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Introduction

Data
“The Needs of Argentine Farmers”,

survey done by the Center for Food and
Agribusiness of the Austral University in Argentina

Research Question

How do Argentine farmers choose their expendable
Inputs: seeds, crop protection and fertilizers?

Methodology
Cluster analysis



Surveyed Farmers by Geographic Regions
in Argentina (Percentages )
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Purchasing Factors

in Three Input Markets

Cro| Fertilizers
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Demographics, Future Growth and Sales Volume per Segment

Producer Segment

Description/ : :
p Performance Balance Price Convenience
Traits
Seed More educated With largest Older segment With slowest
segment future growth Less educated future growth
Crop Second largest Third largestin | Largest segment | Smallest
Protection segment in sales | sales in sales segment in sales
Younger segment
Fertilizers Second le}rgest Third largest in Fargest segment
segment in sales | sales in Sales Smallest

segment in sales




Demographics and Future Growth per Segment

Seed
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Note 1: Single, double, and triple asterisks (*) denote statistical significance at the 0.10, 0.05, and 0.01 level respectively
Note 2: Bubble size represent Future Growth (% average); statistical significance at the 0.10 level



Demographics and Sales Volume per Segment

Crop Protection
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Note 1: Single, double, and triple asterisks (*) denote statistical significance at the 0.10, 0.05, and 0.01 level respectively
Note 2: Bubble size represent Percent of farmers with Sales Volume > U$S 500.000; statistical significance at the 0.10 level



Demographics and Sales Volume per Segment

Fertilizer
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Note 1: Single, double, and triple asterisks (*) denote statistical significance at the 0.10, 0.05, and 0.01 level respectively
Note 2: Bubble size represent Percent of farmers with Sales Volume > U$S 500.000; statistical significance at the 0.10 level



Purchasing at a lowest Price and Brands

Brands Similarity*** Brands Loyalty Lowest Price** Price different
Convenience | 2 3.31 _43;@_ _
Price L 3.37] 37|
Balance 317 - 3.64
Performance ——3.38] [ —3.78"
4 5 1 2 3 4 5 5 1 2 3 4 5
Brands Similarity** Brands Loyalty Price different
Convenience | 3.16 | . 3.72
Price L 34/ 383
Balance 13.31 - 3.51
Performance 337 369
1 2 3 4 5 1 2 3 4 5 5 1 2 3 4 5
Brands Similarity*** Brands Loyalty Lowest Price** Price different
Convenience m | 3.18 | __3.72
Price  [L2.864 _3.31] 379
Balance 3.04 - 3.46 - 3.65

Performance ! m

1P 2 3 4 5 1 2 3 4 5

Seeds

Crop
Protection

Fertilizers

o Note 1: Single, double, and triple asterisks (*) denote statistical significance at the 0.10, 0.05, and 0.01 level respectively °



Loyalty to Local Dealers and
Willingness to pay to Local Suppliers

Relationship with seed Buy from one

Pay more to locally

Know more than

1 *
Focal suppfler Loyalty ~ companies ) supplier . supplier™* local supplier*
Convenience 3.52 3.30 2.94 2.90 2.67
Price  |uiiad6 L s | 286/ 152731 (246} Seeds
Balance - 3.86 - 3.36 3.05 - 3.63 2.84
Performance ENENCH 328 281 | 3.09 —2.62 |
1 2 3 4 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
Local supplier Loyalty Relationship v.vith seed Buy fron‘1 one Pay more -to locally  Know more .than
companies supplier supplier*** local supplier*
Convenience 3.66 3.47 2.80 3.49 | C
_ - - I rop
Price 13491 346 | 288 £ 2,793 :
] ] | f— . Protection
Balance - 3.65 3.25 3.07 3.13
Performance [NENTN 3.2 |__2.86 303
1 2 3 4 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
Local supplier Loyalty Relationship ng-l seed Buy frorp one Pay more fo l(::ally Knowl morelt.han
i companies Supplier* supplier _ local supplier
Convenience 3.70 3.50 | . 318 3.30 | 2,67 |
Price . 349 i 2,74 12,69 | 257 Fertilizers
Balance 13.51 1 3.34 2.99 3.08 2.65
Performance |ENENGW 312 2.8 | 320 [ 2.61
1 2 3 4 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 .

Note 1: Single, double, and triple asterisks (*) denote statistical significance at the 0.10, 0.05, and 0.01 level respectively



More Useful Information Sources

Manufacturers salespeople***
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R Note 1: Single, double, and triple asterisks (*) denote statistical significance at the 0.10, 0.05, and 0.01 level respectively



More Useful Information Sources

Direct mail*** Agr. websites***  Agr. tv programs  Farm shows Field days*
Convenience | _3.76 | | f __3.46_1_ _ __&EZJ. .
Price _W _m _:&-’Zﬂ-l Seeds
Balance 3.41 '3.49 5.3.46“:'
Performance IENECTS | 3.53° [ 3.56 |
1 2 3 4 5 4 5 1 2 3 4 1 2 3 4 5
Direct mail*** Agr. tv programs Farm shows** Field days
Convenience | . 3.81 | f __3.64_1_ ) __:LEU. ,
Price {2,098 — Y Crop
Balance |1 i¥3:64 $3.39 ; 3.53 Protection
Performance -1 m m
1 2 3 4 5 4 5 1 2 3 4 1 2 3 4 5
Direct mail** Agr. websites***  Agr. tv programs Field days***
Convenience | 3.84 | - - 3.69 | 3.15 | ___ 3.79
P . * Y T Pl Y ) ] oqe
rice i Lidaz} 1302 Fertilizers
Balance - 3.71 3.47 3.19
Performance |IEENTN N 3.47 3 3.12 |
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 1 2 3 4 1 2 3 4 5

R Note 1: Single, double, and triple asterisks (*) denote statistical significance at the 0.10, 0.05, and 0.01 level respectively



More Useful Information Sources

Meeting with suppliers*** General farm publications***  Specific publications** Agricultural newspapers*

Convenience 3.35 | 3.20 | 3.26 f i 333 0

""""

Price 827 28 |i2.804 365

Balance 341 2.93 310 333 ; Seeds

Performance m m -mj 3 m , ,

1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Meeting with suppliers*** General farm publications**  Specific publications* Agricultural newspapers

Convenience 3.52 | 3.01 3.09 r 3.29

""""

Price  [L018.76 ] L i 2843 | 8.074 . 360] Crop

Balance 336 312 324 334 Protection

Performance |INEREH (.18 [ (333) -

Meeting with suppliers*** General farm publications*  Specific publications  Agricultural newspapers
Convenience 3.74 | 3.13 3.41 ! 3.51
Price __izer s W  crtilizers
Balance - 3.37 311 1 3.15 - 3.30

Performance m -

Note 1: Single, double, and triple asterisks (*) denote statistical significance at the 0.10, 0.05, and 0.01 level respectively
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Overlap in Membership Seed and Crop Protection Market Segments

Overlap Membership

between Input Markets

Crop Protection Seed Market Segments Prob. of no
Market Segments Balance Convenience Performance Price association
Balance 72% 21% 5% 3%
Convenience 4% 57% 5% 11% <0.001***
Performance 14% 7% 78% 10%
Price 10% 15% 11% 76%
Notes: Single, double, and triple asterisks (*) denote statistical significance at the 0.10, 0.05, and 0.01 level respectively
Overlap in membership Seed and Fertilizer Market Segments
Fertilizer Market Seed Market Segments Prob. of no
Segments Balance Convenience Performance Price association
Balance 63%0 33% 12% 21%
i 0 0) 0 0
Convenience 6% 44% 13% 12% <0.001***
Performance 21% 13% 54% 7%
Price 9% 10% 20% 61%
Notes: Single, double, and triple asterisks (*) denote statistical significance at the 0.10, 0.05, and 0.01 level respectively
o o



Conclusions

High attractivity of the Performance segment, and
low for the Covenience segment

Common marketing strategies for seed-crop
protfection and seed-fertilizers

Comparing with US results for seeds and crop
protection: Several differences

Importance of:
o Performance factor across segments
o Local suppliers for input companies
o Media and personal Information sources



