
marketers were heavier users of newspaper advertising than 
roadside stand operators but the latter were heavier users of 
road signs and radio, and used direct mail to about the same 
extent as pick-your-own operators. Only 8 percent of the 
farmers using a public farmers? market reported advertising as 
an added cost item. However, advertising is an indirect cost 
to most of these farmers, since most markets do incur advertis
ing costs, which are included in the stall rent and market 
fees paid by participating farmers.  

Location of Farms A successful direct-marketing operation must generate a sales 
volume large enough to cover operating expenses, and earn 
sufficient profits to cover risk and competitive returns on 
invested capital. Therefore, the location of a direct-market
ing enterprise with respect to population, concentrations and 
accessibility to potential customers affects its feasibility 
and potential profitability. Farmers were asked in the survey 
about the size and distance to the closest cities and towns 
with and without public farmers' markets (tables 12-25) and the 
type of road accessible to their farms (table 26).  

The potential numbers of customers for a farmer depends largely 
upon the population of nearby urban centers, the distance to 
such urban centers, and the types of roads potential customers 
must travel. The population of nearby urban areas generally 
governs the number of customers who can be attracted to the 
market outlet. But the inconveniences associated with travel 
and accessibility limit the number of customers that can be 
attracted to farms or direct market outlets.  

The population of the city nearest to almost two-thirds of di
rect-marketing farmers in the nine States was under 10,000 and 
the population of the nearest city for an additional 22 percent 
of these farmers was between 10,000 and 50,000 (table 12).  
That is, fewer than 15 percent of the farmers were close to 
cities of over 50,000. Only farmers using public farmers' 
markets showed a significant number (28 percent) located near 
a city with a population of 100,000 or more.  

The size of the nearest city with a farmers' market for 35 
percent of all farmers was between 10,000 and 50,000, followed 
by cities between 100,000 and 500,000 for 25 percent of the 
farmers, and under 10,000 for 23 percent of all farmers 
(table 12).  

The distribution of direct-marketing farmers with respect to 
the size of the nearest city with and without public farmers' 
markets varied considerably from the overall averages among 
States (tables 13-25). This variation among States is asso
ciated with the number of urban areas within each State and 
the degree of industrial activity in smaller cities and towns.  

About 89 percent of direct-marketing farmers in the nine States 
were located less than 20 miles from the nearest city (table 
22). Almost 75 percent were less than 10 miles from the


