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1. Introduction  

Consumer demand for organic food has 

https://ota.com/news/press-releases/20236
https://www.helpguide.org/articles/healthy-eating/organic-foods.htm
https://www.statista.com/statistics/251602/us-consumers-sources-of-protein/
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milk production. Th

https://www.washingtonpost.com/business/economy/why-your-organic-milk-may-not-be-organic/2017/05/01/708ce5bc-ed76-11e6-9662-6eedf1627882_story.html?utm_term=.9c183df33b68
https://www.ams.usda.gov/sites/default/files/media/Dairy%20-%20Guidelines.pdf
https://www.ams.usda.gov/sites/default/files/media/Dairy%20-%20Guidelines.pdf
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information on naming and labeling shape U.S. consumersô preferences and marginal willingness 
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organic milk. Note that th
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spread across 5 distinct IRI markets located in the states of Illinois, Michigan and Wisconsin. The 
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with informational content being most often viewed as a positive portrayal of organic dairy is 14, 

and the average number of articles with informational content being most often viewed as neutral 

and negative portrayals of 
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4. The Empirical M
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https://www.ers.usda.gov/data-products/dairy-data/
https://www.statista.com/statistics/552967/us-soy-milk-sales/
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4.2 
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4.3 Measuring the influence of newspaper coverage on consumers’ willingness to pay for the 

organic attribute 

The primary objective of this paper is to evaluate if more media coverage related to organic 

dairy in newspapers influence the organic milk price premium, or equivalently, influence 

consumersô willingness to pay (WTP) for the organic attribute of milk. From the demand 
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of conventional milk; (ii) be sufficiently persuasive to decrease the likelihood that the consumer 
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Table 2: Results from Demand Model Estimation   
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cents increase in consumersô WTP for the organic attribute of milk. On the contrary, the coefficient 

estimate on ÌÏÇ Ὅ  
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6. Conclusion 

Consumersô perception of the marginal quality difference between organic and 
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In summary, the results suggest that consumers' increasing exposure to organic dairy news 

items systematically increases their willingness to pay for the to pay fy
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Appendix B: Description of Survey 

We keyword search articles 
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the survey participants are from the College of Education and College of Human Ecology, 







https://www.ers.usda.gov/webdocs/publications/tb1942/57105_tb-1942.pdf
https://www.helpguide.org/articles/healthy-eating/organic-foods.htm
https://www.census.gov/programs-surveys/acs/data/pums.html
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https://www.census.gov/econ/concentration.html
https://www.ams.usda.gov/sites/default/files/media/DYFMMOCA%20Table%203%20Class%20I%20Differentials.pdf
https://www.ams.usda.gov/sites/default/files/media/DYFMMOCA%20Table%203%20Class%20I%20Differentials.pdf
https://www.washingtonpost.com/business/economy/why-your-organic-milk-may-not-be-organic/2017/05/01/708ce5bc-ed76-11e6-9662-6eedf1627882_story.html?utm_term=.9c183df33b68
https://www.washingtonpost.com/business/economy/why-your-organic-milk-may-not-be-organic/2017/05/01/708ce5bc-ed76-11e6-9662-6eedf1627882_story.html?utm_term=.9c183df33b68
https://www.washingtonpost.com/business/economy/why-your-organic-milk-may-not-be-organic/2017/05/01/708ce5bc-ed76-11e6-9662-6eedf1627882_story.html?utm_term=.9c183df33b68

