Wyoming in brief
Statistics

Population (2000)
Wyoming:
148,140
metro

(0.06% of total U.S. metro)



345,642
non-metro
(0.6% of total U.S. non-metro)



493,782
total

United States:
225,981,679
metro



  55,440,227
non-metro


281,421,906
total

Farm-Related Employment (1997)
Wyoming:  49,805 jobs


(16.7% of total Wyoming employment)

United States:
22,905,338 jobs

(14.9% of total U.S. employment)
Number of Farms (1997)
Wyoming:  9,232
(0.5% of total U.S. farms)

United States:
1,911,859
Average Farm Size (1997)
Wyoming:  3,692 acres

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



$129 million
Animal products:

  781 million

  
Ag services & forestry:
  145 million
Total:



$1.05 billion
Top 5 Agricultural Commodities (2001)

Commodity

            Value of receipts (thousand $)     Percent of U.S. value
	Cattle and calves
	757,212
	1.9

	Hay
	  49,933
	1.1

	Hogs
	  32,428
	0.3

	Sugar beets
	  27,853
	3.1

	Sheep and lambs
	  23,072
	5.9


Agricultural Products Sold Directly to Consumers (1997)
Wyoming:  $849,000


United States:
$550.9 million

Certified Organic Acreage (2001)
Wyoming:  17,138 acres

United States:
2,343,857 acres
Farmers Markets (2003)
Wyoming:  7


United States:
3,137
USDA-Accredited Organic Certifying Agents (2003)
Based in Wyoming:  0
Total:
88 

Marketing Products and Services
Federal-State Marketing Improvement Program Grants

2003--$77,000 to the Wyoming Department of Agriculture, in cooperation with Sheridan Community College and the Wyoming Business Council, to analyze the economic feasibility and practical capabilities of a mobile meat processing unit.
2001--$25,000 to the Wyoming Department of Agriculture, in cooperation with Mountain States Lamb Cooperative and Colorado State University, to verify the accuracy of a grid pricing system model for lamb that will enable processors to identify and sort carcasses based on accurate, objective measurements and potentially increase returns to producers.
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.

