
Reasons for Selling The farmers surveyed in 1980 cited the same reasons for selling 

Directly to directly to consumers as farmers in the previous surveys: 

Consumers higher income, access to market, and labor (table 60). As in 

previous surveys, a large percentage of farmers (94 percent) 

gave social reasons, such as "like to meet people" and "oppor

tunity to socialize" in addition to the economic reasons.  

Reasons for Not The major reasons for not selling directly to consumers were 

Selling Directly the same as in 1979--"commodity produced," "too much trouble," 

to Consumers and "volume too large"; but the percentage for each reason 

varied significantly between the two years (table 61; compare 

with table 32 for 1979 responses). These differences in 

responses could be associated with the States surveyed or 

sampling variability.  

PROBABLE TRENDS IN The volume of farm products sold directly by farmers to con

FARMER-TO-CONSUMER sumers tends to be limited for a number of reasons: 

DIRECT MARKETING 
" Some farm products are not consumed in their natural 

form and economies of scale are involved in the pro

cessing and distribution of consumer products derived 

from raw agricultural products.  

" The seasonal nature of production of most products 

consumed in their natural state limits the marketing 

season.  

" Health and sanitary regulations for food processing 

and associated costs of compliance tend to discourage 

or deter small-scale community plants for processing 

and preserving locally produced farm products, but such 

regulations are not applicable to home preserving food 

products for one's own consumption.  

other forces, however, tend to encourage farmer-to-consumer 

direct marketing. Consumers resist food price increases in 

the conventional marketing system that have accompanied infla

tionary forces. At the same time, inflationary forces and 

consumer resistance have depressed the farm prices of agricul

tural products. These economic forces encourage consumers to 

buy directly from farmers and preserve food at home for future 

use as a means of lowering their food costs. These forces also 

encourage farmers to perform some or all of the marketing ser

vices provided by the conventional marketing system as a means 

of increasing their incomes. Direct-marketing farmers are able 

to eliminate or reduce some marketing costs (such as shipping 

containers, shipping point selling costs, and transportation 

costs) and thereby sell at lower prices to consumers. Other 

advantages encouraging direct farmer-to-consumer marketing 

include: products can be harvested at their optimum stage of 

maturity for best eating quality, the reduced length of time 

products are in the marketing channels prolongs the shelf or 

usable life in the consumer's home, and both consumers and 

farmers can gainfully employ underutilized family labor in 

direct-marketing activities. In addition to these advantages, 

under certain conditions, local food-processing plants that


