
continue at the same level; 16 percent planned to increase 
direct selling; 14 percent planned to reduce their direct 
selling; and 15 percent were undecided (table 34). Farmers' 
direct-marketing intentions varied considerably among States.  
A significantly higher percentage of farmers in northern New 
England and Texas indicated they would increase their direct 
sales to consumers than for those in other States. In con
trast, a significantly higher percentage of Missouri's direct
marketing farmers intended to reduce direct selling than was 
found for other States. Similar variations in planning direct
marketing activities was observed among farmers employing 
various methods of direct selling. Those using pick-your-own, 
roadside markets, and farmers' markets were more likely to 
increase direct sales to consumers than those using other 
methods. Those selling direct to consumers from a farm build
ing were the least likely to change. Assuming those farmers 
who were undecided on plans for the next 5 years at the time 
of the survey follow plans proportionate to those who indicated 
definite plans, direct sales to consumers by farmers in these 
States are likely to increase by a small amount during the next 
5 years.  

The $126 million in direct sales of farm products by farmers 
who sold all or part of their total production direct to con
sumers represented 0.4 percent of total sales of all farmers 
in the seven States. But this amount represented 17 percent 
of the total sales of farmers in the seven States who sold part 
or all of their production directly to consumers (based on 
total units--bushels, pounds, etc., produced). The proportion 
of specific products sold direct to consumers varied from 2 
percent to about 70 percent (table 35). Compared with earlier 
surveys, the 1980 survey found significantly lower proportions 
of total sales by all farmers and total sales of farmers sell
ing direct to consumers. The differences between this survey 
and the others are probably associated with differences in the 
dominant types of agricultural enterprises in the States, the 
presence or absence of conventional market buyers, and the 
nearness of urban population centers to the farms. Except for 
northern New England, the States surveyed in 1980 are among 
the leading States in the commercial production of field crops 
(including grains and cotton), livestock (cattle and hogs), 
and specialized production of fruits and vegetables.  

Comparison of Selling from a farm building was the most popular method of 
Direct-Marketing selling directly to consumers by farmers surveyed in 1980, 
Methods followed by roadside stands, public farmers' markets, and 

pick-your-own methods (table 36).  

Products Sold The distribution of total sales through different direct
marketing methods varied among States and product categories 
within States (tables 37 through 41). The pick-your-own method 
was an important outlet for fruits and selected vegetables 
(green beans, tomatoes, peppers, and pumpkins). About the only 
products in the other product category sold by this method were 
Christmas trees and firewood. Roadside stands and farm 
buildings were utilized for all product categories and public 
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