




Preface 

Cooperative business organizations are charac
terized by two unique features: (1) they are owner
user organizations, and (2) membership in them 
is voluntary. The nature of these voluntary, owner
user, business organizations requires speCialized 
member relations to assure success. 

Cooperatives depend on member participation 
for sales volume, capital needs, and guidance. 
Translated into day to day business operations, this 
means that cooperatives engage in a continual pro
cess of member solicitation through field work and 
educational programs. 

Member solicitation is often difficult. Farm 
operators may resist joining or patronizing an or-

ganization on the basis of preconceived attitudes 
and beliefs. In addition, the transfer of farms from 
father to son creates a new dimension to member
ship problems. Benefits of cooperative operations 
may not be as evident to young farmers as they 
were to their fathers who first organized the asso
ciations. 

Little is known about the attitudes of Mis
souri farmers toward cooperative business organi
zations, farmer knowledge of cooperatives, or other 
related variables. This study is designed to provide 
organization leaders with information which will 
be of assistance in reshaping their organizations to 
better serve Missouri farmers. 
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Farm Operators' 

Attitudes Toward 
Cooperatives 

This study is designed to pro
vide information cooperative leaders 
can use immediately and to serve as 
a pilot study for a larger state-wide 
survey of farm operators. To satisfy 
this dual-purpose, a trade area repre
sentative of the whole state was 
chosen and a method used which 
provided information related to both 
purposes. 

Objectives 

The ultimate goal of this study 
is to reveal farm operators' views of 

Findings 

In general, farm operators felt 
that cooperatives had been successful 
in helping farmers. They further in
dicated that they felt cooperatives 
competing with alternate business 
forms resulted in a better bargain
ing position for the farmer and 
generally lower prices. 

The majority of farm operators 
rated cooperatives as good as or 
better than alternate business forms. 
However, most of them thought co
operatives could pay more or return 
more through patronage refunds 
than they do. 
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cooperatives and to present findings 
related to these three objectives: 

(1) Identify factors that influence farm 
operators' views toward cooperatives. 

(2) Identify factors that influence farm 
operators in choosing a supplier or 
market outlet. 

(3) Identify factors related to active 
support of cooperatives. 

Farm operators viewed coopera
tives as leaders in introducing new 
technology, merchandising farm prod
ucts, and innovating supplies and 
services. In contrast, farmers felt 
that cooperatives were not leaders 
in basic supply acquisition through 
integration of their affiliates to 

*Randall E. Torgerson is Associate Professor 
of Agricultural Economics & Project Leader; 
Stephen C. Plank is Master's Degree Candi
date in Agricultural Economics, and William 
D. Heffernan is Associate Professor of Rural 
Sociology, University of Missouri-Columbia. 



STUDY AREA 

The area chosen for this study 
consists of Saline and Lafayette 
counties. In general the area is high
ly agricultural with level to rolling 
topography, fertile soil, and a geo
graphical location especially suited 
to production of soybeans, corn, 
wheat, and other grains. Livestock 
production consists mostly of cattle 
and hogs and is generally mixed 
with a grain operation. 

Cooperative activity is prevalent 
in the area with about twenty sup
ply and marketing associations as 
well as credit, electric, and tele
phone cooperatives. As a whole, 
these cooperatives have been suc
cessful in that they have good vol
ume and generally show a profit. 
These associations are well distri
buted throughout the area and are 
representative of most cooperatives 
in the state as to size and ownership 
characteristics. 

In Rural Social Areas in Mis
souri, Cecil L. Gregory divides Mis
souri into four major areas accord
ing to social characteristics. Saline 
and Lafayette counties are associated 
with the largest of these areas which 
consists of most counties north of 
the Missouri River and along the 
western border to Jasper and Law-

owners hi p of oil wells, refineries , 
mines, etc. 

Farm operators generally felt 
that the local su ppl y cooperatives 
were not dependent on their sup
port for success, They further in
dicated that the local should be 
more dependent on the individuals' 
support. 

At each level of participation, 
from members to the board of direc
tors, farmers felt that they had an 
influence on the policies and activi
ties of the local organization. How
ever, they also thought that each 
level should be more involved in 
those policies and activities. 

When judging alternatives for 
the future, farm operators felt that 
they should build membership at 

rence counties. 
To summarize, the area is high

ly agricultural with mixed grain and 
livestock production, there is a 

the local level and invest more 
equity capital in their business. 
Farmers did not think that the locals 
should merge into a regional or that 
locals should sell more products 
provided by regional cooperatives 
rather than non-cooperative firms. 

Fifty-seven percent of the farmers 
interviewed said that their fathers 
had belonged to a farmer coopera
tive, 41 percent indicated that their 
fathers did not. 

Use of cooperatives as a primary 
market for farm products was most 
widespread in milk, soybeans, corn, 
oats and wheat as shown in Table 1. 
In contrast, more than 94 percent 
of the respondents reported member
ship in a supply cooperative. Twenty
five percent of the farmers reported 
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great deal of cooperative activity, 
and social characteristics are repre
sentative of a large portion of north
ern and western Missouri. 

belonging to the Production Credit 
Association, while 22 percent said 
they were members of a Federal 
Land Bank Association. 

Membership in general interest 
farm organizations revealed 9 per
cent were members of the National 
Farmers Organization, 19 percent 
members of Farm Bureau, 84 percent 
members of Midcontinent Farmers 
Association, and a little under one 
percent members of the Grange. 
Slightly over 4 percent of the re
spondents were members of the Mis
souri Young Farmers Association. 

More detailed reporting of re
sponses to the specific questions fol
lows. 

Respondents in the 200 random 
sample survey farmed an average of 



TABLE 1 

For following crops or livestock, was your primary 
market a cooperative? (of those reporting sales) 

Number Percent 
Commodity Responding yes no 

feeder pigs 25 12 88 
fat hogs 120 16 84 
milk 16 69 31 
dairy cattle 12 0 100 
beef cattle 56 5 95 

(breeding) 
feeder calves 105 6 94 
fat cattle 66 5 95 
turkeys 1 0 100 
broilers 0 

] eggs 16 6 94 
soybeans 147 73 27 
corn 83 70 30 
oats 9 44 56 
wheat 72 71 29 
timber 9 0 100 
other 27 15 85 

How the Study Was Conducted 

411 acres. 1 Thirty-one percent were 
under 45 years of age, 52 percent 
were in the 46-65 age bracket and 
14 percent were over 66 years. 

While about 7 percent of the re
spondents had completed 16 or more 
years of education, another 7 per
cent had attended school beyond 
high school. Forty-nine percent at
tended or completed high school and 
30 percent had eight years or less of 
formal education. 

'The standard deviation was 395 acres. 

SAMPLE 

A random sample of 100 farm 
operators was drawn in each of two 
counties, Saline and Lafayette. The 
criteria for inclusion were simply to 
own and operate eighty acres or 
more. In the case of dual-ownership, 
one of the owners was included in 
the sample. 

INTERVIEW PROCEDURE 

The survey was implemented by 
personal interview with each of the 
farm operators. Interviews took ap
proximately an hour and were con
ducted in the spring of 1971 through 
the facilities of the Field Research 
Unit of the University of Missouri. 
When an interview could not be 
scheduled with a farm operator an 
alternate was selected. 

ANALYSIS* 

In analyzing data, the 200 cases 
essentially were treated as a single 
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sample. While this method does not 
meet the technical requirements of a 
random sample, it better serves the 
purposes of this study. Furthermore, 
since the population of farm oper
ators in the two counties is similar, 
the difference between treating the 
two cases as two samples or group
ing them would like! y be minimal. 

*The statistical test used in the analysis was 
Kendall's Tau. Kendall's Tau, as used here, 
measures the degree of association between 
variables. Values may vary from .0000 to 
1.0000 with the larger values representing 
a higher degree of association. Values of .250 
or greater with a statistical significance of 
.001 were required before a variable was dis
cussed in the analysis. Exact numbers are re
ported only when they are an integral part of 
the study since the general level of values re
ported as showing an association was consis
tently between .250 and .350. 



Factors Related to Farm Operators' 

Views Toward Cooperatives 

Statistical analysis of the data 
identified five factors which influence 
farm operators' views toward co
operatives : 

I. Sources of information about 
the operation of supply and 
marketing cooperatives. 

II. Knowledge of cooperative or-
ganizations. 

III. Loyalty to cooperatives. 

IV. Participation in cooperatives. 

V. Other factors. 

These factors are examined 
separately and as they relate to farm 
operators' views. The views are cate
gorized into the several attitude 
groups listed below with their as
sociated views. The viewpoints are 
numbered as they appear in the Ap
pendix for easy reference. 2 Only vari
ables which showed a strong rela
tionship are listed here. 

Attitude Groups 

A. Attitudes Dealing with Bene
fits Received from Cooperative 
Organizations. 

4. Do you feel that cooperatives have 
been successful in helping the 
farmer? 

5. Do you feel that supply coopera
tives in your area strengthen your 
position as a purchaser? 

6. Do you feel that marketing co
operatives in your area strengthen 
your position as a seller? 

7. Do you think competition from 
supply cooperatives results in lower 
prices at other suppliers? 

B. Attitudes Dealing with Co
operatives in Comparison to 
Alternate Business Forms. 

9. Do you think supply cooperatives 
are better, worse, or the same as 
other supply sources? 

10. Do you think marketing coopera
tives are better, worse, or the same 
as other market outlets? 

11. Would you rate cooperatives better, 
worse, or the same as other sources 
in regard to credit policies? 

12. Would you rate cooperatives as 
better, worse, or the same as other 
sources in regard to discount poli
cies? 

C. Attitudes Dealing with Co
operatives as Leaders in Vari-
0us Business Aspects. 

Do you think cooperatives are leaders in: 

13. Introducing new technology? 

14. Merchandising farm products? 

15. Innovating supplies and services? 

16. Getting basic resource components 
(mines, oil wells, etc.) in supply 
acquisition? 

D. Attitudes Dealing With the 
Degree of Support or Influence 
at Different Participation 
Levels. 

17. How many of your friends and 
relatives feel that farmers should 

actively support cooperatives? 

18. To what extent do you think the 
success of the local cooperative de
pends on your support? 

19. To what extent do you think the 
success of the local should depend 
on your support? 

20. To what extent do you feel mem
bers have any influence on the 
policies and activities of coopera
tives? 

24. To what extent do you feel that 
the board of directors has any in
fluence on the policies and activities 
of cooperatives? 

E. Attitudes Dealing with Co
operative Alternatives for the 
Future. 
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In your opinion, which of these 
must cooperatives do in the future? 

27. Build membership locally. 

28. Merge with other local cooperatives. 

29. Merge into a statewide regional. 

30. Get farmers to invest more equity 
capital. 

31. Sell more products provided by a 
regional cooperative. 

Information Sources 

In an extensive list of possible 
sources of information on coopera
tives, eight sources were strongly 
associated with farm operators'views 
toward cooperatives: (1) cooperative 
board members, (2) cooperative 
manager, (3) cooperative field re
presentative, (4) trucker for coopera
tive, (5) other cooperative em
ployees, (6) other cooperative mem
bers, (7) cooperative periodicals, and 
(8) annual cooperative reports. 

The cooperative manager was 
by far most consistently and strong
ly related to the attitude groups A 
through E and was the only infor
mation source associated with all of 
these groups. 3 In addition, the man
ager was specifically related to most 
of the factors within each group. 

Another source which seemed 
to follow a pattern similar to that of 
the manager was the cooperative 
board member. The board member 
was associated with several of the 
groups, but not as strongly nor to 
as many of the specific variables as 
was the cooperative manager. 

As a whole, information sources 
were most strongly associated with 

2 Approximate wording of variables is used 
here for simplification. See Appendix for 
exact wording. 

"See Table 2. 



(B) those attitudes dealing with coop
eratives in comparison to alternative 
business forms. This attitude group 
was related to six of the eight major 
information sources and all of the 
specific attitudes were associated 
with one or more of these sources. 

Table 2 can be used as a guide 
in planning information programs. 
If improvement is desired in one of 
the attitudes, you can look up which 
information source influences farmers 
most on that attitude and plan an 
information program around that 
source. 

For example, if improvement is 
desired in attitude on how helpful 
co-ops are to farmers, you can refer 
to that attitude variable (number 4) 
in the table and find that co-op man
agers have the greatest influence on 
this attitude. This means an infor
mation program giving the manager 
and his views more exposure to 
clients, personally and through mass 
media, would be most likely to in
fluence their opinions on this point. 

Knowledge of Cooperatives 

A scale of knowledge about co
operative organizations was con
structed from questions on owner
ship, patronage refunds, cooperative 
benefits, etc. This scale was then 
tested against the various attitude 
factors and revealed the following 
associati ons. 

Knowledge of cooperative or
ganizations was most strongly re
lated to group B questions, farm 
operators' views of cooperatives in 
comparing cooperatives to alternate 
business forms. As knowledge of co
operati ves increased, cooperatives 
were rated better than competing 
business forms in both supply and 
marketing. 

Other associations indicated 
that as knowledge of cooperatives 
increased cooperatives were more 
often rated as successful in helping 
the farmer. In addition, as knowl
edge increased so did the inclination 
to expand the cooperative function 
to a regional level. 

TABLE 2 

SUMMARY: RELATIONSHIP OF INFORMATION SOURCES TO ATTITUDE VARIABLES 
(Numbers Correspond with Numbered List of Questions Asked, Page 21) 

A. Attitudes dealing with benefits received from cooperative organizations: 

4. Co-ops have helped farmers. (Use of co-op manager as an information source 
was related to this response.) 

7. Co-ops result in lower prices. (Use of co-op manager, co-op members, and/ 
or other co-op employees as information source was related to this response.) 

B. Attitudes dealing with cooperatives in comparison to alternate business forms: 

9. Use co-op as a supply source. (Information sources related to this response: 
Other co-op employees, co-op manager, other co-op members.) 

10. Use co-op as a market outlet. (Information sources related to this response: 
Other co-op employees, co-op manager, other co-op members, annual co-op 
reports, co-op periodicals, and co-op board member. 

11. Favorable to co-op credit policies. (Information sources related to this re
sponse: Other co-op employees, co-op manager, and annual reports.) 

12. Favor co-op discount poliCies. (Information source related to this response: 
Other co-op employees.) 

C . Attitudes dealing with cooperatives as leaders in various business aspects: 

13 . Co-ops a re leaders in introducing new technology . (Information source 
associated with response: Co-op manager.) 

14. Co-ops are leaders in merchandising farm products. (Information source 
associated with response: Co-op manager . ) 

15. Co-ops are leaders in innovating supplies and services. (Information source 
associated with response: (Co-op manager.) 

16. Co-ops are leaders in basic supply acquisition. (Information source associated 
with response: Co-op periodicals.) 

D. Attitudes dealing with the degree of support or influence at different partiCipation 
levels: 

18. Extent co-op depends on you. (Information sources related to response: Co
op manager, co-op board member, and other co-op members.) 

19. Extent co-op should depend on you. (Information source influencing response: 
Co-op manager.) 

20. Member influence: (Information sources related to response: Co-op manager 
and co-op board member . ) 

E. Attitudes dealing with cooperative alternatives for the future: 

30. Must invest more capital. (Information sources related to response: Co-op 
manager, board member, fieldmen.) 

31. Must use regional co-ops. (Information sources related to response: Co-op 
manager, board member, fieldmen, and trucker for co-op.) 
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TABLE 3 

SUMMARY: RELATIONSIDP OF LOYALTY TO ATTITUDE VARIABLES (Numbers 
Correspond with Numbered List of Questions A:sked, Page 24) 

A. Attitudes dealing with benefits received from cooperative organizations: 

(None of these attitude variables were associated With loyalty variables.) 

B. Attitudes dealing with cooperatives in comparison to alternate business forms: 

9. Use co-op as source of supply. (Associated loyalty factors were: Loyalty in 
buying, feel obligation to co-op, and prefer co-op. 

10. Use co-op as a market outlet. (Associated loyalty factors: Loyalty in buying, 
feel obligation to co-op, prefer co-op.) 

11. Favorable to co-op credit policies. (Associated loyalty factors: Loyalty in 
buying and prefer co-op.) 

12. Favor co-op discount policies. (Associated loyalty factors: Loyalty in buying 
and prefer co-op.) 

C. Attitudes dealing With cooperatives as leaders in various business aspects: 

15. Co-ops are leaders in innovating supplies and services. (Associated loyalty 
factor: Loyalty in buying.) 

16 . Co-ops are leaders in basic supply acquisition. (Associated loyalty factor: 
Loyalty in buying.) 

D. Attitudes dealing With the degree of suppQrt or influence at different participation 
levels: 

17. Friends and relatives feel farmers should support cooperatives. (Associated 
loyalty factors: Loyalty in buying and feel obligation to co-op.) 

18. Extent co-op depends on you. (Associated loyalty factors: Prefer co-op.) 

19. Extent co-op should depend on you. (Associated loyalty factors: Prefer co-op.) 

20. Member influence. (Loyalty factors related to opinion on how much influence 
members have: Loyalty in buying and prefer co-op.) 

E. Attitudes dealing with cooperative alternatives for the future: 

18. Must merge with other locals. (Associated loyalty factors: Feel obligation 
to co-op.) 

29. Must merge into regional co-op. (Associated loyalty factors: Feel obligation 
to co-op.) 

31. Must use regional co-ops. (Associated loyalty factors: Loyalty in buying and 
feel obligation to co-op.) 
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Loyalty to Cooperatives 

Loyalty was measured by three 
variables. Each measured a different 
type of loyalty and each relates to 
farm operators' views in a somewhat 
different manner. The three loyalty 
variables are: 4 

1. Is cooperative loyalty important in 
where you buy? 

2. Do you patronize a cooperative be
cause you feel an obligation to do 
so? 

3. Does the fact that a business is a 
cooperative have a positive or nega

tive effect on your decision of where 
to buy? 

Farm operators' views toward 
cooperatives are again placed in the 
attitude groups for analysis (Table 
3). All relationships are positive in 
that a positive response on any loyal
ty factor is associated with positive 
attitude responses. 

Loyalty as a whole was most 
strongly related to (B) attitudes 
dealing with cooperatives in com
parison to alternate business forms. 5 

The only other attitude group to 
which all loyalty variables were re
lated was (D) attitudes dealing with 
the degree of support or influence at 
different participation levels. 

There were no loyalty factors 
related to attitudes dealing with 
benefits received from cooperative 
organizations. Associations with the 
remaining attitude groups were weak 
and inconsistent. 

Table 3 can be used by man
agers to determine what attitudes 
are linked to the different loyalty 
factors and what results might be 
expected from programs to increase 
different kinds of loyalty. 

Participation in Cooperatives 

Eight partlCl pation factors 
showed a strong relationship to vari
ous attitude groups and associated 

'Approximate wording is used here for sim
plification and clarity. See Appendix for ex
act wording. 
5See Table 3. 



attitude variables. These participa
tion factors were: 6 

1. Do you set! some of your products 
through a cooperative? 

2. Do you sell at! of your products 
through a cooperative? 

3. Do you buy some of your supplies 
from a cooperative? 

4. Do you buy all of your supplies 
from a cooperative? 

5. Do you attend the cooperative an
nual meeting? 

6. Do you vote in the election of the 
the cooperative board of directors? 

7. Do you read the cooperative news
paper? 

8. Do you encourage friends and neigh
bors to support cooperatives? 

The eight participation factors 
are divided into two sets and related 
to the previous attitude groups. The 
first set deals with participation as 
related to buying and sellint and the 
second with facets other than buy
ing and selling.8 

Partici pation variables related 
to buying and selling were most 
strongly and consistently associated 
with attitudes dealing with (B) co
operatives in comparison to alternate 
business forms, and (C) cooperatives 
as leaders in various business as
pects. All participation factors were 
associated with these two attitude 
groups. Further, each participation 
measure was related to several of 
the specific farm operators' views 
within attitude groups Band C and 
some to all of those views. 

Tables 4 and 5 can be used by 
managers to determine attitudes that 
affect farmers' use of cooperatives 
in buying and selling products. Pro
grams can then be designed to help 
change attitudes involved in unde
sirable client actions. 

6 Approximate wording is used here for sim· 
plification and clarity. See Appendix for ex
act wording. 
7See Table 4. 
"See Table 5. 

TABLE 4 

SUMMARY: RELA'UONSIDP OF PARTICIPATION IN BUYING AND SELLING THROUGH 
COOPERATIVE TO ATTITUDE VARIABLES (Numbers Correspond with 
Numbered List of Questions Asked, Page 23) 

A. Attitudes dealing with benefits received from cooperative organizations: 

4. Co-ops have helped farmers. (Buying and selling variables associated with 
this response: Sell some, buy some, buy all, through cooperative.) 

5. Co-ops help in buying. (Associated variables: Sell some, buy some, buy some 
through co-ops.) 

6. Co-ops help in marketing. (Associated participation variables: Sell some, buy 
some through co-ops.) 

7. Co-ops result in lower prices. (Associated participation variable: Buy some 
through co-ops.) 

B. Attitudes dealing with cooperatives in comparison to alternate business forms: 

9. Use co-op as a supply source. (Associated participation variables: Sell some, 
buy some, buy all through cooperatives.) 

10. Use co-op as a market outlet. (Associated participation variables: Sell some, 
sell all, buy some, buy all through co-ops.) 

11. Favorable to co-op credit policies. (Associated participation variables: Sell 
some, sell all, buy some, buy all through co-ops.) 

12. Favor co-op discount poliCies. (Associated participation variables: Sell some, 
sell all, buy some, buy all through co-ops.) 

C. Attitudes dealing with cooperatives as leaders in various business aspects: 

13. Co-ops are leaders in introducing new technology. (Associated participation 
variables: Sell some, buy some, buy all through co-ops.) 

14. Co-ops are leaders in merchandising farm products. (Associated partiCipation 
variables: Sell some, sell all, buy some, buy all through co -ops. ) 

15. Co-ops are leaders in innovating supplies and services. (Associated partici
pation variables: Sell some, sell all, buy some, buy all through co-ops.) 

16. Co-ops are leaders in basic supply acquisition. (Associated partiCipation 
variables: Sell some, sell all, buy all through co-ops.) 

D. Attitudes dealing with the degree of support or influence at different participation 
levels: 

17. Friends and relatives feel farmers should support co-ops. (Associated 
partiCipation variables: Sell all, buy all through co-ops.) 

19. Extent co-op should depend on you. (Associated participation variable: Buy 
~.) 

E. Attitudes dealing with cooperative alternatives for the future: 

29. Must merge into regional co-op. (Associated participation variable: Buy all.) 

31. Must use regional co-ops. (Associated participation variable: Buy all.) 
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Another interesting differentia
tion may be observed by examining 
the difference between supply and mar
keting in their relation to attitudes. 
The two buying factors (1 and 2) 
are more strongly related to the at
titude groups than are the two sell
ing factors (3 and 4). 

In the other category of partici
pation variables co mprised of all 
facets other than buying and sell
ing, all but reading the cooperative 
newspaper were related to all attitude 
groups. Reading the cooperative news
paper was associated with (D) the 
degree of support or influence at dif
ferent partici pation levels, and (E) 
cooperative alternatives for the fu
ture. However, reading the eoopera
tive newspaper was related to only 
one of the views within each of 
these two attitude groups. 

As a set, these participation 
factors that were not related to buy
ing and selling were most strongly 
associated with attitude group D , 
degree of support or influence at 
different participation levels. All 
participation variables in this set 
were related to this group and most 
to several of the associated views 
within the group. 

Encouraging support of coopera
tives was the participation factor 
most strongly and consistently re
lated to the attitude groups. En
couraging support was related to all 
of the groups and associated with 
18 of the 26 specific attitudes. 

TABLE 5 

SUMMARY: RELATIONSIDP OF PARTICIPATION IN ORGANIZATION 
ACTIVITIES TO ATTITUDE VARIABLES (Numbers in Parens 
Correspond with Numbered List of Questions Asked, Page ) 

A. Attitudes dealing with benefits received from cooperative organizations: 

4. Co-ops have helped farmers. (Organizational activities related to this 
response: Attend annual meeting, vote in election of board, encourage 
support of co-op.) 

5. Co -ops help in buying. (Organizational activities related to this re
sponse: Encourage support of co-op.) 

6. Co-ops help in marketing. (Organizational activity related to this re
sponse: Encourage support of co-op.) 

B. Attitudes dealing with cooperatives in comparison to alternate business 
forms. 

9 . Use co-op as a supply source. (Organizational activities related to 
response: Attend annual meeting, vote in election of board, encourage 
support of co-op . ) 

10. Use co-op as a market outlet. (Organizational activities related to re
sponse: Attend annual meeting, vote in election of board, encourage 
support of co-op.) 

11. Favorable to co-op credit policies. (Organizational activities related 
to response: Attend annual meeting, encourage support of co-op.) 

12. Favor co-op discount policies. (Organizational activities related to 
response: Encourage support of co-op.) 

C. Attitudes dealing with cooperatives as leaders in various business aspects. 

13. Co-ops are leaders in introducing new technology. (Organizational 
activities related to response: Encourage support of co-op.) 

14. Co-ops are leaders in merchandising farm products. (Organizational 
activities related to response: Encourage support of co-op.) 

Factors Related to the Choice of a Supplier or Market Outlet 

In this section factors which in
fluence farm operators in choosing 
a supplier or market outlet are 
identified and ranked in order of 
importance. In addition, reasons for 
changing dealers or brands are iden
tified, ranked, and related to these 
factors . 

In obtaining this information, 

respondents were given a list of 
buying factors and asked to rate 
them as important or unimportant 
in deciding where to buy farm sup
plies. They then ranked these in 
order of importance. Respondents 
were then asked if they had changed 
dealers or brands of products with
in the last five years. If the response 
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was positive, they gave reasons why 
they had changed. 

In other sections of the ques
tionnaire general statements were 
proposed as to how various factors 
affected the choice of a supplier or 
market outlet. Finally, respondents 
were asked if they were satisfied 



15. Co-ops are innovators in innovating supplies and services. (Organiza
tional activities related to response: Attend annual meeting, encourage 
support of co-op.) 

16 . Co-ops are leaders in basic supply acquisition. (Organizational activities 
related to response: Vote in election of board, encourage support of 
co-op.) 

D. Attitudes dealing with the degree of support or influence at different partici
pation levels: 

17. Friends and relatives feel farmers should support cooperatives. (Or
ganizational activities related to response: Attend annual meeting, 
encourage support of co-op.) 

18. Extent co-op depends on you. (Organizational activities related to re
sponse: Attend annual meeting, vote in election of board , encourage 
support of co-op.) 

19. Extent co-op should depend on you,. (Organizational activities related to 
response: Attend annual meeting, vote in election of board, read co-op 
newspaper, encourage support of co-op.) 

20. Member influence on policy. (Organizational activities related to re
sponse: Attend annual meeting, vote in election of board, encourage 
support of co-op.) 

24. Board of directors' influence. (Organizational activities related to 
response: Encourage support of co-op.). 

E. Attitudes dealing with cooperative alternatives for the future: 

27 . Co-ops must build membership locally. (Organizational activities 
related to response: Read co -op newspaper.) 

30. Must invest more equity capital. (Organizational activities related to 
response: Encourage support of co-op.) 

31. Must use regional co-ops more. (Organizational activities related to 
response: Attend annual meeting, vote in election of board, encourage 
support of co-op.) 

with various aspects of their local 
cooperatives. 

Buying Factors 

Factors which respondents rated 
as important or unimportant in de
ciding where to buy are service, brand, 
price, personal relations, location, credit, 
and cooperative loyalty. 

These factors were considered 
in relation to product groups. The 
product groups are petroleum, fertil
izer, feed, pesticides, and seed. The re
sults of ranking these factors by prod
uct and in descending order of im
portance are shown in Table 6. Table 
7 is the summation of factors for all 
product groups in order of impor-
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Other Factors 

While age of the farm operator 
was related to only one of the atti
tude groups, the association was 
fairly strong. In group B, dealing 
with cooperatives in comparison to 
alternate business forms, age was re
lated to three of the four associated 
attitudes. As age increased, farm 
operators tended to rate cooperatives 
better than alternate business forms 
in (1) supply, (2) credit policies, 
and (3) discount policies. 

Form of organization was weak
ly related to some attitude groups. 
That is, in differentiating between 
centralized and federated ownership 
types, some weak associations ap
peared. However, these associations 
were not consistent and probably re
late to attitudes only as a form of 
organization affects other variables. 

General farm organization mem
bership provided some indications, 
although the relationships were not 
statistically significant. In general, 
members of Midcontinent Farmers 
Association tended to react more 
positively than did members of other 
farm organizations. In contrast, 
members of the National Farmers 
Organization seemed to react more 
negatively toward cooperatives. There 
was little indication that member
ship in Farm Bureau or Missouri 
Young Farmers Association had any 
effect on farm operators' views to
ward cooperatives. 

tance. 
The most obvious result in Table 

6 is that cooperative loyalty was ranked 
as least important in choosing a sup
plier for all products. This is the only 
buying factor which was rated the 
same for each product group. Price 
and service were consistently ranked 
most important for all products ex-



TABLE 6 

RANK OF BUYING FACTORS BY PRODUCT 

Rank Petroleum 

1 Service 
2 Price 
3 Personal 

Relations 
4 Brand 

5 Credit 

6 Location 

7 Cooperative 
Loyalty 

TABLE 7 

RANK OF BUYING FACTORS FOR 
ALL PRODUCT GROUPS 

1. Price 
2. Service 
3. Brand 
4. Personal Relations 
5. Credit 
6. Location 
7. Cooperative Loyalty 

cept seed. Other factors varied some
what by product group, but the varia
tion was slight. As a result of this 
general consistency, the summation 
of buying factors for all products in 
Table 7 should be reliable. 

Reasons for Changing Dealers 
or Brands 

As a general rule, respondents 
tended to use as few dealers as pos
sible and to stay with those dealers. 
There was very little inclination to 
"shop around" for better prices, ser
vice, or other reason once a dealer 
had been chosen. However, several of 
the respondents had changed dealers 
or brands within the last five years. 

The reason most often given for 
making a change was that the pre
vious dealer had either changed 
brands or gone out of business. 
Other reasons came under the gen-

Fertilizer Feed Pesticides Seed 

Service Price Price Price 
Price Service Service Brand 
Location Brand Brand Service 

Personal Location Personal Personal 
Relations Relations Relations 

Credit Credit and Credit Location 
Personal 
Relations 

Brand Credit and Location Credit 
Personal 
Relations 

Cooperative Cooperative Cooperative Cooperative 
Loyalty Loyalty Loyalty Loyalty 

TABLE 8 
REASON FOR CHANGING DEALER OR BRAND 

Reason for Changing 

Personal Relations 
Price 
Service 
Brand 
Credit 
Location 
Cooperative Loyalty 

Number of Times 
Reason Given* 

24 
23 
22 
18 

7 
4 
3 

*Respondents could list more than one reason for 
changing. 

eral buying factors used above. These 
reasons are ranked in Table 8 with 
the one given most often first. 

When buying factors for all 
products (Table 7) are compared 
to reasons for changing dealers or 
brands (Table 8) there is very little 
difference. In fact, with the excep
tion of personal relations, reasons for 
changing to a different dealer or 
brand are ranked the same as the 
reasons for choosing one in the first 
place. However,personal relations is 
an important exception. 

Reasons grouped under personal 
relations were of two general types. 
The respondent had either misjudged 
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the dealer in his original choice or 
some change had occurred which 
altered his decision. In the first case, 
the respondent generally felt that 
the dealer had not treated him fairly 
or had not fulfilled his obligations. 
In the second case, the reason most 
often given was that more favorable 
personal relations had developed 
elsewhere. That is, some relative or 
friend had become a dealer and the 
respondent changed to accommodate 
him. 

Other Factors 

Most farmer operators classified 
the managers or owners of local sup
ply and marketing outlets they used 



as their friends or close friends. 
Furthermore, the character and repu
tation of the manager or owner was 
rated as having a great deal to do 
with the choice of a supplier or mar
ket outlet. In contrast, most farm 
operators felt that where friends and 
neighbors traded had no influence 
on their choice. 

Neat and modern appearance of 
facilities was given as a reason for 
patronizing a supplier by the major
ity of respondents. Also, providing 
information on the use of products 
or to assist in decision making was a 
strong positive factor. Provision of 

a patronage refund was rated as a 
factor by only half of the farm oper
ators. 

Factors which most respondents 
did not rate as factors influencing 
their choice were: (1) I feel an obli
gation to patronize a cooperative, 
(2) One of the persons working in 
the organization is a friend or rela
tive, and (3) I have money invested 
in the organization. 

Satisfaction with Service 

A final set of factors dealt with 
the farm operators' satisfaction with 

various aspects of their local coop
eratives. Respondents were asked if 
they were satisfied with prices, 
brands, service, the people who 
worked for the cooperative, and 
many other variables associated with 
their local cooperatives. 

In all cases there was a high de
gree of satisfaction. In fact, respon
dents seemed to be closely tied to 
their suppliers by either satisfaction 
or force of habit. The majority of 
farm operators said that they had 
patronized their present organiza
tions for several years and had not 
really considered switching. 

Factors Related to Active Support of Cooperatives 

Active support of cooperatives 
involves many facets of membership 
which may be generally classified as 
participation factors. This study re
vealed strong relationships between 
participation and (1) infor mation 
sources, (2) knowledge of coopera
tives, (3) loyalty to cooperatives, 
and (4) other factors. 

Participation variables used 
were: 9 

1. Do you sell some of your products 
through a cooperative? 

2. Do you sell all of your products 
through a cooperative? 

3. Do you buy some of your products 
from a cooperative? 

4. Do you buy all of your products 
from a cooperative? 

5. Do you attend the cooperative an
nual meeting? 

6. Do you vote in the election of the 
cooperative board of directors? 

7. Do you read the cooperative news
paper? 

8. Do you encourage friends and neigh
bors to support cooperatives? 

9These are the same factors used in the pre
vious section. 

Information Sources 

Information sources found to 
be associated with the participation 
variables were the ones used pre
viously: Cooperative board members, 
cooperati ve manager, cooperative 
field representative, trucker for co
operative, other cooperative em
ployees, other cooperative members, 
cooperative periodicals, and annual 
cooperati ve reports. 

In general, information sources 
are related to participation variables 
other than those connected with 
buying and selling at cooperatives. 
However, the cooperative manager 
was strongly related to selling some 
farm products through a cooperative 
(see Table 9). 

The most obvious association 
was between voting in the election 
of the cooperative board of directors 
and information sources. All of the 
information source variables were re
lated to voting, with annual cooper
ative reports having the strongest as
sociation. 

Attending the annual meeting 
was strongly related to seven of the 
eight information source variables. 
Here, the cooperative manager had a 
much higher association than did 
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any of the other sources. Trucker 
for cooperative was the only informa
tion source not related to attending 
the annual meeting. 

Other associations occurred as 
these sources were related to en
couraging support of cooperatives 
and reading the cooperative news
paper. Cooperative manager and co
operative periodicals were the only 
two sources associated with reading 
the cooperative newspaper, while 
other cooperative members was the 
source most strongly related to en
couraging support of cooperatives. 

Of all information sources, the 
cooperative manager was the strongest 
and most consistent influence in re
lation to active support of coopera
tives. The co-op manager had either 
the highest or second highest score in 
all associations and was the only 
source related to all of the partici
pation factors. 

Knowledge of Cooperatives 

Knowledge of cooperatives was 
associated with four of the eight 
partici pation variables (see Table 
10). 

As knowledge increased, so did 
the tendency to attend annual meet-



TABLE 9 
RELATIONSHIP OF INFORMATION SOURCES TO 

ACTIVE SUPPORT OF COOPERATIVES 

Participation 
Variable 

Vote in the election 
of the cooperative 
board of directors 

Attend the annual 
meeting of the 
cooperative 

Encourage support 
of cooperatives 

Read the cooperative 
newspaper 

Sell some farm 
products through a 
cooperative 

Information Sources 
Related to Variable 

Cooperative board member 
Cooperative manager 
Cooperative field representative 
Trucker for cooperative 
Other cooperative employees 
Other cooperative members 
Cooperative periodicals 
Annual cooperative reports 

Cooperative board member 
Cooperative manager 
Cooperative field representative 
Other cooperative employees 
Other cooperative members 
Cooperative periodicals 
Annual cooperative reports 

Cooperative board member 
Cooperative manager 
Cooperative field representative 
Other cooperative employees 
Other cooperative members 

Cooperative manager 
Cooperative periodicals 

Cooperative manager 

Kendall's Tau* 

.3290 

.3458 

.3224 

.2554 

.2783 

.2712 

.3352 

.3787 

.2624 

.4024 

.2695 

.2534 

.2899 

.3167 

.3072 

.2706 

.3180 

.2680 

. 3059 

.3601 

.2672 

.2962 

.3493 

*The higher the number, the closer the relationship. See footnote, page 5, for 
explanation of Kendall's Tau measurement. 

TABLE 10 
RELATIONSHIP OF KNOWLEDGE TO ACTIVE 

SUPPORT OF COOPERATIVES 

Participation Variables 

Attend the annual meeting of the cooperative 
Vote in the election of the board of directors 
Read the cooperative newspaper 
Encourage support of cooperatives 

Knowledge related to 
Participation (Kendall's Tau) * 

.2519 

. 3323 

.2910 

.3038 

*See footnote, page 5, for description of Kendall's Tau statistical measurement. The 
higher the number, the closer the relationship. 
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ings, vote in board elections, en
courage support of cooperatives, and 
read the cooperative newspaper. 

Loyalty to Cooperatives 

Loyalty to cooperatives was 
strongly related to active support of 
cooperatives in buying and selling, 
attending the annual meeting, vot
ing in the election of directors, and 
encouraging support of cooperatives. 
And while there was little variation 
between loyalty factors, all three 
were most strongly associated with 
encouraging support of cooperatives. 
Table 11 demonstrates these asso
ciations. 

Loyalty variables used in this 
studyare:'o 

1. Is cooperative loyalty important in 
deciding where to buy? 

2. Do you feel an obligation to patron
ize a cooperative? 

3. Does the fact that a business is a 
cooperative have a positive or nega
tive effect on your decision of where 
to buy? 

Other Factors 

:Age and form of organization 
were not strongly related to active 
support of cooperatives. Neither 
federated nor centralized organiza
tions showed any definite association 
with participation factors. However, 
as age increased there was a tendency 
for more active support in buying, 
selling, and other participation vari
ables. 

General farm organization mem
bership was somewhat related to par
ticipation. That is, members of Mid
continent Farmers Association were 
associated with buying and selling 
variables. Other farm organizations 
had no discernible effects on active 
support of cooperatives. 

10 Approximate wording of variables is used 
here for simplification and clarity. See Ap
pendix for exact wording. 



TABLE 11 
RELATIONSHIP OF LOYALTY TO ACTIVE SUPPORT 

OF COOPERATIVES 

Loyalty Variables 

Cooperative loyalty is 
important in where to 
buy 

Feel obligation to 
patronize a 
cooperative 

Prefer to deal with a 
cooperative 

Participation Variables 

Sell some products through a 
cooperative 

Sell all products through a 
cooperative 

Buy some supplies from a 
cooperative 

Attend cooperative annual 
meeting 

Vote in the election of directors 
Encourage support of 

cooperatives 

Sell all products through a 
cooperative 

Buy all products from a 
cooperative 

Attend cooperative annual 
meeting 

Vote in the election of directors 
Encourage support of 

cooperative 

Sell all products through a 
cooperative 

Buy all products from a 
cooperative 

Attend cooperative annual 
meeting 

Vote in election of directors 
Encourage support of 

cooperatives 

Kendall's Tau* 

.2856 

.2914 

.2704 

.2733 

.2662 

.3076 

. 3012 

.2645 

.2614 

.2561 

.3681 

.2542 

.2567 

.2944 

.2555 

.3483 

*See footnote, page 5, for description of Kendall's Tau satisfied measurement. 
The higher the number, the closer the relationship. 

Summary of Findings 

The study indicated that these 
factors have significant implications 
for cooperative organization leaders : 
people's attitudes toward cooperatives, 
sources of cooperative information, 
knowledge of cooperatives, loyalty to co
operatives, and participation in coopera
tives. 

Variables which did not reveal 
significant associations include form 
of organization, general community 
partici pation, farm organization 
memberships, age, and education. 

Factors related to farm opera
tors' views toward cooperatives are 
information sources, knowledge, loyalty, 
and participation. Information sources, 
loyalty, and knowledge were most 
strongly associated with the group 
of attitudes dealing with coopera
tives in comparison to alternate busi-

ness forms. Participation factors were 
related to all of the attitude groups. 
Buying and selling participation vari
ables were most closely associated 
with attitudes concerning coopera
tives in comparison to alternate busi
ness forms and attitudes concerning 
cooperatives as leaders in various 
business aspects. Other participation 
factors were most strongly related 
to the attitudes revealed by the in
dividuals' degree of support or in 
participation in cooperative activities. 

Variables associated with the 
choice of a supplier or market outlet 
are price, service, brand, personal rela
tiom, credit, location, and cooperative 
loyalty. There was little inclination 
to change dealers or brands unless 
the present dealer went out of busi
ness or changed brands. When a 
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Other Relationships 

Two other relationships are 
important to the interpretation of 
data: (1) The association between 
information sources and knowledge 
of cooperatives, and (2) the rela
tionship of loyalty to information 
sources. Table 12 shows these asso
ciations. 

Cooperative field representative is 
the onl y source common to both 
loyalty and knowledge. Loyalty is re
lated to information sources which 
are associated with the management 
function while knowledge is aligned 
with more informal sources. Both 
loyalty and knowledge play impor
tant roles as they relate to informa
tion sources and other variables in 
the analysis . 

TABLE 12 
RELATIONSHIP OF LOYALTY AND 

KNOWLEDGE TO INFORMATION 
SOURCES 

Was Related (x) to: 
Information Source 

Co-op board member 
Co-op Manager 
Co-op field represen-

tative 
Trucker for cooperative 
Other co-op employees 
Other co-op members 
Annual co -op reports 

Loyalty Knowledge 

x 
X 

x 

X 

x 
X 
X 
X 

change did occur the reasons given 
were si milar to those given for 
choosing a supplier or market out
let in the first place. 

Primary factors related to active 
support of cooperatives are sources 
of information, knowledge, and 
loyalty relative to cooperatives. In 
general, information and knowledge 
are most strongly associated with 
participation factors other than buy
ing and selling. Loyalty is related 
to these factors as well as the others. 

Loyalty and knowledge are re
lated to information sources. Loyalty 
is associated with the management 
sources of information; knowledge 
is associated with more informal in
formation sources. Both of these re
lationships are important in the in
terpretation of data. 



Interpretation of Data 

The purpose of this section is to 
explain the interrelationships of im
portant factors and resulting impli
cations. To accomplish this goal, 
factors are discussed as they relate 
to other variables and as they inter
act wjth the whole. 

The findings and analysis pre
sented here a ppl y direct! y to the 
study area and, to a lesser degree, 
the associated social area depicted in 
the map, page 4. Great care should 
be taken in generalizing the findings 
to any other geographical region. 

The following analysis is in two 
sections. In the first, economic and 
other factors which customers use 
in selecting a supplier or market out
let are examined. The second sec
tion describes the interaction of fac
tors which influence farm operators' 
views of cooperatives and factors 
which relate to active support of 
cooperatives. Although there is some 
common ground, the two sections 
deal with different problems and 
are treated separately. 

Factors Related to the Choice of a 
Supplier or Market Outlet 

Factors which are important in 
choosing a supplier or market out
let are ranked in Table 4. However, 
not all of these factors vary a great 
deal in any given area. For instance, 
if it is assumed that price and credit 
are generally equal within an area, 
and that the firms are located such 
that one is as easil y accessi ble as 
the other, then the important fac
tors are: 

1. Service 
2. Brand 
3. Personal Relations 
4. Cooperative Loyalty 
In examining these factors, an

other relationship is found. Service 
and personal relations are closely 
associated; service is a part of per
sonal relatio ns and personal rela
tions are a part of service. While 

the relations hi p is not perfect (ex
cellent service could conceivably 
override personal relations and vice 
versa), it generally holds true. It 
would be difficult to affect one with
out influencing the other. The re
sulting list of factors is as follows: 

1. Service and Personal Rela-
tions 

2. Brand 
3. Cooperative Loyalty 
When reasons for changing 

dealers (Table 8) are related to the 
assumptions above, the result is 
identical. Viewed in light of these 
assumptions, cooperative loyalty is 
a much more important variable 
than the original data indicate. 

The implication for coopera
tives is that they must be competi
tive in service, personal relations, 
and brand. That is, they must have 
the proper equipment, trained per
sonnel, and products which are 
known to be excellent. 

These are factors which any 
business must have if it is to sur
vive in a highly competitive market. 
However, cooperatives can It have 
an edge" on competitors by capital
izing on cooperative loyalty. 

The following section deals 
with cooperative loyalty as well as 
other important factors and suggests 
how cooperatives can utilize these 
factors to enhance their competitive 
position. 

Interaction of Factors Related to 
Cooperatives 

In reviewing the findings of 
this study the following associations 
are revealed: 
1. Attitudes with: 

Information Sources, 
knowledge, 
Loyalty, and 
Participation 

2. Information Sources with: 
Attitudes, 
Knowledge, 
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Loyalty, and 
Partici pa ti 0 n 

3. Participation with: 
Attitudes, 
Information Sources, 
Knowledge, and 
Loyalty 

4. Knowledge with: 
Attitudes, 
Information Sources, and 
Partici pation 

5. Loyalty with : 
Attitudes, 
Information Sources and 
Participation 
Attitudes, information sources, 

and participation are all interrelated 
and each is associated with knowl
edge and loyalty. However, most of 
these factors consist of several di
mensions and the way in which the 
associations are formed is critical. 

Information sources and knowl
edge of cooperatives are interrelated 
in an important way. Knowledge of 
cooperatives is associated with in
formation sources which are personal 
and informal in nature. ll As knowl
edge of coo perati ves increases so 
does the association with informa
tion sources, and use of these sources 
leads to further increase in knowl
edge of cooperatives. The relation
ship, then, is one which can build 
on itself. 

A similar relationship exists be
tween loyalty and participation. 
Loyalty to cooperatives is highly as
sociated with participation in co
operatives.12 Further, participation 
leads to increased loyalty which in 
turn encourages a higher level of 
participation. 

These two paired relationships 
are also associated with each other. 
That is, information and knowledge 
have a great deal to do with loyalty 
and participation and vice versa. 

USee Table 12. 
"See Table 11. 



Knowledge is directly associated 
with participation13 while informa
tion sources are related to both loyal
ty and participation. l4 These rela
tionships are shown in Diagram 1. 

The relationship between infor
mation sources and participation is 
a special one in that the use of the 
sources of information on coopera
tives infers a certain type of partici
pation. That is, while information 
may be given out through these 
sources it also may be actively 
sought. In fact, the nature of effec
tive democratic control in coopera
tive organizations requires this type 
of participation. 

The relationship, then, includes 
both participation factors as out
lined in the findings and participa
tion as related to the use of informa
tion sources. 

Relationships of attitudes to 
these paired variables are shown in 
Tables 1, 2, 3, and 4. It is apparent 
from these tables that participation 
factors are most strongly associated 
with the attitude groups, followed 
by information, loyalty, and knowl
edge.15 

Using the variable pairs from 
Diagram 1 as single variables, Dia
gram 2 demonstrates the association 
between these pairs and attitudes. 

In Diagram 2, attitudes have a 
direct association with information 
and knowledge, which leads to an 
indirect assoCiation with loyalty and 
participation. The reverse is also 
true in that attitudes have a direct 
relationship to loyalty and participa-

"See Table 10. 
"See Table 9. 
"The association between knowledge and 
information appears in the text (page ) 
rather than the tables. Essentially, knowl
edge was most strongly related to attitudes 
dealing with cooperatives in comparison to 
alternate business forms. As knowledge in
creased cooperatives were rated better. 

!nf°riOn Source, swry 

Knowledge • PartiCipation 

Diagram I-Diagram of interrelationships between in
formation, knowledge, loyalty and participation. 

Information Sources Loyalty and 
and Knowledge ~ ~ PartiCipation 

~I ATTITUDES I~ 

Diagram 2-Interrelationships between attitudes and the 
variable pairs (1) information and knowledge and (2) 
loyalty and participation. 

InfoTtion Sources I ~ I LOyr 

Knowledge l-rl Participation 

I ATTITUDES I 

Diagram 3-Interrelationships for all factors. 

tion and an indirect one with in
formation and knowledge. In other 
words, the association is really be
tween attitudes and all of these fac
tors as a whole. 

Diagram 3 is a summation of 
Diagrams 1 and 2 and demonstrates 
the association of all factors. 

Information sources, knowledge 
of cooperati ves, loyalty to coopera
tives, partici pation in cooperatives 
and attitudes toward cooperatives 
are all interacting. However, some 
of these variables are difficult to 
change by direct action. The prob
lem, then, is to select those factors 
which can be changed by direct ac
tion to produce favorable results. 

In reviewing the diagramed as
sociations, information sources and 
participation appear to be key fac-
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tors. Information is directly related 
to knowledge, loyalty, and partici
pation while participation is directly 
associated with knowledge, loyalty, 
and information. 

It would be difficult to alter 
attitudes, knowledge, or loyalty 
without first changing information 
or participation. But, as this study 
shows, knowledge, loyalty, and atti
tudes are extremely important fac
tors in influencing change. By in
creasing sources of information and 
use of these sources, or by increasing 
participation, a favorable result can 
be attained on all variables. In either 
case there are both direct and in
direct effects on the variable pairs 
and attitudes. 

To demonstrate the important 
roles of each variable, both direct 



and indirect effects are analyzed be-
10w.Is 

Analysis of Each Variable's Role 

To form a basis for the analysis, 
an increase in use of information 
sources is assumed. The direct ef
fects on the system are (1) an in
crease in loyalty, (2) an increase in 
knowledge, (3) an influence on atti
tudes, and (4) an increase in partici
pation. 

The effect on loyalty includes 
all loyalty variables (see list, page 
8). Knowledge in general is in
creased. Influence on attitudes and 
participation, however, only affects 
certain variables. The influence on 
attitudes (see list in Table 2) is 
mainly with those attitudes related 
to comparing cooperatives with al
ternate business forms,17 while the 
effect on participation generally deals 
with factors other than buying and 
selling. IS 

The indirect results of increas
ing information involve interactions 
between all variables. For instance, 
attitudes dealing with cooperatives 
in comparison to alternative business 
forms are also closely related to all 
loyalty variables I9 and most partici
pation variables 20 so attitudes add to 
the building of the variable pair 
(loyalty and participation). Further
more, participation variables other 
than buying and selling are asso
ciated with knowledge and assist in 
the interaction of knowledge and in
formation. 

A similar result can be obtained 
by assuming an increase in partici
pation factors other than buying and 
seUing.2I The direct effects are on 
loyalty, information sources, knowl-

'6No attempt is made to infer a sequence or 
time dimension to these interactions. 

11 See Table 1. 
' 8See Table 9 
"See Table 3. 
20See Tables 4 and 5. 
·'These are the important participation fac
tors since they can be changed by direct ac
tion and are most closely related to knowl
edge, information and attitudes. They are 
listed in Table 5. 

edge, and attitudes, with indirect 
effects forming complex interactions 
between all variables. However, in 
comparing effects of an increase in 
information with those of an in
crease in participation, it should be 
noted that the direct effects of an 
increase in participation include all 
loyalty, knowledge, and information 
sources as well as most attitudes. 

It is apparent from the analysis 
above that while infor mation and 
participation are the variables which 
can be changed by direct action, the 
role of knowledge, loyalty, and atti
tudes is very important to a favor
able result. For example, if the goal 
is to increase buying and selling at 
cooperatives, then attitudes and 
loyalty become the important vari
ables.22 

Attitudes dealing with (1) co
operatives in comparison to alternate 
business forms and (2) cooperatives 
as leaders in various business as
pects are most closely related to buy
ing and selling. All loyalty variables 
are also associated with buying and 
selling. Therefore, it is attitudes and 
loyalty which indicate (1) the use 
of information sources most closely 
related to loyalty23 and these specific 
attitude groups,24 and (2) the imple
mentation of programs which would 
increase participation. 25 

The problem, then, is how 
to increase information and par
ticipation variables which will 
produce the desired results on all 
other variables. This stuC:y does 
not reveal means of increasing par
ticipation factors but much has been 
written on this subject. It is not 
within the scope of this bulletin to 
review all of these means but a few 
of the more common ones are: 

1. The use of junior boards, limited 
terms for board members, stand-

22See Tables 4 and 8. 
23See Table 13. 
·'See page 6. 
2'Participation factors not related to buying 
and selling can be affected by direct action 
and would directly affect loyalty (Table 11). 
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ing committees, and other meth
ods to involve more members in 
the cooperative. 

2 . The use of effective journalism 
and circulation procedures to in
crease reading of cooperative pub
lications. 

3. The use of proper meeting pro
cedure, written annual reports, 
and incentives for member parti
cipation in meetings to increase 
attendance and emphasize demo
cratic control. 

4. The use of more personal con
tact by the cooperative manager 
and board members in building 
increased participation and 
loyalty. 

The practical implementation of 
these suggestions requires trained 
personnel and additional expendi
tures. However, the end results 
should justify these expenditures 
through a more favorable coopera
tive position. 

This study does reveal some in
dications about information sources. 
An extensive list containing sources 
of information about cooperatives 
was given to each respondent. Of 
these sources cooperative employees, 
members, publications, board mem
bers, and the annual report were 
closely associated with other vari
ables. 

The use of these types of in
formation sources is associated witl~ 
a special type of participation. That 
is, to the extent that these informa
tion sources are sought out and used 
in the effective democratic control 
of the organization they are asso
ciated with participation. Increas
ing this type of participation through 
personal relations and efficient 
handling of member problems could 
gready increase general participation, 
information, and other variables. 

Several sources which should 
furnish information about coopera
tives showed no relation to any vari
ables. 26 The most notable of these 
are: 

(1) Extension service worker 

.6See Table 13. 



(2) Vo-ag teacher 

(3) Radio and/ or TV 

(4) Area newspapers 

(5) Farm magazines 

(6) University, college, or ex
tension publications 

The lack of association between 
these sources and cooperative vari
ables indicates that these sources are 
(1) being neglected, (2) are not ef
fectively utilized, or (3) do not offer 
programs which can be used by co
operatives. 

TABLE 13 

If cooperatives are to enhance 
their competitive position through 
increased information, they need to 
examine all these sources in the edu
cational system and mass media as 
well as sources within their organi
zation. 

SOURCES OF INFORMATION ABOUT COOPERATIVES RELATED 
TO SELECTED VARIABLES* 

Information Sources 
Used by Farmers Knowledge Loyalty Participation Attitudes 

In-House Sources 
Co -op board member X X X 
Co-op manager X X X 
Co-op field representative X X X X 
Trucker for cooperative X X X 
Other co-op employees X X X 
Other co-op members X X X 
Co-op periodicals X X 
Annual co-op reports X X X 

Other Sources 
Non co-op dealers 
Employees of non co-op 

dealers 
Sales representative 

ag-bus. company 
Extension Service Worker 
Vo-ag teacher 
Local banker or employee 
Government agency worker X 
Farm organization leader 
Other farmers 
Radio and/or TV 
Area newspapers 
Farm magazines 
Non co-op ag-bus. pub. 
University, college or 

Extension publication 
Special publications X 
Non co-op trade association 

*Variables selected are those which were strongly related to information sources. Check marks are used to 
indicate which information sources are associated to the variables. 
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Summary and Conclusions 

Farm operators generally viewed 
cooperatives as successful organi
zations which were helpful to the 
farmer at the local level. However, 
farmers were not inclined to expand 
the cooperative function to a regional 
level. This result was largely due 
to a lack of knowledge about co
operatives. 

Farm operators tended to choose 
a supplier or market outlet on the 
basis of competitive factors other 
than cooperative benefits. Coopera
tives, then, must be competitive in 
price, service, brand, personal rela
tions, credit, and location. These 
competitive factors are generally fair
ly equal in a trade territory, how
ever, leaving cooperative benefits as 
important opportunities for enhanc
ing market position. 

Findings of this study revealed 
that factors which are important to 
cooperatives include: knowledge of 
cooperatives, sources of cooperative infor-

mation, loyalty to cooperatives, partici
pation in cooperatives, and attitudes to
ward cooperatives. 

An analysis of these factors sug
gests that organization leaders can 
best enhance the competitive posi
tion of their associations through 
effective utilization of information 
sources and the implementation of 
programs to increase member partici
pation. In general, the relationship 
of loyalty, knowledge, and attitudes 
with information and participation 
is responsible for the effectiveness 
of changes in information and par
ticipation. 

This study indicates several 
means of increasing both general 
participation and participation as re
lated to the use of information 
sources. General participation may 
be increased by the implementation 
of programs to (1) increase attend
ance at meetings, (2) involve more 
members in cooperative operations, 
and (3) programs to encourage use 

20 

of cooperative publications. The 
type of participation associated with 
seeking out information sources in 
the exercise of democratic control 
may be increased through personal 
relations and effective handling of 
member problems. 

Information sources which were 
in greatest use were cooperative em
ployees, board me mbers, publica
tions, and other members. Sources 
which have not been s uccessfull y 
used are the education system, mass 
media, and agricultural publications. 

In conclusion, this study has in
dicated that expanded use of informa
tion sources and programs to increase 
participation would enhance the ef
fectiveness of cooperatives through 
interactions with loyalty, knowledge 
and attitudes. An increase in co
operative loyalty, knowledge, partici
pation, information, and attitudes 
favorable to cooperative membership 
and growth should result. 



Appendix 

1. Cooperatives on a small scale are beneficial to 
farmers but become less beneficial as they grow 
larger. 

Response Number 

o. NR (No Response) 2 

1. Agree completely 54 
2. Tend to agree 48 
3. Tend to disagree 48 
4. Disagree completely 28 
5. Have no opinion 20 

2. Cooperatives are beneficial to small scale farm 
operations but are less beneficial to larger 
operations. 

o. NR 2 
1. Agree completely 14 
2 .. Tend to agree 24 
3. Tend to disagree 71 
4. Disagree completely 66 
5. Have no opinion 23 

3. The cooperative form of business organization is 
socialistic. 

o. NR 1 
1. Agree completely 11 
2. Tend to agree 27 
3. Tend to disagree 36 
4. Disagree completely 57 
5. Have no opinion 68 

4. Do you feel that farmer cooperatives have been 
successful or unsuccessful in helping the farmer. 

o. NR 
1. Successful 
2. Unsuccessful 

4 
159 

37 

5. Do you feel that supply cooperatives competing 
with private suppliers in your area: 

o. NR 
1 . Strengthen your position as a 

purchaser? 
2. Weaken your position as a 

purchaser? 
3. Have no effect on your position as 

a purchaser? 
4. No opinion. 

128 

3 

55 
14 

21 

6. Do you feel that marketing cooperatives competing 
with private buyers in your area: 

o. NR 
1. Strengthen your position as a seller? 121 
2. Weaken your position as a seller? 8 
3. Have no effect on your position as a 

seller? 59 
4. No opinion. 12 

7. Do you think competition from farm supply co-ops 
results in lower prices on some items in other 
outlets in your community? 

o. NR 
1. Yes 132 
2. NO 50 
3. Don't know 18 

8. Do you think supply cooperatives in your area 
could pay more, or return more through 
patronage refunds than they do? 

o. NR 5 
1. Yes 114 
2. No 81 

9. Do you think farm supply cooperatives in your 
area are better than, or .not as good as other 
farm supply sources? 

o. NR 
1. Better 
2. Worse 
3. Same 

3 
68 
22 

107 

10. Do you think marketing cooperatives in your area 
are better than or not as good as other market 
outlets? 

11. 

o. NR 
1. Better 
2. Worse 
3. Same 

6 
60 
37 
97 

How would you rate cooperatives vs. non
cooperatives in your area in regard to credit 
policies? Would you say co-ops are better than 
or not as good as other farm supply sources? 

O. NR 
1. Better 
2. Worse 
3. Same 

8 
69 
34 
89 



Response Number 

12. How would you rate cooperatives vs. non
cooperatives in your area in regard to discount 
policies? Would you say co-ops are better than 
or not as good as other farm supply sources? 

O. 
1. 
2. 
3. 

NR 
Better 
Worse 
Same 

5 
69 
35 
91 

13. Do you think that cooperatives are leaders in: 
Introducing new technology? 

O. NR 3 
1. Yes 131 
2. No 66 

14. Merchandising farm products? 

O. NR 2 
1. Yes 134 
2. No 64 

15. Innovating supplies and services? 

O. NR 3 
1. Yes 133 
2. No 64 

16. Getting basic in supply acquisition (oil wells, 
mines, etc.)? 

O. NR 
1. Yes 
2. No 

19 
75 

106 

17. How many of your friends or relatives feel that 
farmers should actively support cooperatives? 

O. NR 19 
1. None 13 
2. Some 145 
3. Most 27 
4. All 3 

18. To what extent do you think the success or failure 
of the local supply cooperative depends upon your 
own personal support and activity? 

O. NR 2 
1. None 42 
2. Very little 71 
3. Moderately 56 
4. Great deal 29 

22 

Response Number 

19. To what extent do you think the success or failure 
of the local supply cooperative should depend 
upon your own personal supporter activity? 

O. NR 2 
1. None 26 
2. Very little 56 
3. Moderately 72 
4. Great deal 44 

20. To what extent do you feel that members have any 
influence on the policies and activities or 
cooperatives? 

O. NR 7 
1. None 20 
2. Very little 38 
3. Moderately 61 
4. Great deal 74 

21. To what extent do you feel that members should 
have any influence on the policies and activities 
of cooperatives? 

O. NR 4 
1. None 4 
2. Very little 9 
3. Moderately 61 
4. Great deal 122 

22. To what extent do you feel that the manager of the 
local cooperative has any influence on the poliCies 
and activities of the local organization? 

O. NR 6 
1. None 7 
2. Very little 13 
3. Moderately 49 
4. Great deal 125 

23. How much influence do you feel that he should 
have on the poliCies and activities? 

O. NR 6 
1. None 1 
2. Very little 12 
3. Moderately 51 
4. Great deal 130 

24. To what extent do you feel that the Board of 
Directors (or advisory board) of any local 
cooperative has any influence on the poliCies and 
activities of the local organization? 

O. NR 9 
1. None 4 
2. Very little 19 
3. Moderately 52 
4. Great deal 116 



Response Number 

25. How much influence do you feel the Board of 
Directors (or advisory board) of the local 
cooperatives should have on the policies and 
activities? 

o. NR 
1. None 
2. Very little 
3. Moderately 

5 
2 
4 

43 
4. Great deal 146 

In your opinion, which of these alternatives must 
cooperatives do to remain effective as farmer
owned organizations in the future? 

26. Keep small in terms of membership to preserve 
a "community" of interest. 

o. NR 
1. Yes 
2. No 

3 
80 

117 

27. Build membership locally to achieve more volume 
and efficiency. 

O. NR 
1. Yes 
2. No 

3 
176 

21 

28. Merge with local cooperatives in your trade area 
to reduce excessive competition, overlapping 
routes and improve efficiency. 

o. NR 
1. Yes 
2. No 

5 
65 

130 

29. Merge into a statewide regional organization. 

O. NR 
1. Yes 
2. No 

6 
68 

126 

30. Get farmers to invest more equity capital in 
their business. 

31. 

O. NR 
1. Yes 
2. No 

8 
100 

92 

Sell more products provided by a regional 
cooperative rather than to sell products of 
non-cooperative firms in the local cooperative. 

O. NR 10 
1. Yes 88 
2. No 102 

23 

PARTICIPATION VARIABLES 

Which of these do you do: 

1 . Sell some of your farm products through a 
cooperative if a marketing cooperative is 
available. 

Response Number 

O. NR 
1. Yes 
2. No 

2. Sell all of your farm products through a 
cooperative if a marketing cooperative is 
available. 

O. NR 
1. Yes 
2. No 

164 
36 

53 
147 

3. If a cooperative handles a specific farm supply 
product you need, do you buy some of that product 
from a cooperative? 

O. NR 
1. Yes 
2. No 

175 
25 

4. If a cooperatIve handles a specific farm supply 
product you need, do you buy all of that product 
from the cooperative? 

O. NR 
1. Yes 
2. No 

57 
143 

5. Attend the annual meeting of the cooperative? 

O. NR 
1. Yes 
2. No 

83 
117 

6. Vote in the election of the cooperative board of 
directors. 

O. NR 
1. Yes 
2. No 

7. Read the cooperative newspaper. 

O. NR 
1. Yes 
2. No 

74 
126 

163 
37 

8. Encourage your friends and neighbors to support 
cooperatives? 

O. NR 1 
1. Yes 69 
2. No 130 



9. 

10. 

Response Number 

Have you ever served on the board of directors? 

O. NR 10 
1. Yes, 5 years or less 13 
2. Yes, over 5 years 8 
3. No 169 

Have you ever served in any other capacity? 

O. NR 
1. Yes 
2. No 

KNOWLEDGE VARIABLES 

10 
24 

166 

1. In most cooperative organizations the policies 
are determined by rank and file farmer members. 

Response Number 

O. NR 1 
1. Agree completely 57 
2. Tend to agree 54 
3. Tend to disagree 42 
4. Disagree completely 22 
5. Have no opinion 24 

2. A cooperative benefits non-members as well as 
members and therefore non-members are getting 
free benefits at the expense of members. 

O. NR 1 
1. Agree completely 47 
2. Tend to agree 65 
3. Tend to disagree 35 
4. Disagree completely 33 
5. Have no opinion 19 

3. Do you feel that the return on your investment is 
best measured: 

O. NR 74 
1. as percentage return on dollars 

invested ? 35 
2. in terms of cooperative benefits? 75 
3. Other? 16 

4. Do you feel that supply cooperatives are farmer 
owned organizations? 

O. NR 
1. Yes 
2. No 

10 
144 

46 

24 

5. 

6. 

Do you believe that patronage refunds are: 

O. NR 2 
1. a return of an overcharge? 15 
2. a business gimmick? 16 
3. a return of business profits? 136 
4. a tax dodge for business? 25 
5. Other? 6 

Do you believe that patronage refunds could and 
should be paid at the time of purchase? 

O. NR 
1. Yes 
2. No 

1 
55 

144 

7. Do you feel that patronage refunds should be paid 
only in cash? 

O. NR 
1. Yes 
2. No 

LOYALTY VARIABLES 

2 
118 

80 

1. Which of these factors is important to you in 
deciding where to buy fertilizer? 

Co-op Loyalty 

O. NR 
1. Yes 
2. No 

Number 

6 
74 

120 

2. Which of these reasons for doing business at most 
of the places where you buy farm supplies? 

Response Number 

O. NR 
1. Yes 64 
2. No 4 
3. Don't know 2 

3. In choosing a supplier or market outlet would you 
say that the fact the business is a cooperative 

O. NR 1 
1. has a positive effect on your 

decision? 55 
2. has a negative effect on your 

decision? 17 
3. has no effect on your decision? 127 
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