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Predicting Consumer Willingness-to-Purchase Value-added
Products at Direct Agricultural Markets

Ramu Govindasamy

Farmers’ markets are increasingly popular among
producers and consumers in the northeastern United
States. The high population density of the region
and rising land values have forced agricultural pro-
ducers to search for innovative ways to remain prof-
itable. Having accurate and current information on
consumer trends is vital for the economic viability
of farmers’ markets. This study provides an over-
view of attitudes, preferences, and characteristics
of consumers who purchase value-added products
at farmers’ markets. Additionally, a logistic model
is used to estimate the effects of various consumer
characteristics on the likelihood that a consumer
would purchase value-added products at a farmers’
market. The insights provided by this analysis are
expected to help producers and managers of farm-
ers’ markets allocate their resources more efficiently
to better meet consumer needs. Moreover, patrons’
demographic and socio-economic characteristics
could aid marketers in the identification of poten-
tial target markets.

Govindasamy is associate professor, Department of Agricultural,
Food and Resource Economics, Rutgers University, New
Brunswick, NJ.

Consumer interest in purchasing products other
than traditional produce at a farmers’ market does
not appear to be constant across the entire popula-
tion. Rather, market organizers may be able to maxi-
mize consumer patronage by considering several
key consumer preferences and characteristics when
selecting sites for farmers’ markets. Some of the
significant findings from this study seem to show a
positive relationship between discretionary income
and the likelihood of purchasing value-added items
at a farmers’ market. For instance, those who have
several young children could be less likely to pur-
chase value-added items due to income constraints.
Similarly, women with higher annual incomes and
those with some graduate education—who were
more likely to purchase these products—may be
less likely to face income constraints. Thus, areas
with higher household incomes may prove more
successful for introducing value-added items at
agricultural direct markets.





