
However, evidence from case studies of direct farmer-to-con

sumer marketing and conversations with research workers in some 

of the States surveyed in 1979 and 1980 indicate that estimates 

derived from the statewide surveys of farmers are more likely 
to underestimate than overestimate sales for such products.  
For example, case studies of nine farmer-owned integrated live

stock operations in Texas (integrated from production through 
retailing) revealed that those operations sold 30 percent more 

livestock products directly to consumers in 1979 than was found 

in the statewide survey for all livestock, poultry, and live

stock and poultry products in that State. 3/ A University of 

Maine researcher also informed the authors that he had records 
showing that one Maine dairy farmer had greater direct sales 
of milk than our data showed for the entire State. Therefore, 
the 1979 and 1980 sales data for individual products were 

unadjusted expanded totals from the sample farmers interviewed.  

In addition to the direct sales to consumers, the nine farmer

owned integrated firms did custom slaughtering and processing 

for farmers and consumers. The estimated value of custom 

slaughter and processed cattle and hogs was $3.3 million. It 

is not known how much of this amount represented direct farmer

to-consumer sales. 4/ The Texas study also analyzed the opera

tion of eight nonf arm firms (integrated from slaughter through 
retail) that provided custom slaughter and processing services 

for farmers and consumers. The estimated value of custom 

slaughter and processed cattle and hogs was $4.7 million for 

the eight firms, but it is not known what percentage repre

sented direct farmer-to-consumer sales of live animals.  

Since data furnished by most farmers in the surveys was from 
memory of the previous year's operation, it is more likely 

that the sales estimates of individual products are understated 

rather than overstated. This is because minor and small sales 

are not too important to the total farming operation and are 
readily forgotten, the direct-marketing enterprise is only 
"pin money" to the farm family and not considered part of the 

farming operations, and farmers tend to be conservative when 

reporting sales and income data.  

As illustrated in the preceding discussions, together with 

normal sampling errors, the estimated sales volume in dollars 

for individual products are subject to error. Even so, the 

estimates do reflect the relative importance of specific 
products in contribution to the total direct sales of agri

cultural products to consumers.  

3/ David Paul Crawford, "Economics of Vertically Integrated 

Livestock and Meat Operations," M.S. thesis, Texas A&M 

University, College Station, Texas, May 1980.  

4/ Custom services for farmers for their own consumption do 

not involve farmer-to-consumer sales. But custom slaughter 

and processing for consumers do, since consumers purchase live 

animals that are custom slaughtered from farmers.  
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