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ABSTRACT

Typically, direct-market operators are production-oriented. A more
profitable approach is one that is market-oriented (i.e., which puts emphasis
on filling the needs of the consumer). To enable operators to better
understand factors which influence customers” decisions to purchase fresh
fruits and vegetables, a random telephone survey of 400 Pennsylvania
households was conducted. Respondents were asked about: 1) fresh fruit and
vegetable consumption, 2) familarity with "Pennsylvania-grown" produce, 3)
awareness and use of three types of direct markets--roadside stands, farmers”
markets, and pick-your-own outlets, and 4) personal and family
characteristics.

0f the 400 principal food shoppers surveyed, about 90 pefcent Qere
women. Most participants were married, white, lived in their present
residence for over ten years, completed a high school education, and reported
an annual family income of less than $30,000 a year. Average age for the
sample was 48 yeafs.

The vast majority of respondents reported being aware of some type of
direct market in their area. Of these individuals, ninety-one percent
reported shopping at these markets at least once a vear. Roadside stands
were patronized most frequently, followed by farmers” mérkets,vand pick-your-
own outlets.

Consumers are purchasing as much or more fresh fruits and vegetables
than they did in past, and some are using a wider variety of produce.
Overall, consumers are very satisfied with the quality of the produce they
purchase. Locally-grown produce is preferred over produce grown elsewhere in

terms of its freshness, taste, appearance, and nutritional value.
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The factors which most influence consumers selectlon‘of‘freéh fruits and
‘vegetables are qqality;‘appéarance, nutritional walue, priece, whether you can
‘purchasé just thé quantity you want, whether the produce is in season; and
where it is gréwn. |

Only one-third of the study participants were fémiliar with ﬁhe.
Pennsylvania lbgo, "We”re Growing Better." ‘Direct-market usefs,‘however,’afe
more likely ﬁo be.fqmiiiar with the légo than those who eiﬁhgr do not shop at
a direct market or are not aware of any direct mérkets in their aréa. of
those familiar with the 16go, most'purchased produce with the Pennéylvénia
logo and were very sétiéfied with it. The items most frequently purchased
with the logo include épples, potatoes, tomatoes, péars, muShrooms, péaches;
and corn. Most respondents indicated that if the fruits and‘veéetablés théy
found in thg market had the Pennsylvania‘logo, they wouldibe mote 1h;11ned_ﬁo
buy them. | | | | |

Married and single woﬁeh-who shop alone and married womenbwho are
'accompanied by their hpsband‘are the typical direct market shoppers.b‘KOS;
respondents réported_that_ghey ﬁad no’preferencé in terms.of their shopping '
days. Of those that expressed a preference,AThursday, Fridéy, and S;t;rday
were favored, foilowed by Wednesday, Tuesday, Monday, and Sunday.: Mornings
are the most preferred time of the day for direct market»shopping, following'
by afternoons and evénings. |

~ Apples are the moSt frequent1y purchased fresh”ffuit by direct market
shoppers, foilowed'by orangés, bananas, peaches, pears, strawbérries, plums,
grapefruit, cantalopes, cherfieé, bluéberries, nectarines, watermelon, and
.other tyﬁes pf‘mglon. At least one-third of the difect markét shoppers

purchase brocolli, tomatoes, lettdce, cauliflower, corn, green beans, carrots
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~and potatoes., Otﬁer commoﬁly pﬁrchased vegetaﬁles include: celefy,-cabbage,
peaé, and‘peppers;

Direct m&rkét usérs are usually white marfied ﬁomen who Are less than 50
' years old; have completed high school, and who reside in small towns orbon
farmé.' These profiles were basically the same for roadéide stand, farmers”
market, and pick-your—-own shoppers and are very similar to thbse'déveloped
for supermarket shoppers. |

In sum, consumer attitudes towards‘direct markets are very favorable and
most study participants currently shop at either a roadside stand, farmers~”
ma:ket, or pick-your-own outlet. Even non—shoppe:s give pfodhce purchased.at
direct markets higher ratings than supermarket perUCe fér 1t§ freshness,
quality, appearance, and price. Additiohally,‘most consumers who d§ not

patronize a direct market would do so if one was located nearby.



INTRODUCTION AND BACKGROUND

Direct-farm marketing, including roadside standé, farmers' markets,
and pick-your-own outlets, has been adopted by a great number of
Pennsylvania fruit and vegetable producers. By selling directly to the
consumer, the cost of transportation, and distribution of products is
reduced. Thus, the direct-market farmer receives a larger portion of the
consumer's food dollar than those who distribute to supermarkets and othep
retail establishments.

Traditionally, the sale of direct-market farm products has been
production-oriented. In other words, whatever products the farmer grows
are offered to consumers for sale. A different approach is one that is
market-oriented, or one which reflects the needs of the consumer in terms
of selection, packaging, and quality. Although retail food distributors
have been aware of the increased profits which result from a consumer-
driven approach, the majority of direct-market farmers are production
oriented. This study was conducted to gain information about consumer .
preferences for fruits and vegetables. Results from this study will enable
operators to better understand the factors which influence as well as

inhibit consumer's decisions to purchase produce at direct markets.

PROCEDURE

A random survey of 400 Pennsylvania households was conducted in
December, 1984. The populations of each of Pennsylvania's 67 counties were
sampled in proportion to their size, based on 1980 Census data. (The

number of responses by county is shown in Figure 1).



. The prihcipgl food shoppér in each partiéipating househoid wai
questioned;‘ Aimosf_QO betcent of tﬁé 400 responden;o were women.
~ Respondents Qere asked about: 1)‘fresh fruit and vegetable cohéhmptién,tz)‘
fﬁmiliarity with "Pennsylvania-grown" produce, 3) awéreneas and use of
three types‘of direct markéts - toadside stands, farmers' markets, and

' pick—your-ouﬁ outlets, and 4) personal and family characteristics.

GENERAL CHARACTERISTICS OF PENNSYLVANIA CONSUMERS

Consumers who participated in tﬁe study reside in diverse settings.
Almost one-third live in téwns whose population ranges from 2,500 to
50,000, and about one-fourth reside in small towns of less thaﬁ 2,500
people. The remainder live in large cities (19.42),'£n rural areas or on a
farm (16.4%), or in small cities (10.62) (See Table 1). Threé-fourths of
all study participants héve lived in their areas for more than ten yéars
(See Table 2). |

The sample was distributed almost equélly among fouf age groups, (25-
34, 35-49, 50-64, and over 65 years of age) with at least 20 percent of
respondents in each group. Less than 5 percent of the respondenis wvere
between 18 and 24 years (See Table 3);

Nearly three;fourths_of the peoplé were married at the time of the
study (See Table 4). Although the majority of respbndént's épouses were
employed full-time (68.42), less than one-third of ﬁhe reﬁpondents hefe
:employed full-time. Almost one4fourthbof both respondents and their
spouses were retired (See Table 5). Neafly forty-five percent of ihe
people interviewed had completed high school, ana about §ne—thirdbhad

completed at least some college (See Table 6).



~ Almost ohg-half of fhé:sample réforted;living,in femilies with'oﬁé or
‘two members, whilé almost 40 percent teportédvlivingbin fdmilies‘ﬁith three
or four members;“The remainder reported five or more‘meﬁberq (13.62) (See
Table 7).710ver one~half 6f ﬁhe respondents (58%) do not h&Qe children
under the age of 18 living in their households, while almost one-third have
one or,ﬁwo children at home (See Table 8). o

The vast majority of-respondents were female (89.2%) and white (93.92)

(See Tables 9 an@ 10). ‘Appfoximaﬁély.lé pércent:bf the households feported
“their total income td be less than $10,000. Thirty percent had incomeé |
from $10,000—$20,000, and 39 perdept from $20,000—$30,000, and 19'percentv

earned more than $30,000 annually (See Table 11).

Descriptidn of Sample'SuggrOups‘

Before presentihg the resul:§ of this siudy, a Brief”déétription of
various sub-groupé of the toiallsample of 400 respondents ig in order. The
vast majbrity of\reapondénts‘(BS.ﬁl) reborted being aware of some type of
direct market in theirrérea.' Of these individuals,»91 percent reported
shopping at these ﬁarkets Aﬁ leﬁst once a year. In terms of the ﬁhree<v
typesvof direct markets included in this study, 260 resﬁondénts reported
shopping at’rohdside stands; 187 patronized‘farmers' markeis, and 101 used
pick-your-own outlets. ‘Cleatly, ﬁhese'categoriesvare not mutually
.» exclugive’ and‘many respondents réported shoﬁping at more'th#n one t}pe of
direct market. Itlshould also be noted that the analyses‘which is based on
all study respondents and di#cu?sed in sdbsequent séctions of this paper
includes 31 individuals who are avare of a diréct market in their afea but
who choose not to shop thére,‘aﬁd 54 individuals who,éré ndt awéfe of any
direct ﬁgrkétg in‘tbeif area. Thus about twenty ﬁercén; of the respondents
purchased all 6f their fresh £tuits aﬁd vegetablés from nbn*difétt ma?ket,

outlets.



CONSUMER 'S SHOPPING PATTERNS

Fresh Fruits and Vegetables

Respondents were asked if their household's use of fresh fruits and
vegetables changed over the past few years. About 95 percent of all
respondents-reborted that their use either increased or stayed the same
(See»TablesiiZ and 13). Slightiy over half of all respondents reported
that they use a wider variety of fresh fruits and vegetables.thaﬁ they did
a few years ago'(SZ.OZ‘for fruits and 56.51 for vegetables); |
| Overall, consumers reported being very satisfied with the quaiity of
the prodﬁcebthey purchased. Over 80 percent of all responden;s taied the
fresh fruits and vegetables they purchased as "good" (55.0%) ofb"very‘good"‘
(26.52) (See Table 14). Consumers we?e also asked to compare their |
satisfactioﬁ'with'locally-grbwn prodhce to-tbat with produce grown
elsewvhere. Respondents»reported that loﬁaily—grown produce was fresher and
kept better (mentioned by 772 of all respondents), tasteq better (56.02),
looked better (51.8%), and was more nutritious (38.0%) than produce grown
elsewhere (See Table 155.

Next, consumers were asked to compare Pennsylvaﬁia-grown'fruitsfand
vegetables with prodhce grown in other states. Over 85X of the rgspondehts
reported that Pennsylvania-grown produce was eithér "aboutAthe same" or
"bettet" than=produce‘grouﬁ in other states (See Table 16).

Se?eraltféctdrs infiuence consumers selection of fresh fruits and
vegetébles, ‘The most impbrtént factors are duality, appeafance,'and
nutritional vaiue. Price, whether you'can‘purchase just the quantity you
want, Qhether the produce is ih season, and where it is grdwn are rated

‘somewhat lower but are still important factors (See Table 17).



Almost sixty percent of the respondents reéorted that they‘vpﬁld be ‘  S ,}

willing to pay extra for organically-grown produce. Over one-half of 311

respondents (57.2Z) have a garden or fruit trees, compared to nearly two-

thirds of the roadside market users (64.61). Almost sixty percent of the

farmers' market users (58.8%) and over three-fourths (77.2Z) of the

pick-your-own outlet users have a garden or fruit trees. Finally, three-

fourths of all respondents made a‘shopping'list before going to the store

with three-fourths of fhgse lists including specific fruits and

vegetables.

Familiarity With and Use of the Pennsylvania Logb

In the next sectibn, respondents were asked several questions about
the Pennsylvania logo, "We're Growing Better." Over one third (35.2%) of
all respondents report that they are familiar with the logo. Direct market
‘users, however, are more likely to be familiar with the logo than
réspondents who either do not shop at a direct market or are not aware of
any direct markets in their aréa. Almost one-half of the pick-your—own
outlet users (45.52Z), 40.6 percent of the farmers' market users, and 37.7
~ percent of the roadside market users are familiaf with the Pennsylvania
logo. Of those respondents, the vast majority have purchased food items
with the Pennsylvania product iogo. Approximately 70 percent of all
respondents bought such products, while 76.1 percent of thé pick-your—-own
outlet users, 73.7 percnet of‘the‘farmers' market users and 73,5>per§ent of
the roadside markets users bought "Pennsylvania products" at some time (See
Table 18).

Of the 100 respondents who bought produce with thé Pennéylvania iogd,
the most frequently purchased items include apples, potatoes, tomatoes, |

pears, mushrooms, peaches, and corn. Eighty-eight percent of all



respondents felt th-t Pennsylvanié logo products were "good" or “very good"
(See Table 19).

Overall, 70 percent of all respondents indicated that if the fruits
and vegetables they found in the market had the Pennsylvania logo, they
would be more inclined to buy them. Respondents were also given an
opportunity to list the reasons why they would (or would not) be inclined
to buy produce marked with the Pennsylvania logo. Factors which would
encourage respondents to buy these items include: it would help support
Pennsylvania, the local community, farmers, and the economy; and freshness,
higher quality, and the lower prices of Pennsylvania-logo products.
Alternatively, respondents who would not be inclined to buy Pennsylvania-
logo produce mentioned that the quality and price of produce matter more

than where it is grown (See Table 20).

Awareness of Local Direct Markets

Of the 400 telephone survey respondents, 86.5 percent reported that
they were aware of a direct market outlet in their area. Most were aware
of a farmers' market (67.5Z), followed by a roadside stand (66.82) and a
pick-your-own outlet (54.5%). Of those respondents who reported being
avare of a direct market, over one-half (58.12) indicated that they saw or
heard some form of advertisement for the outlet in their area. Newspapers
were the most frequently reported type of advertisement (mentioned by 46.5%
of the sample), followed by radio (13.9%), signs along the road (10.4%),

television (5.52), and billbdards (3.5%) (See Table 21).



NON-USERS OF DIRECT MARKETS

Consumers With Direct Market Availability

A§ described previously, thirty-one respondents reported having access
to a direct market but chose not to shop there. The main reasons
included: "inconvenience,” "the supermarket has what I heed," "no
trénsport&tion," "there are none nearby," "the supermarket is closer,"
"prices are too high," "I grow my own," and "I have it delivered."

The thitty—one,non-usetslof direct markets wefe asked to suggest ways
to encourage increased patronage. The majority of respondents who answered _
this question (64.5%) reported.that they did not know of any ways that
direct market operators could entice non-users to shop at fheir outlets.
This may suggest that respondents don't take the opportunity to answer
open—ended questions or that these 31 respondents are decidely non-users.
Six respondents indicated that moving to a "better location" might increasé
their patronage. However, it is not apparent what constitutes a better
location — is it one which is‘closer to the consumers home? or, closer to
other shopping areas? or on a less busy street? Two respondents suggested
"that the direct market operators use door-to-door saleskto increase their
profits.

In another attempt to determine thé factors that inhibit use of direct
markets, respondents who do not use direct market outlets werevasked to
compafe seven characteristics of fruits and vegetables purchased at direct
markets with those'purchased at the supermarket. For two of’the se§en
characteristics, consumers indicated that they preferred supermarkets over
directlmarkets. These include: "cleanliness of market or store," and

"selection of products”. In terms of "appearance," “freshness,” "quality"

and "lower prices,” however, these consumers prefer direct markets.



| Overallg consumgrs iﬁdicate‘that difect‘markets:and supernafketa both
Pfo&ideﬁa‘“f?iendly atmosphere.” Thﬁa,‘while they recognize some of ﬁhe
advantages dirédt markets ﬁresent, théy remain content to buy fresh proauce
el#ewhete.. | | |

Appleg,nprhnges,_andvbananas are the most ftequently purcﬁasedvftesh
’prAGCe by COnshmérs'who‘do not éhop at direct markets. Less than éne-‘
fourth of the saﬁple reported purché?ing grapefruits, grapes, peaches, or
beérs; :0vér oﬁe-tbird of‘the‘non-direct markét users putchase'brocolli,
cauliflower, and carrots. Vegetables purchased but iess frequently
mentioned ihcludef leftuce, celery, gfeen beans, corn, pepéers, potatoes,
cabbage, and peas. Finally, 80 percent of the 31 non-users of direct
markets report that theyvprocess,fresh fruits and vegetables at home by
étoring, canning, or freezing.

Apples‘ér; the most frequenty purchased type of ftésh fruit for,nbn-‘
users with no convenient access‘to a direct market (mentioned:by 83.3% of
this sub-#hmplé),”followed by oranges (74.1%) and bananas-(5§.32). Other
commonly purchgséd fruits imclude péars, grdpes, grapefruit, peaches, and
plums. The most commonlytpurchased fresh vegetables include: 5roccoli,
green beans, carroﬁs, pbtatoes, cauliflower, corn, lettuce, and tomatoeé
(each mentionedbby»moré than oneffourth'df the respondents in this sub-

sample).

‘Consumers Without Direct Market Availability

Three-fourths of the respondents who cqrrently do not have a direct
market avgilable in their area reporf‘that che& woﬁld shop at one if it
were nearby. Thé,@éid reason offered for why respdndénts felt that they
would shop at a‘direct market.was “"freshness" of the produce (87.1#).

Other reasons, mentioned by ‘less than ong-fourth of the respondents



include: "low prices," "high quality," "convenience," and the "option to
select your own produce.”" The reason most frequently cited by respondents ,
for not wanting to shop at a direct market is‘that"the “supermarket has

everything I need."
mszcr—umxm OUTLET SHOPPERS

Over three-fourths (77.22) of the total_sanpie of 400'respondents'use
one or more types of direct market outlets at least once .a year;'bln“this
study, three types of direct msrkets were included: .rosdside stands,
farmers' markets, and plck-your-own outlets. = |

Almost 40 percent (37. 82) of the respondents reported that they have
been shopp1ng at their local d1rect market for over fifteen years, uhlle
nearly 30 percent (29 82) reported patronizing these outlets between ten
and fifteen years. The remainder of the respondents (30.42) shopped at
direct markets for less than six years (See Table 22).

Respondents were also asked which household-members usualip-shop-at
direct markets. Single snd married women shop at direct markets.most
frequentlyr Over one-fourth of the respondents (28 21) ‘reported that the
person who usually shops at direct markets is a marrled woman,
unaccompanied by other family'members. Single women account for an
additional 11.4 percent of the direct market shoppers. The most freQuently
mentioned response category, however, was "husbsnd snd‘nife" (mentioned by
29.8% of sli respondents). Other responses, in decreasing_order:of
frequency inclode: "nife and:children" (9.82), "whole family" (9.52)p"
"husband alone" (4.11), "unmarried men" (2.2%), and "husband and children"

(.62) (See Table 23).
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Respondents were also asked what days of the week and times of the day
they prefer to shop at direct markets. Thursday, Friday, and Saturday were
the days most respondents preferred to shop, followed by Wednesday,
Tuesdaj, Monday, and Sunday. However, most respondents reported that they
héd "no preference" in tefms of their shopping days. Mornings are the most
preferred time of the day for direct market shopping, mentioned by 142
respondents. However, seventy-eight respondents reported that they had "no
preference” as to their shopping time. Afternoons and evenings were less
frequently chosen as preferred shopping times (mentioned by 64 and 38
respondents, respectively) (See Table 24).

Apples are the most frequently purchased fresh fruit by direct market
shoppers, followed by oranges, bananaé, peaches, pears, strawberries,
plums, grapefruit, cantalopes, cherries, blueberries, nectarinés,
watermelon, and othe? types of melon. Compared to non-users of direct
markets, direct-market shoppers report purchasing a wider variety of fresh
.fruit.

At least one-third of the direct market shoppers purchase broccoli,
tométoeé, lettuce, cauliflower, corn, green beans, carrots, andrpotatoes.
Other vegetablés purchased at direct marketg include: celery, cabbage,
peas, and peppers (See Table 25).

Over half (57.1%Z) of the direct market outlet shoppers indicated that
they processed fresh fruits and vegetables by canning, preserving, or
freezing. Freezing was the most commonly reported method of processing
fresh produce, followed by canning and preserving. Respondents also
indicated what types of produce they processed. Corn, followed by green
beans, peas, plqms, tomatoes, strawberries, lima beans, and peppers are the

fruits and vegetables most commonly frozen for later use. Produce which is
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most»commonly canned includes: tomatoes, peaches, gre=en beans, and pears.
Finally, strawberries are the most commonly preserved fruitv(See Table
26).

Direct market shoppers were asked to compare supermarkets with direct
market outlets on seven characteristics related to fresh produce
pruchases. Consumers indicate that they prefer the supermarket over their
direct market ouclet‘only for "cleanliness of ﬁhe market or store"
(mentioned by 140 respondents). It should be noted, however, that 97
respondents indicated that a market or store's cleanliness made no
difference to them. For each of the other six characteristics, the vast
majority of respondents indicated that they prefefred direct marﬁets to the
supermarket. These charaCteriéiics includes freshﬁeas, quality,
appearance, and lower prices of products; wide selection, and friendly
atmosphere; in descending order of frequency. Shoppers pfovide indirect
evidence that the factors which most influence their pu;chasing decisions
include: selection of products,‘followed by‘fteshness, price, add
appearance (as indicated by the low numbers of individuals who report that
these features make no difference to them) (See Table 27).

Ninety percent of the direct market outlet shoppers also purchasé
produce from ﬁhe supermarket. Of these superharket shoppérs, almost three-
fourths (73.5Z) shop at sﬁpermarkeﬁsvone to two times a week (See Table

28).

Roadside Stand Users

Roadside stands are one ﬁype of direct market outlet examined in this
study. Of the 315 respondents who use some type of direct market outlet,
260 (or 82.5Z) shop at roadside stands. Over one-third (36.9%) report that
they make weeklyvvisits, thle the next most common responses were: twice

a month, once a month, and twice a week.



12

Generally, roadside shoppers became aware of the stand they usually
shop at by "just passing by" (mentioned by 159 respondents). Other

shoppers became aware by: "word of mouth,” "it's always been there,"

“newspaper ads," "roadside signs,” "advertising," and "television ads."

Most roadside shoppers visit the market to find out what produce is
available for sale (146»tespondents); Other shoppers read a sign in front
of the roadside stand, read newspaper ads, saw adyertising, or hear by word
of mouth what produce is available. Twenty-seven respondents indicated
that they knew what produce would be available at their roadside stand
because they knew what is in season (27 respondents).

Most shoppers travel ten miles or less to visit a roadside stand (214
respondents). Only twelve shoppers travel over fifteen miles to a roadside
stand (See Table 29).

Over one-half of all roadside stand users expect prices there to be
lower than supermarket prices (52.32). One-third expected prices to be
about the same at roadside markets and supermarkets, and only ten percent
believed that prices at roadside stand would be higher than supermarket
prices. Over eighty percent of those respondents who shop at roadside
markets spend between fo?r and twelve dollars per visit (SeevTable.30).

Two-thirds (67.3%) of all roadside stand shoppers indicated that the
feature they liked best about produce purchased at roadside stands was its
freshness and the fact that fruits and vegetables were not prepackaged.
" "

Other frequently mentioned "best-liked" features included: '"quality," "you

can choose what you like," "good selection," '"good prices," "good

" "convenience,” and the fact that "produce is locally-grown."

atmosphere,
Less than ten of the roadside stand users reported what they liked

least about produce purchased at roadside stands. Responses include:
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"stand is not clean,"” "limited seléc;ion," "poor quality," "inconvenient,"
"uninformed workers," and "you must wash the produce" (See Table 31).
'Roadside market shoppers were asked to make suggestions to operators

to increase patronage by consumers. About 25 percent responded to this

" Ypove to a

question and suggested that operators should: “advertise hore,
better location," and'"pgovide‘a'greater variety of produce” and "carry
more non-produce items."

- In addition to produce, many roadside stands offer additional items
for sale. Over three-fifths (62.7%) of the roadside stand users indicate
that they buy non-produce items at roadside stands. The items most
frequently purchased include: baked goods, flowers and piants, cider,
milk, eggs, and honey.

Roadside market shoppers were also asked how much produce they
expected to buy from their local stand in the future. Eighty-six percent
reported that they planned to buy about the same amount of produce from

roadside stands in the future. Less then ten percent planned to buy more

produce, while less than five percent planned to buy less.

Farmers' Market Users

The second type of direct market included in this study is farmers'
markets. Of the 315 respondents who shop at a direct market, 187 (or
59.4%) shop at farmers markets. One-third of the farmers' market shoppers
(32.6%) report that they make weekly visits, while 60.9 percent shop at
farmers' markets once a month and 16.6 percent shop atvfgrmers' twice a
month,

Farmers' market shoppers most commonly report that they became awvare
~of the market they usually shop at by "word of mouth" (reported by 33.72 of

the respondents). Other shoppers became aware of their local farmers'
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market by: "I pass by it," "newspaper adé," "its been there a long time,"
Madvertising," "radio ads," "IV ads," "roadside signs," and through the
“maii." |

Like roadside stand shoppers, farmers' market shoppers viiif the
market they usually shop at to find out what produce is available fér sale
(l33 respbndents). Newspaper ads, knowing what's in season, word-of-mouth,

"and advertisements_helped other shoppers to becomé avare of what items the
market offered‘fOr sale.

‘More than haif of the farmers' market shoppers travel less than five
miles to the market where they usually shop (148 respondénts). Nearly 90
petéent'of those responding travel less than lﬁ mileg to é farmer's market
(See Table 32).

. Shoppers were also asked to compare farmers' market prices with prices
charged in supermarkets. Almost one-half of the farmers' market shoppers,
(46.51) believed that farmers' market prices were lower, 30% indicated that
they were about the same, and 20 percent felt that they were higher than
supefmatket prices. |

Consumers spend an average of $6.00-7,99 per visit to a roadside
market versus $8.00-9.99 at fafmers' markets. Less than five percent of
the roadside stand users apénd‘over fifteen dollars per visit.
Alternatively, over twenty percent of the farmers' market shoppers spend
that amount. The majority of farmers' market shoppers, however, spend
between four and twélve dollars on their average'purchase. The large
purchase may reflect the bfoader selection of products (e.g., meat, bakery
goods, seafood)vsometimes available at farmeffs markéts (See Table 33).

Over one-third (37.1%) of all farmers' market shoppers indicated that

the feature theyjlike best about produce purchased at farmers' markets was
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its freshness and the fact that it is not pte-nackaged. tOther "best-liked"
featutee inelude: qua11ty, good vatxety, ability to select your own
produce, low prices, and nice atmosphere. Although most shoppera had no
"least liked features," those that did felt that'farmeraf markets were:

too ciowded, not ciean, their pgiees were too high,_tbey providedapoonf

7 parking,dand were too far away (See Table 34).

Farmers' market shoppers were asked what operators eould do to

increase patronage at markets. Of the 65 shoppers who answered this

question, comments included: "markets should be open more days," "move to

a better location," "provide better parking,"

and "advertise."

Like roadside stands, farmers' markets often sell items other than

~ produce. Over onefhaif of the fatmers'>market‘shoppers:(56.12) pntchasev

non—ptoduee items. The most commonly mentioned non-prodnee items were |

. meat, and baked goode. Otner‘itmes freQuentiy putchased by farmers' market'

shoppers include:p‘cheeae, eggs, and'plants‘and flowers. |
Farmers' market shOppers were asked how much produce they expected‘to

buy from their loealpfarmers' market in the future. The vast majority of

shoppers (91.42),reported'that tney planned to'buy about the same amount.

Less than two percent reported that they planned to buy less (1 62), whlle‘

6.4 percent planned to buy more from the1r farmers market ;n‘the future.

Pick-Your-Own Outlet Customers

The third type of direct market‘included in this study is pict-your-
own outlets. Of the 315 respondents who shop at a- dlrect market, 101 (or
32.1%2) shop‘at plck-yOur-own outlets. Plck-your—own outlets are v1s1ted
less_frequently than otner types ofvdlrect markets. Most visits to
pick-yOur?own outlets are made only once or twice a year. This may be true

because many pick-your-own operations offer single crops, such as
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strawberries, cherrieé and apples. Only seventeen shoppers report visiting
pick—yoﬁr-own outlets at least once a month during the growing season.
Most shoppers (42.6%) become aware of pick-your-own outlets by

word-of-mouth. Other ways shoppers became aware of pick-your—own outlets

include: “newspapet ads,"‘"I pass by it," "advertising, roadsidé,signs,
"I alwayé knew it was there" and "radio ads." |

koadside'stand and farmers' market shoppers usually visit a markgt to
find out what produce is available for salé, Thié’is not the case with
pick-your-own outlet users, however. Pick-your-oun éhoﬁpers'are most
likely to learn about what produce iﬁ available at nearby outIeCS‘through
newspaper ads, word-of-mputh, knowing what's in season, advertising, and
sigﬁs at the outlet. .

Most pick-your-own outlét shoppers travel less than ten miles to the
outlet they normally visit’(67 réspondents). Twelve shoppers report that
they travel between eleéen and fifteen miles, and ten shoppérs'report
travéling between sixteen and‘twenty miles to the outlet (See Table 35).

Like roadside stand énd‘farmera'=market shoppers, most pick-your—own
shoppers believe that pick-youf-ovn'prices are lower than supermarket
prices for fresh frﬁits.and vegetables (87.12). Only eight percent of the
bick-your-own shoppers indicated that pick-your-own prices are about ﬁhe
same as the supermarket, and three percent felt they were higher.

Generally, consumers spend more during a visit to a pick-your-owﬁ
outlet than to a roadside stand or a farmers' market. The average améunt
purchased per visitvat aipickfybur-own outlet rangéd from $10.00511,99;v
Fifteen percent of tﬁé shoﬁpers reported- that they usually’speﬁt over

fifteen dollars during an average pick-your-own outlet visit (See Table

36).
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Another difference between ro»dside stand, farmers' market, and

' ”f5p1ck-your-own outlet users are the "best—lxked” features uhlch renpondents

"'"reported. The most: frequently ment ioned "best-llked" feature for

va1ck-your-oun outlet shoppers was "I can choose the type and amount vaantA
- to bu ' (mentioned by 52 shoppers). Other best-lxked features 1nc1uded'
'ff"freshness," "good prxces," "“it's fun," "quallty, ~ and the‘ satlsfactlon.:
tof p;ck;ng‘your own." Thevmost commonly-reported “least-lxked" feature ofv
.piek-you—own outlete was "it's hard work" (mentloned-by 13~reopondenta) |
(See'fable»37)g | . | | o

Apples are tﬁe mostvfrequentiy purchased item at both ioaosideistands
. »and farmets' markets; At pick—your-own outiete,‘streubefriesfate purchaeed
v most frequently (ment1ooed by 80 shoppers) Apples are second, followed by
bpeaches, cherrxes, blueberr1es, tomatoes, green beans, pears, corn,‘
-raspberr1es; and plums.

In tetms of expectations for future purchases at pick-your-own
'outlets,vmost shoppers plan to buy about the same amOuot'(82;22)a pTwelue'
'VPe;centiof the shoppers plan to buy more in the future, and six perceot

plon'to.buy less.

PROFILES OF DIRECT MARKET SHOPPERS
| bescriptions of typxcal" direct market shoppers would help to tatgetpffV*
Vpromot1ona1 actlvxtxes and set guldellnes for opetatxng houts, 1nventory, i
‘selectxon, etc. The follow1ng section prov1des proflles of d1rect market ; .
shoppers.
|  Direct matket,usere are usuelly white married women who are less than
50 years old, have coupleted high school, and who reside in soell»towuo'oi
ifon'farme. These profiles were basicaliy the same for all types of

-markets. They were similar to people who frequent supermarkets.



18

From these profiles, it is obvious that the three types of direct
_market shoppers share much in common. For example, all ;ypes_of:d{tect
-i:fﬁafkét’chbpfeis;éte_usually under fifty’yeat‘ old, have gtadu@téd'ffom bigh'_
school, and are white. Differencen betﬁeen types of direct mafket shoppers
. include: 1) £armers' market users are as likely to live in small‘cities of
‘utbah aieaé.gs;séall toﬁni or on farms, 2) farmers' matke:>usérs are @s;
blike1y to Bé'ﬁhmartied as married; Ana 3).pick-your;oﬁn usefs‘havé uéuélly

‘lived in their communities for a long time.

~ CONCLUSIONS ,

.overall; consumers attitudes tow#r@s direct markets are‘very favorable

f~and most,par;icipghts in'this study currently shop at eitherla*roadside

stand, farmefs"marke;, or a pick-yourfown’outlet. Even noﬁ—shoppers give

produce purchased at direct markets higher ratings than.auperﬁarket.producév
St . ‘ .

for its‘freshness, quatity, appearahCe, and price. Addi;ionally,'most

consumers who do not patronize a direct market would do so if one was

4 lochtéd nearby.

_ Quality,‘appeirance; nutritional Qﬁlue, whether you can purchase the
quanﬁity you want, and whether the producé'is in season arevtﬁe most
important factors which guide consumers selection of produce. Although
qonsumerp do,not'uéudlly select produce baSed'oh vhere it is;grovﬁ," |
Conéumgrs appeaf to be more inclined to buy locally-g:own‘prddﬁée. To.

‘ proﬁoﬁe the sale of Pehhsylvania producé, efforts to make the‘fennsyIVania
logo more easily recognized and gppealing are warranted.

Several findings from this study hay be useful in promoting direct

markets:
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' Most shoppers prefer to shop at direct markets on Thurnday, Friday, and

Saturday during the m@ruxng. Since some shoppers mentioned that dxrect

b,’markets'(especially farmers' markets) were too crowded, it nay be

advisable to add personnel for these peak shopping times, or in the

i case of farmers' markets, expand the hours or days of operation.

1_A1most thce as many dzrect market shoppers procesa fresh ftultl and

‘:‘vegetables by canning, preserving, or freezing than those: who do not

shop at direct markets. Thus, efforts to promote home processing nay

"~ .be well received. Examples include home-canning demonstrat1ons, recxpe e»;
- exchanges, how-to pamphlets and literature, uutr1t10na1 1nformatxon, -

and processxng safeguards.

. Most shoppers f1nd out abOut d1rect markets in their area . by Just -

passlng by or by word of mouth. For this reason good signs are
important. Roadside signs should be large, legible, clearly vtslble,
and include the times and days that markets are open. Since most
people travel less than ten miles to a direct market outlet, your
marketing area is limited. Advertising should be restricted to your
local area. Strong use of local radio,. newspaper, and direct mail
advertisements seems to be warranted to increase patronage at dtrect o
markets. » . -

" Offering a wide varlety of non~produce items may increase’ overall sales

and patronage at direct markets since shoppers appreciate wide

B selection. In addition to baked goods, flowers and plants, c1der,

milk, eggs, and honey, consumers indicate a w1111ngness to purchase :
meat and cheese at dlrect markets. : . .

{Shoppers rate the unxque features of direct markets very favorably*-'*';

offering a broad selection of high. quallty, fresh, attractive produce

~ at relatively low prices. However, several shortcomings of d1rect

markets were also mentioned, including poor parking, markets were not

bb.clean, and crowded shoppxng condxtxons.‘

Compared to roadside stand and farmers' market shoppers, pxck—your-own
outlet users made less frequent visits (usually only once or twice a
year), spend more per visit (between ten and fifteen dollars), and are:
more lxkely to become aware of the outlet by advert1semeuts, especlally
those in newspapers. .




Table 1.
by type of shopper, Pennsylvania, 1984,

Location of residence of respondents to 400 household telephone survey of fresh fruit and vegetable purchases

~at dlreet market outlets -

A1l Respondents

- Type of Shopper

Roadside Market

‘ Farmers' Market. Pick-Your-Own
Shopper's ' _ o . i B ' .
- Residence Number Percent - Number Percent - Number Percent Number Percent
Open country or farm N 11 16.4 48 18.6 25 N 13.5 22 22.2
Small town less than 2,500 88 22.2 61 23.6 43 23.2 31 31.3
| Town-of 2,500 - 50,000 . = 125 " 315 90 3.9 68 3.8 31 31.3
vSmall city 50,000 - 100,000 A2 10.6 29 11.2 : éO 10.8 10 10.1
Large city 100,000 + 7 o 19.4 30 11.6 29 e h15.7‘ 5 5.0%
No Answer 3 - 2 - 1 - - 2 -
Total - ' 400 ~100.0 260 100.0 186 100.0 101 100.0

*Significantly different at the 5% level.

0T



Table 2. Number of years respondents have lived invtheir areas, 400 household telephone survey of fresh fruit and vegetable purchases ~ at
direct market outlets by type of shopper, Pennsylvania, 1984.

Number of Years at
Present Residence

Al Respondent§ '

Type of Shopper

Roadside Market

Farmers' Market

Pick-Your-Own

Number Percent

Average Number of Years = 25.

Number Percent ~ Number Percent Number Percent

1-2 24 6.0 14 5.3 8 4.3 2 2.0

3-4 22 5.5 16 6.1 10 5.4 7 7.0

5 -6 27 6.8 23 8.9 15 8.1 7 7.0

7-8 12 3.0 9 3.5 2 1.1 a 4.0

9 - 10 15 3.8 10 3.9 8 4.3 4 4.0

Over 10 297 74.8 187 72.2 143 76.9 76 © 76.0
No Answer 3 - 1 - 0 0 1 -
Total 400 100.0 260 100.0 186 100.0 100

1¢



Table 3. Age of respondents to the 400 household teiephone survey of fresh fruit and vegetable purchases
type of shopper, Pennsylvania, 1984,

at direct market outlets by

A1l Respondents

Type of Shopper

Roadside Market

Farmers' Market

Pick-Your-Own

Age Number Percent Number Percent Number Percent Number Percent
18 - 24 19 4.8 14 5.5 9 4.9 5 5.0
25 - 34 85 21.6 65 25.5 43 23.6 28 28.0
35 - 49 106 27.0 7 30.2 54 29.7 39 39.0¢
50 - 64 102 26.0 62 24.3 43 - 23.6 19 19.0
65+ 81 20.6 37 14.5 33 18.1 9 9.0*
No Answer 7 - 5 _ - 4 - 1 -

Total Respohses 400 100.0 260 100.0 186 100.0

100 100.0

Average Age = 48 years.

(24



Table 4. Marital status of respondent by sex, 400 household telephone survey of fresh fruit and vegetable purchases st direct market
outlets by type of shopper, Pennsyivania, 1984.

A1l Respondents » - Type of Shopper
Roadside Market Farmers® Market Pick-Your-0Own
Marital- ] . .
Status Number Percent Number » . Percent Number Percent Number Percent

Married 295 73.9 . 209 80.4 - 140 75.3 89 89.0
Divorced 18 4.5 8 3.1 s 2.7 2 2.9
Separated ‘ 9 2.3 q 1.5 5 2.7 i 1.0
Widowed 51 i2.8 26 10.0 23 12.4 8 5.0
Never Married : 26 6.5 13 5.0 13 7.0 3 3.0

No Answer 1 - 0. - - - 1 -
Total : 400 100.0 260 100.0 186 - 100.0 lel 100.0

€C



Table 5.
. outlets by type of shopper, Pennsylvania. 1984,

Employment status of respondents and spouse, 400 household telephone survey of fresh fruit and vegetable

purchases  at direct market

A1l Respondents

Type of Shopper

Roadside Market

Farmers' Market

Pick-Your-Own

. Responden£ : Spouse Respondent _  1 Spouse ' Respondent Spouse Respbndent Spouse
_ Employment : . o i '
. Status . Number Percent Number - Percent No. % |- WNo. - . ] No. % No. % No. % "No. %
r_ul'l-t‘i.'yie' o 9.3 201 68.4 82 315 M9 713 54 200 99 M2 33 3.0 70 786
Part-time 59 148 T 2.4 %5 17,3 7 33 27 145 4 29 21 2.0 3 3.3
| " Not Employed 141 . 383 1 5.8 95 36.5.° 16 / 7.1 70 37.6 10 7.2 38 38.0 4 4.5
‘Retired” ., 82 20.6‘ 69 23.5 38 146 I} 17.7 35 18.8 26 18.7 8 8.0 12 135
N6 Spouse - B - - e e s o - e
‘No Answer- 1 . 0 - o o0 o o o 0o 0 0 1 - 1 -
260 1000 260 1000 186 100.0 185  100.9

Total 400- 100.0 - 400 100.0

401 100.0 101 100.0

%e



Table 6.

by type of shopper, Pennsylvania, 1984,

Educatioral level of respondents to 400 householdbtelephone survey of fresh fruit and vegetable purchases at direct market outlets

A1l Respondents

Type of Shopper

Road;ide Market

Farmers' Market

Pick-Your-Own

186 100.0

Educational

Level Number Percent Number Percent Number Percent Number Percent
1st - Bth 27 6.8 13 5.0 7 3.8 3 3.0
9th -‘llth a4 11.0 16 6.2 19 10.2 9 9.0
12th grade 179 44.9 120 46.2 80 43.0 41 41.0
Some College 80 20.0 - 55 21.2 a1 22,0 25 25.0
Bacheior’s Degree 43 10.8 35 13.5 24 12.9 14 . 14.0
Graduate Degree 21 5.0 20 7.7 15 8.1 8 8.0
No Answer 3 - 1 0-4 0 0 1 -

Total Responses 400 100f0 260 v : 100.0'

100 100.0

fiverage Educational level = 12th grade.

Y4



Table 7.. Size of household of respondents to 400 household telephone survéy of fresh fruit and vegetable purchases at direct market outlets
by type of shopper, Pernsylvania, 1984.

Household

" A1 Respondents

Type of Shopper

Roadside Market

Farmers' Market

Pick-Your-0Own

Size Number  Percent Number Percent Number Percent Number Percent
1. - 2 members 190 ‘ a71.7 104 40.1 87 46.8 30 30.0
3 - 4 members 154 ' 38.7 116 44.8 71 38.2 a9 49.0
5 or more members 54 - 13.6 39 15.0 28 15.0 21 21.0
No answer 2 1 0 0 - 1 0
Total - a00 100.0 260 100.0 186 100.0 101

100.0 -

Average Household Size

2.91 people.

92



Table 8. Number of children under 18 living in households of respondents to 400 household telephone survey of fresh fruit and- vegetable
purchases  at direct market outlets by type of shopper. Pennsylvania, 1984,
A1l Respondents Type of Shopper
Roadside Market Farmers' Market Pick-Your-Own
Number of ‘ : ) ) .
Children Number Percent Number Percent Number Percent “Number Percent
0 232 . 58.0 134 51.7 106 57.0 a1 41.0
1 60 - 15.0 40 15.4 25 13.4 17 17.0
2 67 16.8 56 21.6 3 18.3 27 27.0
3 25 6.2 21 8.1 16 8.6 10 10.0
4 9 2.2 5 1.9 3 1.6 4 2.0
5 and over 3 0.8 3 1.2 2 1.1 1 1.0
No answer 4q - 1 - 0 0 1 -
Total 400 100.0 260 100.0 186 - 100.0 101 100.0

Le



Table 9.
) shOpper. Pennsylvanva, 1984,

Sex of respondents to 400 househo]d telephone survey of fresh fruit and vegetable

purchases at direct market outlets by type of -

A11 Respondents

Type of Shopper

Roadside ﬂquet

Farmers' Market

Pick-Your-an

Csex . © 7 Number Percent  Number Percent Number  Percent Number Percent
Female -~ . . .38 8.2 233 %.3 168 9.3 9.0 9.0
Mate I X 0.8 2 9.7 7o 9.7 10.0 10:0
No Answer . S o 3 2 - 1 - 1 -

Total Responses 400 100 260 100.0. 186 100.0 101 £ 100.0

82T



~Table 10. Race ef respondents to 400 household telephone survey of fresh fruit ahd vegetable purchases

of shopper. Pennsylvania. 1984

at diréct'erket,dhtlets by type

Race

.11;f-Ail Respondents

Type of Shopbgr

Roidside Market .

Farmers' Market

- Pick-Ybur-Own

‘-f; Nuﬁber., Peréeht ]

Number Percent

~ Number - Percent

.. Number o Percent

White'

Black or Afro-American

' hisb&ntc
Oriental
Other

No Answer

Total

LA
22 .

w N o o

S

93.9
5.5
0

0 '

250 9.9

3.1

260 100.0

78 9.3
s 27
e 0
o o

3 L

o 100.0

99 - 100.0 -

0
0

1 w00

62



 Table 11. :Family income of respondvnts to 400 household survey of fresh fruit and vogetnble

‘Pennsylvania, 1984,

purchases at direct ﬁhrkét outlets,

A1l Respondents

Type of Shopper

Roadside Market

Farhers' Market

Pick-Your-0wn

. Number

Percent**

100.0

100.0

‘Tncome Number ~ Percent™** Number Percent ** Number Percent*

~ Under 10,000 a2 10.5 18 7.5 14 8.5 a 4.0*

$10,000 - $20,000 Yo . 271 1 29.7 53 32.1 23 230

$20,000 - $30,000 103 25.2 98 41.0 65 39.4 55 55.0*

Over $30,000 103 25.8 52 21.6 33 20.0 - 14 16.0¢
Refused to answer 43 10.7 20 - :21 - 4 -
No Answer » - - 1 - . - 1 -

Total a00 ] 260 186 £ 100.0 101 100.0

*epercentage of those answering.

(11%



 Table 12.

Ghange in respondents use of fresh vegetab]es and fruits 1n the. past few years by type of shopper.
: Pennsy]vania. 1984 _

“A11 Respondents

Type.of»Shoppef

Responses

Market‘

: Roadside Market Farmers' Pick{Your-Own
Fresh Vegetables No. Percent No.  Percent No. Percent No. ~ Percent
Increased 189 422 135 519 94 50.3 51 50.5
Decreased 23 5.8 14 5.4 11 5.9 7 6.9
Stayed the PR , v o . '
Same 208 52.0 111 42.7 82 43.8 43 426
Total 400 100.0 260 100.0 187 100.0 101 100.0
Fresh Fruits ; |
Increased 181 45.2 135 51.9 94 50.3 58 57.4
' Decreased 2 6.5 14 5.4 10 5.3 3 3.0
~ Stayed the e o B .
Same 193 48.3 11 42.7 83 44,3 40 39.6
‘Total 400 100.0 260 100.0 100.0 101 100.0

187

1€



Table 13. Do respondents report u51ng a. w1der var1ety of fresh fru1ts and vegetab]es by type of shopper,
' Pennsylvan1a, 1984, - o

A1 Respondents

Type of Shopper

Responses

Roadside Market

- Farmers'

Market

Pick-YOur-Own‘

Fresh Fruits

No. Percent

No.»

Percent.

No. -

_ Percent

f No.

“Percent

Yes

" No

Total

208 520
192 480

400 - - 100.0

153
,5107»

260

58.8
41.2

1000

101
86

187

54.0

45.0

©100.0

54
v

101 o

_ 53.5
26.5

100.0

| © Fresh Vegetables

' Yes.

No

~ Total

226 ;';,-56;5‘»
S 74 435

400 . 100.0 -

159

260

61.1
38.9

100.0

187

108

7.8
42,2

©100.0

60
o

01

~59.4

 40.6

100.0



Table 14;‘-anSumersf”quaiity,rating of‘fruiﬁs‘andfveéetab]es purchased by’type'of:shoppéf;fPéhﬁﬁylyania,]1984.. o

AN Respondents

Type-of’Sthperlﬁf‘

~ Roadside Market

Farmers' Markét"s””‘

 Pick-Your-Own

Rating | No.  Percent

| No.  Percent

No.  Percent .

. Percent

v:Vefy'Gpod' -¢  :.v’ 06 ‘26;5 41:;
© Good 220 55.0°
CFair . 64 16.0

~

w

“Don't Know 1.8

——————

e s

w0

o w7

e sa0
a2 162
2 o8

2 1w
21

187 100.0

,55

01

32

N7

54.5
119

2.0
S

11000

€€



Table 15. Consumers' ratings of lecally-grown fru1ts and vegetab]es, re1at1ve to those grown elsewhere by
v type of shopper, Pennsylvanla, 1984.

AN Resbondents,- o | - | Type of Shopper-
(ne800) | T =

Roadside Market | Farmers' Market | Pick-Your-Own
© U (N=260) | (N=187) | (N=101)

 bRétihgs

No. Responses ~ No. Responses ~ No. RespOnseslf_'»-Nb, Responses.

Are more nutritious ' R - o '
Definitely (WT=3) | 152 o 106 - 78
Maybe (WT=2) - 75 o - 55 '
Not really (WT=1) : 79 : 46
Don't know'(WT 0)' : ' : 94 ’ 53 . .

Avg wt'd score : - R TR & S 1.82 ' ' 1.80 1.91

Taste better - ’ o S e ' R , :

~ Definitely (WT= 3) o 224 o 168 R 120 ‘ 75
Maybe (WT=2) IR 80 o 48 32 L
Not really (WT=1) o 55 v 25 ) o
Don't know (WT= 0) S 4] B 19 B T

Mvg. wt'd score | o 2,20 2.40 | 239 2.83

Are fresher and keep better , L SRR
Definitely. (NT 3) o280 e
Maybe (WT=2) . 88 : e
“Not: rea]]y (WT 1) S o800 e 7 33 o ﬂ R
~Don't know (WT= 0) o 32 o 18 B T ¥ O o

. Avg wt'd score S R A v 2,29 S 2,36

'Look better " ’ T O TR it S T o

Definitely. ng#B)‘ i T 207 -1, o128 o 73
Maybe (WT=2 o %2 co ‘ e '
Not really (WT=1) 65 32 2 !
Don't know (WT=0) N 36 15 v , 10 7

~ ~Avg. wt'd score = .18 o 2.46 o o 2.44 - 2.48

e



Table 16. Consumers' ratings of Pennsylvania grown fru1ts and vegetables compared to those grown 1n other states'
by type of shopper. Pennsylvania, 1984, :

~A11 Respondents - o ; ' " Type of ShOpper
Roadside Market Farmers' Market . Pick-Your-Own

Ratings ~ No. Percent No. Percent No. ~ Percent No.  Percent
About the - R _ . . o - v e

Same | 209 52.2 124 47.7 87  46.5 41 40.6
Better 1 33 01 38.8 76 40.6 43 426
Worse . 16 40 10 3.8 6 3.2 5 5.0
Don't Know a0 102 25 9.6 . 18 9.6 12 Ly
‘Total 400 100.0 260  100.0 187 100.0 101 100.0

ce



Table 17.
| 1984.

Importance of various factors in fruit and vegetab]e selection by type of shopper, Pennsylvania,

A11 Respondents

Type of’Shoppér_

(N=400)
Roadside Market | Farmers Market Pick-Your-Own
~ (N=260) (N=187) ~(N=101)
Ratings No. Rosponses No,_ReSponses‘ No. Responses _ No. Responses
~_ Appearance

Very 1mportant (NT 3) .
Somewhat important (WT=2)
Not important (WT=1)
Don't know (WT=0)

Avg. wt' d score ’

thore it is grown
Very important. (WT=3)

Somewhat important (WT=2) -

‘Not important (WT=1)
Don't know (WT=0)
Avg. wt d score

"ths nutr1tionaT1Va1ue

“tant_ (W
. Don t know (WT 0)
Avg wt' d score

.whether it S 1n season
~_Very important (WT=3)
Somewhat important (WT‘Z)
Not important (UT= 1) '
Don't know (NT=0)
Avg. wt d score

2.83

53
128
213

294
81
23

229
77

2.37

223

2.8

1.58

2.68

157
55
47

2.42

2.82

1.63

142];f

1151‘

e 35

36

2.41

84
16

2.82
14
31

1.57

60
18
23

2.37

- 9€



Table lf (con't)

- AN Respondents

(N= 400)

TYDé of Shoppeh‘-f

Roadside Market
(N=260)

Farmers'Market

(N=187)

(N 101)

Responses

No.‘Respbnses

No. Responses

No. Responses

" No. Responses

Qua11ty L
Very important (WT 3) _
Somewhat important (NT 2)
Not important (WT=1) -
Don't Know (WT=0)
Avg wt'd'score

whether you can purchase justv

the quantity you want
-Very important (WT=3)
Somewhat important (WT 2)
Not important (WT= 1)
Don't know (WT=0)

' Avg. wt'd score_v

Pr1ce . :
Very 1mportant (WT= 3)
Somewhat important (WT= 2)
Not important (WT= l) o
Don't know (WT=0) o
Avg wt d score j.f»aff(T'

®1
3/

2.89

. 2.40

_265
2.56

2.90

2.38

173
13

o291

2.46
125
19

- 2.57

.92

NOOoO oW

53
28
19

66

‘Pick Your<0wn a

o286

€



Table 18. Respondents' fam111ar1ty with Pennsylvania s "Ne re Grow1ng Better

Pennsy]van1a, 1984

Logo by type of shopper,

A11 Respondents

A’Type of ShOpper-

Roadside Market

Farmers' Market

- Pick-Your-Own .

Responses ' } No. Percent

» No.

' 1Percent :

‘No.

Percent

No.‘

o Pércent" 

‘Familar with Togo

Yes 141 3.2

No a5 6L
“Not Sure - v.‘  14 3.5
Total . 400 100.0
Of those familiar with the 10go;

those that have ever bought any :
food item with it-

Yes - ‘_',’ -." flﬂof':. 76;9.
CDon't Know 31 22.0

Total , 141 100.0

98
151

11

260

72

21

98

37.7
58.1
4.2

100.0

73.5
5.1
21.4

100.0

76
105

187

56

15

76

40.6
56.2
3.2

100.0
73.7
6.6
19.7

100.0

46
49

101

35

" 46

100.0

48.5

5.9

S 76.1
10,9
13.0

100.0

.



Table 19.

-

Respondents' qua11ty rating of produce purchased with the Pennsylvania 1090 by type of shopper.

Pennsylvania, 1984

A1l Respondents

Type of Shopper
(N=100) v

Roadside Market Farmers' Market Pick-Your-Own

(n=12) (N=56) (N=35)
Responses ».No{'_v Percent No. Percent | ‘ No. _ ‘.Percgnt - No. Percéht
Very Good 43 a0 33 45.8 u 12.9 18 51.4
Good 5 50 29 w03 | 25 4.6 4 40.0
Fair 2 2.0 1 1.4 0o 0 0 2.9
Poor 2 2.0 2 2.8 2 3.6 1 0.0
Don't Know 8 8.0 7 9.7 5 8.9 2 5.7
Total 100 100.0 72 100.0 56 100.0 35 - 100.0

Note: Includes only those'reSpondents who purchased items with the

Pennsylvaniavlogo.

6€



~Table 20.

1984.

The most frequently ment1oned reasons shorpers would and wculd not be
“inclined to buy produce with the Pennsy]vanla Logo, Pennsy]van1a, -

1.

s~ w N

 Why more 1ncl1ned to buy
_,would help support Pennsylvan1a -
. ‘Fresher duevto}shorter transit time

~ Support Tocal people and economy

Help to suppOrt'Pennsleania farmers

Better products

‘Better price if grown 10ca11y

Feel product must conform to certa1n
qua]1ty standards L

H T w N

‘Why less inclined to buy

l.A'I look at quality
Don't Care about logo
‘I look at prices
Where its grown makes

no d1fference

- 5. Out-of-state produce is

:better

40



Table 21. Respondént's awareness of advertising for local direct markets and
type of advertising, Pennsylvania, 1984.

41

Number o Percent

(N=346)

Have heard or seen advertising ' 201 . 58.1

Of those having seen or heard

an ad, the type of ad(s)

encountered:
Newspaper _ ' 161 | 46.5
Radio t v 48 13.9
Sign along road 36 10.4
Television 19 o 5.5
Direct Mail 19 3.5
Billboards 12 3.5
Other 2 0.6

Total : 297

Note: Based on responses from respondents who have access to a direct market
outlet in their area. Multiple responses possible. N=346.



Table 22. Number of years patrons of any type of direct market héée
shopped at them, Pennsylvania, 1984.

42

Years ’ o _Number , Percent
1-3 35 11.1
6 18 - 15.2
7-9 : _ 13 | ’ © 4.1
10-15 | | 94 | 29.8
QOver 15 : 119 37.8
No Answer . 6 1.9

Total 315 ’ 100.0

- Note: Based on responses from people who shop at all types of direct markets.



- Table 23. D1str1but1on of household members who usually shOp at d1rect :
B - markets, Pennsylvan1a, 1984. ‘

'vHousehbld,mémber' I | Number . - . Percent

5Single'women' - o 3 o o 11.4
“Single men R 7 o 2.
wife 89 - &

~n

;Husbandﬁ'  _ o o - v13 - o 4.1
Husband and wife 9% S 29.
Wife and children 31 . |

Husband and children 2

o o ® o

| .Who]e fami1y  o N - 30

N W O W

Other o - | 9

w

Total L 315 R © 100.0

‘Note: Based ph responses from peop]e who shop atAail'typés.of_diredtgmarkets.-



Table 24. Day(s) of the week and times of the day respondents prefer to

shop at direct markets, Pennsylvania, 1984.

44

Preferred day or time Number
Days of the week
Monday 18
Tuesday 2%
Wednesday 38
Thursday 66
Friday 68
Saturday 66
Sunday 12
Weekends 23
No preference 92
Total 412
Time of the day
Morning 142
Afternoon 64
Evening 38
No preference 78
322

Total

Note:

Multiple responses possible.

Based on responses from people who shop at all types of direct markets.

N=315.



45

w

Table 25 Fruits and vegetables usually purchased by direct market shoppers,
Pennsylvan1a, 1984, .

Number of responses

Type
Fru1ts ,
~ Apples 264
 Oranges 173
Bananas 158
Peaches 119
Grapes- 106
Pears 79
Strawberries 73
Plums 40
Grapefruits 55
Cantaloupe 30
Cherries 25
Blueberries 19
Nectarines 19
-Watermelons 19
"Melons ' 12
Other 91
‘ Total 1,282
Vegetables :
Broccoli 141
Tomato 127
Lettuce 125
Cauliflower 121
Corn . 112
Green Beans 107
Carrots 105
~ Potatoes. 102
Celery 76
Cabbage 50
Peas - 36
"Peppers 35
Other 267
Total 1,404

" Note:

‘Multiple responses poss1b1e
Based on responses from people who shop at all types of d1rect markets

N=315.
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Table.26. Disposition of produce for other than mmedlate consumptlon by
dlrect market users, Pennsylvania, 1984

Disposition
Can < Can - Freeze
and and and

Can Freeze Preserve Freeze Preserve Preserve All

Tomatoes 72 20 0 4 0 0 1
Green beans 33 55 1 7 0 0 0
Corn 3 72 0 7 0 0 0
Peaches 36 14 2 4 0 1 0
Peas 5 34 0 0 0 0 0
Strawberries 1 20 10 0 1 2 0
Apples 10 11 4 3 0 0 0
Peppers 7 17 0 1 0 0 0
Pears 19 1 0 . 0 1 0 0
Lima beans 2 19 0 0 0 0 0
Other 43 110 11 5 2 3 0

Total 231 373 28 30 4 5 1

Note: 180 of the 315 users of direct markets indicated they did canning,
preserving, and freezing of fruits and vegetables.:



}fTab]e'27; Comparison of direct markets to supermarkets on the basis of
: ‘seven characteristics of fruits and vegetables, Pennsylvania,

47

- 1984.
, | Prefer | Prefer ~ No  Don't
Characteristic ~  Direct market supermarket  difference know
_ . L mmememmsmcseecoooeo Number ofAreéponsgs----?------»--oma
"Appearance 6f>pr6duét .} :' 207 | 45 59 4
Cleaﬁliness of'markét"‘ - o N
- or store . 63 140 97 15
Freshness oftpfoducts 23 o1 : 35 B 6
- Friendly atmosphere - 167 19 - | - 124 ’ 5
Prices (Lower) 199 51 50 15
 Quality of products 241 1 A X 4
Selection of products = 169 104 ! 8

Note: Based on responses from people who shop at all types of direct
markets. : . .
N=315.



Table 28. Frequency of purchasing supermarket produce when local direct
market produce is available, Pennsylvania, 1984.

Number o Percent
Yes, do purchase at the supermarket 283 _ | - 89.9
No, do not purchase at the -
supermarket , v ‘ ’ 32 10.1
Total | 315 100.0
If yes, the frequency of supermarket
purchases
Once a week ’ 163 57.6
Two times a week 45 15.9
Three times a week 7 2.5
Four times a week , 2 0.7
Once a month ’ | 20 7.1
Two times a month 37 13.1
Three times a month 2 ’ 0.7
Four times a month ; 1 0.3
Once a year 2 0.7
Don't know ‘ -4 o 1.4
Total o 283 | 100.0

Note: Based on responses from peop]e who shop at all types of direct
markets.
N=315.



Table 29. Ohe&way distance traveled to the roadside market
usually visited, Pennsylvania, 1984.

From

DiStahcerv | o . " Home
S : S meeeeee Number of respbnées—l -----
Less than 5 miles o 148
5 to 10 miies R - | 70
10 to 15 miles . 15
| 15 to 20 miles v ., - 3
20 to 25 miles | | 4
25 to 30 miles 2.
Over.30 miles | 3
Don't know/ﬁo answer o o | 19
~ Total '» : 260

 Note: Based on responses from roadside market users.



Table 30 Average amount respondents spent during each v1sit to th°1r local
roadSIde stand Pennsylvan1a, 1984 o v

Amount spent ($) Number ~ Percent

Less than 2 .n Af S | | - o 0
2-3.99 "‘. >', TR u o <]ncﬁ5-4n
4599 | s | s
6-7.99 e  »s
B T X
12-14.§9j“' - '”_ o :1 |  ; 16 | . 'f e - 6.2
More tﬁan 5 :n.i_,v' : ,‘v'12' o 4.6
Don't know

Total 260 o 1000

‘Note: Based on responses from roadside market users.
Average purchase = $6 - $7. 99,



Best- and least liked features of

51

produce purchaSed at roadside

Table 31.. :
~markets, Pennsylvania, 1984.
Response Number

Liked best
-+ Freshness/non- prepackaged 175
- Quality 72
~ Can choose the ones you llke 27
Good selection K 18
Good prices 17
‘Good atmosphere 16
Convenience 13
Locally grown 12
‘Other 21
No answer 21
Total 377

Liked least
Not clean . 8
Limited selection 7
Poor quality -6
Inconvenient ‘ 6
Uninformed: workers 5
Must clean produce -4
No answer S 233
‘Total 269

Note

Mu1t1ple responses poss1b]e o
Based on responses from roadSIde market users.

, N 260.



| Table 32. One-way distance traveled to the farmers' market usually
» visited, Pennsylvania, 1984. :

52

Distance in miles

From home

Less than 5
6-10
11-15
16-20
21-25
26-30
More than 30

No answer/don't know

Total

Number of Respondents
105

43
14

O &N W W

187

Note: Based on responses from farmers' market users.

N=187

“Hibibabiics N L T W



53

Table 33. Average amount respondents spent during each visit to their
‘ local farmers' market, Pennsylvanwa, 1984. -

Amount spent ($) : . B Number ‘ 'f ' Percent
Less than 2 0 ‘ ' -0
2-3.99 o 5.3
4-5.99 28 | 15.0
6-7.99 | | 34 18.2
8-9.99 | 35 18.7
10-11.99 22 11.8
12-14.99 16 | ‘ 8.6
More than 15 o ' 39 20.9
Don't know | | 3 1.6
187 | 100.0

Note: Based on responses from f%rmers' market users.

Average purchase = $8-9.9
N=187. ’



Table 34.

54

Best- and least-liked features of produce purchased at farmers
markets, Pennsylvania, 1984.

Liked best

Non-packaged/freshness

Quality

Good variety
Select your own
Low prices

- Nice atmosphere

Nothing
Other

Total

Liked least

Nothing

Too crowded
Not clean
Prices too high
Poor parking
Too far away
Other

Total

196

Note:

Multiple responses possuble
Based on responses from farmers'

N= 187

market users.



Table 35. One-way distance traveled to the ptck-your-own outlet usually
visited, Pennsylvania, 1984.

55

Distance in miles |  From home
------- Number of responses-------

Less than 5 a0
6-10 ' o v 27
11-15 S 12
16-20 ' ' 10
21-25 2
26-30 3
More than 30 ' ‘ 2
Don't know - 2
No answer | 3

~ Total ' 101

Note: Based on responses from pick»your-own outlet customers.

BN a gy e o b g

Ty oMy gMmE TR B iy

i g e s e



Table 36. Average amount respondents spent during each visit to their local
pick-your-own outlet, Pennsylvania, 1984.

- Amount spent ($) Number Percent
Less than 2 ' 0 ‘ 0
2-3.99 : 1 ' 1.0
4-5.99 13 12.9
6-7.99 - 12 | 11.9
8-9.99 | 18 17.8
10-11.99 20 19.8
12-14.99 v : 20 ‘ 19.8
More than 15 15‘ 14.8
Don't know | 2 | 2.0

Total 101 ~100.0

Note: Based on responses from Fick—your—own outlet users.
Average purchase = $10-11.99.
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Table 37. Best- and least liked features of produce purchased at p1ck—your~own
outlets, Pennsylvania, 1984.

Response , Number
Liked best
Can choose which ones and amount you want to buy B 52
Freshness , 31
Good prices _ : ' 25
It's fun 7 ' ‘ ‘ 10
Quality ‘ ' , ' ’ 9
The satisfaction of picking your own - 9
Other - _ 10
Total | | | 146
Liked least _
Nothtng ‘ ' 77
It's hard work , 13
Other ' - . : 12

Total o | | 102

Note: Multiple responses possibie. Based on responses from pick-your-own
outlet users. ' '
N=101.



Figure 1.

market cutiets, by county, Pennsylvania, 1984.
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APPENDIX A:

QUESTIONNAIRE

59



,Houéehold # _ Time Interview Began a.m. __ p.m.

Time Interview Ended a.m. p.m.

Penn State Fruit and
Vegetable Buying Study

Good morning/afternoon/evening. I'm . calling you

as part of a survey being conducted by Penn State University. We are studying
the fruit and vegetable buying habits of shoppers all over Pennsylvania.
Your telephone number was drawn at random. We'd like to have your cooperation

to make our study complete. Your answers will be kept completely confidential.

Would you help us in our study?

AR —r o ¢t a3 o e Al <+ g A - — e mn =
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-2 -

Could I ask how often you are personally respon81b1e for the weekly
grocery buying?

1. Always or nearly always Av:>>-skip to Question 3

2. Usually
3. Sometimes
4. Rarely
5. Never

May I speak tb the person in your household most responsible for grocery
shopping?

1. Yes (Repeat from beginning)
2. No, not home (Reschedule interview)
3. Not available at future date (Terminate)

In the past few years has your household's use of fresh fruits:

1. 1Increased,
2. Decreased, or
3. Stayed the same

Is your household using a wider. selectlon of fresh fruits than it did
a few years ago?

1. Yes
2. No

Has your household's use of fresh vegetables:

1. 1Increased,
2. Decreased, or
3. Stayed the same

Is your household using a wider selection of fresh vegetables than it
did a few years ago?

1. Yes
2. No

Overall, how would you rate the quality of the fresh fruits and vegetables
you have bought? Would you say they were:

1. Very good,

2. Good, N
3. PFair, or

4. Poor

5. Don't know



8.

10.

i1.

12.

..‘3-‘

WOuld you say that fruits and vegetables which are grown locally*

, . Not Don't
Definitely @ Maybe ‘Really Know
1. Are more nutritious 3 2 1 0
2. Taste better 3 . 2 1 0
3. Look better 3 2 1 0
4, Are fresher and keep
better . : 3 2 ' 1 : 0

Overall, how do you think the fruits and vegetables grown in Pennsylvania

compare with those of the same kind that are from out of state? Would
you say they were:

1. About the same,
2. Better, or '
3. Worse

4. Don't Know

When you buy fresh - fru1ts and vegetables, how 1mportant are each of the

following factors in deciding what you'll buy?

Very Somewhat Not Don't
Important Important - Important Know
1. The appearance of
the product 3 ' 2 1 0
2. Where it was grown 3 : 2 1. 0
3. 1It's nutritional :
value 3 .2 1 ' 0
4. Whether it's in - ' .
season S 3 2 1 : 0
5. Quality j 3 2 . 0
6. Whether you're able , :
to buy the exact
amount you want 3 2 . 1 _ 0
7. Price 7 3 2 N | 10
8. Other ' 3 o 2 : 1

Would you be willing to pay something extra for organically gfown

fruits and vegetables? (i.e., grown with no chemicals, pesticides, ete. )
1. Yes

2. No

3.  Not sure

Do you or any member of your household grow any fruits or vegetables?

1. Yes
2. No



13.
14.

15.

16.

17.

i8.

19.
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ny
Do you usually make a shopping list before going grocery shopping?

1. Yes
2. No (Skip to 15)

Does your list usually include specific fruits and vegetables?

1. Yes
2. No

Are you familiar with the seal used on Pennsylvania-produced food
products--I'm talking about the one with the outline of the state and
the big letters "PA" inside--?

1. Yes
2. No (Skip to 19)
3. Not sure (Skip to 19)

Have you ever bought any food products with the "Pennsylvania product"
seal on them?

1. Yes
2. No (Skip to .19)
3. Not sure (Skip to 19)

What products have you bought?

63

How would you rate the quality of the food products with the “Pennsylvania-

product” seal that you've had?

1. Very good

2. Good
3. Fair
4. Poor

If the fruits and vegetables you found in the market had a "Pennsylvania-

product” seal on them, would you be more inclined to buy them?

1. Yes
2. No

3. Not sure



20.

o
i

Why do you feel that-way?

64

Fresh fruits and vegetables are available at a number of different markets in

Pennsylvania.

buy fruits and vegetables directly from farmers at direct markets.

and vegetables can be purchased directly from the farmer.

21.

22.

23.

One type of direct market is a roadside market,

where fruits and vegetables are sold from a stand

or building usually located beside a road

or highway. Can you tell me if you know of

any roadside markets in your area?. . . . . . . . . . .

Another type of direct market is a farmer's

market, where a group of farmer's sell what

they've grown at one central location? Do you

know of any farmer's markets in your area?. . . . . . .

And a third type of direct market is a pick-

your-own operation, where the customer actually

picks or harvests fruits or vegetables at a farm.

Do you know of any pick-your-own operations in

vour area’. . . . . . cie o e s s o s s e e 6 o o o o =

IF AT LEAST 1 YES IS CHECKED -- CONTINUE

OTHERWISE -- SKIP TO GREEN SECTION »

In addition to buying them at the supermarket, some shoppers
We'd
like to ask you some questions about 3 types of markets where fresh fruits

YES

NO




24.

25.

26.

27.

28.

29.

65
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Have you ever seen oOr heardadvert181ngfor any of the direct markets
in your area?
1. Yes

2. No )
3. Don't know j:>-8kip to Question 26

Where did you see or hear these ads? (Circle all which apply)

1. Signs along the road

2. Billboards

3. Mailed circulars, flyers, or postcards
4. Local newspapers

5. Radio

6. Television

7. Other

When local fruits and vegetables are in season, do you ever shop at a
roadside market, a farmer's market, or a pick-your-own operation?

1. Yes (Skip to PINK section)
2. No (Continue)

What's your main reason for not shopping at the direct markets in your
area?

Are there any other reasons?

What changes, if any, could the operators who rum direct markets make
to get you to shop there?




30.

Although you don't usually buy fresh fruits and vegetables at direct
markets, we'd like to know how you feel direct markets and supermarkets
compare. When fruits and vegetables are in season, do you feel direct
markets or supermarkets are better as far as:

WHICH DO YOU FEEL IS BETTER?

; Direct No Don't
Characteristics Markets Supermarket Differgnce Know
Appearance of Products 1 2 3 4
Cleanliness of Market
or Store 1 2 3 4
Freshness of Products 1 2 | 3 4
Friendly Atmosphere 1 2 3 ‘ &
Prices (Lower) 1 2 3 ' 4
Quality of Products 1 2 3 4

Selection of Products 1 2 3 4

66
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We are interested in finding out what types of fruits and vegetables Pennsyl-
vania consumers usually buy.

31. When available, what fruits do 32. When available, what vegetables

you buy most often? do you buy most often?
fruits vegetables

33. Do you or any member of your household can, freeze, or preserve any
fruits or vegetables?

1. No (Skip to YELLOW section)

2. Yes

which ones? CAN FREEZE PRESERVE

1 2 3

1 2 3

‘ 1 2 3

. 1 2 3

1 2 3

1 2 3

SKIP TO YELLOW SECTION



68
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<('/

you think you would buy fresh fruits and vegetables from direct markets

34. Do
' if there were any in your area?
1. Yes
2. No
3. Maybe
4. Don't know

35. Why? (or Why Not?)

We are interested in finding out what types of fruits and vegetables Pennsyl-
vania consumers usually buy.

36. When available, what fruits do 37. 'When available, what vegetables
you buy most often? ’ do you buy most often?

fruits vegetables
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38. Do you or any member of your household can, freeze, or preserve any

fruits or vegetables?

1. No (Skip to YELLOW section)

2. Yes

Which ones?

CAN» FREEZE PRESERVE
. . 1 2 3
o o e 1 2 3
. . 1 2 3
. 1 2 3
. . . 1 2 3
1 2 3

SKIP TO YELLOW SECTION

69
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40.

41.
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-
Including 1984, how ﬁany_years‘have you been visiting direct markets?
Years

What members of your household usually g0 on ahopping trips to d1rect
markets? . v

What days of the week do you prefer to shop at d1rect markets?
(Circle all which apply) .

. Monday

1

2. Tuesday

3. Wednesday

4. Thursday

5. Friday

6. Saturday

7. Sunday

8. Weekends

8. No preference

"Are there any particular times of the day that you like to shop at

these markets? (Circle all which apply)

1. Mornings

2. Afternoons

3. Evenings

4. Wo preference



| 71
- 1A -

We are interested in finding out what types of fruitn and vegetables Pennsyl-
vania consumers usually buy.

A31. When available, what fruite do A32. When available, uhat vegetables

“you buy nost often? do you buy noet often?
fruits ‘ ' vegetables"

A33. Do you or any membér of your household can; freeze, or preserve any
fruits or vegetables?

1. No

2. Yes

vhich ones? “ ’ CAN  FREEZE PRESERVE
P | 2 | 3
R | 2 3
Co. 1 2 3
. .o 2 3
e o e 1 2 3




43.

44,

45,

46.
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We'd like to know how you feel direct markets and supermarkets compare.
When fruits and vegetables are in season, do you feel direct markets or
supermarkets are better as far as:

WHICH DO YOU FEEL IS BETTER?

. Direct No " Don't
Characteristics Markets Supermarket Difference Know
Appearancé of Products 1 2 3 . 4
Cleaﬂliness of Market ,
or Store 1 2 3 4
Freshness of Products 1 2 3 4
Friendly Atmosphere 1 2 3 4
Pfices (Lower) 1 2 3 4
Quality of Products ) 1 2 3 4
Selection of Products 1 2 | 3 4

When fruits and vegetables are in season, how often do you buy them at

‘the supermarket?

1. Never
2. times per week
‘ month
year

Remember that we said a roadside market is a market where farm products
are sold from a stand or building beside a rocad. When fruits and vege-
tables are in season, how often do you shop at a rocadside market?

1. ¥ever (Go to BLUE Sectiom)

2. times per week
month
year

How did you first become aware of the roadside market you normally

.visit?

72
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48.

49.
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How do you find out what products are available at the roadside market
you normally visit?

How many miles do you travel, one way, to get to the roads1de market
you normally visit?

miles
If stopping from work
miles

How do you feel the prices of fruits and vegetables at roadside markets
compare with prices at the supermarket?

1. About the same

2. Lower
3. Higher

4., Don't know
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50. On average, how much do you spend at each visit when you bdy fruits
and vegetables at a roadside market? Would you say that you spend:

Over $§15
or
Under $15
Over $12
or
/ Under $12
Over $10
or
’/////zf Under $10 _
Over $8 L '
or
Under $8 __
\\\5$; Over $6
or
Under $6 __
Over $4
or
Under $4
Over $§2
or
Under $2 __

51. What would you say you like best about buying fresh fruits and vegetables
at roadside markets?

52. 1s there anything you don't like about buying fresh fruits and vegetables
at roadside markets?
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53. What changes, if any, could thé‘operator of the roadside market you
visit make to get you to shop there more oftgn?

54. Do you buy any products other than fruits and vegetables at the roadside
market? ‘ '

1. No (Skip to Question 56)
2. Yes o

55. What do you buy?

56. In the future, do you expect to buy?

1. More,

2. Less, or

3. About the same amount of fruits and vegetables at the roadside
‘market you normally visit?

- CONTINUE TO BLUE SECTION



57.

58.

59.

60.

61.
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Remember that we said a farmer's market is a market where a group of
farmer's sell what they've grown. When fruits and vegetables are in
season, how often do you shop at a farmer's market?

1. Never (Go to WHITE Section)
2. times per _ week
month
year

How did you first become aware of the farmer's market you normally vigit?

How do you find out what products are available at the farmer's market
you normally visit? ! »

How many miles do you travel, one way, to get to the farmer's market
you normally visit?

miles
If stopping from work

miles

How do you feel the prices of fruits and vegetables at farmer's markets
compare with prices at the supermarket?

. About the same
Lower
Higher

£ N -

°

Den't know
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62. On gvérage, how much do ydu spend-at each visit when ydu(buy fruits
and vegetables at a farmer's market? Would you say that you spend:

Over $15
A ,/’;;' Under $15
| ~ Over $12 3
or '
/ Under $12v_,____
Over $10
or
’,,/;2’ Under $10
Over $8 7
“or
Under $8
Over $6
or
Under $6 _
\ Over $4
or
Under $4
\ Over $2
Uﬁder $2

63. What would you say you like: best about buying fresh fruits and vegetabies
‘at farmer's markets?

64. 1Is there anything you don't like about buying fresh fruits and vegetables
- at farmer s markets?

77
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66.

67.

68.
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What changes, if any, could the sellers at the farmer's market you
visit make to get you to shop there more often? . v

Do you buy any products other than fruits and vegetables at the farmer s
market?

1. No (Skip to quest1on 68)
2. Yes

‘What do you buy?

In the future, do you expect to buy:

More,
2. Less, or
3. About the same amount of fruits and vegetables at the farmer's

market you normally visit?

p—
.

CONTINUE TO WHITE SECTION



69.

70.

71.

72.

73.

79
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Remember that we said the customer actually picks or harvests fruits
or vegetables at a pick-your-own operation. When fruits and vegetables
are in season, how often do you shop at a pick-your-own operation?

1. Never (Go to YELLOW Section)
2. times per week
. month
year

How did you first become aware of the pick-your-own operation you
normally visit? )

How do you find out what products are available at the pick-your-own
operation you normally visit?

How many miles do you travel, one way, to get to the pick-your-own
operation you normally visit?

miles
If stopping from work
miles

How do you feel the prices of fruits and vegetablés at pick-your-own
operations compare with prices at the supermarket?

1. About the same
2. Lower
3. Higher

4, Don't know
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74. On average, how much do. you spend at each visit when you bny produce at
a pick-your-own operation’ ‘Would you say that you spendz

oOver $15

80

' or
' Under $15 __

- Over $12
: or
,/’;z' Under $12 _

Over $10

' or
’///)2’ Under $10
Over $8

or
. Under §8

TN\ Over $6 ___

- or
Under $6
\,& Over $4
or
Under $4

\ Over $§2
or

Under $2

75. What would you say you like best about buying fresh fruits and vegetables
at pick-your-own operations?

76. 1Is there anything you don't like about buying fresh fruits and vegetables
at pick-your-own operat10ns7 : :
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77. What changes, if any, could the operator of the pick-your-own operation
you vigit make to get you to shop there more often?

78: When available, what fruits or vegetables do you harvest at pick-your-own
operations? '

79. In the future, do you expect to buy:

1.
- 2.
3

More,

Less, or
About the same amount of fruits and vegetables at the pick-your-own

operation you normally visit?
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Finally, we'd like to ask you a few brief questions about you and your
family. ‘

80. What is the name of the town or city in which you live?

81. Would you describe the area in which you live as:

1. Open country or -farm

2. Small town less than 2,500
3. Town 2,500 - 50,000

4. Small city 50,000 - 100,000
5. Large city 100,000 +

82. How many years have you lived in the area? ___ years

83. May I ask your age?

84. Are you presently:

1. Married
2. Divorced

- 3. Separated Skip to question
4, Widowed '

5. - Never married

85. Is your spouse currently employed full-time or part-time?

1. Full-time

2. Part-time

3. ©Not employed
4. Retired

86. Are you currently employed full-time or part-time?

1. Full-time

2. Part-time

3. HNot employed
4. Retired

87. What is the highest grade you finished in school?

. 1st - 8th grade
%th - 1lth grade
12th grade

Some college
Bachelor's degree
Graduate degree

[=aBV, B L P K

88. How many people live in your household including yourself?




89.

90.

91.

92.
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How many children under 18 live in your household?

Sex of respondent:

1. Male
2. Female

Would you describe yourself as

1. White

2. Black or Afro-American
3. Hispanic

4. Oriental

5. Other (specify)

Is your entire family income:

over $35,000
or
/”;’ under $35,000 _
over $30,000
] or
under $30,000

over $25,000 _
or

_~7 under $25,000 _

over $20,000 _

or

under $20,000 _

T~ over $15,000

or
under $15,000

TS\ over $10,000

or
under $10,000

\ over $5,000

or
under $5,000






