
e S S S E R A EI
Sl 3 ol ufulon 33 8‘0 Solola+)a
(Qmm—hm—a- ey -1-..44_4_4”4.[)13 =1
=3 ul3un > o : . ol o
4] = = 7= < ml o XIS )
+$ |3 S T I -
BOARDS 38 | = SISl €Izl I<
. ® ® 2 jalal =g
@
Alberta Turkey Growers' ‘ ‘ b cl,b
Marketing Board X LR PRl x| x] x] x
Alberta Broiler Growers' X X Ix Ix Ix€ X
Marketing Board - g - Xp x| x
Alberta Egg and Fowl 1 N : b |.,cl.b
Marketing Board - ' X X XXX X I x| X x| X
Alberta Hog Producers’ » . c :
Marketing Board X 3 X X X X} XX
Alberta Vegetable 1 X X . tl x
- Growers' Marketing Board- , : \
Alberta Fresh Vegetabie . B ‘ ‘
Marketing Board X A A | X X[ X
Alberta Cattle : :
Commission : : X : X} X} x
Alberta Sheep & Wool v
Commission . X Xt Xxp x
Alberta Potato r c !
. Commission ' | ! X X X (X X

»

aExcept where otherwise noted powers are conferred pursuant to The Marketing
of Agricultural Products Act (Alberta).

bPower exercised by national agency pursuant to the Farm Products Marketing.

Act (Canada).
: J

A ’ . .
Power . extended to. provincial boards to ‘collect Tevy on out of province
marketings pursuant to the Agricultural Products Marketing Act (Canada).

20
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Chapter 3: RESEARCH PROCEDURE AND METHODOLOGY

Research Désign'

2 o

~ The information sought in this study falls within three main®

categories:

(1) Socio-economic and demographic profile of producers;

(a)

type of producer, i.e. commercial, mixed oper tion,

part-time farmer,

(b)
(e)
(d)
(e)
(f).

size of operation,-

“experience,

age,

education,

sources of information.

(2) Praducer knowledge of board structure;’

(a)
(b)

Tegislative jurisdiction, ’ »

authority and“power of board.

(3) Producer opinions and attitudes towards board operations;

(a)
(b)
(c)
(d)

fn s~ o N

- |
effectiveness .of board operation, .

perception of board‘benefit,
attitude towards continuance of board,

areas of concern and suggested changes to board

structure and operation.

During the fall of 1975, information relating to the above categories

was sought for each marketing board established under the authoﬁify of

., The Marketing of Ag?icu]turé] Products Act, as outlined in table 3-1,

with the exception of the A]berta'FresH Vegetable Marketing Board which

o : : : :
had not become fully operational at the time ofvthis study.

21



- ————

2

~ Alberta Sheep & Woo!

o -

Commission

22
? ;
Table 3-
. ’ L : & \
L LIST OF PRODUCER MARKETING BOARDS OPERATING IN ALBERTA (1975)
Name of Board/Commission ~ Function
—
Alberta Broiler Growers' Set prices to producers and
Marketing Board allot marketing quotas
' A]Berta Turkey Growers' Set prices to producers and .
Marketing Board allot marketing‘guotas '
,A]bertavEgg and Fowl . - Set prices to producers and
Marketing Board _allot marketing quotas
Alberta Hdg Pro&ucers‘ ) Offef on téletype all markef‘
Marketing Board hogs to all potential buyers;
- _ marketing quotas are not used
Alberfa Vegetable Growers' Set prices to producers after
Marketing Board ' negotiation with. processors;
individual contract for acreage
, . issued by processor
od : .
Alberta Fresh Vegetable Set prices. to producers and
Marketing Board establish a system of grading
N stations i
Alberta Potato "Collect levy or service charge
Commission for,promotion, advertising,
' - research, etc. :
Alberta Cattle Collect Tevy or service charge b
' Commission- <  for promotion, advertising, ,
o research, etc. : ‘ L

Collect 1evy or service charge
for promotion, advertising,
researchf, etc.

Source: Alberta Agricu]tdra] Products Marketing Council
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In all areas of prOducer'responseJthe replies were segmented

AN

according to the portion.of producer income rece1ved through sale

of the product under marketing board jur15d1ct1on The criteria

. used in segmentvng the sample response to the various questfdns was:

(a) portion~of income received from farm production, and
- \

(b) port1on of income received from production of the spec1f1c

commod1ty under market1ng board Jurisdiction.

[

.Applying the above cr1ter1a, the sample was 1n1t1a]1y segmeﬂfﬁd lnto

~those‘producers who earn the majority of their income from farm

Droduction ahd those'who-eArn the majority of their income.from"

off farm act1v1t1es or "part- time" producers _ The Sfull- tihe producers
were fur:her segmented into- those who receive a maJor1t; of the1r
income from production of the spec1f1c commodlty under marketlng board
Jurlsdnt]onr termed "commerc1a]" producers and "m1xed" producers

who receive a maJorwty of the1r income from ‘other farm production.

a

Responses to the survey quest]ons are presented 1n both abso]ute :

"and relative frequenc1es for all segments. The main. text of th1s stuqi*

a - “
will deal w1th the producer body as a whole, but in several areas of

~

~the study, data will also be;p{esented on a response by segment basis,

%

_QuestionnairejDistribution and Sample Characteristics -

Questionnaires1 were designed to furnish data for each of the
eight marketing boards surveyed, on an individual basis, for the
previous]y‘mentioned categories. Representative samples were selected

from the total number of producers registened with each of the eight

5
—

1Appendix B.
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" marketing boards being studied and questjonnaires were mailed to the
selected producerst The samples were systematica11y se1ected fron
Tists ot the registered producers provided by each marketing board.

The samp]es, therefore represent agricultural producers )
operating a farm1ng enterpr1se in the prov1nce of Alberta and a port1on,
or all, of whose production is under the jur1sd1ct1on of a marketing
board orbboards. The‘appropriate-questionnaire was also mailed to

all nEEBEﬁs\oI'the board of directors and delegate body (where

applicable) of the harketing board beihg surveyed.

Scope of the Survey

In determining the degree ofuknowledge.possessed by producerscbn
the'various subjeCts surveyed the producer responses were measured
aga1nst the appropr1ate leglslat1on under which the 1nd1v1dua1 market1ng
boards were estab1lshed and from which they der1ve their powers In - e
- the section of the survey dea11ng,wnth producer att#tudes towards - |
marketing boards an attempt\§ :made to compare the opinions on the
effectiveness of. board Operatzbns as expressed by the board ofvdirectors,
delegate body {where app11cab1e), and the producers. |
It was not the 1ntent of the author to make specific comparisons
between boards;~bdt rather tg analyze each board and the responses
ré]ating to it on an individua]_basis; Due to the diversity of marketing
“boards and the COmnodities'whfch théy represent, any specific comparison
would, in most cases be of 11tt1e value. ﬁor'the purposes of thts
study, the author has restr1cted any compar1sons between boards to an

overa]] analysis of the1r performance

(’\
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- Chapter 4 THE ALBERTA TURKEY GRONERS' MARKETING BOARD

The A]berta Turkey Growers' Marketing Board, estab11shed in 1966

.under authority of Alberta Regulation 298/66, provides for a producer-

elected Board'comoosed of five members. The Board's main functions'are
the sett1ng of minimum pr1ces at the producer level and the a]locat1on
of market1ng quotas to individual producers within the prov1nce Turkey
production is regu]ated at the national level by the é\had1an Turkey

Market1ng_Agency which was established in 1974; therefore, the total

- quota allocation within a province is controlled by this Federal Agency.

Approximately 60 producers were registered with the Board in/1975
and a levy of one-third of one cent per pound of Tive weight turkey

marketed was assessed to cover Board and Agency operations.

. Survey Returns and Demograph1c Character1st1cs

Quest1onna1res were sent to all 57-active registered producers

as W&ﬂ] as_to the f1ve Board members. Fifteen producers completed and

" returned the questionnaire for a 26.3 percent return; four questionnaires

- were: returﬁed by: the Board members.

Ay, v
The producer returns were. segmented accord1ng to the port1on of

total 1ncome rﬁce1ved through the sale of turkeys in accordance w1th the
procedure out11ned in Chapter 3. The segmentation prof11e of the
respondjng producers is shown in Figure 4-1. It should be noted that

there were no producers in the part-time category. The average producer

A represented by the sample has been issued a quota allowing him to

market approx1mate1y 19,400 birds annually and has been engaged in
turkey product1op for approx1mate1y 15 years | E1ghty percent of the

producers in the sample were over 35 years of age with 33 percent hav1ng

I

attained"Some post-secondary education. o "

~
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Figure 4-1 .

ALBERTA TURKEY GROWERS' MARKETING BOARD
SEGMENTATION PROFILE OF RESPONDING PRODUCERS (1975)

Commercial P_roducersa

66.7%

Mi xed Producersb

33.3%

qproducers earning a majority of their annual income from turkey
production. ‘

bProducers‘earning a majbrify of their annual income from'agricu]tura1
production other than turkey production. y

26
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As indicated;in Table 4-1 most producers favored the Board
manager as a source of,information»regardipg Board operations. A
majority also indicated that they would contact their Board member .

for such information.

Producer Knowledge of Board Structure.

The-Marketing of Agricultural Products Act (Alberta)-establishes
the Alberta Agricultural Products Marketing Council to supervise the -
operation of producer boards aﬁd marketing commissions. Most producers
indicated their know]edge of - the re]at1onsh1p of the Counc11 to the
~ Alberta Turkey Growers Marketing Board as shown\?r Tab]e 4-2.

"The sample exhibited a high 1eve]'of knowledge regarding the
powers de]egated'tbythe Board under provincial ]egisTatiqn, as
illustrated in Table 4-3. There were two exceptions, but in beth cases
the powers were not actively being utilized by the Board. Powers

conferred on the Board through federal ]eg1s]at1on were poor]y understood

by the producers in the samp]e

_ Producer Opinion‘TOWard Board Operations

In survey1ng the op1n1ons that the pkoducers have regard1ng the
operational effect1veness of the Board the sponses to the f1fteen
functional statements were 1n1t1a11y assigned to one of three categories:
(1) function is an objective of the Board (2). function is not an
obJect1ve of the Board,-and (3) no response to survey statement.
'Responses to the statements were solicited.from Board members as well
as producers and a judgement as to which category the statement would
'belassigned was;made according to which éategory_obteined the majority

of the responses. Where a respondent was of the opinion that the statement

27
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was a Boand function "it was requested that the effectiveness of the Board
in_carryin out”thisiobjective,be rated on a "Likert"'SCa1e.~ Both the-
Board:membe s and the producers indicated by their responses that all.

of the functional statements were ob3ect1ves of the Board. A' measure of
the Board s ‘efifectiveness in carrylng out these obJect1ves was\EEtablvshed

for each segment by ca]cu]at1ng a we1ghted average . for each statement

based on the fo Towing scale: ( N\
Strongly Agree D1sagree A ~Strongly \
Agree Somewhat — Somewhat H Disagree \ '
(+2) (+1) (- (-2)

Responses falllng nto the two other cateonr..s were assigned a va]ue X
of zero. The results of these tabulations are shown in Table 4-4. The

' 3 esponse ca]cu]at1ons for both the Board members and producers were
piotted on a proflle graph (F1gure 4-2) to more v1sua11y 111ustrate the
ar as of d1fference in op1n1on between these two - segments regard1ng
Boa‘d effectiveness in carry1ng out its. ob3ect1ves

h; The responses from producers as a group were positive to all of

the f\nctlona] statements 1n the quest1onna1re - Board members responded
more p‘s1t1ve]y than the producer segment to all statements, with one
except1hn where the we1ghted average of the _responses were equal
Prhducer percept1on of benef1ts derived by their individdal turkey
producwngxenterpr1se due to Board operatwons was high with 86.7 percent
- of, replyln‘ producers 1nd1cat1ng that they felt the Board to be of
benef1t T\e main areas of benef1t expressed by the samp]e ‘were the

stab111ty thk Board has broughtto the market and the effect the Board

v

has had in contro1]1ng vert1cal 1ntegrat1on In add1t1on, the 1nformatlon |

made avallable to producers ‘through the Board was c1ted as a benef1t

31
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A large majority, 93;3'percent, of the replying producers
indicated their favor for the continued operations of the Board. The
reason most ofteﬁ expressed was market stability brought about as a
result of the Board's activities. The producer response to the two
questions regarding Board benefit and continuation of operation are - .
outlined in Tables 4-5 and 4-6. Coﬁment§ by producers indicated that
they fe]% that increased control was required by the Boafd to prevent
further Verticéi integration in the turkey industry. Lack of knowledge
regarding the function and establishment of the Canadian Turkey Marketing
Agency wa; further illustrated in that 20 percent of the sample ‘ |

indicated the need for a national agency which was already in existence.
\\"\~ 1

Summary and Recommendations

The Alberta Turkey Growers' Marketing Board appears to have
attained an excellent relationshin with its producers. The turkey

producers surveyed exhibited a good understanding of the powers

exercised by their Board and expressed a high level of support for the
‘Board and its operations. N

The Board publishes a producef newsletter on a régu]ar baéis ' 3
and through this medfum\it is recommended that the Board provide o
~ additional information regarding the functioning and activities of
.the Canadian Turkey Marketing‘Agency. The Boﬁrd could also use the
news]ettek to inform pfoducers of its activity and support in the
area ofumarket development and research. This was the main area 7
of differenée of opinion between.Board,directors and producers.as to

' the Board's operatioha] effectiveness. . _
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Table 4-5

{r

- ALBERTA TURKEY GROMERS' MARKET
PRODUCERS PERCEIVING BENEFIT FROM BOARD

ING BOARD

OPERATIONS (1975)2°

o

RESPONSE A1l Producers Commercial Mixed Part-Time
Yes 13 (86.7) | 10-(100.0) |3, (60.0) | --=-
No 2 (13.3) 0 (0.0) |2 (40.0) | ----

No Response 0 (0.0) o (0.0) {0 (0.0) /] ----
Tota] 15 (100.0) 110 (100.0) |5 (100.0) ——
Table 4-6

‘ ALBERTA TURKEY GROWERS' MARKETING BOARD
PRODUCERS_FAVORING CONTINANCE OF BOARD OPERATIONS (1975)2

RESPONSE A1l Producers | Commercial Mi xed Part-Time
Yes 14 (93.3) | 10 (100.0) |4 (80.0) | ----
No 1. (6.7) 0 (0.0) |1 (20.0) | -
No Response 0 (0.0) . 0 (0.0) {0 (0.0) —
Total 15 (100.0) 10 (100.0) |5 (100.0) { ----

N

aResponses are expressed in absolute .frequencies with relative
. frequencies shown in parentheses.



The survey 1nd1cates that the Board faces no Rrob]em in the

-area of producer re]at1ons and that current act1v1t1es and programs

have been effect1ve from the producers po1nt of view.



o . . . '

ChapterAS: THE ALBERTA BRBLLER GROWERS ' MARKETING BOARD

The Alberta Broiler, Growers' Marketing Board, estab1ished in 1966 |
under authority'bf A]Sef%a Regu]afion 17/66, .provides for a producer-
elected Board cémposed df five members. Theg Board's main functions are
thé setting'of minium p;ices at the prdducer Tevel and the al]bcatTOn q
o% marketing quo?as to individual producers within-the Province. “

Approximately 130 producerS'weré registered with the Board in 1975
and a levy of one-fifth of one cent per'pou;d of Tive weight broiler

chicken marketed was assessed to cover Board operations.

B
[

N
~-

Survey Returns and Demographic Characteristics

4 Questionnaires were, sent 1o q]T}lZiuregistered producers as well
as to the five Board members. Forty-five producers:completed and retdﬁned
. the questionnaire for a 37.2 percent return; three questidnnaires ﬁere

‘returned by the Board members.
\ :

) - ‘ , K ®)
The producer returns were segmented according to the portion of 7

total income received through the sale of broiler ghjcken %n'accordqnce

with the procedure outlined’ih Chapter 3. The segmentation prbfile of,

the responding producer is shown in Figure 5;1. The average producer
représented by the sampié had been issued a marketing quota df\a?proximatély
20,700 sqqare‘feet per cycTe{-and Rad Been engaged in broiler chicken
-production fbr approximate1y 11 years. [ Seventy-three berceht of_the .
producers in the sample were ov¢r135 yearé of age with 20 percent having

attained some post-secondary -eduction. . - . | -0

1The Alberta Broiler Growers' Marketing Board issues»qubta on the basis
of one square foot of production facility per bird per cycle. Broiler
chicken in Alberta is currently Qeing'producgd on a nine week cycle.

-

Eied
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-~
Figure 5-1 . )
- ALBERTA BROILER GROWERS! MARKETING BOARD
SEGMENTATION PROFILE OF RESPONDING PRODUCERS (1975)
~ - ‘
.
{
S AN -
Commercial Producers? TR
’ 62.2% ¢
: i
_Part-Time Producers® 3
6.7% "
Mixed Producers® 3
- 31.1% H
T - . - ’
Producers. earning.a majority of their annual income from broiler chtcken
.production. . .- D .

b’Produce‘rs' earning a majority of their annual income from agricultural
‘production-other than broiler chicken production. )
“Producers earning a majority of their annual income fr ther. thap, o :
agricultural prodyction. - )% N fgg‘
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As indicated in Table 5-1, most producers favored the\Board manager

as a source of information regard1ng Board operat1ons A majority also

” 1nd1cated that they wou]d contact their Board member for such information.

Producer Knowledge of Board Structure

The Marketing of Agricultural Products Act (Alberta) establishes

the Alberta Agricultural Products Marketing Council to supervise the

operation of producer boards and marketing commissions. Less than ha]C,

/

of the producers surveyed indicated their know]edge;of the re]ationshjp

u

~ of the Council to the Alberta Broiler Growers' Marketing Board as shoun

*'in'Table 5—2‘ A re]ativelyblarge number of producers felt that Alberta

_ Agr1cu1ture was the government author1ty responsible for the operat1on
of the Board "It is difficult to determ1ne whether the- response to this

section of the questionnaire was due to a lack of knowledge regarding

e Alberta Agr1cu1tura1 Products Market1ng Counc11 or a result of .

the c]ose assocxat1on of the Counc11 with Akberta Agr1cu1ture The

: author wou]d suggest that the response to the sect1on on legislative

authorlty was a result of the close assoc1at1on between the Council and

Alberta Agr]cu]ture: This hyoothes1s is based on the relatively large

number of producers actua]]y indicating an awareness of the Council.

The sample exh1b1ted a high level of knowledge regarding the powers:p

delegated. to the Board under provincial 1eg151at1on, as illustrated in -
Table 5-3f' There,uere two exceptions, but in both cases the powers were

not actiVely‘Beihg utilized by the Board. The power conferred on the

‘Bbard‘through'federa1‘1egis1ation was not well known to producers as
) this is the power to collect a levy on exported product ahd since most

producers market intra-provincially. : e s '&t;
3

-
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Producer Opinion Toward Board Operations

In surveying the opinions that the producers have regard1ng the
- operational effectiveness of the Board, the responses to the f1fteen
functional statements in the questionnaire were ranked and ana]yied
using the method outlined in Chapter"4. Responses to the statements
were solicited from Board members as well as producers. Both the Board
members and the producers indicated by'thejr responses that all of the
functional statements wereeobjectives of the Board. The results of this
section of the‘survey are shown in Table 5-4. The ana]ys1s of the
responses for both the Board members and producers were, plotted on a
profile graph (F1gure 5-2) to more v1sua11y illustrate the areas of
d1fference in opinion between these two . segments regarding Board
effectiveness in carry1ng«out its obJect1ves The responses from the °
producers as a group were positive to all of the funct1ona1 statements
in the questionnaire. Board members responded more pos1t1ve]y than- the
- producer segment to a]1<statements; with one exception where Board
.memberS'responded negative]y-totthe statement. » |
Producer perception of benefits derived by their individua] broiler

produc1ng enterpr1se due to Board operatlons was high with’ 91 1 percent
of replying producers 1nd1cat1ng that they fe]t the Board to be of benefit.
The main area of benefit expressed by the sample was the 1ncreased pr1ces.._
producers\rece1ved for their prodhct as a result of Board operatjons. L

_A large majority, 97.8 percent, of the rep]ying producers indiCated
their favor tor the,continuedioperation of the Board. The reason most
often expressed for the continuation of the'Board”and its actfvities.was

cot

the controls it has placed on vertical integration in the broiler chicken

.
kit et 5
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industry.- Market stability brought about by the Board's act1v1t1es was
also cited as a reason for its continuance. The oroducer response to

the two questions regarding Board benefit and continuation of operation

are outiined in Tables 5-5 and 5-6. - Comments by?prodUCers indicated

: /
that their main concern was a desire to obtain an increase in their

current,quota allocation. " Arnumberﬂof producers indicated that they

would welcome increased communication from the Board.

!

Summary and Recommendations
The Alberta Broi]er‘Growersf,Marketing Board appears to have an
excellent relationship with its producers The broiler producers |

surveyed exh1b1ted a good understandlng of the powers exercised by the

* Board and expressed a high level of support for the Board and: its

operations. : _
The main concern ra1sed by the producers was the des1re for an

increase 1n the amount of quota a]]ocat1on to them. 2 The survey also

1nd1cated that - producer op1n1on on Board effect1veness in the area of

. market deve]opment was not at as h1gh a 1eve1 as that expressed by the :

Board S d1rectors

~ The survey 1nd1cates that the Board faces no problem in the area
of producer re]at1ons and that current act1v1t1es and programs have been

effect1ve from the producers point of v1ew.us _ . : /

L] - & o

-~25ubsequent to the conduct of the survey the Alberta Bro11er Growers

<

-Marketing Board has. lmplemented a. revised policy relating to quota

2 allocationm wh1ch has resu]ted in a substantial amount of new quota be1ng
' a]located : , :

o
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Table 5-5

ALBERTA BROILER GROWERS' MARKETING BOARD ]
PRODUCERS PERCEIVING BENEFIT FROM BOARD OPERATIONS (1975)

[ ResponsE | AN Producers || Commercial | Mixed = | Part-Time
Yes 41 (91.1) 26 (92.9) |14 (100.0) | 1 (33.3)
N | 4 (89 || 2 (1) |0 (0.0)]2 (66.7)
No Responsé | 0  (0.0) 0 (0.0) | o (00| 0 ‘(0.0)
Total | 45 (100.0) (| 28 (100.0) |14 (100.0) | 3 (100.0)
Table 5-6"

: ALBERTA BROILER GROWERS' MARKETING BOARD a
PRODUCERS ‘FAVORING CONTINUANCE OF BOARD OPERATIONS (1975)

~ RESPONSE ‘A1l Producers Cbmmercjal . Mixed Part-Time
Yes - 1 44 (97.8) 28 (100.0) {14 (100.0) | 2 (66.7)
No 1 (2.2) 0 (0.0) 0 (0.0)]:1 (33.3) |
No Response | 0  (0.0) o (0.0) f o (0.0)]0 (0.0)
Total 25 (100.0) - || 28 (100.0) |14 (100:0) | 3 (100.0)

aResponses'are expressed in absolute frequencies with relative
frequencies shown in parentheses. ' -



Chapter 6: THE AL?ERTA EGG_AND FOMWL MARKETING BOARD )

The Alberta Egg and Fow]l Marketing Board was estab]dshed in i§58
under authority of Alberta Regulation 156/68 and provjded for.a,producer—
~elected Board compoeed of seven members. In 1973, membership on the Board
was’increased to eight members in order to attain a more equal representa-

tion for all areas of the province. The Canadian Egg Marketing Agency

was established in 1973 with power to regulate quOta at the nationat

level. In 1975, ‘the power to set producer paying prices for A-Large grades

was transferred from the prov1nce to -the Canadian Egg Market1ng Agency

by federa]—prov1ncqa1 agreement With increased control being exercised

at the federal 1eve1 the main function of the Board is the allocation

of market1ng quotas to 1nd1v1dua1 producers within the prov1nce
Approximately 400‘producers are regulated by the Board in 19751

~with a 1euy of seven cents_per dozen eggs marketed assessed to cover

" Board and Agency operations,

o

Survey Returns and Demograph1c Character1st1cs »

Quest10nna1res were sent to all 413 reg1stered quota hold1ng |
producers as well .as to the e1ght Board members. One hundred and f1fteen
v'producers comp]eted and returned the, quest10nna1re for a 27 8 percent
return all e1ght‘quest1onna1res were returned‘by the Board members
The producer returns were segmented according to the port1on of
tota] 1ncome received through the sa]e of eggs, in accordance w1th the

L procedure out]1ned in Chapter 3. The segmentat1on profile of the

V 1Regu]atmns requ1re that all egg producers in Alberta r691ster with
the Alberta Egg and Fowl Marketing Board, but producers possessing.

" less than 200 birds may apply to be exempted from Board regulat10ns

Py
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respohding producers is shown in Figure 6-1. The average producer

, represented by the sample has been issued a quota allowing him to market
approximately 95,300 dozen eggs annually and,hes been engaged in egg
production for'approiimate]y 17 years. Seventy-seven‘percent of the
,produeers in ‘the sample were over 35 years of age with 15 percent having
attained some post-secondary ed;cation. ‘ ‘ |

As indicaggd'fﬂ“'&*kﬁffhl-a Targe mjority of producers favored

* both the Boarﬁ;ﬁmhAJ‘ o Board member as sources of information
/ . BN -

3

. number of producers also indicated that

-they woqu;cgntgetﬁ ;tatAgrQEultura1 Products Market1ng Council

oL e - 7, - ,
for such information.” = -~ - |

Producer Knowledge of Board Structure

The Marketing.of Agricultural Products Act (Alberta) establishés
- the A]berta’AgriCplfural‘éroduct; Marketing,Coupcil to;superv{se the
operaffon of,broducer boards ahd'marketing commiSsione. A majority of
‘the producers indicated their knowledge of the re]at1onsh1p of the Counc11
to the Alberta Eqg and Fowl Harket1ng Board as shown in Tab]e 6-2. ,
The samp]e exh1b1ted a re]at1ve1y hlgh 1eve1 of know]edge regard1ng
the powers de]egated to the Board under prov1nc1a1 1eg1slat1on, as
111ustrated in. Tab]e 6- 3 There were three. except1ons, but in two cases
“the powers were not_act1ve1y}beingiutilized by the Board. Powers conferred
on the BOerd fhroogh federal 1egi§43tion do not‘have a directly visible
-effecf on the individdel proddcer, which probably accounrs for the low
leve1'of:broducer.knowTEdge’in ghis area.

13
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ALBERTA EGG AND FOWL MARKETING ROARD

SEGMENTATION PROFILE OF RESPONDING PRODUCERS (1975)

Figure 6-1

T

. )
PRI

R T Ut o -
3\»5“‘tommercialngoduCeHS
et 32.2%

b " Part-Tme Producers® |
| 6.9%

Mixed Producers
: 60.9% -

&

6

aProducers earning a maJor1ty of. the1r annua] 1nc0m& from egg product1on. :

bProdueers earning a majority of their annual income  from agricultural . /
production other than egg production, S . . ‘ @

Producers earmng a’ maaom ty ofg their ar\nual 1nc0m& fr-om cher than
agricultural product1on ,f? .
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of two statements wh1ch received a negative response Board members

’ as a result@of the Bodbd s operatlon

G

Producer Opinion Toward Board Operations °

~In sufveying -the opinions that the producers have‘regarding the

operational effectiveness'of the Board the responses to the fifteen o

'functlona] statements 1n the- quest1onna1re were ranked and analyzed using

the method outlineP in Chapter 4 Responses.ﬁf the statements were

-
soT1c1ted from‘Boardsmembers as we]l ‘as producers. Both the Board members

imdﬁtﬁe.prod&!ers 1nd1cated by their responses that all of the funct1ona1
r

y’— ]

: stateneﬂts were obJeot1ves of the Board. The resuTts of this section of
A 1

}tﬁe surve% gre shown in.Table 6- 4 The response calculations for both

Board members and producers were, p]otted on a profile graph (F1gure 6-2)

to MOre v1sua11y 111ustrate the areas of dlfference in op1n1on between

: these two segments regard1ng Board effect1veness in carrying out its

»,

,»obJect1ves The responses from the producers as a group were pos1t1ve

to all of the funct1ona1 statement? in the quest1onnaire w1th the’ except1on

genera]]y responded more pos1t1ve1y than the producer segment to all

statements except in two cases where producer response was more positive.

fThe Board members reSponded negat1ve]y to on]y one of the fUnct1ona1

} Y. 't’f :

'statements. . . 3 &,

“ .o .
Producer pehceptlon of" benef1ts der1ved by their 1nd1v1dua1 egg

producing enterpr1se ue to Board operat1ons was - reTat1ve1y high w1th
66.1 percent of replying producérs 1nd1cat1ng that %hey felt the Board
to be of benef1t It shoqu be noted that~6 1 percent of the-responding -

- producers expressed no op1n1on The main area of benef1t expressed by

,the sampTe was the 1nc?ease in returns from egg production brought abou& .

B ] ’ A t:._' ‘ ".
‘p;‘? + o . , . S
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. “* conducted an official plebiscite on the: termination of the Al
and Fowl Marketing Board. Thyfs plebiscite resulted in 79.6° 'pe cent of ‘

A 1arge maJof1ty, 73 9 percenf:_o?‘the rep1y1ng producers
1ndJcated their favor for the cont1nued .gperation of the Board. Again
it shou]d be noted that 6. 1 percent of the respond1ng pppducers expressed
‘no opinion. The reasons most often expressed for the continued operat1on
‘of the Board were market stab111ty and the 1ncreased returns brought
about as a result of the Board S act1v1t1es The producer response to

Wy oy
the two quest1ons regard1ng Boa“d benef1t and continuation of operation

are out]1ned in Tab]es 6-5 and 6:6. Comments by‘producers 1nd1cated
that many Were of the-opinion'that the marketing 1evy being charged for
the Board and Agency operatfons were' ‘excessive. ‘ D1scontent w1th the
operat1on of the Canadian Egg Market1ng Agency was also expressed. by kD
a number of producers A desire for changes to the Board's quota po]1cy

to allow for an 1ncreased a]]ocatlon of quota to producers was a1so noted
’ 2] , \

Summary and Recommendat1ons _ o,

P

: &-
_ The A]berta Egg and ‘Fowl Market1ng Board appears to have attalned
a good relationship W1th its producers The’ egg: producers surveyed
:wexhlbited a -good understand1ng of the powers exerc1sed by their Board

L.and expressed a re]at1ve]y h1gh degree of support for the Board ‘and its

) . : . . _
: operat1ons 2 PR A _ v E s

-The ma1n area of d1scontent expressed by producers was the’ amount

[LCEE NN o

: of1FEVy col]e'%edsby the’ Board It should be noted that 5% cents out of
fhe tq%;] .7 cents7%er dozen eggs- marketed co]lected by the Board during

F f! yﬁ-v
!"; .""

1975 was. to cover ﬁheioperataonwof the Canad1an Egg Market1ng Agency

e / v
2IneDecember, 1975, the Alberta - Agrlcultura1 Products Market1ng‘Coung1]
rta tgg

3;(» ] - - ’ /

the producers expre551ng support for the cont1nued operat1on ofi the
‘Board. . .

ot
e P

PR e s e b\ L o e
e \
\
’ .

e

X
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Table 6-5

‘ALBERTA EGG" AND FOWL " MARKETING BOARD o a
PRODUCERS PERCEIVING BENEFIT FROM BOARD OPERATIONS (19%5)

" ALBERTA EGG AND FOWL MARKETING BOARD

RESPQNSE A]]‘Producers Commercial | M1xgd / Part-Time -

Yes 76 (s6.1) || 30 (81.1) {39 (85.7)| 7 (87.5)

No ' 2 (27.8) 4 (10.8) 27/k3876) 1 (12.5)

No Response 7 (6.1) 3 (8.1) | 4 (;ﬁ7)7, 0 (0.0

Total 115 (100.0) 37 (100.0) |70 (100.0) | 8 (100.0)
,‘_Tdb1e16—6 )

PRODUCERS FAVORING CONTINUANCE OF BOARD OPERATIONS (1975)a

Total

RESPONSE All_Proqucers Comnercial Mixed | Part-Time:
Yes 85 (73.9) || 30 (81.1) |48 (68.6) | 7 (87.5)

" No 23 (20.0) || 4 (1&25) 118 (25.7) | 1 (12.5)
‘No Response | 7 - (6.1) i 3 (gf) | 4. (5.7)| 0 +4&0).
115 (100.0) || 37 (100.0) £ (100:0)

e

i

shown in parentheses

70 (100.0)

p8 "

Bh



Another concern raised by producers was the desire for an incregse in
the amount~of quota allocated to them. Aga1n it shou]d be noted that the
total amount of quota available to be a]]ocated w1th1n the prov1ﬁ!5w1s

.contro]]ed by C.E.M. A

. f
Producer response to the questions regard1ng operat1ona1 -
‘ effect1veness 1nd1cated that producers fe]t that the Board cou]d be more
act1ve 1n 1mprov1ng\the qua11ty of their product 3 |

—

The survey 1nd1cated that the Board faces no problem 1n the area .

- of producer re]at1ons\and that current activities and programs have been e

¢ . &
: ngect1ve from the p01nt of v1ew of - most producers Producer opinions.

regard1ng the nat1ona1 agency are less favorab]e and the prov1nc1a1 Board
. should make every effort tqmgﬁSure that nat1ona1 act1ons do not Jeopard1ze

' \the support of A]berta producers for the Board

?

3It shou]d be noted that. since the conduct of th1s survey the Alberta
# Egg and Fow!l Marketing Board has ipitiated an Egg Qua11ty Program in
COoperat1on w1th Alberta Agr1cu]ture.
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h offered for sa]e to poten jal buyers

L

)

Chapter 7{ THE A BERTA HOG PRODUCERS' MARKETING BOARD

ThexAlberta og Producers Market1ng Board was estab11shed in
1968 under| authority, of Alberta Regulation 195/68 and provided for a

prodscer elected Boanrd composed of seven d1rectors and th1rty ~-five

1973 membership on the Board was 1ncreased to

district delegates.

m

nine d1recthrs wit X c‘rrespond1ng 1ncrease in district de1egates to

forty—f1ve \ The Board s'marn‘funct1on is the operat1on of a central-

se111ng‘sysqem through which all market hbgshproduced in A1berta are *: ';f:‘

<

o _' Approx1mate1y 18 OOOKproducers ugre reg1stered w1th the Board in-

-

1975 and a 1evy of seventy—f1ve cents per hog marketed was assessed to

cover Board Operat1ons -

X -
o .
i k)

Survey Returns and Demograph1c Characteristics

Quest1onna1res ‘were sené to 1,042 reg1stered producers as well as

~ to “the nine Board d1rectorsand forty-f1ve District De]egategkg One hundred"

and f1fty four producers comp]eted and returned the quest1onna1re for

1
a 14 8 percent return s1x quest1onna1res were returned by the Board

4

d1rectors and 27*yere returned by the D1str1ct De1egates

*’v

The producer returns were segmented accord1ng to the port1on of

¢

tota] 1ncome rece1ved through the sale of hogs in accordance w1th the
E 4 procedure out]1ned in Chapter 3 ‘The. segmentat1on prof11e of the -

respond1ng producers 1s shown in F1gure 7-1. The average producer h

represented by thi samp]e marketed approx1mate1y 377 hogs annua]]y and

\\. E ot R ‘ .. )
1The levy assessed by the Alberta Hog Producers Marketwng Board was

T increased from fo ty-fﬁﬁrcents to seventy-five cents per hog marketed

in 1975 and. was further:- lncreased to the current level of one do]]ar

_' in 1976. | o L . o



Figure 7-1

ALBERTA HOG' PRODUCERS' MARKETING éOARD
"SEGMENTATION PROFILE- OF RESPONDING PRODUCERS (1975)

Commercial Producersa

31.8% .

Mixed Producersb

'59.1%

Part-Time Producersc

9.1%

|7 2N,

aProducers”earning a majority of their(énnual'income fromlhog production.

bProducers earning a maJor1ty of the1r annual . 1ncome from agrncu]tura]
proéﬁct1on other than hog product1on, _

]

Producers earning a maJor1ty of the1r annua1 income frqm other thaa
/

agr1cu1tura1 production. - | , o e

. . _\y
. ' \
|

-

Q
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Vhad beenﬁengaged jn the-hdg_bus1ness for almost 19 years. Eighty percent

" of the producers in the sample were-over 35 years of age with 18 percent

having atta1ned some post-secondary education..

As 1nd1cated in Table 7-1 most producers favored their Board

7

director as a source of 1nformat1on regard1ng Board operations. A majority

.a1$o indicated that they would contact the/péard manager for such

information.

Producer Know1£ﬂge of Board Structure

The ‘Marketing of Agr1cu1tura1 Products Act (Alberta) estab]ishes
the Alberta Agricultural Products Market1ng CounC11 ‘to supervise the

operat1on of producer boards and market1ng comm1ss1ons “Less than ha]f

of the producers surveyed indicated their knowTedge of the re]at1onsh1p

of the ‘Council to the A]berta Hog Producers' Market1ng Board as shown in

Table 7- 2. A Targe number of producers felt that A]berta Agr1cu1ture was

' the goVernment author1ty respon51b1e for the operat1on of the Board Lt

is d1ff1cu1t to determ1ne whether the response to th1s sect1on of the

?&,
quest1onna1re is due to a lack 6f know]edge regard1ng the ATberta

. Agricultural Products Market1ng Cotnc11 or a resu1t of the close association

of the Counc11 w1th A]berta Agr1cu1ture The author woqu suggest that

the response 1s a resu]t of the c]ose assoc1at1on between the Counc11 and

:ATberta Agr1cu1ture Th1s hypothes1s’1s based on the relat1ve1y Targe

I,

~ number of producer§ actually 1nd1cat1ng an awareness of the Counc11.

| powers de]egate_

~ The sampTe exh1b1ted a moderate Teve] of knowledge regarding the

the Board under prov1nc1a1 1eg151at1on, as. i1lustrated

n Table 7~ 3 T re were two except1ons, but in one: case the power was

not act1ve1y bexng ut111zed by the Board The pézer 5onferred on the
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-‘v.'~' ;\En surveying the opinions that the producers have regarding the

K the method outlined in Chapter 4. Responses to the statements were . v ,i¢f:f.

§
’

;Board thrOugh federal legislation was not well known to prdducers as this

“is. the power to collect a levy on exported product and most. producers do S

[

not sh1p h095 directly to out of prov1nce markets

~Producer Opinion Toward Board Op‘rations

§o . 4 E
i *l S,

'operational effectiveness of the Board the responggg to the fifteen

functiona] statements 1n the questionnaire were ranked and analyzed u51ng :

so]1c1ted from Board dirgctors and District De]egates as Well as producers.

‘-Producer responses 1nd1cated this group was of the. opinion that a]] of

e

//Nqndicated that thirteen of the statements were obJectives The.results'g'

the)functionai statements were obJectives of the Board The Board
”directors be]ieved that only twe]ve of the fifteen functional statements

wepe Board obJectives wh1le the response from the DlStr1Ct Delegates

Jﬂ/ of this section of the survey. are shown'in‘TabTe 7-4. The response‘ .

'calculations for the Board directors, D]StrTCt De1egates and producers

. were p]otted on a profile graph (Figure 7-2) to more. v1sua11y 1]1ustrate

~ the District De]egates are'generally ofwtheesame Ievel as those of'the

the-areas of differencé in opinion among these three segments, regarding

‘Board efTectivenesﬁ’in carrying oyt its obJectives The responses_of

" Board directors w1th the exception of the functionaT statement in which

L

the obJective was 1n qyest1on Nhile the: responses from ‘the Board

ﬂ directors were more positive the responses from the producers as a group

S e

salso tended to be. re]atively positive in most cases. - . 3'° ~_v4 .

7 Producer perception of benefits derived by their 1nd1v1dua] h09

producing enterprise due to Board operations was modg;ate with 51 3 percentp e ,

“of “replying producers indicating that they felt the Board to be of benefit.

Y

3.
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ft should bef noted thgt 14 3 perCent of th'e responding prodUCers'

' expressed no opinion. The main area of benefit expressed by the sample

>

--was the increase’ 1r? rgturns from hog p.roductmn brought about as a

@ -
resu]t of the Board's act1v1t1es The estabhshment of export cbntracts

‘ for hogs was alst percehed as a ma.]or benefit of the Board s operation.

3 3
A fa1r magox:ity, 6'1 7 percegﬁ.ﬁ the rep]ymg producers ‘ind1cated

& o

.'Q

fhe

_ op1mon | The“reasgo‘ns most often p

their favor for th& gontmued opera{.igh of t 80ard Agth, it should
Y R e 4
a‘", oducer*s expressed no

(K" '

’Sed“‘f!r the, continued operat1g
- g

be{goted that 14 5 percen; of the'

'Q

of the Bo;&@ were marqlget'mg eff&oiency and the 1nc¢'eased returns brought
abougas a résu]t of the. Board"s op“‘atmn Thegrdducer response to”

thev‘twq quest1ons regardmg Bo‘ard benef'ut %}r?d cont1 nuatwn (ﬁ operatwn & ~

T e are&outhned “in Tab‘#e% 7- 5 and 7 6 Conments by ﬁroducers md1cated

&

.‘&)g

R %
athat there was confhct of op1mon as to the need for u;creased cont@

by the= Board over the marketmg system v %number of producers 1nd1cated

tha"t they would favor the 1mp1 emen'ta 2° "

of pr1ce poohng
ﬂ'.- ‘ o

L AT
“

Summary an Recorrmencfatwns i _ ,
, ’
The A] berta Hog Producers Marketmg Board appearﬂ to ha&/e qt,tamed

_ a moderate re]atlonsmp w1th 1ts producers a]though “the survey 1nd1cates

that/ the Board s effectiveness is somewhat be'low producer expectatmns. no

.

The hog producers surveyed only exh1b1ted a moderate understandmg of the )

R

powers exerc1sed by the1r Board Qut expressed a falr degree of support

for the Board and 1ts opera’twns - ST

%t shou]d be noted that s1nce the conduct of this survey theJ/ 1berta
og Producers Marketmg Board has 1mplemented a system of pmce ,
pooling ‘ : - Cal s . ;. -

_—
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‘TabIe 7-5

. '.;. JAN (} .
'U'KETING BOARD .

' ALBERTA HOG_PRODUCHRS T
_PRODUCERS PERCEIVING BENEFIT 1% PHOARD OPERATIONS 41975)
. RESP0H<:L ", ] A11 Producers | Commerc1a1ﬁ, ~ Mixed Part-T1me‘
s o f 79 (51.3) || %0 (61.2) |42 (26.2)| 7 (50.0) ] -,
P s f 53 (304 || 127 (20.5) |38 (41.8)] 3. (21.4) "
S ‘| No Respbnsemjt,fzg- (14.3) 7 (14.3) |11 (12.3) 4 (28.6)
CTotal . ¢ . 154 “(100.0)5 || 49 (100.0) | 91 (100.0) | 14 (100.0) T
;. o S S - ) R

Table 7-6 7-6 Y ’ . 'v}"k' “ o " . R ]

g - g 0o Y e T " A
: * . ALBERTA HOG PRODUCERS" MARRETING BOARD #e ,

o _ PRODUCERS FAVORING CONTINUANCE OF -BOARD OPERATIONS (1975)2. % .
Ve : Bl
. -~'v’RESPQNSE o A1 Producers: gg{Commerc1a]. _ M1;ed ,,Part-T1me

. Lves <7 ks 61y [} 33 (67.3) |55 (s0.4)| 7 (50:0)
. e @ |l oo sy [z (225 ) 3 (214 R
NoResponse | 22 (14.3) || 7 (14.3) |u (1z21)] 4 (28.6)
FTdtd] o | 4547 (100.0) | 49 (200.0) |91 (100.0) |14 (100.0)

.y,
Responses are, expressed in abso]ute frequenc1es w1th reiat1ve frequenc1es
~shown in parentheses.

* : "(."‘"‘_ ‘. ' v,‘ ‘ ’ ) . ) o ' &( . -7‘

ST ‘ , o . ,
: : . Lo . N . : I ) ) Lo . .
- e S T L e e . N
L . S L : TS , S i sy

‘ O L ST S S .. . SR 9 &L Vi



While p"vroducers expressed considerable support for the Board's

efforts in market deve'lopment they did tend to quest1on the effectwe-

~.ness of the .domestic marketlng system -and - the . assoc1ated costs of - & -
operatmn 3 The op1mons e}(pressed by the D1str1ct De]egates mare
close'ly re,/ﬂected the’ v1ewsf of the producers on these matters than
+did: t'hose/of the Board directors. o ' o B ‘,d
' é survey 1nd1cates thag the Board faces no 1n'med1ate problem 4'-}}&_.

-"in the a‘rea of producer re]atmns“vbut that an. 1ntrease‘d effort in

commumtatmg to prgducers more details on Board programs and act1v1t1es ’

/ L
and the powers available to the Board under 1eg1s]ation cou]d further K
%ﬁserve to benef1t,th1s re]atmnsrfI R L :
"“7 l . ‘
P . - / ' f’ ‘ "0‘ : ' ",_ , -
ECE & o

3It shOu]dNI;‘e noted that since the conduct of th1s survey ‘the A]be 0
Hog/ Producers Marketing Board has- 1 Temenged ja- revised marke‘tmg“-;

Systema Cosb? of perat1on have remamed unc anged
[« ( :
fo

[ /
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Chapter 8: T'HE ALBERTA VEGETABLE GROWERS' MARKETING BOARD ' Y '

: " The A]berta Vegetable Growers" Marketmg Board was estab'l'ished U ‘jf
; in"'1958 under prevmus nﬁ*ketmg 'Iegis'latlon, RU 1970, the Board Lo “ : wiﬁv P
* was re- estabhshed pursuant to The Marketmg of Agr'lcultura] Pro c‘ts N "

Act (Alberta) under authority of A'lberta hegu]atmn 368/70 and - \ ,5.5.“’.\’ “:

prov1ded for a producer- e]ected Board composed of sevén ﬁbmbers Th‘e" n LN
- i Board’s main functwn is. the settmg ‘of nhmmum pr1ces at-the producer ,‘P‘“' @\ .

A

leve] after negotiatmns w1th the &'g,e‘tab]e processors ELLL T

%pp ox1m§aly 130 producerst were reg1stere& mth the anrd 1n o

&

) 1~.
4

T
g

Ve

as to the sevef Board members Twenty s1x producers comp]eted and

a\}erage producer represe ’ted -by the Sarﬁ'ple oduced approximate1y 87 I ,

" et -acre@o:f Vegetab'les for p' ocessmyg'nnuai iy -and had b,een engaged in-
' A

: vegetable produ.on for approxmate'ly mne years S1xty-two percent of : '

the producers J,“ the samp'l were over 35 years of age m th 35 percent o |
. ) “' * ] . . . R .

B having att&fned sonie post secondary education.« .



» -/
. Figure.8-1 '/

Lo AMEERIA MEGETABLE GROWERS'* MARKETING BOARD -
R sEGMﬁﬂTATION PROFILE OF RESPONDING PRODUCERS (1975) _

:/

: aPmducer's earmng a maaonty of their annual income from veg‘eiab'lé, .-
productmn LT o LT _
e ..‘ . J-.- uv'-»; " R ' -. . .
- bli'r'ocluctan"s earn'rng a ma,)orl ty f the1r annual income from agmcu]tural

productfon-other than \pegetab e production. v

73+



As indicated in b]e 8- most producers favored the1r Board mel
.ag a source of . 1nformatﬁon regal ding Board operat1ons Ha]f 'of the -

,;."ff- producers also 1nd1cateé that th y wou]d conﬁ;it the Board magager for

i&‘.'-

"‘_ . .;' the A1berta Agr1cu1tura1 nu‘aucts Marketmg Counci] to supervise the -

74

operat1on of prodUCer boards and market1ng comm1ss1ons "Half of the ‘%5/ff

producers surveyed 1nd1cat%d the1r knowledge of the re]at1onsh1p of the

« Counci] to.the.ALberta Ve:*;ab]e Growers Market1ng Board as’ shown in E

L — -
Tab1e 8-2. A relativedyy 'e number of producers fe]t that. A1berta ﬁw“

.o

Agr1cu1ture was the govi :* t author1ty respons1b1e for the operatlon Z,'

of the Board It is- d1fT1c'1t to determlne whether the response to th1sr‘+'

. | A ES
. ”*éect1on of the quest1onna1r-

-

A]berta Agr1cu1tura1 Products Marketlng Counc11 or a resu]t of the close
v A
assoc1at1on of the COUHCIT w1th A]berta Agr1cu1ture The author wou]d

1s due to a 1ack of know]edge regard1ng the!1

suggest that the response to the secggon on 1eg151at1ve author1ty is a

result of the c]ose assoc1atio'lbetween§the Council and’ A1berta Agr1cu1ture

This hypothes1s 1s based on the reJat1véﬁy large number of producers

actua]]yl1n 1cat1ng an awareness of the Counc11 o | A '>4.
Tbe samp]e exh1b1ted a fair 1eve1 of know]edge regard1ng the

powers de]egated to the Board under prov1nc1a1 1egxs]at1on as 11]ustrated

>
l

in Tab'le 8-3: " ST g T BRI

-

Producer 0D1n1on Toward Board 0perat1on :

In survey1ng the op1nions that the producers hghe regard1ng the

vperationa] effect1veness of the Board the responses to the fifteen ,;‘.:L

T,
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effectweness in carrymg orut 1ts obaectjves The responses from tmtz”t

. . . .
o~ . L. /
v

*functional statements in the Questionnaire were ranked and analyzed *
using the method outlined in Chapter 4.A Responses to the statements
ere solicited from Board members as well as producers The producers‘

'1nd1cated by their responses, that a]l of the funct1ona1 statements

| were obJect1ves of the Board. With only two Board members rep1y1ng to
. the quest1onna1re a d1ff1cu1ty arose in ana]yzlng th1s section of the B
‘-survey where the’ oplnlon of the two members d1ffered on whether or not

' the funct1ona1 statement represented a Board obJectﬁve In 311 cases

‘at 1east one of the two rep1y1ng membeeskgnd1cated the state:éﬂt to be |
| a Board funct1on therefore, in order to allgy a compar1son w1th the

HE AR

;.has been treated as belng pos1t1ve to all fﬁﬁteen funct1ona] statements

&

Where the two rep1y1ng Board members d1ffer in op1n1on th1s has been
@ﬁ*

4

‘noted for c]ar1f1cat1on in 1nterpret1ng the survey. The results “of

.o

| th1s sect1on of the survey are shown in Tab]e 8-4. The response

»fg d

. éalcu1at1ons for- both the Board members and produdtrstfﬁze plotted on iﬁ
t'a proftle graph (FlgUre 8- 2) to more v1sua11y 11]ustrate the areas of |
”'d1fference 1n op1n1on between theseztwo segments regarding Board l?é~
’”'rproducers as a group were p051tive to a maJor1ty of the funct1ona11—f.‘
\Qstatements.~ There were four negat1ve respoﬁtes and In'only one case
ud1d the Board members differ ‘from the oducers 1n the1r assessments

N~ .
to e1ght of the functfonal statements and expressed a negat1ve response

a T S /

- _'The Board msmbers responded 'Iess pos1 t1vé‘l)u:h/an the producer?’ segment :

Prodbcer perception of bepefits der?ved by their 1nd1vidua1 ’
Wing enterprise due to Bpard operrtions was relatively hwgh

LNy

B ffgvegetable

v

*

"f responses from the producer segment the reSponse from the’ Boerd members .

S :

-

Ty,
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: \
with 65?4 percent of replying producers indicating that they felt the
Board to Se-of benefit. It should be noted that 30.8 percent of thé
responding producers expressed no opinion. The main area of benefit
expressed by the sample was the increase in returns from vegetable
production brought about due to increased bargaining power resulting
from the Board's role .in negotiating producer prices and contracting
terms with the processors.

A good majority, 69.2 percent, of the replying producers indicated
their favor for the continued operation of the Board. It should be
noted that‘no producer indicated a negative position on this question but
that 30;8 percént of the responding 0 cers did not express an opinion.
The reason expressed fbr favoring the Board's confinuance was again

Q}he improved returns due to the increased bargaining power created by
the Board's acﬁ{vities. The producer responéé to the two questions
regardiﬁQ‘Board benefit and continuation of operation are outlined in

\ Tables 8-5 and 8-6. TComments indicated that a number of producers
# felt that increased communication between th%‘?oard and producers was

required.

Summary and Recommendations

The Alberta Vegetable Growers' Marketing Board appears to have
attained a good relationship with .s .roducers. The vegetable growers
surveyed exhibited a fair understanding of the powers exercised by their
Board and expressed gbod support for the Board and'its operations.

s Producer comments inc-cated that the Board was somewhat weak in
the area of producer tommunications with a number of producers expressing

a desire to be kept moré informed of Board activities. This weakness

could probably be remedied by the Board bub]ishing a short newslet:zr



Table 8-5

ALBERTA VEGETABLE GROWERS' MARKETING BOARD

PRODUCERS PERCEIVING BENEFIT FROM BOARD OPERATIONS (}975)

RESPONSE A11 Producers Com?ercial Mixed Part-Time
Yes 17 (65.4) 2 (66.7) | 15 (65.2) | ----
No 1 8 || o o) | 1 (4 A
No Response 8 (30.8) 1 (33.3) 7 (30.4;ﬂh} . ]
Total 26 (100.0) 3 (100.0) | 23 (100.0) | . ----

- Table 8-6

ALBERTA VEGETABLE GROWERS' MARKETING BOARD

PRODUCERS FAVORING CONTINUANCE OF BOARD OPERATIONS (1975)a

I—_— 'SPONSE A11 Producers Commercial Mixed Part-Time
e 18 (69.2) 2 (66.7) | 16 (69.6) | ----
| No o (0.0 || o (0o | o (0o -
. No Response & (30.8) 1 (33.3) 7 (30.4) ———-
Total 26 (100.0) 3 (100.0) | 23 (100.0) |  ----

Responses are expressed in absolute freguencies with re]at1ve
frequencies shown in parentheses.



outlining some of its current activities and other information of
interest to producers on a quarterly or bi-yearly basiﬁ.
| Producer response to the questions regarding operational

effectiveness in’icated that the producers felt the Board could be more
active in the.pnumotion of their product. In responding to the
operational effectiveness of the Board, the prqducers responded more
positively than the Board members in a numbef of cases.

The survey indicatés that the Board faces no problem in the area
of producer support and that the current activities and programs have

been effective from the point of view of almost all producers.
' v
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Chapter 9: THE ALBERTA CATTLE COMMISSION

The Alberta Cattle Commission was established in 1969'under
authority of Alberta Regulation 170/69 at which time the Commission
was composed of five members, all of whom were appointed by the
Lieutenant Governor in Council and who were representing various
organizations involved in the cattle industry: In the latter part
of 1975 the structure of the Commission was amended-fo pro.ide for
a combination of elected and appointed members as well as a system of
zone represeﬁtatiVes. The Commission is currently composed of seventeen
mgmbers‘ nine of whom are elected through a zone system, three are
eiected to represent the Province at large and the remaining: five are
appointed directly by representative organizations. In addition,
there are A?nety zone representatives elected by ﬁroducérs inclusive
of the nine elected Commission members. The Commission's main function
is to conduct and support promotional, educational and research programs
relative to the cattle industry. . ' )
Approximately 35,000 producers were registered with the Commission

in 1975 and a levy of teﬁ cents per head of cattle marketed was assessed

to cover Commission operations.1

Survey Returns and Demographic Characteristics
Questionnaires were sent to 1,491 registered producers as well
as to the seventeen Commission members and the remaining 81 zone

representatives. One hundréd and fifty-four producers completed and

1Effective May 1, 1976 the levy assessed by the Alberta Cattle Commission
was increased to twenty cents per head of cattle marketed.
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~returned the questionnaire for a 10.3 percent return; 13 and 35
qﬁestionnaires were returned by the Commission members and zone
represen}atives, respectively. ,
| The producer returns were segmented according to the portion of

total income received through the sale of cattle in accordance with the
proéedure outlined in Chapter 3. The segmentation profile.of the
responding producers'is shown in Figure 9-1. The average producer
represehted by the sample marketed approximately 165 head of cattle
annually and had been engaged in the cattle busihess for almost 25 years.
Eighty-six percent of the producers in.the sample were over 35 -years of
age‘with 22% having attained a post-secondary education. .

As indicated in Table 9-1 noneof’the'persons or organizations named

in the questionnaire were a source of information to a majority of the

sample. The major sources of information regarding Commission operations .

were members of the Commission and Alberta Agriculture; other Significant

sources were the Minister of Agriculture, the Commission Manager apd the

Tocal Member of the Legislative Assembly.

»

Producer Knowledge of Commission Structure

The Marketiﬁg of Agricultural Products Act (Alberta) estab]ishés
the Alberta Agricu]tura{ Products Marketing Council to supervise the
operation of p;oducer boards and marketing commissions. -Table 9-2
indicates that a majerity of the producers surveyed were of the opinion
that A}berta Agriculture was resp%%sib]e for the operation of the Alberta
‘Cattle.Commission. It is difficult to determine.whetherbthe response to
this section of the questionnaire is due to a lack of know]edge regarding

the Alberta Agricultural Products Marketing Council or a result of the

€5



Figure 9-1

L ALBERTA- CATTLE COMMISSION . ‘
SEGMENTATION PROFILE OF RESPONDING PRODUCERS 11975)

Commercial Producersa

60.4%

PartQTime Producers®
7.8%

Mixed Producers
31.8%

L

aProducers earning a majority of their annual income from cattle production.

bProducers earning a majority of their annual income from production
other than cattle production. .

CProducers earning a majority of their annual income from other than
agricultural production. I (
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close association of the Council with Alberta Agriculture. The author
would suggést that the response to the section on 1egi§1ative authority
is a result of a lack of knowledge by producers regarding the authority
of the Council. “This hypothesis, is based on the small number of
producers actya]]y indicating an awareness of the Council as compared
'to Alberta Agriculture.

The sample exhibited a poor Teve] of know]edge regarding the powers
delegated to the Commission under provincial legislation, as illustrated
in Table 9-3. Generally the powers under which the Commission operates
are poorly understood as is evidenced by the fact that in excess of 40
percent of the producers did not realize that the Commission is deducting
a levy on all cattle that they market. The low response to the licensing

\\\’:;:ffgyon may be somewhat explained by the fact that the Commission does
directly license producers but does issue licenses to "Tivestock
dealers" through whom cattle are marketed.

Producer Opinion Toward Commission Operations

In sﬁrveying tﬁé opinioné that the prodgcers have regarding the
operational effectiveness of the Commission the responses to the fifteen
functional statements in the questionnaire were ranked and analyzed using
the method out]ined in Chapter 4. Responses to the statemgnts were
solicited from\tommission members and Zone Representatives as well as
producefs. Producer responses indicated this group was of the opinion
that-all of the functional statements were objectives of the Commission.
The Commission members believed fhat only eight of the fiffeen functional
statements were Commission objectives while the response from the Zone

Representatives indicated that eleven of the statements were objectives.
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The results of this section of the survey are shown in Table 9-4,

The response calculations for the Commission'memberQ, Zone Representatives,
and producers were plotted on a profile graph (Figure 9-2) to more‘ -
visually illustrate the areas of difference in opinion among these¢>

three segments, regarding Commission effectiveness in carrying out its
objectives. |

H

The responses of the Zone Representat1ves c1ose1y parallel those
-___—_ﬂ‘ef the Commission members with the except1on of the three functxpna]
'statements in which the objective was in quest1on. While the responses
from the Cbmmission members were generally positive in nature the
respoe;es obtained from the producers tended to be somewhat neutral
" with no strong opinion expressed, either bositive‘or negative, to-any
of the statements. ‘ ’ \ -
Producer perception of benefits derived by their individual
cattie producing enterprise due to Commission operations was low with
only 22.1 percent of replying producers indicating that they felt the
Commission to be of benefit. It should be noted that 28.6 percent of
the responding producers.expressed no opinion. The main reaeoﬁ
expressed for the lack of pe:ceived benefit was the current low prices,
over which the Commission he¢s no control. The 5romotiona1 aetivities
of the Commission were perceived as the main benefit of jts operation.
Despite the low percéived benefit, 42.9 percent of replying
'ﬁroducers indicated their tavpr for the continued operation of the
Commission. Again, it should be noted thatA%8.6 percent of the responding
producers expressed no. opinion. _The reason most often expressed fdf the

continued oepration of the Commission was the role of .the Commission in

providing a voice for producers in industry matters. The producer response
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to the two questions regarding Commission benefit and continuation

of operation are outlined in Tables 9-5 and 9-6. Comments by producers
indicated that many fé]t that inqreased communicationwgp§ween the

Commission and producers was required. »Further expénsioh of fhe 6qmmission‘s
promotional activities was also suggested. The producer segment appeared

to be'in conflict regarding the desire for improvedlprices’QerSUS the

need for increased control over their marketing system.

Summary and Recommendations

o

The Alberta Cattle Commission would appear to have not attained
a satisfactory relationship with its producers; but ft is anticipated
that the restructuring of the Commission which occurred in 1975 will
improve this situation. The producers surveyed exhibited a poor
understandiné of the powers exercised by their Commission which may ,
in part, ‘account for the somewhat negative producer response regarding
the operational effectiveness of the Commission. The survey indicated
a degree of support for the Cohmission, a]though_]es; than one-quarter
of the producers fe{f that .he C.mmission's gperations had been of any
benefit to their individua" enterprise.

The survey indicates ti-t the Commission should be concerned
regarding its relationship with producers, but that an increased
‘ effort in communicating to producers more details on Commission programs

and activities and the powers available to the Commission under legislation

could serve to benefit this re]ationship.11

lllt should be noted that subsequent to the restructuring of the Alberta
Cattle Commissign in 1975 and the conduct of this survey the Commission
has increased its activities relative to producer relations through
-publication Pf a newsletter and the conduct of producer meetings.



-

Table 9-5

ALBERTA CATTLE COMMISSION a
PRODUCERS PERCEIVING BENEFIT FROM COMMISSION OPERATIONS (1975)

RESPONSE A1l Producers Commercial Mixed Part-Time
rrYes 34 (22.1) . 20 (21.5) {13 (26.5) | 1 (8.3)
No 76 (49.4) 47 (50.5) |20 (40.8)] o9 (75.0)
No Response 44 (28.6) 26 (28.0) |16 (32.7)] 2 (16.7)
Total 154 (100.0) 93 (100.0) |49 (100.0) |12 (100.0)
Table 9-6

ALBERTA CATTLE COMMISSION a
PRODUCERS FAVORING CONTINUANCE OF COMMISSION OPERATIONS (1975)

\

RESPONSE A1l Producers Commercial Mixed Part-Time
Yes 66 (42.9) 41 (44.1) {19 (38.8) 6 (50.0)
No 44 (28.6) % (28.0) |14 (28.6) | 4 (33.3)
No Response 44 (28.6) 26 (28.0) [16 (32.7)| 2 (16.7)
Total 154 (100.0) 93 (100.0) |49 (100.0) |12 (100.0)

a
Responses are ex
"~ frequencies show

pressed in absolute frequencies with relative
n in parentheses.
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Chapter 10: THE ALBERTA SHEEP AND WOOL COMMISSION

The Alberta. Sheep and Wool Commi ion, estab]ished in 1972 under
authority of Alberta Regulation 23/72, provides for a producer-elected
Commission composed of seven members.» The Commissioh'§ main function is
to conduct and support promotional, educational and research'programs
relative to the sheep industry.

Approximately 2,500 producers were registered with the Commission
in 1975 and a levy of twenty—five cénts per head of sheep marketed and

one cent per pound of wqol marketed was assessed to cover Commission

- operations.

Survey Returns and Demographic Characteristics

Questionnaires were sent to 442 registeréd producers as well as
to the seven Commission members. Eighty-six producers completed and
returned the questionnaire for a 19.5 percent retuﬁﬁ; five questionnaires
were returned by the tommission members. i |

The producer returns were segmented according to the portion of
total “income received through the sale of sheep and wool in accordance
with the‘procedure outlined in Chapter 3. The segmentation profile of
the respondfng producers is shown in Figure 10-1. The average produéer
représented by thé'samp1e marketed 180 head of sheep annually and had
been engaged in the sheep -business for more than 14 years. Seventy—three
percent of the producers in the sample were over 35 years of age wfth
42 percent having attained 5 post-secondary education. As indicated in
.Table 10—1-a maj ity of producers favored both their Commission member

and the Commission manager as a source of information regarding
g

Commission operations. A majority also indicated that they would contact

)
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Figure 10-1

ALBERTA SHEEP AND WOOL COMMISSION
SEGMENTATION PROFILE OF RESPONDING PRODUCERS (1975)

Commercial'Producersa
18.6%

Mixed Producersb
58.1%

Part-Time Pro‘ducersC
23.3%

qproducers earning a majority of their annual income from sheep production.

bProducer_fs earning a majority of their annual income from other than
sheep production.

Cproducers arning a majority of their annual income from other than
agricultuyal production.
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Alberta Agriculture with a number of producers indicating that they

would go ly to the Minister of Agriculture for such information.

Producer Kno ge of Commission Structure

The Marketing of Agricultural Products Act (Alberta) establishes
the Alberta Agricultural Products Marketing Council to super?ise the
operation of producen boards and marketing commissions. Table 10-2
indicates that-a majority of the producers surveyed were of thé'opinion
that Alberta Agriculture was responsible for the operation of the Alberta
Sheep and Wool Commission. It is difficuit to determine whether the
'.response t§ this section of the questionnaire is due to a lack of

knowledge regarding the Alberta Agnicuiturai Products Markéting Council
or a result of the close association'ot the Counci] with Alberta
Agriculture. The author would suggest that the response to the section
on ]egisiative authority isva result of a Tack of knowledge by producers
regarding the authority Sf the Council. This hypothesis is based on the
_ré]ativeiy small number of producers actually indicating an‘awareness of
the Council as compared to A]bérta Agriculture.

| The aamp]e exhibited a fair level of knowledge regarding the
powers delegated to the Commission under provincial iegisiationg as
illustrated in Table 10-3. There was one exception, but in thiéncase

the power was not actively being utilized by the Commission.

Producer Opinion Toward Commission_Operations

In surveying the opinions that the producers have regarding the
operational effectiveness_of the Commission the responses to the fifteen
functional statements in the questionnaire were ranked and analyzed

using the method outlined in Chapter 4. Responses to the statements
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were solicited from Commission members as well as producers. Producer
responses"indicated this group was of the opinion that all of the
functional statements were objectives of the Commission. The Commission
members believed that only thirteen of the fifteen functional statements
were Cdmmission objectives. The results og the survey are shown in
Table 10-4.

The response ca]cu]ations for both the Commission members and
producers were plotted on a profile graph (Figure 10-2) -to more visually
illustrate the areas of difference in opinion between these two segments
regarding Commission effectiveness in carrying out its objectives. The
responses from the producers .as a group were positive to most‘of the
functiona1 statehents in the questionnaire with the exception of three
statements which received a negative response. Commissi&n members |

. ~ . )

- responded more positively than the producer segment to all statements,

N

. . . s s e ~t
with the two exceptions where the Commission members indi ated that the

“functional statements were not objectives of the Commissi n.\

| Producer,perception of benefits derived‘by their ind'vidua]~sheep
producing enterprﬁse due~to Commission operations was réla ive]y high
:vw1th 62.8 percent of replying producers 1nd1cat1ng that the fe]t the
‘Comm1ss1on to be of benefit. It should be noted that 11.6 percent of
Iﬁo the responding producers expressed no opinion " The main are& of

3 benefit expressed by the samp]e was the increase in lamb pr1des brought
xﬁabout as a result of the Commission' s‘act1v1t1es The  Commission does
n\not have any direct contro] over price paid to producers but was 1nvo]ved

1n the estab]1shment of a cooperative lamb procesflng plant 1n\A1berta

\wh1ch did have an effect on the lamb market and tended to 1ncrease producer

¥r1ces " |
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A large majority, 81.4 percent, of the replying produeers
indjcated their favor“fbr the continued operation of the Commission.
Again it should be notee that 11.6 percent of the responding producers
eXpressed no opinion. vThe reason most often expressed for the continued
operation of thé Commission was the role of the Commission in providing
a voice for producers in industry mattefs. The promotional activities
undertaken by the Commission were also cited as- a reason for its continued
operation. The producer response to the two questions regarding Commission
benefit and continuation of operation are out]ine& ip Tabies 10-5 and
10-6. Comments by producers indicated that their major eoncern'w;s the
poor market conditions relative to wool. A further increase in the
promotional programs conducted by the Commissjon was suggested by some .
producers as well as more communications between the.Commfssiop and
producers. Government sponsored programs aimed at increasing sheep

production appeared to be well received by producers with a number citing

the need for such programs.

3

Summary and Recmeendations ;
The Alberta Sheep and Wool Commission appears to have attained a
good re]atiohship witp its producers a]thougp the survey indicates that
the Board's effectiveness is somewhat be]ownproducer expectat%ons. The
sheep producers surveyed exhibitedonly a fair understandfng of the
| powers exerc1sed by* the1r Commission, but expressed a high 1eve1 of support
~ for the Comm1ss1on and 1ts operations. gfﬁ '
Although producers appear t0'fu11y support the Commission's efforts -
in market development they also tend to question the effectiveness of

these programs; The effectiveness and support for. the Commission's

promotional programs was not questioned. The Commission maintains a close

A f
]



Table 10-5

PRODUCERS PERCEIVING BENEFIT

ALBERTA SHEEP AND WOOL COMMISSION a
FROM COMMISSION OPERATIONS (1975)

PRODUCERS FAvah

ALBERTA SHEEP AND WOOL COMMISSION : a
ING CONTINUANCE OF, COMMISSION OPERATIONS (1975)

RESPONSE A1l Producers Connerc1a1 Mixed ‘Part-Time
Yes 54 (62.8) || 13 (81.3) |27 (s4.0) [14 (70.0)
No 22 (25.6) 3 (18.8) {14 (28.0)|. 5 (25.0)
No Response | 10 (11.6) . (0.0) | 9 (18.0)] 1 (5.0)
Total 86 (100.0) , 16 (100.0) |50 (100.0) [20 (100.0)
'Table 10-6 .

RESPONSE A11 \Producers Commercial Mixed Part-Time
Yes (8%.4) 15 (93.8) |38 (76.0) |17 (85.0)
No 6 (7.0) 1-7(6.3) | 3 (6.0 2 (10.0)
No Response 10 (11.6) ¢ (0.0) ] 9 (18.0)] 1 (5.0)
Total 86 (100.0) 16 (100.0) |50 (100.0) | 20 (100.0)

Responses are expressed in absolute frequencies with relative
frequencies shown in parentheses.
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relationship with government in the publication of a newsletter and the
operation of gove?nmen%hsubpprted production and marketing programs .
Unlike some other commodifﬁes Sheep’producers do not appéar to object to ’//’

the involvement of government in the operation of their industry.
The survey indicates that the Commissioﬁ faces no major problem
in the areakpf,producer relations, but that the Commission should consider ..

placing an increased emphasis on market development orientated programs.

~



Chapter 11: THE ALBERTA POTATO COMMISSION

The Alberta Potato Commission was established in 1966 under
author1ty of Alberta Regulation 149/66 at which time the Comm1ss1on was
‘composed of seven members, all of whom were appointed by the L1eutenant
Governor in Council and who were representing various segments of the

potato 1ndustry.1 The Commission's main function is to ‘conduct and .

L .
support promotional, educational and research programs relative to the

4

potato industry.
Approximatley 210 producers were gegistered with the Commission in
1975 and a Tevy of six and one-half cents per hundredWeight of potatoes
! .

marketed (basis Canada Number 1 and Cénada Number 2 Grade) was assessed

to cover Commission operations.

survey Returns and Demographic Characteristics

Questionnaires were sent to all 208 registered prodpcers as well
as to the seven Commission members .. Sixty producers comp]eted and returned
the questionnaire for a 28.8 percent return, two questionnaires were
returned by the Comm1551on members

The producer returns were segmented according to the portion of
total income received through tne sale of pptatoes in accordance with the
. procedure outlined in Chapter 3. The segmentation profile of the responding
producers is shown in Figure 11-1. The average producer represented by
- the sample produced approximately 127 acres of potatoes annuai]y and had
ubeen engaged in potato production for nore than 18 years. Eighty-two

- percent of the producers in the sample were over 35 years of age with 28

percent having attained a post- secondary education.

'lln the latter part of 1976 the structure. of the Comm1ss1on was amended
to provide for an elected Commission composed of seven producer members.

108



Figure 11-1 ‘ ; . '

ALBERTA POTATO COMMISSION
SEGMENTATION PROFILE OF RESPONDING PRODUCERS (1975)

Commercial Producers® o
55.0% A

.

/ Part-Time ProdutersC
13.3% ‘

Mixed Producers?
31.7%

Producers earning a majority of their annual income from potato
product1on : :

b'Producers earning a majority of their annual income from agricultural
production other than potato production. 1

CProducers earning a majority of the1r annual income from other than
agricultural production. e : ,
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As indicated in Table 11-1 most producers favored the Commission
manager as a source of information regarding Commission operations. A
majority also indicated that they would contact their Commission member
for such information. Alberta Agriculture and the Agricultural Products

Marketing Council were also sources of information for a number of

producers.

Producer Knowledge of Comhission Structure

' The Marketing of Agricultural Products Act (Alberta) establishes
the Alberta Agricultural Prqducts Marketing Council to supervise the
operation of producer boards and marketing commissions. Table 11-2
indicates that a majbrity of the producers surveyed were of the opinion
that Alberta Agriculture was responsible for the operafion of the Alberta
Potato Commission. It is difficult to determine whéther the response to
this section of the questionnaire is due to a lack of kngw]edge regarding
the A]berta Agricultural Products Marketing Council or a result of the
close association of the Council with A1berta Agricu]ture; The author
‘would suggest that the responsé to the section on legislative authority.
is a result of the close association betwgen the Council and‘A]berta
. Agriculture. This_ hypothééis is based/on the relatively large number
of producers aétua]]y indicatingff@ awareness of the Counéi].
The sample exhibited a godd‘1eve1 of know]edge regarding the powers
'ffgaé]égatEd to the Commission under brovincia] legislation, as illustrated

- in Table 11-3.

Producer Opinion Toward Commission Operations

14

In surveying the opinions.that the producers have“regarding the

operational effectiveness of the Commission the responses to the fifteen
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functional statements in the questionnaire were ranked and analyzed
using the method outlined in".Chapter 4. Responses to the statements
were solicited from Commission members as well as producers. The
producers indicated by their responses that all of the functional
statements were-objectives of the Commission. With only two Commission
.members replying to the questionnaire;a difficu]ty arose in analyzing

. this section of the survey where thevopinion'of the two members

differed on whether or not the functiona] statement represented a

Commission objective. Th1s situat1on occurred with regard to. f1ve of the

functional statements, the members agreed that seven of the statements
represented Comm1ss1on obJect1ves and that three were not objectives
of the Commission. In order to allow a comparison with the responses

from the producer segment the response from the Commission'members has

mbers

been tgeated as be1ng pos1t1ve to the five functional statement where
total &

greement did not occur. Where the two rep]y1ng Comm1ss1o
dd1ffer in op1n1on th1s has been noted for clarification in 1nterpret1ng
the survey. The results of this section of the survey are shown in
Table 11-4. o M |

The response ca]cu]ations for both.the/Commtﬁsion members and
producers were plotted on a prof11e graph (Figure 11 2) to more v1sua11y
111ustrate the areas of d1fference in opinion between«these two segments
regard1ng Comm1ss1on effect1veness in carry1ng out its ojbectives. The
responses from the producers as a group were re1at1ve1y neutra] w1th no
strong att1tud1na1 response either positive or negative to any of the =~

statements " The responses from the Commission members were positive to

_all objective statements:,

114
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QProducer perception of benefits derived by their individual potato
producing enterprise d;e’to Commission opérations was moderaée with

51.7 percent of replying producers" indﬁcatirgvthat they felt the Commiss;on
to be of benefit. It should be noted that 3.3 percent of the .responding
producers expressed no opinion. The main are; of benefit expressed by

the sample was the information available to producers through £he
activities of the Commission.

A fair majorffy, 60.0 percent,bof thebfeplying producers indicated
their favor for the continued operation of the Commission. Aga1n, it
should be noted that 3.3 percent of the responding producers expressed
no‘op1n1on.' The ‘reason most often expressed for the continued operation
of the Commission was the role of the Commission in provfding a voice for
producers in industry matters. The pﬁbducer response to the two questions
regard1ng Commission benefit and continuation of operation are outlined
in Tables 11-5 and 11-6. Comments. by producers indicated that many fe]t
that increased commun1cat1on between the Commission and producers was

requ1red A number of producers indicated their desire for the estab]1sh-

ment of a market1ng board to replace the Commission.

Surimary and Recommendation

The Alberta Potato Commission appears to Have attained only a
moderate re]ationship with its producers. The potato.producers surveyed
“exhibited a good understand1ng of the powers ava11ab1e to their Comm1ss1on.

under tion, with many producers express1ng a need for increased

popers so as to be able to exert more power in the market place.

Producers resnonded favorab]y to the Commission's act1v1t1es in

promotion of their product and commun1cat1ng with producers, but expressed .

JR _ : o - ™.
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Table 11-5

ALBERTA POTATO COMMISSION-
PRODUCERS PERCEIVING BENEFIT FROM COMMISSION OPERATIONS j1975)

RESPONSE A1l Producers Commerc1a1 Mixed Part-Time
Yes 31 (51.7) 18 (54.5) | 8 (42.1) |5 (62.5)
No 27 (45.0) 15 (45.5) 9 (47.4) |3 (37.5)
No Response 2 (3.3) .0 (0.0) 2 (10.5)}0 (0.0)"
Total 60 (100.0) 33 (109.0) 19 (100.0) | 8 (100.0)
Table 11-6

ALBERTA POTATO COMMISSION a
PRODUCERS FAVORING CONTINUANCE OF COMMISSION OPERATIONS (1975)

RESPONSE A11 Producers Commercial Mixed Part-Time
Yes 36 (60.0) 17 (51.5) |13 (58.4) |6 (75.0)
No 22 (36.7) 16 (48.5) | 4 (21.1) |2 (25.0)
_No Response 2 (3.3) 0 (0.0) | 2 (10.5) |0 (0.0)
Total .60 (100. 0) 3 (100.0) |19 (100.0) |8 (100.0)

Responses are expressed in abso]ute frequenc1es w1th relat1ve frequenc1es

shown in parentheses.

®
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a need for the Comm1ss1on to become more active in the market1ng of

-.potatoes.: Despite the fact that two previous attempts to establish a ¢,

marketing board thh~more powers than the present Commission were

defeated in a plebiscite, there st111 appears to be considerable producer
support for this concept.

The survey indicates that the Commission may have some concern
regard1ng its re]at1onsh1p w1th producers and should continueo ‘keep
producers 1nformed‘regard1ng its programs anqjactivities. It is /
questionable whether or not the/current Commissﬁon structure will be
able'to meet producer expectations in the area of marketing due to the -
limited legislative authority ava11ab1e to a commlss1on The final
dec1s1on as to what type of market1ng structure is best for the potato

industry 1¥®s with the producers who will have to make the choice and

then support whatever organizational structure 1s chosen if it is to be

kN
K

successful and meet the1r expectat1ons

2
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Chapter 12: ANALYSIS AND EVALUATION dF HYPOTHESES<
Evaiuation of Research | .

The magnitude and the volume of data produced by the survey was
such that on]y a general analysis of the partiCipating boards was
p0551b1e within. the confines of th1S report. Sufficient. data is
presented to prov1de a baS1S for a more in- depth review and further
study on an individual board or commodity approach

Quantitative data obtained by this type of research is often >

very stark and usually requires a degree of subJective ana]ySis to yieid

* meaningful results or conclusions. with this in mind the author has

S 3

attempted to uteﬂize the data obtained as a, foundation upon which
subJective judgements may be made relative to the validity of the »

hypotheses stated in Chapter 1.

Analysis of Survey Results

™

The basis of comparison for the hypotheses being tested is the.
produeep response: to sectidn E (2) .of the questionnaire which relates to
produéer opinion towards the continuation of the marketing board being

surveyed. The results of this part\pf the survey are summarized in

Table 12-1.- The data obtained from‘{he survey will be analyzed using

‘ corre]atidn analysis to determine the closeness of the relationships

between the produeers opinions toward the continued operatidn of'the

marketing hoards’surveyed and- the following factors: )
(1) the degree of know]edge that producers possess about board
powers -and authority,\ L . - N\

Ed

(2) the degree of satisfaction held by producers regarding the

) \iB effectiveness of board operations,

- s 120
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,x////;;b1e 12-1
FOANUCER SUPPORT FOR

CONTINUANCE oF BOARD OPERATIONS (1975)

Name of Board - “| Producers Favoring
' Continuance of Board

. Alberta Broiler Growers' »
Marketing Board ‘ - 97.8% -

Alberta Turkey'G;Swers'
Marketing Board 93.3%

Alberta Sheep and Wool ' -
Commtssjon 81.4%

Alberta Egg and Fowl

~

Marketing Board | ©73.9% !
‘ : i 1
Alberta Vegetable Growers'
Marketing Board , 69.2% : N
" Alberta Hog Producers’ :
Marketing Board : 61.7%
Alberta Potato o
Commission 60.0%
Alberta Cattle ~
Commission. a2.9 G
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(3) the similarity of opinion between the board of directors
S and the producers towards fhe effectiveness of board
operations, and
(4) the degree of benefit that producers perceive to occur as
a result of board operatlons |
For the purpose of test1ng the hypothesis that the true population value
of the coefficient of correlation is significantly different from zero
the test statisfic provided by the Student's t distribution will be
used. In addition to calculate confidence ‘limits for the true value of
the population correlation coefficient the Fisher's Z transformation
procedure will be applied.

The first hypothesis presented was that the support exhibited for

the continued operation of a marketing board is directly related to the
degree of knowledge thaf producers possess about board power and author1ty
Producer support for the marketing board can be compared to the Droducer
responsé to section C of the questionnaire which tests producer knowledge

!

4 of bo%;d powers and’ author1ty . The results of this comparison are
presented in Table 12-2.

The coeff1c1ent of corre]at1on between these two factors is
positive (r = 0 ]38) and wou]d indicate that knowledge of board powers
and authority 1s7a positive factor in determ1n1ng producer support for
marketing boardloperations.'This re]atiopship is significént]y greater
than zero (t = 2.679 ;$.t.05 = 2.447) at the 95 percent level of '
significance. Using tnis same 1evef of significance the confidence
Aiimits for the frue value of the population correlation coefficient lie
. between 0.070 and>0.949. If we reduce the confidence limits to the 90

‘percent level this range is narroned to befween 0.207 to 0.934.

iy



Table 12-2

COMPARISON OF PRODUCER SUPPORT AND
KNOWLEDGE OF BOARD POWERS (1975)

7
Name of Board 4] Producer Producer Knowledge
Support of Board Powers".

Alberta Broiler Growers' _
Marketing Board : 97.8% ' 63.7%

Alberta Turkey Growers'
Marketing Board 93.3% [ 53.9%

Alberta Egg and Fowl.
Marketing Board - 73.9%

Alberta’ Sheep and Wool v ;
Commission 81.4% 58.1%

49.8%

Alberta Vegetable Grdwers'
Marketing Board 69.2% 60. 6%

Alberta Hog Producers'’ : 4
Marketing Board 61.7% _ 48.1%

Alberta Potato

" Commission ‘ 60.0% ' 54.3%

Alberta Cattle - _
Commission - 42.9% : .45.5%

qThis figure is’calculated by taking a weighted average of those
producers indicating a knowledge of the actual board powers
'>expressed as a percentage. .

123
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The second hypothesis presented was that the support exhibited for

the continued operation of a marketing board is directly related to the
degree of satisfaction held by producers'regarding the effectiveness
of board opérafions. In this case the producer support.for the marketing
board, as outlined in Table 12-1, can be compared towthe producer |
response to section D of the questionna%re whicB surveyed producer
opinion regarding the boards.effectiveness in carrying out their
objéctives. Table 12-3 presents a cbmgarison of these opinions with'the
producer support for the board.
The data collected supports this hypothesis with a positive T .
( coefficient of correlation (r = 0.843) between the two factors and thus
indicates that producer satisfaction regardiﬁg the effectiveness of
‘)marketing board operations is a major‘factor in determining broducer
support for the continuance of such board,opérations. This relationship
is highly §ﬁgnif59nt and statistically greater than zero |
L (tJifgigaETS‘Ef;i = 3,707) at thé.99 percent level of signif{cénce. In
///jfﬁs case the confidgnce limits for the true value of the population

correlation coefficient, at'the 95 percent level of significance, lie

N’
' f

between 0.336 and 0.971.

\ - .
The author maintains the position that producer knowledge of board

‘powers and authority is an important factor in fermulating meaningful
proqucer_eXpectétions of and opinion towards4the effectiveness of

_bpard operafions, but does not necessari]y'ensurg that such opinion will
be positive unless warranted by successful board operations. This
proposition is partia]iy supported by the analyses of the first two

- hypotheses where both factors, i.e. knowledge of board powers and authority

. and the_dégrgé of satisfaction regarding board effectiveness, were shown
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Table 12-3

COMPARISON OF PRODUCER SUPPORT AND
__OPINION REGARDING BOARD EFFECTIVENESS (1975)
Name of Board Producer Producer Opinion Regarging
Support | Board Effectiveness
Alberta Broiler Groweré'
Marketing Board . 97.8% ) 0.73
Alberta Turkey Growers' . :
Marketing Board 93.3% 1.16
Alberta Sheep and Wool - '
Commission ' : 81.4% 0.38
Alberta Egg and Fowl ,
Marketing Board _ 73.9% 0.57
Alberta Vegetéb]e Growers' ' . .
Marketing Board 69.2% ’ 0.29
Alberta Hog Producers' . v
Marketing Board 61.7% - 0.51
Alberta Potato ' ,
Commission . 60.02 | . 0.23
Alberta Cattle o . .
Commission 42.9% s -0.01

.
)

This figure is calculated by taking an average of the producer response
to the positive operational statements regarding the boards effectiveness
in carrying out its objectives. These responses were measured against
the following scale: ° ‘ -

Strongly ) - Agree "~ Disagree Strongly
Agree &< Somewhat &) Somewhat &7 Disagree
(+2.0) o (#1.0) (-1.0) ~ (-2.0)
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f
to be positively correlated to the level of producer support for the
continued operatidn of marketing boafds. By analyzing the re]ationéhip

~ between these two factors we find that the coefficient of correlation
between producer’know]edge‘of board powers and authority and producer
satisfaction regarding board effectiveness while positive (r = 0.345) is
not statistically signififant (t = 0.901 J>t'5 = 0.718). We also note *
that the 95 pércent confidence 1imits for the true value of the popu]afion

_correlation coefficient contain a negative quantfty with the range being
between -0.478 and 0.846. This situation can, at 1eastvpartia1]y, be
explained by referring to Figure 1-1 as presénted in Chapter 1. By
applying the data and results presented in this ‘analysis it becomes |
apparent that knowledge éflboard powers and authority by prodycers does
not ensure producer support for their continuance. The author would |
suggest that certain -boards may have been experiencing"some!structufa]
or operational difficq]tiesﬂat‘fhe time the survey was conducted which

"could account for this somewhat conflicting situation.l_

. The third hypothesis presented is an extension of the previous &
.analysis in that it compares tb§ responses regarding effectiveness of 
,board operations received fromuproducefs with those of_the board of
directors. The hypothesis is that the support exhibited for thé continued
operation”of a marketing board is djrectlyfre1ated to the s%mi]arity-v .
bet&een thé boaﬁa of directors and thé producers in their opinions towards =

the effectiveness df board operations. The difference in the respohse

;It should be noted that subsequent to the conduct of this survey both

the Alperta Cattle Commission and the Alberta Potato Commission have o
substgntially altered their structure. In addition the Alberta Hog
Producers' Marketing Board has implemented several major changes to its

operational procedures. '

v



between producers and the board .of directors to sectiop c of the
questionnaire as compared to producer support for the poAard is outlined

-

in Table 12-4.

The absolute vériation in opinion between producer® and Yhe boérds
of directors regarding the effeétiveness of marketiny poArd dDsrations
is inversely corre]éted;(r = -0.215) to the degree of pro. ' n sypport
for continuance of board operations, but this relationsh™P 15 hot
statistically significant (t = 0.539 >t , = 0.404). [0 M ttgmpt to
analyze the relationship between the opinions held.by th# bodtyg 6f
directors and the opinions held by pcgggggsiibeobinions of th§se two
groups regarding effectiveness of board operations were étatistica1]y
~analyzed and yielded a coefficient of correlation that wﬂS pOSY¢ive
(r
(t

i

0.598), but again th1s re]at1onsh1p was not s1gn1f1§ant

of the opinion of-the boards of directors to producer SUVPOrﬁ Por the

continuance of market1ng board operations also resulteq 4" a nQn/51gn1f1cant

positive correlation (r = 0.502, t = 1.430 > t 4= 1.134) -

| From the results of this analysis the author congjudes thyt the
opinions'éxpresSed by the boards of directors do ot nec&SSafi]y reflect
or have any re]ationshib to the opinions held by prodﬁqefs reddyding

marketing board effectiveness nor do they have a relatioriship Yy the

degree of producer support for the continuance of boarq UDErqtiDﬂs, The

author would therefore emphasize the importance to board ¥WmiMgirators

of having some measure of acfua]ﬂ producef-opinion and pot eStéb1ishing _

operational policy of a marketing board so]eTi/bn the 6pini0”5‘gf those

persons directly associated with board operations, i.e. directorg.

1.825 > t = 1.440). The f1na1 step in determ1n1n9 the he1at1oﬂsh1p

127
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In the .opinion of_the_euthor the analysis of this hypothesis is

‘very important in that it emphasizes the need of active participation

by all producers in the operation of their particular merketing boardi\/////*
More specifica]]yvthis-ana1ysis-indicates the degree.of control that the
average producer has over the operation'of.hisquard in thqt it shows

the: importance of haviné a line of communication between the elected
member/director and the producer and the importance of the attitudes

and opjnionsfdf.the average producer. A major challenge facing marketing

board administration is the prevention of apathy among producers with

regérd to the actual operagdon of their particular board. Such a:

'situation, if not rectified, tould ultimately mean that the policies and
. / - ‘ :
. futdre'direcfion of that board would be determined by Qn1y a sma]]

minority of producers. Shqu1d'these producers not,gﬁpresent the views

of the majority it cou]d“ﬂ#timate]y resu]t in the termination of. the
boards exidtence ‘to the determent of all producers

The fourth hypothes1s presented was that the support for the

-~

cont1nued operation of a market1ng board is directly re]ated to the

'degree of benefit that producers perceive to occur as a result of board

operations. Producer sUpport for the marketing board measured by
section E (2) of the quest1onna1re &an be compared to the producer

response for’ section E (1) wh1ch relates to the perceived benef1t to

: the,producer due to the operat1on,of the marketing board. These resu]ts :

are- summar1zed in Table 12-5. o ' : ' .

The coefficient-of corr&lation between.these two factors is highly

positive (r = 0.963) and statistically significant at the 99.9 percent

Jevel of significance (t = 8.737> t'001 = 5.959). The conffdence Timits
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‘Table 12-5

COMPARISON OF PRODUCER SUPPORT AND |
BENEFIT OF BOARD OPERATIONS (1975)

Commission

. : Producer * Producer Benefit Frgm
Name -of Béard Support Board Operations
Alberta Broiler Growers ‘
Marketing Board 97.8% 91.1%
Alberta Turkey Growers' .
Marketing'Board 1 93.3% 86.7%
Alberta Sheep and’ woo1 '
#Conm1ss1on ’ _ 81.4% - 62.8%
"Alberta Egg and Fowl . -
. Marketihg Board . - 73.9% 66.1%
“Alberta Vegetab]e Growers"‘ ) \ .
Marketing Board 69.2% 65.4%
" Alberta Hog Producefs"
Marketing Board . . 61.7% 51.3%
Alberta Potato - ’ - '
Commission - - 60.0% 51.7% ;
Alberta Cattle : 2
42.9% | 22.1%

Percentage of producers indicatine

operati ons. ye

2

g a benefit resu]fing f?om board
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for the true value.of the pbpu]atibn correlation coefficient, at the
95 percent level of significance, lie between 0.804 and 0.994.
Thé.reﬁulté of this éna1ysis 1ndicaté that'diréct economic returns
to the producer's individual enterprise due to marketing board activiiies"
_ is a very significant factor in formulating prodﬁéer opinion regarding
. the confinued‘operation of that board;- Although the improvement of the
ecohomic well-being of producers is fhe major goal of all marketing
boards the autﬁor is concerned that from the producer's point of view
.direct results or the yield of benefits to the producer's.own operation .
may be a more significént factor in determining the degree of producer
suppdrt for a board than a knowledge of its objectives. and the methods .
By whigh results are achieved. This situation could tend fg\37§count
any long term benefits that may accrue due to .a boards operation and
could re$u1t in ‘reduced produce: -upp.ort and ultimate termination.in
the short ferm. ‘ h
| During the course of the study a further h&pothesié was- put
forward, and that is that the support exhibited for a marketing board
fs %nverse]y related to'thé number of'producers that the board regulates.
The stafisticﬁlto’test this hybothésis are readily available from the
ﬁ&teria]s previouSly presentéd and are summarized in Table 12-6. Based
bn‘paSt'peerrmance this hypothesis was proved correct by a statistical
analysis of fhe‘data which resulted in a re]at1veiy large negative -
corré]étioh (r = -0.751) statistically significant at the 95 percent
Jevel (t = 2.788 > t g5 = 2.847). It is important to note that the
confidence limits,lat the 95 percent level bf §ignificance, for the true
value of the population cbf;elation coefficient have a relatively wide -

x

range between 0.090 and 0.952. 'The author tends to discount the significance



Table 12-6

COMPARISON OF PRODUCER SUPPORT AND
'SIZE OF PRODUCER BODY (1975)

Name of Board] - Producer Number of Producers
Support Regulated

-Alberta Broiler Growers'
Marketing Board 97.8% 130
Alberta Turkey Growers' ]7
Marketing Board 93.3% 60
Alberta Sheep and Wool ”
.Commission ~ 81.4% 2,500 - (
. . .
Alberta Egg and Fowl » -
Marketing Board 73.9% 400
Alberta Vegetable Growers'
Marketing Board 69.2% 130
Alberta Hog Producers' |
Marketing Board 61.7% 18,000
Alberta Potato \ '
Commission -60.0% 210/
Alberta Cattle - .
Commission 42.9% 35,000
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of ‘the number of'producers regulated as a major limiting factor4af?ecting
the degree of support for:a marketing board. Boards regulating 1argé'
numbers of préducers generally tend to have avéi]abje greater résources

with which to work and therefore should be just &s able-to effectively

fulfill their objectives with the resulting bené&Nts to producers.

!
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Chapter 13: SUMMARY ANDTRECOMMENDATIONS it

Studies in the area of marketing legislation and market1no boards -
usua11y relate to po11cy or economic issues, often overlooking the
organizational aspects and administration of\these boards. . This researqh_
is intended to emphasiize the importance of effectiwe organiZation and

responsive adminiétration in the successful operation of legislated

. producer marketing organizations.

o The marketing board as an organizational tool has given enormous

possibilities to”producers for the future growth and prosperity ot their

commodity industries. Marketing boards can effectively organize their

commodity. industries to achieve maximum development of markets and

-

N - “ a \':J - - - ) )
influence marketing structure changes in order to minimize the cost of

narketing°and achieve greater efficiencies'throughout the'system In?
- addition to ma1nta1n1ng or 1ncreas1ng “the net income of agr1cu1tura1

'fproducers, market1ng boards can seek to enhance stab111ty of productfam

and net income through coord1nated marketing p]ans geared tofreduce

f]uctuations in prc-.ction and marketing. They can also seek to'achieve

- and maintain maximum eff1c1enc1es in the market1ng of their commodities.

i

To foster long-run growth w1th1n the industry they may str1ve for new
product deve]opment and. market expans1on They may a]so seek equ1ty among.
producers to assure that each producer will share in the growth- of the

industry in relat1on to h1s capac1ty and ab111ty to produce.

General Recommendations
There are many things that marketing boards can do. The range of :
activities is far wider than any ex1st1ng market1ng ‘board has undertaken

and it is un]1ke]y that any board wou]d adopt a]] of them. However,

~
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marketing boards should re-examine their present programs and adopt those

~

activities which are more in Mne with the specific expectations of their

droducers The fo11owind list i1lustrates the broad scope of specific

~._ activities that may be undertaken by market1ng boards

<%

1. They can effect1ve]y organize producers into a viable 1roup

capable of achieving solutions to their common problems.

2. They can give producers a‘greater voice in 1egis1ative or
regulatory matters.

3. They can be instrumental in developing new produets.

4. They can bé"instrumedta] in e*panding present‘markets and in,

£

developing new markets - both domestic and foreign. | %%ﬁf v

(3,]

. They can be 1nstrumenta1 in aggressively promqt1ng and

merchand1s1ng their commodity. " , ‘ .

0\

. They can effect1ve1y barga1n for improved prices and delivery

terms.
7. They can ensuredthe codtracting of'realistic voﬁumes of
commodities produced under contract. - ' W o
8. They can‘be ‘strumental in the deve]opment and adopting of
1mproved grade standards and grading techn1ques / o
9. They can 1nf1uence supp]y, directly or 1nd1rect1y, through
contracis or quotas (delivery quotas, marketing quotas or o -

product1on quotas) with prdducers

10. They can influence price indirectly through some form of supply -

‘F{\E,;:; ]

contro] or directly by establishing m1n1mum pr1ces, maximum
pr1ces, prxce ranges or fixed prices at the farm 1eve1 who]esa]e

Tevel or retail 1eve].
™~

» S éf C A
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11.'They can seek to achieve product market pricevdisqrimination'by
controlling the flow of product into two or more differentiated
markets. B o .

12. They can provide market'inte1]igen6é and market information to
producers and buyers. ]

13. They can seek to alleviate chronic f]uctﬁations in supply
through coordination of '‘production and marketing. .

14. They can provide a service to the buyer of the product'by
pooling and’supplying larger volumes of the type or grade of
the product demanded. ' .

.15' They can assume, to somé degree, the functions of marketing,
by-passing the established "ﬁidd]emen" in the marketing channels
and passjng~on to the producef any éavings'in margins.

16. They caﬁ organize and/or influence the marketing structure of
the‘commpdity to mihimiée the cogt of ‘marketing throughout the .
whole system. _ :

While the improvement of het farm inceme mUst‘geqthe‘ultimate goal of

'any activity undertaken by a mafketing/board this should be achieved in \\\“~—"’/

a reasonable and rationa][manner without placing undue réstriqtions on

producers or an excessive demand upon those segments of society thaf

processndr consume the commodity. ‘Although the most visible path to

net farm income improvement is through direct briee escq]atidn, this may

not be the most\atceptab1e in the long-run and most .certainly is not the

only method. To achieve improved net farm incdme‘it is possible for
marketing boards toﬁdireét tﬁein activities and marketing'strategies io

a number of other factors.



.

\

.?ﬁaii 1..Volume marketed. 1If the‘comquity has .a fairly elastic demand,

’ net income may be improved in the aggregate by increasing the
volume marketed.

2. Farm Production Costs. A board may promote and support production
research and assist producers in the adoption of new production
techniques which will result in lower production costs.

3. Farm Marketiﬁg Costs. A board may bé able to achieve savings
in farm marketing costs by pooling or by'assemb]ing larger
quantities for sale aAd shipment. It may also coordinate
the distribution of proaucts within and between areas to
miﬁimize tranqurtatioh costs.

4. Marketing Mafgins. By providing additipna] services to buyers
or 3ssuming certafﬁ marketing~functions, a board may be able
to pass on to. the producers some portion of the normal market1ng

~

margins. In add1t1on, an aggress1ve market1ng reseafet

ﬂ%y»resu]t 1n 1mproved eff1c1enc1es in the marketing channel
resu1t1ng 1n lower aggregate market1ng margins. “

To attain whatevér objectives they héve set for themselves, it is
necessary for market]ng boards to assume a positive and aggressive
philosophy. They must be market oriented and aggress1ve merchand1ser<
of their. commod1ty and not Just contro]lers

The respons1b1]1ty of a market1ng board is to be rat1ona] 1n the
‘ dévelopnﬂn- znd operation of its market1ng plan to assure notfon]y the
| improveuent of net farm income but tb mainfain or enhance the long-run

-

- competitive position of the commddity. Agricultural producers have a
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unique opportunity to achieve control over the production and marketing
of their commodities. The future, however, depends upon the r-ientation
of eaéh commodity group and how well each understands its objecfives

and develops and operates its own marketing plan.

‘——\V/

Specific Recommendétions -

| It is the opinion of the author that factors such as struéture,
adminfstration, cbmmunication, and the deéree of involvement in the
marketing system are ﬁajor factors which determine producef opinions
tdwérds and support for any particular marketing board. These factors
vary greatly between various marketihg boards, as indicated in the 

study, and. should receive primary consideration when‘changeé to or

development of such marketing organizattions are being contemplated... ',

The philosophy of various commodity groups towards the production and
marketing of their pfoduct variés considerab]y and thus accounts for
much of the variation in the operation of marketing boards. It is vital
that those persbns involved in fhe.oberation and admihistration'of'

x>

marketing boards-bé aware of broddcer obinions and attitudes as éhey
re]éte to the operation bf these boards. Due to thétdynamic nature of
the agricultural indusfry and ifs,producers this type of.awarenéss
requires an ongoing effort. J.
'it is; therefore, the-recommendation of thg author that e;ch _
individual marketing boafd initiate a program to monitor these opinions
and\attitudes._ This study should serve as é benchmark upon which to staftv
~ such a program, but the author would suggésf that individual programs
should be more specific and considér_any factors thaﬁ»may'be important

"to the individual commodity, e.g. regional differences. The author would
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also recommend that each marketing board undertake a major communications
and informational program to ensure that all producers registered with
the board are fully aware of the purposes and obJect1ves of the board

and how it funct1ons as well as the 1eg1s1at1ve powers ava11ab1e to

meet the stated objectives. The u]t1mate goal of such an activity would
be to have all producers fully informed as to the various aspeets of
marketing board operations in order that meaningful opinions may be
formulated and eommunicated to-board administrators. It wou]d be

the expectat1on of the author that this program would be conducted by
each marketing board in cooperationrwith'the Alberta Agricultural Products‘
Marketing Council. ¥ ' ’

The.availability,of relevant data in this area.would provide the
administrators responsib]e'for.the*operatioﬁ of marketing boards the
opportunity to be more responsive to producer eXpectations and opinions
towards those factors that affect producer support for these boards and
for appropriate aetion to be undertaken Such action should he]p to
ensure a high degree of cont1nu1ng producer support and thus contr1bute

to the ]ong1v1ty of the marketing board system as an Sffective means of

» improving the eCdnomic we]1—being of agricu]tura] produccrs.

Conclusion

Market1ng boards can have a maJor effect on agriculture in the

future. The. 1mp]1cat1ons of boards are tn some instances partly hidden

during the discussion that leads up to their estab]ishment. In some

cases, boards have been adopted by'producers because they are be]jevedgf.‘.

to be'a type of magic that wi]].autOmatica11y so1ve most of the economic ¢
problems associated with farming Somet1mes, very 11tt1e consideration is

e

givendto the Tong-run effects' Th1s type of reason1ng is not suff1c1ent

. . -’ o | v . | {



If marketing boards ére.to be used bx agricultural producers in
the future, they must be fully aware of :

(a) tﬂeir objectives; |

(b) the type of controls, if any, to be used; and

(q) how the controls are to be administered. .

In conclusion, it is vital that producers, themse1§es, understand
the many aspects of a.marketing bpard and jts operationlthat must be
considered when attempting to evaluate them. It is only after such.

consideration that proper evaluation can be made by producers and

meaningful opinions formulated as to their effectiveness.
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APPENDIX A
THE MARKETING OF AGRICULTURAL PRODUCTS ACT</

FLOW DIAGRAM:
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SURVEY QUESTIONNAIRE
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FACULTY OF BUSINESS ADMINISTRATION AND COMMERCE

THE UNIVERSITY OF ALBERTA
EDMONTON, CANADA
! T6G 2G1

Lo ‘ .

4

. Y
‘Dear TurkgyT7Gr

ot

We are,éoﬁdétt1_g;,,survey bdiAlﬁerta's Agricultural
producers. The purgp§é’b§%this research is to find out your
opinions on the Alberta Turkey Growers' Marketing Board. This
research”™s being conducted as a Master's thesis project for

" the Faculty of Business Administration, University of Alberta.

" Your name‘was.randomly selected from a 1ist of producers
supplied by the Board. Your answers are very important to .

- the accuracy of our research.

It will take only a short time to answer the questions
on the enclosed questionnaire and to return it in the stamped
self-addressed envelope. .Al1l answers, of course, are anony-

mous. - s , e

Q? » P]eaéé\{g;u%n the completed questionnaire at your earliest
convenience. ' '

H}Thank you for your.he]p.

Sincerely,_

T. E. Sydness
M. B. A. Candidate ~

TES:ssb

|

v

.;Ali questionhaires were prepared using a similar format with

> appropriate changes for each specific marketing board and
commodi ty. : ) R e .
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PRODUCER SURVEY

¢

A. 1) .Do you Qerive a majority’of your income from farming?

f) YES

NO .

Me
,
#

2) What is the size of your turkey guota? -

‘birds/year

3) Is turkey production your major farmihg enterprise?.

YES

NO

O

"4) How many years have you been engaged in turkey production? :

. o years
. «

5) Which of the fo]]owing categories is apﬁ]icab]e to you?.

o

(a) Age: : Under 25 -

!

25-34
. 35-49

- 50-64.

65 & over



(b) ., Education: " Elementary

High' School

Technical School

"~ University

)

. 1) The government authority responsible for the operation of‘the
Alberta Turkey Growers' Market1ng Board is: (check v oonly gﬂg)<;:

'~

Sl

Agr1cu]ture Canada

Alberta Export Agency

/Alberta; Agriculture

Agricultural Produ;ts'Marketing Counci’l §

Canadian Consumers %0unci1. .

. ) Q

2) If you had a quest1on concerning the operation of the A]berta
Turkey Growers' Marketing Board which of the following would

. you contact? (you may check +/ more than one) :

Alberta Agriculture

‘ Agricu]ture Canada

.A]berta Export Agency '

A1berta Consumer Affa1rs

+

Canadian Consumers Council -

Turkey Board. Member

| Agr1cu1tura1 Products Market1ng Counc11 |

Turkey Board Hanager

indsder of Agrvcu1ture '

'Your Neighbor - . -

M

%

Your M.L.A. : . A ,

) Other'(pleasé,spac%fy)

" ° .
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J

C. Which of the following powers has the Alberta\Turkey Growers'
Marketing Board got? (check v/ as many as is apgropriate)

_ (a) to pool prices

_____(b) to establish consumer and/or sale prices | -

- (c) to establish producer pric

_(d) to estab]jsh marketing qubtas B

________(e) to license persons engafed in the marketing of turkeys
(f) to congpe?““htefpr6§1nc1a1 trade |

< (g) to eﬁhtro] exports

I i “ | | .\,fat‘

..—Th) to control imports
? - ‘ W,
7 '3 . o

: S (i) to purchase and/or sell turkeys ‘
,»———»///)b// : (j) to develep markets, both domestic and export
: (k) to promote the~con§umption’of turkey i

»‘ ~ (1) to collect a levy from proddcers for turkeys marketed

Pt LA ‘_
i) "‘ .7‘?{ }Y')
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1)

" 3)
' may have on how the Alberta Turkey Growers

Has the existence of the Alberta Turkey Growers' Marketing’
Board benefited your farming operation?

- . YES.
l 'r‘. ‘. - NO N .
: r.: 4’ GA o ’ i ﬁ:‘
Please give reasofs+ . " BE ¢
e T '
A e
N R \
LT el g '
4‘-' T O .
A

Do yo& favor the cont1nuat1on of the A]berta Turkey Growers

yarket1ng Board?
YES

“NO

Please give reasons:

ki

Add1t1ona1 Comments (p]ease include any suggest1ons that you

- could improve its operations): ’ . A e
. t, .
b ) - # '“éh
N | ) -
¥
AT
. o :9‘. Ed ‘
@ -

Market1ng Board
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