
farmers' markets were relatively more important as an outlet 

for vegetables than for other product categories. A signifi

cant volume of floral and nursery sales were made through 

other methods (primarily direct delivery and mail order).  

Added and Avoided Farmers selling directly to consumers incur some added cost for 

Costs providing marketing services that are normally provided by the 

conventional marketing system. At the same time they also 

avoid some cost they would incur if products were sold to con

ventional wholesale buyers. Added and avoided cost items and 

the percentage of farmers reporting each by marketing methods 

are shown in table 42.  

The added cost items are those associated with the retailing 

phase of the operations (serving customers) including advertis

ing, insurance, supervisory and clerk labor, utilities, trans

portation, and consumer containers. Avoided cost items were 

those associated with selling to wholesale buyers, such as 

shipping containers, brokers' commissions, transportation, 

storage, and packinghouse labor.  

Location of Farms Eighty-five percent of the direct-marketing farmers were 

nearest towns with populations of less than 50,000. About 64 

percent of the growers said the town nearest them had a popu

lation of less than 10,000 (tables 43-48).  

The distance to the nearest city was less than 10 miles for 64 

percent of the direct-marketing farmers (tables 49-54). over

all, the seven-State totals showed that growers utilizing 

onfarm methods of direct marketing were nearer to population 

centers than were those who sold at farmers' markets. Almost 

67 percent of the respondents selling produce through farmers' 

markets had farms located 20 or more miles from the nearest 

city, and 69 percent lived 20 or more miles from the nearest 

city with a public farmers' market. Farmers in northern New 

England generally were closer to cities, and 84 percent of 

those selling through farmers' markets in that region operated 

farms fewer than 5 miles from a town with such a market 

(table 53).  

About half the direct marketers surveyed had access to a sec

ondary paved road. The access to such roads ranged from 84 

percent of the farmers in California to about 28 percent of 

those in northern New England. Operators of roadside stands 

tended to be located on U.S., State, and divided highways, 

while growers marketing produce by the pick-your-own method 

and from farm buildings accounted for the greatest proportion 

of farming operations located on unpaved roads (table 55).  

Use of Advertising As in earlier surveys, word of mouth was the most frequently 

mentioned method farmers used for promoting their direct-mar

keting operations, but they also used newspapers, radio, 

television, and direct mail advertising to attract customers.  

Roadside stand operators led in the use of newspaper advertis

ing and signs along the road or highway. Overall, about 12 
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