
Disadvantages to consumers include the time and expenses in
volved in going to the farmer's place of business and lack of 
experience in harvesting or judging the quality and maturity 
of produce.  

The States surveyed were selected because of the availability 
of sampling lists, the importance of direct marketing to their 
economies, and their geographical distribution. A sample of 
500 to 1,500 farmers was selected in each State from lists of 
farmers with direct-marketing potential, for example, nurseries 
and fruit and vegetable growers. The names on the initial 
sample were screened by telephone to identify those who sold 
directly to consumers. This procedure identified approximately 
350 direct-marketing farmers per State, or per sampling unit.  
Those identified as direct-marketing farmers were personally 
interviewed about their direct-marketing activities. Those who 
did not participate in direct sales were contacted and asked 
why they did not sell direct to consumers. All the responses 
are summarized in the tables.  

In addition to those contacted from the above lists, an area 
sampling frame was used in each State to identify direct-mar
keting farmers not on the lists. 2/ Area samples consisted of 
an average of 230 farmers per State, or sampling unit, selected 
from economic area frames. These segments were screened to 
locate all resident farm operators. Those who marketed di
rectly (and were not included on the sample lists previously 
described) were then interviewed to obtain data to estimate 
direct-marketing activities for farmers not included on the 
lists of potential direct marketers.  

The variability in estimates for individual products is largely 
associated with the sampling procedure. The lists were largely 
composed of farmers producing fruits, vegetables, and floral 
and nursery products. The area sample frames were mainly 
relied on to obtain direct sales of other products such as 
livestock and livestock products, poultry and poultry products, 
dairy products, forest products, and farmers selling fruits and 
vegetables that were not included in the list sample frames.  
Thus, overestimates and underestimates of the value of direct 
sales are likely to be greatest for those specific products 
which are summarized in the other product category, table 1 
(1979 survey) and table 33 (1980 survey). Sales data for spe
cific products in those tables (1 and 33) are not comparable to 
those reported for the six States surveyed in 1978. Sales data 
for the products that were questioned (because of the rela
tively small number of farmers that reported sales of these 
products from the area sampling frames) were included in the 
sales of the other product category so that sales of the 
individual products would not be overstated in 1978 tables.  

2/ The area sampling frame represents all land in States in 
wIdch surveys are conducted. The frame is stratified into 
land-use strata and expansion factors are derived by dividing 
the sample size (acres) in each stratum by total land (acres) 
in the stratum.  
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