Indiana in brief
Statistics

Population (2000)
Indiana:
4,389,903
metro

(2% of total U.S. metro)



1,690,582
non-metro
(3% of total U.S. non-metro)



6,080,485
total

United States:
225,981,679
metro



  55,440,227
non-metro


281,421,906
total

Farm-Related Employment (1997)
Indiana:   512,270 jobs


(14.8% of total Indiana employment)

United States:
22,905,338 jobs

(14.9% of total U.S. employment)
Number of Farms (1997)
Indiana:  57,916
(3% of total U.S. farms)

United States:
1,911,859
Average Farm Size (1997)
Indiana:  261 acres

United States:
487 acres
Value of Final Agricultural Sector Output (2000)
Crops:



$3.0 billion
Animal products:

  1.7 billion 
Ag services & forestry:
    .6 billion
Total:



$5.3 billion
Rank among all States in market value of agricultural products sold (1997):  #13
Top 5 Agricultural Commodities (2001)

Commodity

            Value of receipts (thousand $)     Percent of U.S. value
	Corn
	1,533,225
	9.0

	Soybeans
	1,226,415
	9.6

	Hogs
	   693,444
	5.6

	Dairy products
	   407,813
	1.7  

	Chicken eggs
	   258,573
	5.8


Agricultural Products Sold Directly to Consumers (1997)
Indiana:  $12.9 million


United States:
$550.9 million

Certified Organic Acreage (2001)
Indiana:  4,175 acres

United States:
2,343,857 acres
Farmers Markets (2003)
Indiana:  67


United States:
3,137
USDA-Accredited Organic Certifying Agents (2003)
Based in Indiana:  1
Total:
88 

Marketing Products and Services
Federal-State Marketing Improvement Program Grants
2003--$49,000 to the Indiana Office of the Commissioner of Agriculture, in cooperation with Ball State University and others, to evaluate consumer response to web-based direct marketing of Indiana agricultural products, and communicate the findings to producers to optimize their marketing strategies.
2000--$78,000 to assist in developing a unique production and marketing system that will enhance the profitability and sustainability of small to midsize beef producers and processors in the Eastern Corn Belt region.

Farm-to-School Report
In 2002, AMS published the report, “How Local Farmers and School Food Service Buyers Are Building Alliances.”  The report helps small farmers and school food service buyers explore how they might establish direct marketing linkages.

Marketing via the Internet
AMS published “How to Direct Market Farm Products on the Internet,” a manual designed to help small/medium-sized agricultural producers better develop Internet-based sales transactions by recommending effective methods for reaching and retaining customers.

Trends in Farmers Markets
In 2002, AMS published “U.S. Farmers Markets—2000: A Study of Emerging Trends,” that assesses the importance of farmers markets as a distribution channel for farm products, documents the recent growth in farmers markets operations, and provides and updated profile of management, operations, and merchandising at farmers markets.

