2009 Statistics & Analysis

~ Which statistic changes are important?

Chuck Mattes
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Statistics

What products should we offer?

Who will purchase them?

Where do they purchase them?

How should | promote them?

What crops should | sell or grow?
How many pounds should | produce?
|s the market growing?
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Roy Morgan Research

Approximately 1,000 households
complete 9 surveys a year

Drop rate is low, consistent data
The diary projects 5,000 households

Statistically significant
— Some areas borderline in detail
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BIRD SEED (WILD) ALL MONTH PURCHASE

Mail Diary Survey
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Data Reported

e Data is available to members of the
WBFI| and can be found in the
members section of the site

Presentation is a sample of what
data you can view and use for your
business

.+ Other data is available-what do
you need?
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2009 Comments Issues

2006 US Fish & Wildlife Data link

Age of Purchaser vs. age of Homemaker

— Who is the real target, the buyer or the person
telling them what to buy

— Showed up in Deluxe Mix seed purchasers
Size and reliability of sample size data in
smaller sub-categories

— Some are too small to be significant

— Some categories have few responses and vary
wildly year to year

No more November Data-May only
— This is my interpretation of what is important
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Urban vs. Suburban vs. Rural

Urban
No answer 20.1%
11.2%
Rural
23.6%

Suburban
45.1%

Change of +7% 1n Suburban
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Male vs. Female

Male
23.7%

______
o i

Change of +4.5% in Females
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What is their education level?

No Answer Elementary
0.0% 0.0%

High
College School
57.1% 42.9%
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What is their age range?

Age of Purchaser

8.0%
26.9% 13.0%

22.7%
25.0%

E Under 34 B 35-44 O 45-54 0O 55-64 W65 & over

Shifting Older
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Purchaser vs. Homemaker

Age of Homemaker

12.1%

26.4%

E Under 35 B 35-49 O 50 + older
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How many units do they purchase?
What do they spend?
How many pounds do they buy?
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Households Participating/Units
Purchased/ #s Purchased/$$ Spent

May 2009

Report | # Households Units Pounds $$$
May 02 500 1,509 16,557 4,813
May 03 510 996 15,624 4,784
May 04 519 984 15,384 4,699
May 05 615 1,009 14,521 4,947
May 06 444 693 11,812 3,783
May 07 453 771 12,726 4,181
May 08 498 763 11,589 5,090
May 09 436 763 9,732 4,849

8y  Houscholds -14.2% Units 0.0% Pounds-19.1% $$$ -5.0%
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What mixes or straight
ients do they buy?
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Purchases by Units
May 2009

2002 2003 2004 2005 2006 2007 2008 2009 08-09A
Units Purchased 1,059 996 984 1,009 693 771 763 763 0.0%
All Purpose Mix 36.2% | 46.6% | 43.7% | 44.9% | 48.1% 50.6% 46.6% 51.7% /(93\
Oil Sunflower 14.6% | 10.8% 10.9% 8.8% 11.3% 10.3% 16.1% 12.4% /-29_8%
Suet Cakes 7.5% 2.8% 6.0% 12.5% 6.6% 3.5% 5.0% 12.4% J| +59.7%
Deluxe Mix 7.3% 7.4% 12.9% 5.9% 10.5% 12.4% 6.2% 4.9% -26.5%
™1 Nyjer 6.3% 6.2% 5.7% 6.3% 4.7% 2.7% 2.5% 3.9% +64.1%
' Cracked Corn 3.2% 0.7% 1.5% 1.5% 0.3% 2.1% 1.8% 2.3% +21.7%
| other 56% | 71% | 76% | 81% | 116% | 74% | 122% | 30% |\400%/
(9| Safflower 0.5% 0.6% 1.6% 2.3% 0.8% 1.8% 0.0% 2.0%
. 4 Hearts/Chips 0.5% 3.0% 0.8% 0.1% 0.4% 0.3% 0.4% 2.0% ﬂ,+80'0%
Hummingbird Nectar 1.9% 2.8% 0.5% 1.7% 0.7% 1.0% 0.9% 0.6% \
Striped Sunflower 1.0% 1.6% 2.6% 1.5% 0.3% 0.7% 0.7% 0.0%
Bells/Cakes 6.9% 1.9% 1.0% 0.4% 0.4% 1.0% 0.4% 0.6%
] Bird Specific 5.3% 6.2% 3.9% 4.9% 4.1% 3.9% 4.1% 3.1%
No Answer 3.2% 2.1% 1.3% 1.0% 0.2% 2.2% 2.6% 1.3%




Purchases by Pounds & Type

May 2009
2002 | 2003 | 2004 | 2005 | 2006 | 2007 2008 | 2009 | 08-09A
Total ## Purchased | 16,577 | 15,624 | 15,384 | 14,251 | 11,812 | 12,726 | 11,589 | 9,732 ﬁm
All Purpose Mix 48.7% | 53.0% |483% |51.5% |54.6% |49.6% |446% |525% | 4+15.0%
Oil Sunflower 21.4% | 17.3% | 19.6% |155% |17.7% | 149% |259% |21.7% [ -19.4%
Suet Cakes 04% |02% |03% [09% |02% |02% |0.3% 05% || +40.0%
| Deluxe Mix 74% |65% |125% |[89% |115% |123% |9.2% 5.6% -64.3%
™ Nyjer 40% |20% |26% |28% |23% |14% |1.3% 36% | +63.9%
4#] Cracked Corn 15% |08% |26% |28% |01% [38% | 1.8% 3.3% \¢45.5%(
N Other 81% |55% |76% |90% |82% |68% |59% 3.6% o1
_ J_ Safflower 02% |03% |05% |14% |04% |13% |0.0% 0.7% NM
Hearts/Chips 17% |28% |06% |03% |06% |0.0% 0.7% 1.4% +45.7%
Hummingbird Nectar | 0.1% 0.1% 0.0% 0.4% 0.0% 1.1% 0.2% 5.6%
Striped Sunflower 0.5% 2.0% 1.9% 2.6% 0.3% 1.0% 0.4% 0.0% y |
Bells/Cakes 02% |00% |01% [01% [00% |01% |0.0% 0.3% NM
¥ 5ird Specific 58% |7.0% |28% |35% |38% |26% |67% 5.0% -34.0%
No Answer 0.0% |25% |06% |02% |03% |49% |3.1% 1.6% -51.6%




Pounds Purchased per Year
May 2009

22.10/0 27.1%

15.8% 13.9%
20.9%

@ <25 lbs W 26-<50 Ibs. @ 51 -<100 Ibs. 0101 - <200 lbs. B 200+ Ibs
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How do they make their
purchase decisions?
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& & How purchase decision was made

May 2009
* Buy Regularly 44 .9%
w ° Saw in Store 41.0%
@ ° Newspapers 6.7%
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Where do they buy, what
retail outlet?
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Where purchased?

May 2009
2002 | 2003 | 2004 | 2005 | 2006 2007 2008 2009 | 08-09A
Units Purchased 1,059 | 996 984 1,009 | 693 771 763 763 0.0%
Discount 476% | 40.2% | 43.0% |31.1% |[359% |33.7% |21.2% |18.7% II/ 13.3%
Supermarket 121% | 215% | 16.1% | 14.1% | 13.5% |19.0% | 19.9% | 21.9% \ +9_1%f
Feed Store 9.9% |79% |77% |63% |88% |101% |6.6% 7.0% +5.7%
Hardware 48% |32% |48% |38% |74% |63% 3.4% 4.4% +22.7%
Garden Center 1.7% 5.0% 6.7% 3.9% 4.6% 2.4% 4.1% 3.9% -5.1%
Other 6.0% | 1.9% | 3.9% 17.6% | 11.6% | 8.7% 115% | 11.9% II/ +3.4%
W] Home Improvement | 4.1% | 6.3% | 8.4% 10.2% | 6.4% | 8.6% 6.0% 9.6% \\ +37.5%
4| Drug Store 4.3% 3.4% 2.5% 1.4% 5.3% 3.8% 1.3% 0.7% @
¥ &4 Wholesale Club 33% | 1.2% 1.4% 4.9% | 0.3% 3.9% 0.5% 2.3% +78.2%
8 No Answer 08% |08% [04% [19% |02% |0.4% 16.9% | 12.6%
B pet Supply 2.8% |6.0% |29% |36% |48% |1.4% 4.0% 3.0% -33.3%
@l Vail order 01% |05% |14% |04% |[02% |02% 0.2% 0.5% +60.0%
l Bird Specialty Store | 1.0% | 2.3% | 0.7% 12% | 0.9% | 1.5% 2.2% 1.0% -54.5%
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Conclusions

 May 2009
— Households down 14.2% over 2008
— Units flat & pounds down 19.1%
— $%% purchases down only 5%

* Retailers-Supermarkets #1

— Discount, other, no answer issues,
Home Centers up, drug out of bird?
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Feeder Data
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Feeders
* Great News-From May 05 to May 08

— Household owning feeders up 72.4%
— All types/categories are up

 Hummingbird +86.5%
» Hopper +61.6%
» Suet +47.6%
* Tube +32.8%
» Platform +15.9%
« Own 1+ feeders +48.5%

. Bad news-only 27% filled this out in 2009
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Feeders Owned
May 2009

9.4%

22.6%

21.0%

E Tube B Platform & Hummingbird & Hopper Style B Suet B Other
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Feeders Owned
Trends

725

677

5719
226 31%1 302 —275
May 05 May 06 May 07 May 08

Suet = Other

=¥=Tube —¢—Platform —#—Hummingbird —A—Hopper
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Feeders Owned
Trends

May 05 May 06 May 07 May 08

=¥ Tube —#—Platform Hummingbird =4 Hopper Suet ——Other
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# of Feeders

« Good News-From May 05 to May 09

One

Two

Three

Four

Five

Six or more

— Household owning feeders +41.7%
— Numbers owned by household

+48.1%
+26.2%
+20.6%
-92.4%
+50.6%
-5.5%
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Questions?

Thank you
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