
Pick-your-own and roadside,,stand operators were the heaviest 
users of media advertising and many used more than one medium 
as evidenced by the sum of the percentages using each medium-
about 1.3 times the total reporting the use of advertising, 
including "word of mouth" by customers. Pick-your-own direct
marketers were heavier users of newspapers 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 (table 27).  

The use of various types of advertising by direct-marketing 
farmers selling from a farm building and using other methods 
was approximately the same as the average for all direct-mar
keting methods.  

Characteristics of Almost three-fourths of the direct-marketing farmers in the 
Direct-Marketing nine States surveyed in 1979 had total farm sales of less than 
Farmers $20,000 annually (table 28). These farmers accounted for only 

20 percent of the nine-State total direct farmer-to-consumer 
sales, ranging from a low of 7 percent in Colorado to 46 
percent in Tennessee. Those size characteristics of direct
marketing farmers in the nine States are similar to the size 
characteristics of all farmers in the United States.  

Full-Time and Part- Almost two-thirds of the direct-marketing farmers in the nine 
Time Farming States were part-time farmers with off-farm sources of income 

(table 29). The ratio of full-time and part-time direct-market
ing farmers varied considerably among the States. Full-time 
farmers ranged from a high of 55 percent in Colorado to a low 
of 14 percent in Maryland and Delaware. There was less varia
tion in the overall (nine-State total) ratios of full- and 
part-time farmers among direct-marketing methods; the percent
age of full-time farmers ranged from 26 percent of those using 
public farmers' markets to 37 percent for those selling from a 
farm building. However, the percentage of full- and part-time 
farmers varied significantly among marketing methods both 
between and within States.  

Direct marketing was thus important to both full- and part-time 
farmers as a means of supplementing their income. Direct 
marketing may be the primary outlet for small full-time or 
part-time farmers who do not produce in sufficient quantities 
to attract large-volume conventional buyers. Large-scale, 
full-time farmers also use direct-market outlets to dispose of 
products that do not meet the requirements of conventional 
buyers, and for salvage and gleaning operations. Pick-your-own 
and sales from a farm building are direct-marketing methods 
frequently used by large-scale commercial operators in salvage 
or gleaning operations when harvest and marketing costs associ
ated with selling to conventional shipping points and wholesale 
buyers exceed prices paid by such buyers.  

Products Produced Direct-marketing farmers in the nine States generally grew 
several products (table 30). Over a third produced field 
crops; almost half produced livestock; a fourth produced poul
try and vegetables; 15 to 18 percent produced fruits and nuts, 
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