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Executive Summary

Our McGill ENVR 401 student group worked with Eco-Initiatives on a proposed urban organic greenhouse in the Montreal area.  The project is important to issues revolving around urban agriculture, food security and quality, community-building, and environmental education through partnerships with schools and community programs.  Important social and environmental mandates of the organization cannot be fulfilled unless the project is able to sustain itself financially, and this viability rests on the ability of the greenhouse to sell its products.  Over the course of approximately fifteen weeks, the research group conducted a market study evaluating a set of predetermined organic greenhouse products for its client.  The objective was to determine the nature of the market for vegetable, herb and ornamental seedlings that would be grown in the proposed greenhouse.

The research questions ask 1) Who the target clientele is for organic greenhouse seedlings, 2) What the most economically viable mix of seedlings is, 3) What practices contribute to the success of similar Canadian ventures, and 4) How Eco-Initiatives can best go about marketing the greenhouse and its products.  

Research methods included a consumer survey, administered to 103 respondents, and survey-interviews with restaurants and retailers in the Montreal area to explore research questions 1) and 2).  Interviews and case studies were conducted with organizations similar to Eco-Initiatives to examine research question 3).  Research question 4) was investigated through a focus group consisting of five participants.  

The group has put forth a series of recommendations tailored to the particular nature of organic product consumption that will highlight the advantages of the greenhouse and market to the revealed client groups.  The results indicate that the consumer target clientele is, overall, women within the 46-60 age category.  With respect to the commercial clientele, surveys point towards high end and health oriented restaurants as being the most significant market.  Results suggest that emphasis should be placed on selling fresh-cut herbs and herb seedlings. Other recommendations include obtaining organic certification, joining an association of organic producers, product diversification and other services such as educational tours and workshops.  The results of the focus group indicated that the best marketing and publicity media are CBC radio, free weekly newspapers, La Presse and The Gazette, and postering the neighbourhood.

The greenhouse project lends support to urban agriculture and environmental improvement by producing organic food for a local market.  Seedlings and other materials would be available on site, sidestepping the environmental consequences of long distance transportation of goods.  Organic production is by its nature a more environmentally benign form of agriculture.  These characteristics of the initiative are in line with the overarching social and environmental objectives of our client and of organic urban agriculture generally.

Introduction

In recent years, the practice of urban agriculture has drawn increasing attention for improving access to affordable, healthy food. These benefits stem from both a reduction in transportation costs and the focus on community-based initiatives for non-profit food production to meet the needs of the local population.  In the effort to provide the healthiest food possible in an environmentally conscientious manner, certain organizations promote organic production methods in urban agriculture as a means to avoiding some of the health risks and environmental consequences associated with the use of chemical pesticides and fertilizers.  In recognition of these benefits, groups such as Eco-Initiatives, a Montreal grassroots organization founded in 1997, promote organic food production through community gardening within the urban centre in order to provide nutritious food to all members of the community.

In the context of Canadian cities, seasonal climate factors act as an impediment to year-round urban agricultural production.  To combat this obstacle, some food producers turn to the use of greenhouses, which allow agricultural production throughout the cold winter months.  With regards to the possibility of avoiding the obstacles of changing seasons, Eco-Initiatives wishes to construct a greenhouse to ensure urban agricultural production throughout the year. A project of this nature could potentially play an important role in ensuring year-round security food for Montreal community members in access to healthy, affordable food. However, due to the costs involved with the construction and maintenance of a greenhouse, the organization indicated a need to investigate the possibility of selling greenhouse products to the larger Montreal community to cover these expenses and ensure financial viability.  To explore this option, the research group conducted a preliminary market study to ascertain both the demand for and potentially effective ways of marketing the proposed greenhouse products. In conducting this study, our group utilized a consumer survey, a focus group meeting, interviews with restaurants and retailers of organic agricultural products, and case studies of similar enterprises in other Canadian cities to examine a wide variety of aspects pertaining to the potential market for these products in Montreal.   Following analysis of the information gathered through these tools, our research group was able to compile a list of recommendations that may enable Eco-Initiatives to successfully market organic greenhouse products in Montreal while simultaneously promoting food security within urban communities.

Literature Review

Urban and Peri-Urban Agriculture

According to the Food and Agriculture Organization of the United Nations (FAO), urban agriculture encompasses production both in metropolitan centers and on agricultural land within the built-up areas around the urban core.  By this definition, urban and peri-urban agriculture (UPA) consist of agricultural activities within and around cities that compete for land, water, energy, and labour that could be applied to meeting other needs of the urban population.  Globally, important sub-sectors include horticulture, livestock husbandry, fodder production, aquaculture, forestry, and milk production (FAO reference?).  In the North American context, urban production is limited in the large part to horticulture, although small farms within peri-urban and suburban areas make a significant contribution to national food production. 

The motivations behind urban agricultural initiatives in North America range from purely recreational and psychological factors, through educational purposes, to concerns over nutrition, food security, and the environment.  From an urban planning perspective, multiple land use, reuse of neglected plots, as well as revitalization of the urban core may be primary concerns.  Given the nature of our research three issues are central to urban agriculture in Canadian cities: assurance of urban food security, especially amongst marginalized segments of the population, the provision of fresh, readily accessible, high-quality food to all city residents, and the mitigation of the negative environmental ramifications of modern, intensive agri-business.  Through access to municipal gardens, community gardening programs, use of rooftop gardens, and greenhouses within urban centres, urban agriculture initiatives provide a means for sustainable and equitable food production and distribution systems in a highly urbanized national context.

Food Security

The bulk of the literature regarding UPA has as its primary focus large and rapidly expanding cities in less industrialized countries (LICs).  The need for urban agriculture in these countries stems from characteristics including chronic poverty, poor national infrastructure development, and accelerating urbanization.  In the context of growing cities, accessibility and distribution problems are compounded.  A large number of international organizations, including the World Bank, the FAO, the International Development Resource Center (IDRC), and the United Stated Association for International Development (USAID) have implicated themselves in urban agriculture, especially in sub-Saharan Africa.

Parallel problems have arisen in the past two decades in large North American cities.  Urbanization has led to issues of food access, price, and quality as the locus of food production migrates ever farther from the major centres of consumption.  The recognition of UPA as a means of combating widespread food insecurity in more industrialized countries (MICs) is a relatively recent phenomenon.  In 1999, the United States Department of Agriculture (USDA) estimated that 31 million Americans were food insecure and living below the poverty line, with the poorest fifth of the population spending 34% of after-tax income on food (Mougeot, 1994).  In direct response to the growth of urban poverty and the recognition that UPA presented a viable avenue to promote food security through greater access to affordable, healthy food, the 2002 U.S. Farm Bill outlined an increase in funding for seed grants, farm-to-school programs, and community food projects (Farm Bill, USDA, 2002). 

Urban Agriculture in Canada

In Canada, the importance of urban agriculture has fluctuated over the course of the twentieth century.  While the first urban gardens were planted by Canadian Pacific Rail along transit lines and in major stations from 1890 to 1930, school gardens in Canadian cities became an important part of the educational curriculum.  During World War I, many urban gardens were expanded into Relief Gardens, becoming increasingly focused on surplus food production.  Again during the Second World War, Canadians were urged to “plant a Victory Garden to win the war,” encouraging both urban and rural communities to grow their own vegetables (Davidson & Krause, 1999).  As the bulk of the conventional food crop was sent to Canadian troops in Europe, the development of Victory Garden networks represented the first widespread recognition that urban production could ensure food security in Canada.

In the post-war era, urban food production experienced a marked decline as suburbanization resulted in the concomitant degeneration of many urban cores.  The second wave of urban gardening was spurred by the OPEC crises of the 1970s.  As rising oil prices resulted in a general increase in commodity prices, urban agriculture again proved to be a preferred means of bridging the gap between need and capacity (Smit, 1996).  As urban expansion continues to convert agricultural land to suburban developments, local initiatives are playing an increasingly important role in addressing the growing demand for fresh, high-quality, easily accessible produce.

Successful urban agriculture initiatives are currently operating in all major Canadian cities.  The municipal governments of Toronto, Vancouver, and Montreal provide both allotment gardens, where plots of land for cultivation are allocated to individuals for a nominal fee, and communal open spaces for school gardens or demonstration initiatives (Cosgrove, 1998).  The City of Montreal provides equipment, water, and waste collection for its Community Gardening Program, the most extensive urban gardening network on the continent (Davidson & Krause, 1999).  The City of Montreal maintains some 75 garden sites, in many sizes, containing 6654 allotment plots (Cosgrove, 2001). 

The growth of organizations such as the Toronto Food Policy Council, operating in the Greater Toronto area, and Eco-Initiatives, a non-profit group working in the Notre-Dame-de-Grace borough of Montreal, are testaments to the significant and growing interest in urban agriculture (Cosgrove, 1998).  Eco-Initiatives manages the Victory Garden Network, a project including 18 collective gardens, an in-office greenhouse, and a 'backyard sharing' program, where residents donate the use of their backyards to prospective gardeners in exchange for a share of the harvest.  The "Le Heron" garden on the south shore of Montreal is further evidence to a growing recognition for the benefits of urban agriculture.  As a prime example of an initiative focused on citizens at the margins of society, the garden provides those reliant on state welfare programs an alternative while contributing food surpluses to food banks and community kitchens (Boulianne, 1999).  The proliferation of internet databases operated by grass-roots, non-governmental organizations (NGOs), such as The City Farmer and The New Farmer's Market, given the lacunae in current literature regarding the subject, also speak to the demand for information about urban food production. 

Organic Production

Given the social objectives embraced by many urban agriculture initiatives, organic production has been the preferred avenue to ensuring high quality standards and mitigating environmental consequences.  Organic production is loosely defined as agriculture undertaken without the use of synthetic herbicides, pesticides, or fertilizers (St-Eugène-de-Grantham, 2002).  Clearly, this definition is open to interpretation.  The expansion of the organic market has thus posed obstacles for consumers and producers alike.  Unreliable certification and labelling standards have led to a degree of consumer mistrust, presenting a major impediment to the growth of the organic market.  The establishment of a standardized body of principles and practices by the Standards Council of Canada, a Crown Corporation, has provided a means to deal with consumer scepticism.  In Quebec, four certification boards—Garantie-Bio, OCIA, Québec Vrai, and Quality Assurance International (QAI)—currently offer producers accreditation to guarantee quality standards (Ibid).  Please see appendix I for a list of organic accreditation organizations.

With increasing government support, the importance of organic agriculture is growing in rural and urban environments.  Agriculture and Agri-Foods Canada (AAFC), under the Canadian Adaptation and Rural Development (CARD) Fund, recently announced funding of more than $600,000 to help organic farmers “seize market opportunities” (AAFC website).  Funding was allotted to three complementary projects including: $375,000 towards an organic accreditation program; $130,000 to publish the Organic Field Crop Handbook featuring information on growing organic produce according to Canadian standards; and $100,000 to partially fund the August 2002 International Federation of Organic Agricultural Movements World Congress in Victoria, B.C. (AAFC).

Despite these efforts, many projects continue to suffer from acute lack of funding from federal, provincial, and municipal levels of government.  Initiatives that do not benefit from subsidization must be more sensitive to consumer preferences and market trends.  In a climatic context where significant costs accompany year-round production, organizations may look to a combination of profit-generating schemes to subsidize their environmental and social objectives. 

Urban Greenhouses

Gardening in the Canadian context presents a particular set of challenges, one of the most important being a short growing season associated with a moderate to severe winter climate.  In response to the climatic difficulties of production in Canada, many organizations have constructed greenhouses.  The Inuvik Community Greenhouse is the most northerly commercial greenhouse operation on the continent and the only greenhouse of its kind in Canada.  Situated above the Arctic Circle, the greenhouse serves to ensure a consistent harvest of vegetables and to allow production of a greater variety of crops in an area where fresh and economical produce is regularly unavailable.  The greenhouse incorporates two primary activities: raised community garden plots on the main floor and a small commercial greenhouse on an upper story.  The community garden has rapidly outgrown its capacity, resulting in a waiting list for plots.  (Young, 2002)

A project implemented by Growing Prospects, Inc. (GPI) in Winnipeg, Manitoba is a prime example of a greenhouse focused on food production in a Canadian urban centre.  The organization manages a greenhouse operation that employs inner city youth, providing the tools to learn principles of sustainable, organic agriculture.  In addition, the project recycles hydroponic growing equipment, obtained through a partnership with the Winnipeg Police, consistently pushing at the frontiers of urban horticulture techniques (Hall, 2000). 

An Urban Greenhouse in the City of Montreal

As Canadian cities enter the first decade of the twenty-first century, policy-makers are being forced to grapple with issues of food insecurity and urban marginalization.  In response to these problems, NGOs across the country are operating and developing initiatives that seek to reconcile the need for fresh, high-quality, accessible produce with the loss of agricultural land due to growing urbanization.  In Montreal, Eco-Initiatives wishes to expand its work in the field of urban agriculture through the construction of a greenhouse in order to address the growing need and demand for its activities on a year-round basis.  Building on the information gleaned from urban agriculture and urban greenhouse projects in other Canadian cities, our research group sought to characterize the potential market for organic greenhouse products in Montreal.  Our client seeks to ensure the long-term sustainability of their proposed project by integrating a profit-generating component into their mandate as a means to ensuring financial viability.  Our group undertook the task of determining the market parameters under which such an initiative could operate in the City of Montreal.

Research Objective and Research Questions

Our client, Eco-Initiatives, provided us with questions that needed to be addressed in the development of a business plan for the proposed greenhouse.  The overarching goal of our research was to determine the character of the market for organic greenhouse products in Montreal.  Seeking to operationalize this objective, our group chose to formulate four questions: 1) What is the target clientele for organic greenhouse vegetable, herb, and ornamental seedlings? 2) What is the most economically viable mix of herb, vegetable, and ornamental seedlings? 3) What factors contribute to the success of similar organizations and initiatives? 4) What strategies should Eco-Initiatives employ to market and publicize the greenhouse products?

The rationale for our research questions was to determine which factors may enable the sale of greenhouse products to promote financial feasibility.  We thus set out to define the relative demand of each proposed greenhouse product in the context of elucidating market preferences and consumer motivations.  In the second question, the phrase “economically viable” was defined as the mix of seedlings deemed to be in greatest demand as indicated by the preferences of survey and interview respondents.

Methodology

In order to effectively address the four questions delineated above, our group formulated a methodology emphasizing raw data collection, in the form of surveys and interviews, supplemented by contextual research in the urban agriculture literature.  The practical component of our research consisted of four tools: a survey of consumers; a survey of commercial enterprises; a focus group session; and case studies of similar organizations.  Each of these tools was essential in allowing us to answer all four questions.

The consumer survey that we developed was administered to 103 people on November 1st, 2nd and 3rd at three locations: Sherbrooke St. in N.D.G., Atwater Market, and Jean-Talon Market.  All members of the group were involved in developing and conducting the survey, which was available in English and French.  The survey instrument in both languages is included in Appendix II.  The responses were subjected to an adjusted odds-ratio statistical analysis.  Estimates of probability were obtained using the relation P= ea/(1-ea).  All data is contained in Appendix III.  Through this analysis, Ashley, Kristy and Mélanie extracted information crucial to development of our recommendations.  The results of the consumer survey provided invaluable information in answering our first two research questions. 

One focus group session was held on November 20th from 7 to 9 p.m. in the MSE conference room at 3534 University Avenue.  Initial attempts to recruit participants were through survey respondents, who were asked to indicate interest in participating further in our research.  However, the response was negligible and so attendants were chosen based on the target demographic among people known by members of our group.  Ginette, Melanie, Kristy and Ashley facilitated the session, which was attended by five people.  The focus group deepened our understanding of consumer motivations in purchasing organic produce, as well as providing suggestions regarding marketing and publicity strategies.  A nutritious organic meal was offered to compensate the participants for their time.  The focus group question format is contained in Appendix IV. 

To gauge the level of interest in the proposed greenhouse products in the business sector, a commercial survey was created.  The survey addressed many of the same points as the consumer survey but was geared towards the needs of private enterprises.  Ginette, Rebecca and David administered the survey to four restaurant representatives, five retailers, two organic producers, and one processor of organic products from the 5th of November to the 20th.  In contrast to the consumer survey, the commercial instrument was administered using an interview format to allow greater leeway for explanatory responses.  The results of the commercial survey were not subjected to statistical analysis.  Due to the number of respondents and due to the nature of the questions asked and answers provided, information was coded by hand.  The information gathered from the different types of enterprises provided the group with a better grasp of the first two research questions, complementing the results of the consumer survey.  The instrument used in interviewing commercial enterprises is included in Appendix V.

Finally, the research group focused on three case studies to address the third and fourth research questions.  Ashley conducted a phone interview (see Appendix VI) with a representative of FoodShare in Toronto, while information on Growing Prospects in Winnipeg and Queen Elizabeth Park in Vancouver was collected primarily on the Internet.  In examining and evaluating the progress of similar initiatives in the Canadian context we were able to strengthen the recommendations gleaned from the focus group, highlight factors of success and illuminate possible pitfalls.

The four basic elements of our methodology provided us with a coherent set of tools to address all four research questions.  Each individual instrument was crucial in generating a depth of understanding necessary for the development of realistic and relevant recommendations.  The combination of commercial and individual respondents complemented each other in providing a more complete picture of the relative importance of different groups in the organic market, differential willingness to pay for organic produce, and relative significance of the various products proposed for the greenhouse.

Analysis

Consumer Survey

The purpose of the consumer survey was to establish consumer preferences regarding the proposed greenhouse products and to determine the demographics of the target market.  From the literature review it was expected that the groups with the highest probability of buying organic products would be in the age categories of 25-34, termed the "young recyclers" whose primary motivations are given as concern for environmental issues, and ages 55 and over, termed the "affluent healers" whose primary motivations for buying organic is personal health (Government of Alberta, 2001).  Women, especially those with young children, represented another group expected to demonstrate a high probability of buying organic products.  As well, those with a post-secondary educational level were anticipated to have a higher probability of purchasing organically (Ibid).

Overall those surveyed who had the highest probability of buying organic products were women within the 46-60 age category (average probability, P = 0.692).  This contains the "affluent healers" group.  Variations to this trend occurred among the vegetable and herb seedlings.  Women aged 60 and older (P = 0.614), were more likely to buy vegetable seedlings than the 46-60 age group (P = 0.328).  Among this latter group and for others that do not garden, the most cited reasons for not gardening were time and space constraints.  These two findings, coupled with the generalization that most people over 60 are retired, lead the group to anticipate that retirement removes an important time constraint and therefore provides the people within this group with the extra time to garden.  This finding is further supported by the City Farmer website which states that community gardening programs are especially popular with senior gardeners aged 55 and over (Cosgrove, 2002).

Another variation from our expected results was that women throughout the ages of 31 - 60+ (P 31-45 = 0.931, P 46-60 = 0.947, P 60+ = 0.933) and also men between the ages of 46 and 60 (P = 0.935) were all interested in purchasing herb seedlings with nearly equal probability.  This result ties in with the issues of space constraints.  The respondents generally felt that herb seedlings could be grown indoors and with less care than a garden, and therefore there was a wider interest for them.  

Contrary to the literature on organic trends, the group's results did not suggest that there was a “young recyclers” age group in Montreal, nor did the survey data relate higher educational qualifications to more frequent purchase of organic products.  This discrepancy with the expected results may be explained by the fact that most of the respondents who fell into the “young recycler” age category are currently attending CEGEP or university, and are unable to afford the higher prices of organic products on a limited student budget.  The most commonly cited reason for not buying organic was the high price and the limited availability.  Accordingly, respondents who were unable to afford current organic prices due to this factor may have skewed our results in such a way as to present an artifact of those we surveyed rather than being truly representative of the population as a whole.

As a whole, those surveyed indicated that they would be willing to travel farther distances over current travel distances to purchase organic products over conventionally-grown products.  Respondent’s dominant form of transportation was public transportation, with 52% partaking.  The next most utilized mode was personal vehicle at 40%, walking, 24% and biking, 10%.    

More than 69% of the respondents were willing to pay up to 50% more for an organic seedling compared to a conventionally farmed seedling, 23% were willing to pay more than 50% and only 15% were not willing to pay any more.  The top two motivations for buying organic products were, in order of importance, personal health and environmental welfare, with taste, freshness and nutrition coming in almost equally as the least important.  The participants of the focus group confirmed all of the above, lending credence to the findings.  

The organic vegetables purchased by 40% of respondents were romaine lettuce, broccoli, tomatoes, carrots, onions, and green peppers.  Kale, red cabbage, celery, cauliflower, eggplant and iceberg lettuce were found to be somewhat unpopular.  The vegetables that people expressed interest in were generally purchased at either a fruit and vegetable "marché" or a farmer’s market.  Considering the fact that 2/3 of our surveys were conducted at farmer’s markets, we recognize that this finding may be biased.   

Only 15% of respondents were gardeners.  Reasons given for not gardening, in the following order of importance, were a lack of sufficient time, lack of sufficient space, and no talent.  However, a large part of respondents nevertheless showed interest in the purchase of herb seedlings.  The herbs with the greatest interest were basil, rosemary, thyme, Italian parsley, mint, chives, cilantro and oregano.  Savoury, marjoram, and sage were less popular among those surveyed.  Although none of the respondents indicated that they currently purchase organic herb seedlings, all showed interest in the purchase of these products should they become available in their area.

Focus Group

The focus group consisted of five participants, two of whom fell into the 19-30 category while the other three were in the 46-60 group.  These two groups were identified by our expected results as being the target consumer clientele.  The purpose of the focus group was to ask about their general knowledge of organic agriculture, to look deeper into consumer preferences and to get an idea of the best way to advertize to the target market.  

In general the participants of the focus group understood the term organic and what it meant although there was some confusion about which pesticides were considered organic, e.g. sulphur.  There seemed to be a consensus among participants that organic produce tend to have a “dirty” image because they do not have the waxed shiny appearance of conventionally grown food.  The participants also all agreed that there was not much advertizing about organic products.  Participants indicated that, if one was interested in learning more, it was necessary to personally search for information on the Internet.  Of the five focus group attendants, 3 bought organic products, 1 did not, and 1 bought these products sometimes.  High price and low availability were again cited as the largest impediments to buying organic, agreeing with results of the consumer survey.  The vegetables bought most often by focus group participants were romaine lettuce, broccoli, cauliflower, eggplant, tomato, zucchini, red and green peppers, carrots, and onions.  These results are again similar to those chosen most often by respondents of the consumer survey.  The only reason given for buying these particular vegetables over others was taste.  The participants listed farmer’s markets as their prime shopping place for vegetables.  Reasons indicated for this choice were that they found these locales had a larger selection and also that they did not trust the quality of large scale supermarkets.  

When asked if they gardened, 3/5 did garden and 2/5 did not garden.  In order of importance, the reasons for not gardening, again in concurrence with results of the survey, were not enough time and subsequently not enough space.  All participants were aware of the MOC gardens in Montreal, and two of them were aware of Eco-Initiatives backyard sharing program.  Of those that gardened, the most interest was for tomato, green pepper and cabbage seedlings which they currently buy at a garden centre.  These participants do not currently buy organic seedlings because they are not aware of any for sale.  However, it was indicated that they would be willing to both travel further and pay 50% more for certified organic seedlings.

All participants showed interest in purchasing herb seedlings.  They generally felt that herb seedlings could be grown indoors and with less care than the vegetable seedlings.  Two of the five participants already grow herb seedlings, though not organic ones and they currently purchase them at garden centres.  The participants showed the most interest in basil, dill, mint and oregano. 

The participants were not interested in buying organically grown ornamental seedlings as they all agreed that one did not eat them, (recall that the main reason for buying organic is personal health,) and therefore it did not matter if they were organically grown or not.  Consequently they would not travel farther and would not pay more for organic ornamental seedlings.

The best places to advertize were found to be CBC radio, community TV stations, La Presse, The Gazette and local free newspapers, as well as postering the neighbourhood.  The participants also suggested that to encourage repeat customers the greenhouse should be staffed with knowledgeable customer service representatives, have consistently good quality products, and a clean appearance.  They also suggested that the greenhouse offer gardening workshops, booths at farmers’ markets to advertize, and have educational tours of the greenhouse in order to make the business dependent on something other than seedlings.
Commercial Surveys

The commercial surveys were administered to restaurants and retailers to ascertain if there was a significant demand for organic vegetable, herb and ornamental seedlings.  

Restaurants

Of the four restaurants surveyed, results indicate that there are two categories of restaurants—high-end restaurants and specialty health food restaurants—which are interested in purchasing organic herbs.  The motivations behind the interest in the purchase of these organic products differ for each type of restaurant. In the case of the former, there exists the ability to transfer higher costs of organic produce onto the bills of customers. This stems from the ability to market to a high-end clientele for “value-added” meals, benefiting from the growing trend and novelty associated with “high class” interest in organic products.  Specialty health food restaurants reflect an ideology similar to that of initiatives endorsing urban organic agriculture. This ideology includes promoting issues of food security, health and environmental welfare.

All of the restaurants interviewed demonstrated little or no interest in the purchase of organic ornamental seedlings. Health food restaurants that have access to a garden indicated a moderate interest in the purchase of vegetable and herb seedlings. The highest demand from both categories of restaurants is for fresh-cut herbs, and not herb and vegetable seedlings.  Both types of restaurants demonstrate a demand for large quantities of organic herbs on a regular, year-round basis. The types of herbs in highest demand from the restaurants are basil, garlic, coriander and oregano.  The restaurants did emphasize that organic certification is an important factor in the decision to purchase organic herbs from a specific producer.  Certification serves to validate the products as organic, and ensuring high-quality organic herbs through reference to certification can be used as a beneficial marketing tool.

Restaurants indicated that the year-round availability factor is of great advantage to them. While locally grown organic herbs and produce are not available in the Montreal area during the off-season, some restaurants will import organic products during the fall, winter, and spring months, and importation incurs added expenses to the use of these products.  Other restaurants will opt for readily available non-organic fresh herbs during the off-season.  The availability of locally grown organic products during these months is logistically and financially advantageous to both high-end and health food restaurants.  While this advantage was of absolute importance to the restaurants interviewed, the richer taste of organic foods was also appealing. However, some chefs, managers and restaurant owners specify that the taste difference over conventional produce and herbs would have to be significant enough to make them worth the additional cost.

Retailers

The five retailers surveyed included an “épicerie” type grocery store and four health food stores.  Large chain supermarkets were not included in the market study because they rely on large-scale production for organic products.  Potential demand levels of this type of retailer would exceed the productive capacity of the greenhouse.

Grocery and Health Food Stores

The grocery store showed very little interest in selling organic seedlings, indicating lack of space as the main factor preventing interest in the purchase of these products.  Seedlings not only require a large amount of space to be displayed, but also demand a great deal of care (ample light, watering etc.).  Another important factor included consumer interest in these products.  Store owners feel that, since seedlings are usually bought at the cheapest possible price by those people who do have gardens, customers will not be willing to pay additional costs for specifically organic seedlings.  Since seedlings requiring extensive care must be sold quickly and hold a limited shelf life, a lack of consumer interest would make the purchase of these products for retail sale unattractive.  Competition with other products sold by these stores also limited retailers’ interest in the sale of organic seedlings.  Selling seedlings can distract customers from the sales of the retailers’ regular produce.  The risk of jeopardizing current produce for the sale of seedlings that may create additional hassles was not enticing to the stores.  Due to claims that customer demand varies seasonally for products such as seedlings, the lack of consistency in demand is also unattractive to the stores.  Fresh conventional herbs, generally purchased by the retailer from farmers’ markets, are usually selected over organic ones because of the relatively higher price of the latter.

If stores were to invest in organic products, they would most likely be interested in herbs only.  Vegetable seedlings were not appealing as they are of interest to a less extensive clientele.  Reasons included the notion that everybody can use fresh herbs, and that herb seedlings are easier to grow inside than vegetables and therefore do not depend on having a garden and are not limited to summer growing conditions.  One grocery store did sell basil seedlings, which were purchased and delivered once a week or upon request from a private supplier.

If grocery stores were to invest, they claim that the organic products must be of high quality, ensured by certification, and must warrant a price similar to conventional seedlings at a cost of no more than 50% more.  Overall, grocery stores do not appear to be at all interested in purchasing ornamental seedlings.

The majority of the health food stores surveyed already carries a small amount of fresh organic herbs for sale.  Stores interested in purchasing organic herbs responded that higher prices, to a certain extent, can be passed off to customers for a selection of herbs.  However the demand for these particular products has to be consistent in order for the retailer to make the investment.  In some cases stores cannot risk the higher prices of fresh organic herbs.  Fresh herbs have a limited shelf-life, and conventionally-grown herbs have a much faster turn-over rate due to lower prices.  Stores that were hesitant or uninterested in purchasing organic herbs claimed that if suppliers can offer an equal or comparable price, investing in them might be an option.  These stores indicated that the organic herb of most interest is basil, followed by coriander, oregano, parsley, thyme and rosemary.  Vegetable and ornamental seedlings were of no interest to health food stores as they require too much space and care. 

Processors

Consultation with a local producer that supplies and manages the sale of organic produce at farmers’ markets revealed that there are currently no growers selling organic seedlings at farmers’ markets.  However, as indicated in the interview, organic seedlings are sometimes provided on a request-only basis by vendors of organic produce, which would suggest that organic vegetable and herb seedlings are in demand at farmers’ market locales.  The interview with this processor also invoked the important issue of organic certification. Without the certification label, processors cannot expect a premium from distributors. The processor suggested that one of the easiest ways to garner a few large contracts is to join an association of organic producers or processors.  This not only markets an organization’s name through newsletters, but also offers advantages of connections to specific enterprises that will look to the association for business.
Case Studies

FoodShare

An interview with FoodShare, a non-profit grassroots organization focusing on food security in Toronto, provided helpful advice on the launching of an urban greenhouse.  FoodShare runs two greenhouses, one rooftop and one in affiliation with The Canadian Mental Health Association (CAMH). The rooftop greenhouse measures 600 square feet, and grows annuals, perennials and herb and vegetable seedlings. They sell 4 ¼ inch pots containing two plants each for $3.00 to the public. The CAMH greenhouse is 400 square feet and is in operation 12 months of the year. It sells to The Good Foodbox, a community distribution system, delivering over 4,000 boxes of fresh fruit and vegetables per month through 200 neighbourhood-based drop-offs, as well as to health food stores. Health Food stores in particular purchase 50 bags of 85g of sprouts twice a week at $1.25 per bag.  FoodShare can produce 150-200 bags of sprouts per week, ensuring a steady weekly income. 

This FoodShare case study demonstrates worthwhile practices to boost success.  Having two stable retailers (the Good Foodbox and the health food stores) guarantees steady income, a very important factor in the viability of any business. The link to CAMH exhibits the benefits of an affiliation with a reputable organization, in this case allowing people living with mental illnesses to earn a wage while working in the greenhouse and at the same time allowing them to profit from the “occupational therapeutic project”.  In turn, this connection ensures constant workers for the greenhouse.

Specific recommendations given by FoodShare include Eco-Initiative's ability to initially operate at a loss, as the first few months of operation should focus on production techniques, timing and types of mixes for sale.  Fast growing conditions are most effective because more produce can be grown in less amounts of time.  For example, shelf life is taken into account, since those vegetables that have a short shelf life, such as radishes, may find themselves quickly rotting.  FoodShare provided a planting schedule to aid Eco-Initiatives with these processes; they are included in Appendix VII.  Once these aspects of the business are worked out, FoodShare advised to go to stores with posters and samples to concentrate on sale and delivery, while any food surplus can be donated to a food depot.  FoodShare also recommended that Eco-Initiatives form a connection with the City of Montreal to acquire leaf mulch and compost to use in planting as well as to sell and/or give away to gardeners at market sales.  Effective advertising methods for FoodShare included neighbourhood postering and advertizing on environmental email list-servers.

Other Canadian Organizations

Case studies of Growing Prospects in Winnipeg and The Queen Elizabeth Gardens in Vancouver offer examples of successful organizations that have implemented strategies that appear beneficial to their businesses. 

Growing Prospects

Growing Prospects Inc. (GPI) is a non-profit corporation that grows herbs and vegetables year round for the Winnipeg and the western Canadian market.  GPI was established (with the help of Human Resources Canada, Manitoba Education and Training, and the Centre for Aboriginal Human Resource Development Inc.) to involve inner-city youth in the functions of the greenhouse, attempting to keep them away from gang related activities.  Using hydroponic equipment from illegal marijuana growers confiscated and then donated by the Winnipeg police, GPI grows approximately 450 plants at a given time without the use of pesticides.  GPI plans include the production of seven types of herbs (including basil, oregano, French tarragon, parsley, specialty mint and marjoram) and lettuce to food brokers (wholesalers), caterers and restaurants. 

From the Growing Prospects case study, the importance of affiliation to other reputable organizations is apparent.  It is of high benefit to have partnerships with the city and/or province, for funding as well as donations, such as discarded material, which cuts down on overhead and operational costs. These links also contribute to the respectability of such products as well as their sale and purchase in the eyes of the public.

Queen Elizabeth Park

The Queen Elizabeth Park, located in Vancouver, hosts a domed greenhouse called the Bloedel Floral Conservatory.  The effective business tactic used in this greenhouse is tapping into the tourist industry.  The greenhouse has been festooned with romantic pathways, arching bridges, and waterfalls in order to attract tourists.  In BC, the greenhouse is known to be a favourite wedding photo location.

Conclusion and Recommendations

The first and perhaps most important conclusion drawn from the sum total of our research is that there is an apparent demand for organic greenhouse products in Montreal. Although our findings do not permit us to make a judgment on the long-term financial viability of the project, we believe that given the apparent demand for the proposed products a financial rationale exists for pursuing the development of a business plan for the proposed greenhouse. With proper application of returns to the costs of developing the project, Eco-Initiatives will be successful in fulfilling its mandate of securing urban food security, building community solidarity, and “greening” the urban landscape.

Although the exact demographic parameters of the actual clientele of the greenhouse may require further elaboration as the business plan is developed, our results allow for some comment on the characteristics of the target clientele as well as appropriate modes of advertising.  Our data collection suggests that the primary constraints to gardening in Montreal are insufficient time and limited space.  Keeping this in mind, certain segments of the population, namely women over 60, may be less constrained than others.  This is important both in the possibilities for advertising and in the choice of products.  Marketing strategies should target the principal consumer group outlined in the literature, as supported and modified by our research.

The certainty of the data which points to our target consumer demographic may need further elucidation.  However, our research for this project strongly suggests that restaurants in the Montreal area form the most interested target for the proposed greenhouse products.  In contrast to the vagaries of consumer preference and reliability, a small number of restaurant contracts will likely be the most reliable arrangement in the long term.  We therefore recommend that production and selling schemes be structured with this primary group of potential customers in mind.

The greenhouse will only be able to produce a given total of seedlings and herbs based on its eventual size and design parameters and on the particular growing conditions required by organic production.  The focus will necessarily be on maximizing the economic potential of the products that have elicited interest among the respondents in order to provide optimal benefits for the remainder of Eco-Initiatives' activities. The relative weight assigned to each of the products of the greenhouse will need to cater to the specific and sometimes variable concerns of the market suggested by the results of our consumer survey to be personal and environmental health.

We cannot formulate any specific recommendations regarding the preferred mix of vegetable, herb, and ornamental seedlings. However, there is certainly a much greater interest in herbs and herb seedlings than in any other product. Additionally, there seems to be little or no interest in organic ornamental seedlings.  Our research thus suggests that the allocation of planting space should favour herb seedlings over vegetable seedlings, and that ornamentals may not be part of the mix at all.  The consumer survey did not provide sufficient data to suggest specific preferred vegetable seedlings, although a select number of herbs appeared to dominate in both consumer and commercial surveys. Once the greenhouse is operational, we recommend that Eco-Initiatives work with the selection of vegetable seedlings they currently produce to address fluctuating demand for different varieties.

Consistent with the economic objectives of the greenhouse, we propose the acquisition of organic certification for the agricultural methods employed in the greenhouse. Certification is the final testament to the special quality of the products and will provide these products with a competitive advantage, especially during the months when fresh, locally produced, organic products are not available in Montreal. Obtaining certification from one of several nationally and internationally respected organizations will, in this way, act as conclusive proof that the greenhouse provides a unique product to its clientele.  In addition, certification is a necessary step in securing any larger contracts with producers or processors, arrangements that may prove to be the preferred means of financing the greenhouse.  Our group also recommends that our client join an association of organic producers subject to relevant constraints.  In becoming a member of such an association, the greenhouse may benefit from joint advertising and collaboration in other areas, such as information-sharing on market trends and demand for certain organic products.

The greenhouse project lends support to urban agriculture and environmental improvement by producing organic food for a local market.  Seedlings and other materials would be available on site, sidestepping the environmental consequences of long distance transportation of goods. Organic production is, by its nature, a more environmentally benign form of agriculture. Based on these characteristics of the initiative, which are in line with the overarching social and environmental objectives of our client and of organic urban agriculture generally, it is recommended that the marketing strategies employed for the greenhouse aim to encourage discourse. Advertising should seek to promote organic and local production as much as the greenhouse and its products. Thus, more exposure can be provided to the organic movement as a whole and continuity can be maintained between like-minded initiatives.

In advertising the greenhouse products, special emphasis should be placed on the particular advantages presented by the greenhouse. It is important to remember that no other producer of organic seedlings operates in the City of Montreal.  The greenhouse initiative would thus encompass not only the capacity for year-round, consistent production, but more importantly it would represent the first organic commercial greenhouse in an urban centre of moderate size.  By virtue of its urban setting the project could virtually eliminate transportation expenses and, by association, reduce consumer prices.  Year-round production will make many of the proposed products available during winter months when they are currently unavailable, or are imported at high prices.

Open tours of the greenhouse on a donation or pay-as-you-can basis will act as a form of low-cost advertizing by increasing the visibility of the products and the enterprise. In combination with tours, gardening products, such as pots or composters may be offered for sale to supplement the greenhouse's income. The greenhouse would also provide a suite of educational opportunities. Given the pioneering nature of this project, the greenhouse, in addition to being a supply centre for gardeners, would form a locus of information, production, and materials and a gathering place for community members. Partnerships with schools should not be overlooked as a potential source of financing and as an avenue to broadening the scope of our client's work in the NDG community. 

Our findings suggest a strong interest for organic produce amongst consumers. It may be desirable to offer some produce for sale on site in order to address this demand, provide a sideline of returns, and demonstrate the quality of the greenhouse products.

Our research has allowed us to formulate preliminary recommendations in regard to all of our research questions and effectively address our research objective.  We have enumerated the characteristics of the market for organic greenhouse products relevant to our client’s objective.  There are, however, several areas that need to be addressed in further research.  Although we were able to get a good idea of the commercial market in Montreal, the consumer market needs further, more intensive study.  Important variables include consumer motivations and behaviour according to some quantifiable parameters- income, employment, education, and travel cost evaluations.  Our preliminary work should be particularly useful in future research in highlighting the general nature of the market, the relative importance of consumers and private enterprises, and the relative interest in the range of proposed products.  Given that one of our client’s projects involves the promotion of "heritage" varieties of fruits and vegetables, it may also be productive to further examine the added value of such a product in a market situation.
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APPENDICES

I : List of Organic Accreditation Organizations 

	GARANTIE BIO/ECOCERT
Marque de certification : GARANTIE BIO/ECOCERT
50, Route du Président Kennedy, Local 250
LÉVIS (Québec)
Canada G6V 6W8
tel : (418) 838-6941
fax : (418) 838-9823
garantie@globetrotter.net 
http://w

 HYPERLINK "http://www.ecocert.fr/" ww.ecocert.fr
Directrice des services: Mme France Gravel 

INTERNATIONAL CERTIFICATION SERVICES
Marque de certification : FARM VERIFIED ORGANIC, FVO
5449 45th St SE
MEDINA, ND  58467
USA
tel : (701) 486-3578
fax : (701) 486-3580
farmvo@daktel.com
http://www.ics-intl.com
Présidente: Mme Annie Kirshenmann 
Directeur des Services: M. Robert Simmons 

OCIA – QUÉBEC
Marque de certification : OCIA
1452, rue Michaud
DRUMMONDVILLE (Québec)
J2C 7V3
tel: (819) 474-1641
fax: (819) 475 63 55
ociaquebec@qc.aira.com
Président : M. Richard Semmehaack
Directrice des services : Mme Monique Munger 

ORGANISME DE CERTIFICATION QUÉBEC VRAI
Marques de certification : Québec Vrai et/ou Déméter
1595, Notre-Dame, Suite no 5
Trois-Rivières, (Québec)
Canada G9A 4X8
tel : (819) 694-7246
fax : (819) 694-4411
quebecvrai@sympatico.ca
Président : M. Jean Morin
Directrice des services : Mme Debbie Timmons 

QAI Inc
Marque de certification : QUALITY ASSURANCE INTERNATIONAL
115 First Street, suite 450
Collingwood (Ontario)
Canada L9Y 4W3
tel : (705) 443-4444
fax : (705) 444-0380
organix@georgian.net
Président : M. Griffith McLellan
Directeur des opérations canadiennes : M. Tomas Nimmo 

Les organismes suivants ont postulé au CAQ en vue d'obtenir l'accréditation : 

· ECOCERT SA 

· OCIA INTERNATIONAL 

· OCPP/PRO-CERT INC 


II : Consumer Survey

An Urban Organic Greenhouse in N.D.G.
We are McGill University students working with a community-based organization in NDG, who wants to decide whether they should build a greenhouse, grow and sell organic seedlings or not.  We would like to ask about your opinions on organic products.  Would that be okay?




















Organic Produce

1. Do you buy organic produce?  Y  /  N

If NO, skip to Question 4.
If YES,

a) Which vegetables do you purchase: 

( Romaine Lettuce


( Red Bell Pepper

( Iceberg Lettuce


( Green Bell Pepper

( Broccoli



( Green Cabbage

( Cauliflower



( Red Cabbage

( Celery



( Carrot

( Eggplant



( Kale

( Tomato



( Onion

( Others _________________________________________________

b) How often do you purchase:__________________________________

2. Where do you currently obtain your organic produce? From a…
( Large scale grocer
( Farmer's market
( Fruit and vegetable market

( Health food store

( Grow them yourself 

If you don't buy organic, could you list some reasons? ________________________________________________________________________________________________________________________________

3. Why do you buy organic goods over non-organic goods?  For….

( Personal health

( Taste
( Freshness

( Nutrition

( Environmental welfare 

Possible interest exists in producing vegetable and herb seedlings in the greenhouse for sale.  The following questions have to do with your interest in purchasing them.

4. Do you currently garden?   Y  /  N


If no, could you explain why you do not? ________________________________________________________________________________________________________________________________

If no, please skip to question 9.

Vegetable Seedlings

5. Do you currently grow your own vegetables?

Y  /  N

6. If yes, 

a) Do you grow any vegetables from seedlings?

Y  /  N
b) Which ones? _________________________________________________

___________________________________________________________

c) Where do you presently obtain your vegetable seedlings? From a…

( Large scale grocer
( Farmer's market

( Garden centre/nursery


( Other (please describe) __________________      

7. Do you currently purchase organic vegetable seedlings?
Y  /  N
 / Don't Know
If no,

a) If organic seedlings were available in your area would you purchase them?
        Y  /  N

b) Might you be willing to travel farther than you currently do to buy organic products?   Y  /  N

8. We would like to know how much more would you be willing to pay for organic vegetable seedlings? 

If a non-organic tomato seedling cost $1.00, please indicate on the scale the highest price you would be willing to pay for an organic seedling.


      $1.00------$1.10------$1.20------$1.30------$1.40-----$1.50      more than $1.50    

Herb Seedlings
9. Would you be interested in purchasing organic herb seedlings?
Y  /  N

If NO, skip to question 11

If yes, please indicate which herbs you would be interested in.


( Basil



( Italian Parsley

( Thyme



( Curly Parsley

( Rosemary



( Cilantro

( Mint




( Oregano

( Chives



( Tarragon

( Savoury



( Sage

( Dill




( Marjoram

( Other _________________________________________________

10. Where do you presently obtain your fresh herbs? Please check all that apply.

( Large scale grocer
( Farmer's market

( Garden centre/nursery


( Other (please describe)__________________________________________

Other Seedlings


11. Might you be interested in buying any of these other seedlings?  Please check all categories of interest.

( Annual plants
( Perennial plants


( Houseplants


( Holiday-oriented plants (poinsettias, lilies, etc.)

( Other (please describe) _______________
Lastly, some background information

We are trying to determine if there is a demographic of citizens who are more likely to purchase or grow organic products.  To help us in doing this could you please answer the following questions: 
12. Would you mind telling us your age bracket?

Age:  under 18
19-30

31-45

46-60

over 60

13. Sex:  M / F
14. Could you tell us the number of people living in your household?

1          2 

3-4

5-6

over 6



15. How many of those are children under 18 years of age? ____________
16. Could you tell us which borough you live in? __________________________
17. Would you tell us your highest educational qualification earned?


( Elementary school


( High school

( CEGEP

( Vocational/technical school


( Undergraduate degree


( Post-graduate studies

18. Could you tell us in which occupational category you would place yourself:

( Management

( City Worker
( Student

( Health Care
( Skilled labourer

( Consultant

( Temporary employee

( Researcher

( Self-employed/ Partner

( Other (please specify) _________________________________
19. Would you mind estimating how much of your weekly income is spent on food?

0%-----10%-----20%-----30%-----40%-----50%-----60%-----70%-----80%-----90%----

20.  Could you tell us what your dominant form of transportation is?


( Motorized Vehicle


( Public transit


( Walking


( Bicycle


( Other, please specify ______________________

Focus Group

21. If you are interested in participating in a focus group discussion about urban agriculture, and growing organic greenhouse products, please leave your contact information below.

Name:








Phone:

Your name and phone number will not be given to any other party, and will be used strictly for the purposes of the discussion group attendance.

Une Serre Urbaine à N.D.G.
Nous sommes des étudiants de McGill travaillant avec un organisme communautaire à N.D.G., qui cherche a évaluer la pertinence de la construction d’une serre pour la production et la vente de boutures biologiques. Nous aimerions vous demander votre opinion au sujet des produits biologiques. Nous en donnez-vous la permission?




















Produits Biologiques

1. Achetez-vous des légumes biologiques?  O  /  N

Si NON, passez à la Question 4.

Si oui,

a) Quels légumes achetez-vous:

( Laitue Romaine 


( Poivron rouge

( Laitue Iceberg 


( Poivron vert

( Broccoli



( Chou vert

( Chou-fleur



( Chou rouge

( Céleri



( Carrote

( Aubergine



( Chou frisé  

( Tomate



( Onion

( Autres _________________________________________________

b) A quelle fréquence en achetez-vous ? __________________________________

2. Où obtenez-vous présentement vos légumes biologiques? D’un(e)…
( Épicerie
 ( Marché

( Magasin de fruits et de légumes

( Magasin d’aliments naturels
( Vous avez votre propre jardin 

Si vous n’achetez pas de fruits et légumes biologiques, pourriez-vous en énumérer les raisons? ________________________________________________________________________________________________________________________________

3. Pour quelle(s) raison(s) achetez-vous des produits biologiques au lieu de produits non-biologiques? Pour des raisons de….

( Santé

( Goût

( Fraîcheur

( Valeur nutritive 
( Environnement

Nous nous intéressons à la production des boutures de légumes et de fines herbes en serre pour la vente.  Les questions qui suivent concernent votre intérêt à en acheter.

4. Est-ce que vous avez un jardin potager?   O  /  N


Si non, pouvez-vous nous expliquer pourquoi ? ___________________________________________________________________________________________________________________________________________________________

Si non, S.V.P. sautez à la queston 9.

Boutures de légumes

5. Cultivez-vous présentement des légumes?


O  /  N

6. Si oui, 

a) Cultivez-vous des légumes à partir de boutures?

O  /  N
b) lesquelles ? ______________________________________________________

________________________________________________________________

c) Où obtenez-vous présentement vos boutures de légumes? D’un(e)…

( Magasin
( Marché

( Centre jardin


( Autre (S.V.P. décrivez)__________________________________ 

7. Achetez-vous présentement des boutures de légumes biologiques?

O  /  N  /  Ne sais pas

Si non,

a) Si des boutures biologiques étaient disponibles dans les environs, en achèteriez-vous?
O  /  N

b) Seriez-vous prêt à vous déplacer plus loin que vous le faites présentement pour acheter des produits organiques ?    Oui  /  Non

8. Nous aimerions savoir combien vous seriez prêts à payer pour des boutures de légumes biologiques.

Si une bouture de tomate non-biologique coûte $1.00, S.V.P. indiquez le prix maximal que vous payeriez pour une bouture biologique.

      1.00$------1.10$------1.20$------1.30$------1.40$------1.50$       plus de 1.50$

Boutures de fines herbes
9. Seriez-vous intéressé à acheter des boutures de fines herbes biologiques?
O  /  N

Si NON, passez à la question 11.

Si oui, S.V.P. indiquez les herbes qui vous intéressent.


( Basilic



( Persil Italien

( Thym



( Persil Frisé

( Romarin



( Coriandre

( Menthe



( Origan

( Ciboulette



( Estragon

( Sauge

( Aneth



( Marjolaine

( Autre _________________________________________________

10. Où obtenez-vous présentement vos fines herbes fraîches? S.V.P. indiquez tous ceux qui s’appliquent.

( Épicerie
( Marché

( Centre jardin


( Autre (S.V.P. précisez)__________________________________________

Autres boutures


11. Seriez-vous intéressé à acheter d’autres sortes de boutures.  S.V.P. indiquez toutes les catégories d’intérêt.

( Plantes d’annuelles

( Vivaces

( Plantes d’intérieur



( Potées fleuries (poinsettias, lis, etc.)

( Autres (S.V.P. précisez) _______________
Pour finir, quelques informations supplémentaires

Nous essayons de déterminer ceux qui sont plus susceptibles d’acheter ou de faire pousser des produits biologiques.  Pour nous aider à déterminer ceci, pourriez-vous répondre aux questions suivantes :

12. Pourriez-vous nous indiquer votre catégorie d’âge?

Âge:  moins de 18

19-30

31-45

46-60

plus de 60
13. Sexe:  M / F


14. Pourriez-vous nous indiquer le nombre de personnes vivant dans votre foyer:
1               2

3-4

5-6

plus de 6



15. Combien d’enfants ont moins de 18 ans? ____________
16. Pourriez-vous nous indiquer dans quel arrondissement vous habitez? ____________

17. Pourriez-vous nous indiquer le niveau d’éducation que vous avez complété :

( École primaire

( École secondaire

( CÉGEP

( École professionnelle

( Baccalauréat

( Maîtrise / Doctorat
18. Pourriez-vous nous indiquer dans quel secteur d’activité professionnelle vous vous situez :


( Cadre

( Employé d’une ville
( Étudiant
( Santé
( Main-d’œuvre spécialisée
( Consultant

( Journalier
( Chercheur
( Travailleur autonome
( Autre (S.V.P. précisez) _____________________________
19. Pouriez-vous nous indiquer quelle part de votre salaire consacrez-vous à la nourriture par semaine?

0%-----10%-----20%------30%-----40%-----50%-----60%-----70%-----80%-----90%-----

20. Pourriez-vous nous dire quel est votre mode de transport le plus fréquemment utilisé?


( Véhicule motorisé


( transport publique


( Marche


( Bicyclette


( Autre, S.V.P. précisez ______________________

Groupe témoin

21. Si vous êtes intéressé à faire partie d’un groupe témoin qui discuterait de la culture biologique et de l’agriculture urbaine, S.V.P. laissez nous les informations ci-dessous.

Nom :







Téléphone :

Votre nom et numéro de téléphone ne seront divulgués à aucun organisme et seront utilisés seulement dans le cadre de la rencontre du groupe témoin.

III : Statistical Analysis

m<-matrix(scan('a:Rdata.prn'),ncol=6,byrow=T)

porg<-m[,1]

pvege<-m[,2]

pherb<-m[,3]

w<-rep(1,103)

AGE<-factor(m[,4])

GENDER<-factor(m[,5])

EDUC<-factor(m[,6])

******Organic Foods******

glm1<-glm(porg~AGE,family=binomial,weights=w)

summary(glm1)

Call:

glm(formula = porg ~ AGE, family = binomial, weights = w)

Deviance Residuals: 

    Min       1Q   Median       3Q      Max  

-1.6651  -1.1774   0.7585   1.1774   1.3018  

Coefficients:

              Estimate Std. Error   z value Pr(>|z|)  

(Intercept) -8.444e-17  2.887e-01 -2.92e-16   1.0000  

AGE1         1.823e-01  5.164e-01     0.353   0.7240  

AGE2         1.099e+00  5.912e-01     1.858   0.0631 .

AGE3        -2.877e-01  8.165e-01    -0.352   0.7246  

---

Signif. codes:  0  `***'  0.001  `**'  0.01  `*'  0.05  `.'  0.1  ` '  1 

(Dispersion parameter for binomial family taken to be 1)

    Null deviance: 133.22  on 96  degrees of freedom

Residual deviance: 128.91  on 93  degrees of freedom

AIC: 136.91

Number of Fisher Scoring iterations: 3

glm2<-glm(porg~GENDER,family=binomial,weights=w)

summary(glm2)

Call:

glm(formula = porg ~ GENDER, family = binomial, weights = w)

Deviance Residuals: 

    Min       1Q   Median       3Q      Max  

-1.4132  -1.0579   0.9587   0.9587   1.3018  

Coefficients:

            Estimate Std. Error z value Pr(>|z|)  

(Intercept)  -0.2877     0.3416  -0.842   0.3996  

GENDER1       0.8267     0.4382   1.886   0.0592 .

---

Signif. codes:  0  `***'  0.001  `**'  0.01  `*'  0.05  `.'  0.1  ` '  1 

(Dispersion parameter for binomial family taken to be 1)

    Null deviance: 126.45  on 91  degrees of freedom

Residual deviance: 122.83  on 90  degrees of freedom

AIC: 126.83

Number of Fisher Scoring iterations: 3

glm3<-glm(porg~EDUC,family=binomial,weights=w)

summary(glm3)

Call:

glm(formula = porg ~ EDUC, family = binomial, weights = w)

Deviance Residuals: 

   Min      1Q  Median      3Q     Max  

-1.794  -1.193   0.668   1.161   1.161  

Coefficients:

            Estimate Std. Error z value Pr(>|z|)  

(Intercept)   1.3863     0.6452   2.149   0.0317 *

EDUC1        -1.3257     0.7332  -1.808   0.0706 .

EDUC2        -1.3486     0.7012  -1.923   0.0545 .

---

Signif. codes:  0  `***'  0.001  `**'  0.01  `*'  0.05  `.'  0.1  ` '  1 

(Dispersion parameter for binomial family taken to be 1)

    Null deviance: 138.82  on 100  degrees of freedom

Residual deviance: 134.18  on  98  degrees of freedom

AIC: 140.18

Number of Fisher Scoring iterations: 3

glm4<-glm(porg~AGE+GENDER+EDUC,family=binomial,weights=w)

summary(glm4)

Call:

glm(formula = porg ~ AGE + GENDER + EDUC, family = binomial, 

    weights = w)

Deviance Residuals: 

   Min      1Q  Median      3Q     Max  

-2.325  -1.246   0.630   1.042   1.574  

Coefficients:

            Estimate Std. Error z value Pr(>|z|)  

(Intercept)   0.2200     0.8205   0.268   0.7886  

AGE1          0.3526     0.5654   0.624   0.5328  

AGE2          1.3569     0.6629   2.047   0.0407 *

AGE3         -0.4921     1.1790  -0.417   0.6764  

GENDER1       1.0563     0.4914   2.150   0.0316 *

EDUC1        -1.0772     0.8001  -1.346   0.1782  

EDUC2        -1.1171     0.7856  -1.422   0.1550  

---

Signif. codes:  0  `***'  0.001  `**'  0.01  `*'  0.05  `.'  0.1  ` '  1 

(Dispersion parameter for binomial family taken to be 1)

    Null deviance: 124.82  on 90  degrees of freedom

Residual deviance: 113.87  on 84  degrees of freedom

AIC: 127.87

Number of Fisher Scoring iterations: 3

******Vege******

glm5<-glm(pvege~AGE,family=binomial,weights=w)

summary(glm5)

Call:

glm(formula = pvege ~ AGE, family = binomial, weights = w)

Deviance Residuals: 

    Min       1Q   Median       3Q      Max  

-0.8203  -0.5615  -0.5615  -0.4367   2.1897  

Coefficients:

            Estimate Std. Error z value Pr(>|z|)    

(Intercept) -1.76766    0.40886  -4.323 1.54e-05 ***

AGE1        -0.53442    0.83761  -0.638    0.523    

AGE2         0.03306    0.74781   0.044    0.965    

AGE3         0.85137    0.93062   0.915    0.360    

---

Signif. codes:  0  `***'  0.001  `**'  0.01  `*'  0.05  `.'  0.1  ` '  1 

(Dispersion parameter for binomial family taken to be 1)

    Null deviance: 80.073  on 96  degrees of freedom

Residual deviance: 78.568  on 93  degrees of freedom

AIC: 86.568

Number of Fisher Scoring iterations: 3

glm6<-glm(pvege~GENDER,family=binomial,weights=w)

summary(glm6)

Call:

glm(formula = pvege ~ GENDER, family = binomial, weights = w)

Deviance Residuals: 

    Min       1Q   Median       3Q      Max  

-0.7195  -0.7195  -0.2408  -0.2408   2.6666  

Coefficients:

            Estimate Std. Error z value Pr(>|z|)    

(Intercept)   -3.526      1.013  -3.482 0.000498 ***

GENDER1        2.307      1.061   2.175 0.029650 *  

---

Signif. codes:  0  `***'  0.001  `**'  0.01  `*'  0.05  `.'  0.1  ` '  1 

(Dispersion parameter for binomial family taken to be 1)

    Null deviance: 78.469  on 91  degrees of freedom

Residual deviance: 70.292  on 90  degrees of freedom

AIC: 74.292

Number of Fisher Scoring iterations: 5

glm7<-glm(pvege~EDUC,family=binomial,weights=w)

summary(glm7)

Call:

glm(formula = pvege ~ EDUC, family = binomial, weights = w)

Deviance Residuals: 

    Min       1Q   Median       3Q      Max  

-0.6905  -0.6905  -0.4453  -0.4453   2.1728  

Coefficients:

            Estimate Std. Error z value Pr(>|z|)  

(Intercept) -1.38629    0.64518  -2.149   0.0317 *

EDUC1        0.07411    0.77287   0.096   0.9236  

EDUC2       -0.87511    0.79485  -1.101   0.2709  

---

Signif. codes:  0  `***'  0.001  `**'  0.01  `*'  0.05  `.'  0.1  ` '  1 

(Dispersion parameter for binomial family taken to be 1)

    Null deviance: 84.865  on 100  degrees of freedom

Residual deviance: 82.239  on  98  degrees of freedom

AIC: 88.239

Number of Fisher Scoring iterations: 3

glm8<-glm(pvege~AGE+GENDER+EDUC,family=binomial,weights=w)

summary(glm8)

Call:

glm(formula = pvege ~ AGE + GENDER + EDUC, family = binomial, 

    weights = w)

Deviance Residuals: 

    Min       1Q   Median       3Q      Max  

-1.3745  -0.6640  -0.3410  -0.1867   2.5102  

Coefficients:

            Estimate Std. Error z value Pr(>|z|)   

(Intercept)  -3.7822     1.3944  -2.712  0.00668 **

AGE1         -0.3097     0.9278  -0.334  0.73855   

AGE2          0.6753     0.8355   0.808  0.41896   

AGE3          1.8428     1.2757   1.445  0.14858   

GENDER1       2.3916     1.0961   2.182  0.02912 * 

EDUC1         0.2913     0.9367   0.311  0.75585   

EDUC2        -0.2583     0.9739  -0.265  0.79082   

---

Signif. codes:  0  `***'  0.001  `**'  0.01  `*'  0.05  `.'  0.1  ` '  1 

(Dispersion parameter for binomial family taken to be 1)

    Null deviance: 78.137  on 90  degrees of freedom

Residual deviance: 65.988  on 84  degrees of freedom

AIC: 79.988

Number of Fisher Scoring iterations: 5

******HERB SEEDLINGS******

glm9<-glm(pherb~AGE,family=binomial,weights=w)

summary(glm9)

Call:

glm(formula = pherb ~ AGE, family = binomial, weights = w)

Deviance Residuals: 

    Min       1Q   Median       3Q      Max  

-1.9728  -1.3370   0.6680   0.9351   1.0258  

Coefficients:

            Estimate Std. Error z value Pr(>|z|)  

(Intercept)   0.6008     0.3017   1.991   0.0465 *

AGE1         -0.2330     0.5282  -0.441   0.6591  

AGE2          0.7855     0.6350   1.237   0.2161  

AGE3          1.1910     1.1211   1.062   0.2881  

---

Signif. codes:  0  `***'  0.001  `**'  0.01  `*'  0.05  `.'  0.1  ` '  1 

(Dispersion parameter for binomial family taken to be 1)

    Null deviance: 121.55  on 96  degrees of freedom

Residual deviance: 117.92  on 93  degrees of freedom

AIC: 125.92

Number of Fisher Scoring iterations: 3

glm10<-glm(pherb~GENDER,family=binomial,weights=w)

summary(glm10)

Call:

glm(formula = pherb ~ GENDER, family = binomial, weights = w)

Deviance Residuals: 

    Min       1Q   Median       3Q      Max  

-1.6340  -1.2512   0.7815   0.7815   1.1054  

Coefficients:

            Estimate Std. Error z value Pr(>|z|)  

(Intercept)   0.1719     0.3393   0.506   0.6125  

GENDER1       0.8578     0.4533   1.892   0.0584 .

---

Signif. codes:  0  `***'  0.001  `**'  0.01  `*'  0.05  `.'  0.1  ` '  1 

(Dispersion parameter for binomial family taken to be 1)

    Null deviance: 117.58  on 91  degrees of freedom

Residual deviance: 113.96  on 90  degrees of freedom

AIC: 117.96

Number of Fisher Scoring iterations: 3

glm11<-glm(pherb~EDUC,family=binomial,weights=w)

summary(glm11)

Call:

glm(formula = pherb ~ EDUC, family = binomial, weights = w)

Deviance Residuals: 

    Min       1Q   Median       3Q      Max  

-2.3256  -1.3261   0.8497   1.0357   1.0357  

Coefficients:

            Estimate Std. Error z value Pr(>|z|)   

(Intercept)   2.6349     0.9916   2.657  0.00788 **

EDUC1        -1.8020     1.0614  -1.698  0.08954 . 

EDUC2        -2.2920     1.0300  -2.225  0.02607 * 

---

Signif. codes:  0  `***'  0.001  `**'  0.01  `*'  0.05  `.'  0.1  ` '  1 

(Dispersion parameter for binomial family taken to be 1)

    Null deviance: 127.63  on 100  degrees of freedom

Residual deviance: 119.77  on  98  degrees of freedom

AIC: 125.77

Number of Fisher Scoring iterations: 3

glm12<-glm(pherb~AGE+GENDER+EDUC,family=binomial,weights=w)

summary(glm12)

Call:

glm(formula = pherb ~ AGE + GENDER + EDUC, family = binomial, 

    weights = w)

Deviance Residuals: 

    Min       1Q   Median       3Q      Max  

-1.8934  -1.1219   0.6318   0.9628   1.3938  

Coefficients:

            Estimate Std. Error z value Pr(>|z|)  

(Intercept)  1.61026    1.10130   1.462   0.1437  

AGE1         0.06613    0.57829   0.114   0.9090  

AGE2         1.04796    0.70564   1.485   0.1375  

AGE3         0.02039    1.38965   0.015   0.9883  

GENDER1      0.95788    0.49922   1.919   0.0550 .

EDUC1       -1.45834    1.10434  -1.321   0.1866  

EDUC2       -2.10597    1.07616  -1.957   0.0504 .

---

Signif. codes:  0  `***'  0.001  `**'  0.01  `*'  0.05  `.'  0.1  ` '  1 

(Dispersion parameter for binomial family taken to be 1)

    Null deviance: 115.38  on 90  degrees of freedom

Residual deviance: 103.32  on 84  degrees of freedom

AIC: 117.32

Number of Fisher Scoring iterations: 3

IV : Focus Group Question Format

Focus Group Questions 

Wednesday November 20, 2002

7pm

facilitators: McGill Students from ENVR 401, An Urban Greenhouse Project

participants: community members

Background Information Discussion

I. What is your definition of organic?

II. What do you know about organic agriculture? Organic food?

III. What are the sources of this information/knowledge?

Organic Produce

NOW ANSWER SURVEY QUESTIONS 1-3

1. a) Do you buy organic produce?  Y  /  N

b) If you do not buy organic, could you list some reasons why not? _________________________________________________________________________

IV. What are some impediments to buying organic?

V. What would encourage you to buy more organic products?

c) If YES, you do buy organic, which vegetables do you purchase? 

( Romaine Lettuce


( Red Bell Pepper

( Iceberg Lettuce



( Green Bell Pepper

( Broccoli



( Green Cabbage

( Cauliflower



( Red Cabbage

( Celery




( Carrot

( Eggplant



( Kale

( Tomato



( Onion

( Zucchini



( Others ____________________

d) How often do you purchase:__________________________________

VI. Why do you buy these vegetables over other ones?

2. Where do you currently obtain your organic produce? From a…

( Large scale grocer
     ( Health food store           ( Farmer's market


( Fruit and vegetable market       
( Grow them yourself 

VII. Why do you buy them there?

3.
 Please rank in order the reasons for buying organic over non-organic foods:

__ Personal health

__Taste

__ Freshness

__ Nutrition

__ Environmental welfare 

Vegetable Seedlings

NOW ANSWER SURVEY QUESTIONS 4-9

4.
 Do you currently garden?   Y  /  N


If no, could you explain why you do not? _________________________________________________________________________

VIII. Are you aware of MOC, Eco-Initiatives etc?

5. 
Do you currently grow your own vegetables?        Y  /  N

6. 
If yes, do you currently grow any vegetables
 from seedlings?
Y   /   N 

Which ones? 

( Romaine Lettuce


( Red Bell Pepper

( Iceberg Lettuce



( Green Bell Pepper

( Broccoli



( Green Cabbage

( Cauliflower



( Red Cabbage

( Celery




( Carrot

( Eggplant



( Kale

( Tomato



( Onion

( Zucchini



( Others ____________________

IX. Why do you grow these seedlings over others?

7. Where do you presently obtain your vegetable seedlings? From a…

( Large scale grocer
( Farmer's market

( Garden centre/nursery


( Other (please describe) __________________      

X. Why do you buy them from there?

8. Do you currently purchase organic vegetable seedlings?    Y  /  N / Don’t Know

If no,

a) If organic seedlings were available in your area would you purchase them?
 Y  /  N

b) Might you be willing to travel farther than you currently do to buy organic products?   Y  /  N

XI. Ask for answers...discuss…

XII. Do you purchase non-organic seedlings but garden organically?

9. We would like to know how much more you would be willing to pay for organic vegetable seedlings; 

If a non-organic tomato seedling cost $1.00, please indicate on the scale the highest price you would be willing to pay for an organic seedling.

      $1.00------$1.10------$1.20------$1.30------$1.40-----$1.50      more than $1.50    

XIII. Ask for answers…discuss…

Herb Seedlings

NOW ANSWER SURVEY QUESTIONS 10-11

10. a)Would you be interested in purchasing organic herb seedlings?
Y  /  N

XIV. Why? Or Why not?

b)If yes, please indicate which herbs you would be interested in.


( Basil




( Italian Parsley

( Thyme



( Curly Parsley

( Rosemary



( Cilantro

( Mint




( Oregano

( Chives



( Tarragon

( Savoury



( Sage

( Dill




( Marjoram

( Other _________________________________________________

XV. Why do you eat these herbs over others?

11. Where do you presently obtain your fresh herbs? Please check all that apply.

( Large scale grocer

( Farmer's market

( Garden centre/nursery

( Other (please describe)__________________________________________

XVI. Why do you buy them there?

Other Seedlings
12. Might you be interested in buying any of these other seedlings?  Please check all categories of interest.

( Annual plants
( Perennial plants


( Houseplants


( Holiday-oriented plants (poinsettias, lilies, etc.)

( Other (please describe) _______________
NOW ANSWER SURVEY QUESTIONS 13-20:

13. Would you mind telling us your age bracket?

Age:  under 18         19-30            31-45            46-60           over 60

14. Sex:  M  /  F

15. Could you tell us the number of people living in your household?

1                2

3-4

5-6

over 6

16. How many of those are children under 18 years of age? ____________

17. Could you tell us which borough you live in? __________________________

18. Would you tell us your highest educational qualification earned? 


( Elementary school


( High School


( CEGEP


( Vocational/technical school


( Undergraduate degree


( Post-graduate studies

19. Could you tell us which occupational category you would place yourself: 

( Management

( City Worker

( Student

( Health Care

( Skilled labourer

( Consultant

( Temporary employee

( Researcher

( Self-employed / Partner

( Other  (please specify) _________________________________
20.  Could you tell us what your dominant form of transportation is?


( Motorized Vehicle


( Public transit


( Walking


( Bicycle


( Other, please specify ______________________

Marketing Questions:

XVII. a) Which radio station(s) do you frequently listen to?

b) What time(s) during the day and week do you usually listen?

XVIII. a) What newspaper(s) do you frequently read?

b) Which section(s)?

XIX. How do you find out about community events?

XX. Do you read/look through flyers that come in the mail?

XXI. a) Have you seen any organic product/organization billboards/posters/signs throughout Montreal? 

   b) For which organization(s)?

XXII. What medium(s) do you think would be best to market the greenhouse products?

XXIII. From our survey results, our most likely target market is _________; what do you think is the best way to advertise to them?

XXIV. What qualities, practices and services would encourage you to be a repeat customer?

XXV. FINAL QUESTION: Do you think the proposed urban greenhouse selling organic vegetable, herb and ornamental seedlings will be economically viable? Why? Or Why not? 

Questions pour le Focus Group 

Mercredi, le 20 novembre 2002

7h pm

dirigants : Étudiants de McGill, ENVR 401, Projet An Urban Greenhouse

participants: membres de la communauté

Discution

XI. Quel est votre définition de biologique?

XII. Qu’est que vous connaissez à propos de l’agriculture biologique? La nourriture biologique?

XIII. Quels sont les sources de ces informations/connaissances?

Produit Biologique

MAINTENANT, RÉPONDEZ AUX QUESTIONS 1 À 3

3. a) Achetez-vous des légumes biologiques?  O  /  N

b) Si vous n’achetez pas de fruits et légumes biologiques, pourriez-vous en énumérer les raisons? ____________________________________________________________________________

XIV. Qu’est-ce qui vous limites a acheter des produits biologiques?

XV. Qu’est qui vous encouragerais a acheter plus de produits biologiques?

a. Si oui, quels légumes achetez-vous:

( Laitue Romaine 


( Poivron rouge

( Laitue Iceberg 



( Poivron vert

( Broccoli



( Chou vert

( Chou-fleur



( Chou rouge

( Céleri




( Carrote

( Aubergine



( Chou frisé  

( Tomate



( Onion

( zucchini



Autres _____________

d) A quelle fréquence en achetez-vous ? __________________________________

XVI. Pourquoi achetez-vous ces légumes plutôt que d’autres?

2. Où obtenez-vous présentement vos légumes biologiques? D’un(e)…

( Épicerie
 
( Marché

( Magasin de fruits et de légumes

( Magasin d’aliments naturels


( Vous avez votre propre jardin 

XVII. Pourquoi vous les achetez là?

3. S.V.P. placer en ordre les raison(s) pour lesquels vous achetez des produits biologiques au lieu de produits non-biologiques:

__ Santé
__Gout

__ Fraicheur


__ Valeur nutritive

__ Environnement

Boutures de Légumes

MAINTENANT, RÉPONDEZ AUX QUESTIONS 4 À 9

4. Est-ce que vous avez un jardin potager?   O /  N

Si non, pouvez-vous nous expliquer pourquoi ? ________________________________________________________________________
XVIII. Conaissez-vous l’existence des Jardins Communautaires, d’Eco-Initiatives etc?

5. Cultivez-vous présentement vos propre légumes?


O  /  N

6. Si oui, cultivez-vous des légumes à partir de boutures? 

O  / N

lesquels? 

( Laitue Romaine 


( Poivron rouge

( Laitue Iceberg 



( Poivron vert

( Broccoli



( Chou vert

( Chou-fleur



( Chou rouge

( Céleri




( Carrote

( Aubergine



( Chou frisé  

( Tomate



( Onion

( zucchini



Autres _____________

XIX. Pourquoi achetez-vous ces boutures au lieu de d’autres ?

8. Où obtenez-vous présentement vos légumes biologiques? D’un(e)…

( Épicerie
 
( Marché

( Magasin de fruits et de légumes

( Magasin d’aliments naturels

( Vous avez votre propre jardin 

XX. Pourquoi les achetez-vous là?

8. Achetez-vous présentement des boutures de légumes biologiques?
O / N / Ne sais pas

Si non,

a) Si des boutures biologiques étaient disponibles dans les environs, 

en acheteriez-vous?
Oui  /  Non

b) Seriez-vous prêt à vous déplacer plus loin que vous le faites présentement pour 

acheter des produits organiques ?    Oui  /  Non

XVII. Demandez des réponses...discutez…

XVIII. Est-ce que vous achetez des boutures non biologiques mais jardiner écologiquement?

9. Nous aimerions savoir combien vous seriez prêts à payer pour des boutures de légumes biologiques.

Si une bouture de tomate non-biologique coûte $1.00, S.V.P. indiquez le prix maximal que vous payeriez pour une bouture biologique.

      $1.00------$1.10------$1.20------$1.30------$1.40-----$1.50      plus de $1.50    

XIX. Demandez des réponses...discutez…

Boutures de fines herbes

MAINTENANT, RÉPONDEZ AUX QUESTIONS 10 À 11

10. a) Seriez-vous intéressé à acheter des boutures de fines herbes biologiques ?
O  /  N

XX. Pourquoi?  Pourquoi pas?

b) Si oui, S.V.P. indiquez les herbes qui vous intéressent.

( Basilic



( Persil Italien

( Thym




( Persil Frisé

( Romarin



( Coriandre

( Menthe



( Origan

( Ciboulette



( Estragon

( Sauge

( Aneth




( Marjolaine

( Autre ____________

XXI. Pourquoi utilisez-vous ces fines herbes aux lieux de d’autres?

11. Où obtenez-vous présentement vos fines herbes fraîches? S.V.P. indiquez tous ceux qui s’appliquent.

( Épicerie

( Marché

( Centre jardin


( Autre (S.V.P. précisez)___________  
XXII. Pourquoi les achetez-vous là?

Autres boutures
12. Seriez-vous intéressé à acheter d’autres sortes de boutures.  S.V.P. indiquez toutes les catégories d’intérêt.

( Plantes d’annuelles

( Vivaces

( Plantes d’intérieur



( Potées fleuries (poinsettias, lis, etc.)

( Autres (S.V.P. précisez) _______________
MAINTENANT, RÉPONDEZ AUX QUESTIONS 13 À 20

13. Pourriez-vous nous indiquer votre catégorie d’âge?

Age:  moins de 18         19-30            31-45            46-60           plus de 60

14. Sexe:  M  /  F

15. Pourriez-vous nous indiquer le nombre de personnes vivant dans votre foyer?

1                2

3-4

5-6

plus de 6

16. Combien d’enfants ont moins de 18 ans ?____________

17. Pourriez-vous nous indiquer dans quel arrondissement vous habitez?____________

18. Pourriez-vous nous indiquer le niveau d’éducation que vous avez complété?


( École primaire

( École secondaire

( CÉGEP

( École professionnelle
( Baccalauréat
( Maîtrise / Doctorat
19. Pourriez-vous nous indiquer dans quel secteur d’activité professionnelle vous vous situez :

( Cadre
( Employé d’une ville
( Étudiant
( Santé
( Main-d’œuvre spécialisée
( Consultant
( Journalier
( Chercheur
( Travailleur autonome
( Autre (S.V.P. précisez) _____________________________
20.  Pourriez-vous nous dire quel est votre mode de transport le plus fréquemment utilisé?


( Véhicule motorisé


( transport publique


( Marche


( Bicyclette


( Autre, S.V.P. précisez ______________________

Questions sur la Commercialisation:

XXVI. a) Quelle(s) station(s) de radio écoutez-vous?

b) À quelle(s) heure dans le jour/semaine vous ecoutez la radio?

XXVII. a) Quels journaux vous lisez le plus fréquement?

b) Quelles section(s)?

XXVIII. Comment est-ce que vous vous renseignez sur les événements communautaires?

XXIX. Est-ce que vous lisez/regardez les dépliants recus par la poste?

XXX. a) Avez-vous vue une/des affiches de produit/organisation biologiques dans Montréal? 

   b) Quel organisation(s)/produit(s)?

XXXI. Quel(s) médium(s) croyez-vous qui serait le mieux pour mettre en commercialisation les produits de cette serre?

XXXII. Des sondages effectués, le marché pottentiel est _________; quelle façon est la meilleur croyez-vous pour les rejoindre?

XXXIII. Quelles qualités, pratiques et services vous encouragera a consommer de nouveau au même endroit?

XXXIV. QUESTION FINAL : Est-ce que vous croyez que la serre urbaine proposé qui vendra des boutures biologiques de légumes, de fines herbes et de plantes ornemental va être économiquement viable? Oui /Non, Pourquoi? 

V : Commercial Survey

A proposed greenhouse in Montreal is interested in producing and selling vegetable and herb seedlings.  The following questions have to do with your interest in purchasing herbs and seedlings.  We greatly appreciate your input! 

Business Name: ____________________________________________

Business Type: ______________________________________________

Respondent’s position at business: ______________________________

1.  Do you purchase herb, vegetable or ornamental plant seedlings?


Which ones?


What quantity?


Does purchase/sale vary seasonally?



If yes, how?


Where do you currently purchase your seedlings?


Currently, are your seedlings
ڤ delivered to you 
 ڤpicked up by an employee

2.  Would you be interested in purchasing organic herb seedlings?


Which ones?

How much more would you pay over the price of conventionally-grown herb seedlings?

------25%------50%------75%------100%------125%------150%------175%------200%+

3.  Would you be interested in purchasing organic vegetable seedlings?


Which ones?

How much more would you pay over the price of conventionally-grown vegetable seedlings?

------25%------50%------75%------100%------125%------150%------175%------200%+

4.  Would you be interested in purchasing organic ornamental plants?


Which ones?

How much more would you pay over the price of conventionally-grown ornamental plants?

------25%------50%------75%------100%------125%------150%------175%------200%+


If yes to 2, 3 or 4, why?  



If not, why not?

************************************************************************

5.  Do you purchase 
ڤ dried herbs




ڤ fresh conventionally-grown herbs




ڤ fresh organic herbs?
Which ones?

6.  Do you have an interest in purchasing fresh organic herbs?


For what reasons are you interested in fresh organic herbs? (check as many as  applicable)

      ڤ health reasons

      ڤ taste

      ڤ environmental reasons

      ڤ ethical reasons

      ڤ fashionableness or trendiness

      ڤ customers’ demand

      ڤ other  _____________________________


If not, why not?

How much more would you pay over the price of conventionally-grown herbs?

------25%------50%------75%------100%------125%------150%------175%------200%+

7.  Does your use of herbs vary with the seasons?

If yes, how?

************************************************************************

8. Where do you currently purchase your herbs?

9. Currently, are your herbs
ڤ delivered to you 

ڤ picked up by an employee

To what degree would you be interested in using/selling the following organic herbs?



        never
     sometimes         often    very often     quantity per month

Basil 

1   
2
3
4
5
6

______

Chervil

1
2
3
4
5
6

______

Chives

1
2
3
4
5
6

______

Coriander

1
2
3
4
5
6

______

Dill


1
2
3
4
5
6

______

Fennel

1
2
3
4
5
6

______

Garlic

1
2
3
4
5
6

______

Lemon Grass
1
2
3
4
5
6

______

Mint


1
2
3
4
5
6

______

Oregano

1
2
3
4
5
6

______

Curly Parsley
1
2
3
4
5
6

______

Italian Parsley
1
2
3
4
5
6

______

Rosemary

1
2
3
4
5
6

______


Sage

1
2
3
4
5
6

______

Tarragon 

1
2
3
4
5
6

______

Thyme

1
2
3
4
5
6

______

Other _________
1
2
3
4
5
6

______

10. Would you be interested in purchasing organic herb seedlings to grow your own?


ڤ yes        ڤ possibly
      ڤ no

************************************************************************

Do you wish to receive the results of this survey?     

ڤ yes   
 ڤ no 

If yes please include contact info:

______________________________________

______________________________________

______________________________________

______________________________________

Thank you very much!

VI : FoodShare Interview

Greenhouse at CAMH:


What kinds of seedlings and sprouts so you grow here? 
What are the prices of the seedlings and sprouts grown here?

Are there any seedlings and sprouts that you would suggest to avoid selling?


Have you noticed that there is a specific clientele?

Greenhouse on rooftop:


Which bedding plants do you sell?  For how long during the year?


What are the prices of the plants?  What size pots are they sold in?


Are there any plants you remember that did not sell well?

General Questions:


What did you find was the most effective method of advertising?


Where do you get your pre-compost materials?


What method did you use for delivery?  E.g. courrier, personal, etc.

Do you have any other information that you feel is important for us to know to complete our project?

Would you mind if we called back again if we have any further questions?


VII : FoodShare Planing Schedule 2002

January

	Early
	Mid
	Late

	Comfrey – seed (()

Echinacea – seed (()

Garlic Chive – seed (()

St. John’s Wort – seed (()

Lavenders - cuttings

Rosemary - cuttings

Lemon Thyme – cuttings (()

Geraniums – cuttings

Purple Sage – cuttings

Mint – root trailers

Strawberry – root trailers

Garden Sage (()
	
	English Thyme - (()


February

	Early
	Mid
	Late

	Leek (()

Blue Vervain

White Sage (Stagger) (()

Wormwood

Red Bergamot

English Thyme (()

Greek Oregano (()
	Chamomile (stagger) 

Anise Hyssop (()

Cat’s Claw Green Cat (()

Butterfly Weed (()

Comfrey (()

Spicy Globe Basil (()

Parsley (()

Summer Savory (stagger) (()

Strawberry (()

White Yarrow (()

Wormwood 

Valerian (()

Heartsease (stagger) (()

Gayfeather

Mints

Arnica
	Cinnamon Basil (stagger)

Genovese Basil (stagger)

Mammoth Basil (stagger)

Lemon Basil (stagger)

Thai Basil (stagger)

Purple Delight (stagger)

Catnip (()

Lemon Balm (()

Marjoram (()

Sorrel (()

White Sage (()

Pink Sweet 


March

	Early
	Mid
	Late

	Rustic Black-eyed Susan (()

Summer Savory (()

Heartsease

Veronica (()


	Chamomile (()

Cinnamon Basil (()

Genovese Basil (stagger)

Mammoth Basil (stagger)

Lemon Basil (stagger)

Thai Basil (stagger)

Purple Delight (stagger)

Calendula (stagger)

Cilantro (stagger)

Nasturtiums (stagger)

Cornflower (stagger)

Nicotiana (stagger)

Corn Poppy (stagger)

Moonflower (stagger)

Chervil 

Colorado Yarrow 

Peppers

Snapdragon

Fountain Grass

Ageratum
	Borage

Shungiku

Chives (divide from gdn)

Perilla (from garden)

Sweet Pea

Gomphrena

Indian Sum. Black-Eyed Susan

Tomatoes


April

	Early
	Mid
	Late

	Genovese Basil (stagger)

Mammoth Basil (stagger)

Thai Basil 

Purple Delight (stagger)

Calendula 

Cilantro (stagger)

Nasturtiums 

Moonflower 

Cornflower 

Nicotiana 

Salvia

Helichrysum

Sweet William 

Statice

Celosia

Corn Poppy
	Genovese Basil ?

Mammoth Basil ?

Purple Delight ?

Cilantro ?

Zinnias

Cosmos


	


