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Introduction

Even before the founding of the nation, direct farm marketing played an

important role in the evolution of American agricultural marketing. As the

country became more industrialized and people crowded into metropolitan areas,

these new urbanites still desired the farm-fresh products they had once known.

As a result, they sought out direct farm outlets for these products. With the

development of paved roads and automobile transportation after the turn of the

century, direct farm marketing began to boom.

Limited surveys of direct farm marketing were first conducted in the 1920's.

They were mostly restricted to gathering information on the financial condition

of direct marketers. The survey data that was gathered did, however, reveal

consumer preferences for strawberries early in the season and apples late in

the season.

Today, direct farm marketing still exists as a livelihood or important

supplemental income source for many farmers. Consumers have continued to

purchase fresh produce directly from farmers. Yet, factors such as substantially

higher energy costs have been a threat to a continued high level of direct farm

marketing activity. Direct farm marketers need to remain aware of consumer

attitudes and preferences. This will help direct farm outlets provide the goods

and services that will keep consumers returning despite any adverse factors that

are beyond the control of the marketer.

How consumers perceive their experiences as they visit a direct farm outlet

is frequently a decisive factor in that outlet's success or failure as a business

enterprise. Consumer impressions of the business may be formed quickly as they

arrive at the outlet. By analyzing specific aspects which make up a market image,

direct farm marketers can help to tailor the elements in their business
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that will be attractive to their customers. How consumers react to an

outlet's products, prices, personnel, and advertising frequently determines

the amount of their repeat business--something vital to the financial success

of a direct farm marketing operation.

The passage of the Farmer-to-Consumer Direct Marketing Act of 1976 reflected

a continued national interest in direct farm marketing.
11

 There has been a

great increase in attention by the states to this subject area and many educational

and supportive programs are being sponsored by state cooperative Extension services,

departments of agriculture, and departments of commerce. At the local level,

municipal agencies, consumers, and public interest groups are supporting or

sponsoring direct farm marketing activities. Apparent growth in consumer food-

buying clubs and cooperatives would indicate continued interest on the part of

consumers in developing direct farm outlet sources of food.

Purpose of the Study 

Numerous Oregon and Washington farmers participating in Oregon State University

Extension Service educational programming on direct marketing have expressed a

need for information to help identify consumer preferences and develop market

image. They want to know more about the attitudes of their customers to help

in improving their marketing techniques and business performance. To help

provide this information a pilot study of consumer preferences for direct

farm products was initiated by the Oregon State University Extension Service.

While limited in size, the study was designed to begin the process of gathering

the data necessary to determine important elements of consumer attitudes about

buying food products directly from farm outlets.

1/ U.S. Department of Agriculture. Economics, Statistics, and Cooperative
Service. Farmer-to-Consumer Marketing by H.R. Linstrom. ESCS-01,
February, 1978.



This publication was prepared to provide the results of the pilot survey.

Information from the study should provide guidance to direct farm marketing

operators as they make managerial decisions concerning operational policies,

strive for greater consumer satisfaction and plan for increased operating profits.

Study Procedures 

A mail questionnaire was sent to a total of 1,380 residents in Oregon and

Washington during early Spring 1980. These individuals are regular recipients

of the "Spotlight on Food" newsletter from the OSU Extension Service which

focuses on many areas of food marketing and consumption. Although many of

these people are professionals in the area of food marketing and consumption,

each person was asked to respond to the questionnaire as an individual. They

were not chosen as a representative sample.

A total of 262 questionnaires were returned for a return rate of 19 percent.

Of that number, 245 respondents (94 percent) indicated that they shopped at

direct farm outlets: roadside stands, roadside markets, u-pick, or farmers

markets. Results are reported here for both states combined and reflect analysis

of the 245 questionnaires from those respondents who indicated they frequent

direct farm outlets.

For the purposes of this study, a roadside stand was defined as a business

operation primarily selling produce that is produced by the owner. A roadside

market was defined as a business operation primarily selling produce that is

produced by someone other than the owner.

Survey Results 

Respondents were asked to identify the types of direct farm marketing

businesses that they patronized. Many indicated that they frequented more than

one type of outlet. About two-thirds of the responses were evenly split between
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roadside stand and u-pick outlets. Only about one-third of the responses indicate,

that roadside markets or farmers markets were patronized by respondents.

The most important source of information for respondents about the location

of direct farm outlets was newspaper (Table 1). This means of advertising

accounted for about one-third of the reponses. Word-of-mouth information about

outlets was also important to respondents. Only 29 of the respondents indicated

that signs were important to them in finding the location of direct farm outlets.

Table 1. Consumer Sources of Information on the Locaion of Direct Farm
Marketing Outlets, Oregon-Washington, 19802

Information	 Number of	 Percent of
source	 responses	 responses

Newspapers	 132	 34
Word-of-mouth	 102	 26
Driving	 71	 18
Signs	 29	 8
Otherb/	 53	 14

Total responses	 387	 100

a/
Multiple responses from many respondents.

12/
Past experience, know the area, Extension publications, and radio ads.

Respondents were asked to list the three most important reasons they liked

to buy directly from farm outlets in order of preference. For the first-ranked

reason, 53 percent of the respondents indicated that freshness was the most

important reason they shopped at direct farm outlets (Table 2).
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Table 2. The First-Ranked Reasons Consumers Like to Buy Directly From Farm
Outlets, Oregon-Washington, 1980-4!.

First-ranked
	

Number of	 Percent of
reasons	 respondents	 respondents

Freshness	 130	 53
Lower prices	 42	 17
Quality	 24	 10
Otherb/	 49	 20

Total responses	 245	 100

/
Respondents were asked to list the three most important reasons they liked
to buy directly from farm outlets in order of preference.

12/
Self-selection, support local producers, recreation, interesting people,
bulk purchasing, mature fruit, variety of products, personable service,
choice of grade, getting back to basics.

Lower prices and quality were also frequently mentioned as a first-ranked reason

but to a lesser extent. It is important to note the ideas contained in the "other"

category because they may allude to important elements for consumers in their

direct food purchasing experience. Promoting an image which contains some of

these factors may help develop repeat business.

For the second-ranked reason, lower prices, freshness, and quality were again

the most commonly mentioned elements of importance. Lower prices were indicated

by 38 percent of the respondents while freshness and quality were both mentioned

by 18 percent. Price again led the way for the third-ranked reasons. However,

many of the ideas contained in the "other" category for higher ranked reasons were

prominent on the list of third-ranked reasons. Especially noteworthy was a desire

to be supportive of the producers which was identified by 32 of the respondents,

almost as many as identified price in that section. Variety, recreation and self-

selection were also commonly mentioned in the set of third-ranked reasons.
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Respondents were also asked to identify what they disliked about buying

directly from a farmer (Table 3). Only 26 of the respondents indicated they had

no dislikes to report. Of those who did mention problems, the most frequently

identified was travel inconvenience. Over 30 percent of the respondents listed it.

A sizable number of respondents indicated that unanswered telephone calls to

direct farm outlets were of concern. Many respondents indentified other

communications problems including lack of information on the location of the

outlet, times open, and product availability.

Table 3.	 Reasons Consumers Dislike Buying Directly From Farm Outlets,
Oregon-Washington, 198011.

Consumers
dislikes

Number of
responses

Percent of
responses

Travel inconvenience 93 32
Telephone calls not answered 38 13
None 26 9
Time involved 13 4
Otherb/ 100 34
No response 24 8

Total responses 294 100

a/
Multiple responses from many respondents

— Communication problems--lack of information on business, location, times open,
and product availability; dirty produce; some prices higher than grocery store;
inconsistent quality; inconsistent supply; location hard to find; lack of
selection.

Respondents identified a wide range of products that they most frequently

purchased from farm outlets (Table 4). Most of the products mentioned were

fresh fruits and vegetables. However, processed foods, meat items, eggs, and

ornamentals were also identified. Over 50 percent of the respondents indicated

that there were no additional products they wished to buy at direct farm outlets

but were unable to get. Many products were listed as unavailable by the

remaining respondents but none were listed to any great degree.
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Table 4. Products Most Frequently Purchased By Consumers Directly From Farm
Outlets, Oregon-Washington, 19803.

Percent of
Product	 responses 

Strawberries	 7
Peaches	 7
Corn	 7
Apples	 6
Tomatoes	 6
Pears	 5
Cucumbers	 4
Blueberries	 2
Cherries	 2
Asparagus	 2
Squash	 2
Raspberries	 2
Green beans 2
Apricots2
General responses— 23
Otherc/	21

Total responses	 100

a/
Multiple responses from many respondents

b/
--Fruits and vegetables only, 7 percent; berries only, 6 percent; fruits only,

5 percent; vegetables only, 4 percent; and nuts only, 1 percent.

'Onions,--Onions, watermelons, beets, plums, prunes, cantaloupe, brussel sprouts,
pumpkins, blackberries, honey, carrots, green peppers, eggs, lettuce, green peas,
filberts, garlic, dried fruit, dried beans, cut flowers, leeks, radishes,
artichokes, rhubarb, mushrooms, salad dressing, pickles, plants and flowers,
loganberries, boysenberries, meat, poultry, oysters, wine, papayas, yams,
juice, pie cherries, citrus.

Over 60 percent of the respondents indicated that they like bulk displays

of products. This made it convenient for those that bought large quantities

for preservation. Almost one-quarter of the respondents preferred purchases from

bulk displays but not necessarily for preservation. Not one person identified

prepackaged products as a preference.

Many of the respondents had multiple uses for the products they purchased

directly from farm outlets (Table 5). The largest single use was for fresh

consumption. Freezing and canning were also reported frequently. Pickling and

drying were much less common techniques of preservation.
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Table 5. Consumer Use of Products Purchased Directly From Farm Outlets,
Oregon-Washington, 1980!!

Use of	 Number of	 Percent of
products	 responses	 responses

Fresh consumption	 205	 33
Freezing	 164	 27
Canning	 143	 23
Pickling	 64	 10
Drying	 34	 6
Preserves	 2	 1

Total respondents	 612	 100

2/Multiple responses from many respondents.

Respondents were asked a number of questions to help determine their attitude

about travel to direct farm outlets. During the 1979-80 marketing season,

55 percent of the respondents said they made 2 to 5 excursions to direct farm

outlets (Table 6). Twenty percent made 6 to 10 trips while about the same

percentage made over 10 trips during the season. Only 2 percent of the respondents

made just one trip to an outlet during the same time period.

Table 6. Typical Number of Excursions by Consumers to Direct Farm Marketing
Outlets Per Season, Oregon-Washington, 198e/.

Number of excursions
per season

Number of
respondents

Percent of
respondents

1	 6
	

2
2-5	 134

	
55

6-10	 50
	

20
Over 10	 45

	
19

No response	 10
	

4

Total respondents	 245
	

1 00

a/
Responses applied to the 1979-80 marketing season.

Over 60 percent of the respondents indicated that tho farthest distance they

traveled one-way to a farm outlet during the 1979-80 marketing season was less

than 15 miles (Table 7). Many of those respondents reported a maximum distance
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traveled of less than 10 miles. Yet, almost 30 percent of all respondents said

that their longest trip was 20 or more miles during the season.

Table 7. Farthest Distance Traveled One-Way by Cons
u
mers to a Direct Farm

Marketing Outlet, Oregon-Washington, 1980.

Farthest distance
	 Number of	 Percent of

traveled respondents respondents

Less than 5 miles 44 18
5-9 miles 64 26
10-14 miles 42 17
15-19 miles 17 7
20 or more miles 71 29
No response 7 3

Total respondents 245 100

a/
Responses applied to the 1979-80 marketing season.

Under the rising gasoline price situation of 1980, respondents were asked

to indicate the farthest distance they would travel one-way to a direct farm

outlet (Table 8). Again, just over 60 percent said they would travel up to

15 miles. Only 11 percent would travel more than 20 miles one-way. Almost

20 percent of the respondents were unsure of their response to this question.

Table 8. At 1980 Gasoline Prices, Farthest Distance Consumers Would Travel
One-Way to a Direct Farm Marketing Outlet, Oregon-Washington.

Farthest distance traveled
at 1980 gasoline prices

Number of
respondents

Percent of
respondents

5 miles or less 64 26
10 miles or less 66 27
15 miles or less 20 8
20 miles or less 24 10
25 miles or less 10 4
30 miles or less 7 3
100 miles or less 10 4
No response 44 18

Total respondents 245 100



Similar consumer attitudes about direct farm marketing to those identified

in the Oregon-Washington study were found in earlier research done by institu-

tions in a number of other states. For references on other studies, write

Larry Burt, Department of Agricultural and Resource Economics, Oregon State

University, Corvallis, Oregon 97331.



APPENDIX

CONSUMER ATTITUDES SURVEY ON DIRECT FARM MARKETING

INSTRUCTIONS:

This questionnaire is designed to provide Extension Direct Marketing and Consumer Specialists
with important information on consumer attitudes about direct farm marketing. Your answers will help
us to develop better educational programs in this area. Please complete the questionnaire, staple
it closed and mail. The back of the questionnaire is self-addressed and postage paid for your
convenience. We are asking you to answer as an individual, not as a consumer specialist. Even if
your answer to #1 is no, please return the questionnaire with that indication.

1. Do you shop at roadside stands, farm markets, u-pick outlets, or farmer's markets?
YES	 NO	 (check one). If YES, which ones do you shop? (circle those that apply)

2. How did you find out about farm locations where you bought agricultural products?

3. Approximately how many times last season did you purchase directly from one or more farmers?
(circle letter of your answer)--A. one time B. two to five times C. six to ten times or
D. over ten times.

4. What do you like about buying directly from a farmer? (List three in order of importance)

A.

B.

C.

5. What do you dislike about buying directly from a farmer?

6. What products do you most frequently buy at direct farm outlets?

7. What additional products would you like to see available?

8. How do you use products you buy at these outlets? (please circle)
A. fresh B. canning C. freezing D. drying E. pickling F. Other --please specify:

9. When buying directly from farmers, do you like to purchase: (check one)

From bulk displays where you select items?	 Prepackaged in bags or baskets?--In large quantities for freezing or canning? 	 Other: Please specify: 	
A combination of the above choices?

10. What was the farthest distance one way that you traveled to purchase directly from the farm this
past season? (circle letter of your answer)--A. less than five miles B. five to nine miles
C. ten to fourteen miles D. fifteen to nineteen miles E. twenty or more miles. If you circled
letter "E", please specify:

11. In light of our present gasoline situation, how many miles would you drive one way to shop
directly from a direct farm market?

12. Finally, is there anything else you would like to tell us about your experience and needs in
purchasing products at the farm? If so, please use this space. Should you wish to discuss any
concerns or ideas about direct marketing, we invite you to call us: Phone 754-4821, Velma Seat
or 754-2942, Larry Burt.

Signature
THANK YOU FOR YOUR TIME AND COOPERATION IN HELPING US WITH THIS SURVEY
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