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PRODUCING A QUALITY PRODUCT FOR THE CONSUMER 

Richard McConnell 

I'm here to talk to you about producing a quality product for the 
conslllller. I guess the best way to tackle this topic is to run down how we 
do it at our place. We are located three miles northwest of Mt. Vernon, 
Ohio in the center of the state, 50 miles northeast of Columbus. Mt. 
Vernon population is 15,000, the county is 40,000. Newark, 25 miles south, 
is about 45,000, and 25 miles north is Mansfield with about 45,000 people. 
Columbus metro area is about 1,000,000 people and for various crops, we 
advertise in all of these areas. 

A little background on our operation may be helpful. We began as a 
strawberry plant nursery in 1958 and through the next ten years first sold 
plants and then sold U-pick berries from plants that were not dug. By 
1968, we realized our nursery costs were not competitive to more southern 
nurseries, so we switched entirely to U-pick. We expanded our strawberry 
plantings to 21 acres in 1971 but then realized that larger acres didn't 
necessarily mean better quality or yields. Since that time we have 
continued on a program to increase yields and improve the quality. We now 
have 18 acres of bearing strawberries and will be planting six acres this 
spring. We have ten acres of fruiting blueberries and two acres of two
year old plants which are still two years from a commercial crop. We have 
16 acres of raspberies made up of six acres of Brandywine purples, five 
acres of Heritage, and five acres of Summer Reds, Boyne, Canby, and Hilton. 
In addition, we are growing 28 acres of sweetcorn, one acre of tomatoes, 
one acre of peppers, two acres of peas for U-pick, three acres of beans and 
about four acres of other vegetables. The fruit is basically U-pick with 
the remainder of the crops sold through the market or in some combination 
with wholesale. 

We sold $130,000 worth of produce through the market in 1981 starting 
in April with plants and continuing until December. This is substantial 
growth from when we started the farm market in 1973 when we sold $14,000 
worth of our own vegetables. 

Now, back to the topic of quality. I think our first priority as 
growers of fruits and vegetables for direct marketing is to realize the 
customers' needs and desires. In our operation, the location of each of 
our planted crops is one of the choices we need to make to satisfy the 
customer. If it is a U-pick crop we attempt to locate the crop so it is 
accessible to the pickers and can be easily harvested. We still must plant 
the crops so our equipment can be used effectively and acceptable cultural 
systems can be followed. Pesticides are used on as limited a basis as is 
possible but I'm not saying we don't spray. We do. Our pesticide bill 
last year was $6,000. It just makes sense not to use any more pesticide 
than is needed to give a top grade product. In addition, we try to spray 
with as little visibility to the conslllller as possible. 
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We harvest our own crops for the farm market and attempt to pick them 
in top quality condition. For .example, sweetcorn is hand harvested early 
in the morning for that day's sales when field temperatures are lowest. We 
innnediately put the corn in cold storage. For strawberries, we maintain 
tight field supervision and grading and then put the berries in a 30 degree 
storage immediately. This rapidly pulls out field heat and allows us to 
keep them fresh and firm. We pick only for one day sales which averages 
800 to 1,000 quarts per day. We pick strawberries into one quart or four 
quart baskets for the market and four quart baskets for U-pick. 

We used to sell by weight, but as the yields got up around 15,000 to 
20,000 pounds per acre, the picking was so easy that our checkout procedure 
could not keep up. By switching from the weight basis we eliminated one 
scale operator, and one cashier. We also eliminated the slow checkout and 
the congestion caused by piles of empty carriers. Again, the needs of our 
consumers were a major reason for the change. 

We grade our vegetables in the field so poor quality does not end up 
in the market. Once it gets to the grading and packing area, we still 
place emphasis on maintaining high quality. Produce that needs to be in 
coolers is placed in one of our two coolers as soon as the grading is 
completed. Once the produce is moved into the market the consumer is able 
to select the products they want without having to grade or handle it. For 
example, sweet corn is selected from a bulk bin and bagged by the consumer 
in units of thirteen per dozen. Surprisingly, there is little waste in 
this process as unacceptable quality for one customer is what another 
wants. We do sort as the day progresses and throw out the obvious culls. 
But by recognizing that customers do have different tastes and by letting 
them choose on their own, they are able to satisfy themselves from the 
quality we offer. 

My family and I have enjoyed visiting Virginia and we look forward to 
getting to know more of you as the conference proceeds. 



-3-

PROMOTING QUALITY FOR DIRECT MARKETING 

Charles Mcspadden 

I am happy to be with you today and v1s1t on promoting products for 
direct marketing. I am from Cleveland, Tennessee, a small rural community 
about 30 miles from Chattanooga, and I have about 30 acres of apples, all 
of which are direct marketed from our "Apple House" market. I have been 
direct marketing since 1972 and have been more than satisfied with our 
growth. 

Over the years we have used a number of promotional activities which I 
will discuss in some detail. However, first I want to stress what I think 
is most important to success and that is quality. You must have quality 
before any promotion can be successful. Regardless of your promotion, if 
you don't have quality your customers will not come back. When our 
customers come to Apple House we want them to think of two things. First 
is apples and our motto, "nothing better than apples". Second is quality. 
If you want your customers to stay with you, you have to have quality 
fruit. 

Care in picking is one key to maintaining high quality. You must be 
very careful about maturity and you must have pickers who don't bruise the 
fruit during picking. We try to paraphrase the wine commercial, "we sell 
no wine before its time" by saying we pick no apples before they are red, 
sweet and delicious. 

At one time, we sold apples in several different sizes of baskets, but 
today we use only the bushels. All one-half pecks, pecks and one-half 
bushels are bagged. Bagging not only saves time and payroll, but most 
customers like to select their apples from the bins and bag them 
themselves. When the customers bag their own, they have an opportunity to 
inspect each apple and are therefore more likely to be satisfied with their 
purchases. In our Apple House, we handle over 100 different gift items. 
All are apple related and include such items as apple table cloths, 
napkins, cookbooks, tote bags, get well cards and apple peelers. During 
the Hallowen season we sell pumpkins but this is the only item we handle 
that is not apple related with the exception of syrup and honey. 

I realize that under many circumstances, direct marketers must make 
substantial outlays for advertising and promotion. In my situation, 
however, I have been fortunate and have received free advertising and 
promotion which is more than adequate to sell all the apples I produce. 
Last year my advertising budget was only $30 and I do not anticipate 
spending more than that this year. Let me talk about some of the ways we 
promote our apples. 

1. Newspaper advertising - We have one or more feature articles 
written in local and/or regional newspapers each year about our operation. 
Most of these are full page stories which give some details about our 
business. These stories usually include a number of pictures, recipes and 
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instructions on how to find our farm. Feature stories on your operation 
are good publicity and extremely beneficial to your operation. On a recent 
day following the appearance of a feature article in the Chattanooga paper, 
our market was completely sold out of apples within a few hours. We could 
have sold many more apples if they had been available. If a feature 
article appears on your operation, be prepared for a large turnout of 
customers. 

Don't just sit and wait for feature articles to come your way. 
Contact newspapers and let them know what is going on at your operation. 
They are interested in doing human interest stories on ordinary operations 
that take place around the orchard such as pruning, spraying, picking, etc. 
Establish a rapport with your area newspapers. 

2. Local Agricultural Radio Programs - I work with our local county 
extension agent and he provides information on the crops that are available 
for direct sale in the community. This is a service to consumers who are 
interested in purchasing fresh produce locally, but it also provides me, 
and other direct marketers, with valuable free publicity. 

3. Schools, Scouts and other Community Groups - Each year I invite 
schools, scouts and .other community groups to visit my orchard. We provide 
a tour for these groups and tell them about growing apples. We show them 
the grading room, the cider room and the sales floor. Finally, we give 
them a free cup of cider and an apple. This is a community service but it 
is also an extremely good promotional activity for us. On weeks following 
school visits, many kids bring their parents back to the orchard. We have 
had school groups to travel over 50 miles to visit our orchard. Even at 
this distance, many of the parents return the following weekend. 

4. Pruning School - We provide a county wide pruning school to anyone 
in the community who wishes to learn about pruning. A number of suburban 
people have one or two fruit trees in their back yard and are interested in 
learning more about pruning. The free pruning schools normally attract 
from 300 to 400 people. We quite often get t.v. and newspaper coverage of 
the pruning school which is added publicity for the market. Even though 
most of these people have some fruit trees themselves, many show up at 
harvest time to buy additional apples. 

5. Senior Citizens - We invite senior c1t1zen groups to tour our 
orchard. They are usually very interested in the orchard and want to see 
the entire operation. One characteristic of senior citizens is that they 
are really effective in spreading the word about your orchard. Most of 
them have a fair amount of free time and they do a lot of talking to others 
about your orchard. 

6. Chamber of Commerce - We belong to the local Chamber of Commerce 
and I would recommend it to you. Although most of the other members are 
downtown businesses, I have found it to be most beneficial to our business. 
Since we are members of the chamber, they attempt to steer groups visiting 
the community to our orchard. For example, the chamber sponsors a "Fall 
Color Trip" and they always schedule the buses to come to our orchard. 
They by-pass several other orchards who are not members of the chamber. 
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This year, we received some excellent newspaper coverage of the "Fall Color 
Trip" visit to our orchard. 

7. Speaking - I never turn down an opportunity to speak to a civic 
group about the apple business. A number of community groups are looking 
for someone who can speak at their meetings and I consider this an 
opportunity to provide some education about agriculture and in the process 
promote the Apple House. 

8. Classified Ads - Our paid advertising is minimal. We run a 
classified ad from our opening day in August until we close in December 
which reads "Apples and Fresh Cider - Apple Valley Orchard". 

I cannot identify the specific contributions of each of our promotion 
activities, but I do know that the cumulative effect has been to provide us 
with a very strong market. We have some who pass several orchards to come 
down to the valley each year and some of these drive over 100 miles to get 
our cider and apples. In addition to our promotional efforts, I think the 
real key is quality. We do place emphasis on quality, fresh apples and 
quality cider, and we feel that this has paid off for us over the long run. 
Last year we sold every apple we grew by direct marketing and we could have 
sold at least ten thousand more bushels. Our total promotional expense was 
only $122. I attribute this to the reputation for quality and for 
developing the combination of advertising and promotion programs which we 
have developed over the years. 

I have enjoyed visiting with you. 
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HOW I ATTRACT CUSTOMERS 

John Sleeter 

I am pleased to be with you to address the topic, "How I Attract 
Customers". As I prepared my remarks, I found this to be more difficult 
that I originally anticipated. What I will do is share some ideas on how 
we operate at Hill High Orchards and try not to sound too much as if I am 
merely tooting our own horn. Hill High Orchards was purchased by my 
parents in 1942 and at that time consisted of a 35 acre apple orchard. My 
parents reworked the original orchard and began expansion into other fruits 
and vegetables. In 1950, they began to operate a retail sales outlet for 
peaches and apples and since that time have expanded this operation several 
times. Currently, our operation consists of about 1,000 acres with about 
500 acres being in apples and peaches, 40 acres in strawberries, and an 
additional 500 acres in small grains. About 75 percent of the fruit and 
vegetable volume is packed in our packing house for wholesale outlets and 
the remaining 25 percent is sold retail. We are constantly looking at our 
operation and attempting to keep it updated with an eye on always 
attracting more customers to our retail operations. To us at Hill High, 
there are three elements that we think are extremely important to 
attracting and maintaining customers. These are: (1) having the products 
and services that customers really want, (2) merchandising these products 
in a profitable manner and (3) always having the customers feel good about 
their visit when they leave. 

There are several tools we have to work with in attracting customers 
to our market. Some of these tools are: 

1. Store design and atmosphere - This is extremely important since 
this is the first thing the customers see when they drive up to the market. 
We want to be sure that the market building and surrounding areas are neat, 
clean and attractive to the customers. Our market is located on a pond 
which adds to the attractiveness of the surroundings. We use a wagon to 
help build the rustic image of the market. Our signs are neat and conform 
to the surroundings. We encourage our customers to bring their families 
when they come and enjoy a picnic by our pond. 

2. Customer contact and employee relations - The importance of the 
customer contact can not be over emphasized. We employ three full time 
people and supplement these with high school students. We place high 
priority on training all employees, and especially the temporary employees, 
about the products that we handle and about Hill High Orchards. Each year 
we hold seminars for all of our new employees and supplement this with 
handouts about our products. We cover the philosophy of our business and 
what we are trying to do. Attitude and neatness are continuously stressed. 
During our seminars we work with our employees to make them understand and 
feel that they are of key importance to our success. 

3. Product and store design - We feel that our products should 
complement our store design. Our primary products are apples, peaches, 
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strawberries, crafts, hams and jellies. We don't get into handling 
groceries since this doesn't fit the image we want to create for our 
market. Our prices are not necessarily the lowest but we attempt to give 
quality at a fair price. The majority of our customers travel 30 miles or 
more to our orchard so we feel it is important to have adequate quantities 
of products when they arrive. The facilities cannot be very extensive due 
to the seasonal nature of the business. Our facilities are not built to 
fully accommodate the peak periods, but you must look at the facilities as 
they may be used over a nine month period. 

4. Advertising - There are a variety of advertising techniques and 
media we have tried over the years. We have used television but we found 
it to be much too expensive in our northern Virginia area. We had a 
customer mailing list which we used to send notices of strawberry picking 

· dates, apple and peach picking dates and our Christmas gift program. We 
discontinued this in 1981 because we found it was getting too expensive. 
We have a high turnover of people in northern Virginia and we found that 
the cost of keeping the mailing list up-to-date was too high. In addition, 
post office rates have gone up substantially in recent years. We have done 
some radio advertising but unless the radio announcements are concentrated 
it can be rather expensive. One of the things that continues to be most 
successful for us is newspaper supplements. This is our most economical 
form of advertising. Some of the special supplements we have done are 
"Strawberry Time", "Peach Time", "Apple Time" and "Holiday Time". We stay 
with the theme "Time" in all our ads. These supplements are inserted in 
the Washington Post which covers the entire metropolitan area and in three 
northern Virginia area newspapers. We include our toll free telephone 
number so customers can call us and during peach and apple season we 
receive up to 1,000 calls per day. We found the supplements were so 
successful that we cut back on our radio advertisement and eliminated our 
television advertisement. 

One of our promotional activities is to offer a free pruning 
demonstration to the community people. We work with Virginia Tech in 
conducting this demonstation and we give away door prizes at the 
demonstrations which attract from 250 to 300 people. We have worked with 
our Chamber of Commerce on a variety of enterprises. One that has been 
quite successful is our area farm tour. The Virginia Department of 
Agriculture and Consumer Services has been helpful to us through their 
pick-your-own brochures which they distribute. We have sponsored school 
tours, for which we do charge, and these have been quite successful. We 
also participate in a number of meetings in the community. 

To summarize, image is something that we work hard to create, but it 
can be prostituted unless it is followed by sincerity. How sincere, how 
excited and how involved you are has a big bearing on how successful you 
will be with your business. We are all proud of our involvement in 
agriculture or we wouldn't be here today. Let's be sure we live up to the 
image for which we strive. 
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MY FIRST YEARS WITH PYO 

Bob Schwartz 

I was raised in an urbanized area of New Jersey but I spent a lot of 
time on area vegetable farms during my late grade school and college years 
-- not much money, but I liked the work. I liked it enough to rent a 100 
acre orchard and cropland farm at the age of 21. I sold all my products 
wholesale and after a couple of years, I decided farming was for someone 
else. 

But, twelve years later, my wife Elizabeth and I decided to raise our 
children on a farm; so we purchased, and moved to our present farm in 
Orange County, Virginia. We decided never again to raise vegetables or 
truck crops, so we got into the livestock and grain business. I worked 
hard on the farm and Elizabeth was employed in a non-farm job; between us 
we made a profit most years. The biggest drawback was, and still is, that 
someone else sets your prices. 

In 1977, we had a terrible drought, the worst in fifty years. Because 
of a drastic shortage of feed, and forage, we had to sell (give away) 200 
head of cattle and our income for the next year or more. 

That was when I decided to raise a small acreage crop which we could 
irrigate in order to gain some control over the environment. We planted 
two acres of strawberries. Ours was the first strawberry planting of this 
size in our rural county and it had all my neighbors concerned. They were 
concerned enough to start me worrying! 

We borrowed our first irrigation system, and bought virtually no 
special equipment for our first little venture. The next spring, 1979, we 
planted three more acres without having sold our first berry. That's when 
my neighbors really started feeling sorry for me. They still kept feeling 
sorry for me until about June 10 by which time I had sold about 12,000 
pounds of strawberries per acr.e. In our first year, we had only two acres 
of strawberries, some sweet corn, and some pumpkins for production tests. 
We do not have the best or highest producing land in the State, it's 
predominately clay with some loamy bottoms, but the vegetables did fairly 
well. The next year we picked over five acres of strawberries and about 
seven acres of vegetables, mostly corn and pumpkins. We have 70,000 
residents within 25 miles of the farm, so we have continued to expand. The 
third year we were picking about ten acres of strawberries and about 
fifteen acres of vegetables _. This season, we will have thirteen acres of 
strawberries, one acre of red raspberries, and twenty acres of vegetables. 

As you can see, our acreage has climbed at a moderate rate over a four 
year period. We do advertise, but not a lot. We feel that our best 
advertisement is the good old customer, and we believe it's working. 
Certainly, we budget more for advertising now than we did a few years ago, 
but the percentage of gross is lower than it used to be. 
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In our first year of production, we accepted several principles which 
we still consider very important: (1) Never over-advertise your product to 
the point of having nothing to pick or of having poor or slim pickings. I 
feel that nothing aggravates a customer more than driving 10, 15, or 20 
miles and then finding a sign "Sold out today". I have never heard a 
percentage of over-production which we should have on pick-your-own 
products, but I feel that we are doing it right when we leave no more than 
15% of a product in the field. (2) Grow products and varieties which 
people request. We have had customers come from as far as 80 miles because 
we had promised to grow a certain variety or crop that they wanted. We 
didn't grow it only for these people, but they felt we did, and always 
remember that the customer input is one of your best references. 

I strongly believe that advertising, and good public relations are 
keys to a successful operation. We take advantage of every possible 
opportunity to put our name in front of the public. First we try to get 
all the free publicity we can. We just let the newspaper and broadcasting 
(t.v. and radio) know where we are, and what we are doing; they use this 
information in public service stories. The second choice, naturally, is 
paid advertising. We try to keep our name in the public's eye, not only 
during production months, but all year long. 

I am not a big believer in profuse use of road signs. Probably, one 
reason is that we are on a primary highway with good vantage points from 
either direction. If we had purchased this farm for a U-pick, we couldn't 
have found a better location. We do believe in sufficient signs when one 
enters our farm. These are for directions, parking, pricing, and most 
important, our farm rules. 

We try to run a neat, clean, and diciplined operation. I found out in 

a short time that pickers like to be told what to do. It's cheaper to 
paint this information on a sign than to pay someone for saying it . 
However, we do not rush or hurry customers away, in fact, we encourage them 
to take their time and enjoy the country. 

We felt, after our first year, that we had done a good job, but we 
also felt there was room for improvement. So, Elizabeth and I planned and 
discussed our next season's operation at such length that by April 1 I 
thought we had already finished the year. However, all this planning did 
pay off. Nothing makes me feel better than to hear customers tell us that 
we have a well-run operation. This customer attitude makes the time 
involved in planning very worthwhile, and profitable. Some farm rules 
which we adopted during our planning sessions and which I feel have helped 
us to become successful are: (1) Have pickers stay in assigned rows so you 
know what areas have been picked, and so that each customer can be placed 
where picking conditions are good. I have heard pros and cons on this 
practice; however, during our first picking season, we were convinced that 
the customers like it and that this is the way to go. (2) Enforce the 
minimum sale. Naturally this varies with different products. Most 
customers travel to our farm specifically to pick produce. However, being 
on a heavily traveled road, we get a number of "walk-on's" who could be a 
problem if minimum purchase rules were not enforced. I feel that I am 
granting a privilege when I allow someone to come and pick products on my 
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farm especially since they are free to eat all they want in the field; I 
expect them to pay me a minimum amount in return for good produce and for 
the privileges associated with picking it. (3) Allow children in fields , 
under supervision Sometimes that's a joke, you can have more problems with 
parents than children. However, in our three years, I can't really say 
that children have been damaging or creating any problems. We have to 
remember that these are our future customers. (4) Have the customer pick 
the largest, ripest, most mature products. Nothing is more discouraging 
than to see a customer with a tray of white strawberries or a basket of 
half ripe tomatoes or a bushel of big old beans. This does not result in 
good advertisement so we are serving ourselves when we teach the customer 
how to select high quality products. 

I would like to say a word or two about our pricing, and system of 
sales. My first thoughts on how to price or sell a product were confused. 
I observed operations on several other farms prior to our first selling 
year, and was convinced that selling by weight (rather than by measure) was 
the way for us to go. After three years, I am even more convinced that we 
made the right decision. We sell all products (except sweet corn) by the 
pound. It takes a little longer to get customers through the check-out 
line, but I believe you can afford to hire an extra person or two to 
collect the extra revenue on products which would otherwise be given away 
in over-filled containers. We also feel the customer is being treated fair 
since he or she is paying precisely for the amount of product picked, no 
more and no less. I will admit we had one problem. It was awfully hard 
to get customers used to buying a pound of strawberries rather than a 
quart, but I believe we have won this battle. 

As for the hired help. Starting small and still not being large, our 
labor problem has not been too great. Aside from field supervision and 
sales personnel, I would rather invest money in mechanization than be 
frustrated by labor problems. When labor is needed, I have found that 
part-time adults do a more efficient job than school children or teenagers . 
Naturally, when you are in an area such as ours where no one has had 
experience with the products we grow, it takes a little more time and 
patience to teach your help what you want done. We try to involve as much 
of our family as we can, especially during peak sales and picking times . 

In closing, I feel a need to remind all of us who are pick-your-own 
operators that we are not farmers or salesmen. We are a link between the 
American public and the field of agriculture. These people trust us to 
give them a better product for a lower price and it i s our opportunity to 
make them aware of and to believe in modern agr i culture. 
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DIRECT MARKETING OF LIVESTOCK 

Gordon Metz 

My wife Brenda and I have operated a beef and grain farm in Henry 
County for the past eight years. When we first entered farming, a brood 
cow was typically worth around $500 but after the drop in pee~ prices two 
years later the same cow was worth about $350. At this time we began to 
look around to find a better way to market our cattle and to boost our 
income. We decided to go into processing and marketing our own cattle. We 
started with a small custom meat processing operation which later grew into 
a full retail convenience store. 

We have been satisfied with our direct marketing of beef, but it has 
not been without its problems. I realize that most of you at this 
conference are involved in fruits and vegetables, so I would like to warn 
you of some special problems involved in direct marketing of beef in case 
you are thinking of adding meats to your current operation. The three 
primary functions in direct marketing of beef are: (1) production, (2) 
custom killing, and (3) retailing. Production of beef, as I have heard 
other speakers discuss earlier, requires a quality product. I will not 
dwell on the management and production techniques that are necessary to 
produce quality beef, but it goes without saying that quality is very 
important. One of the reasons that I initially opened my own custom 
slaughter facility was that I experienced considerable difficulty in 
scheduling the slaughtering and processing of animals I wanted to sell 
direct. It would sometimes take a month or more from the time a customer 
contacted me until the custom slaughterer in my area could handle the 
order. I lost a number of custom sales waiting to have an animal 
slaughtered and the only way to solve this problem and develop a reliable 
direct marketing business for cattle was to enter the custom slaughter 
business myself. 

A custom slaughter operation requires a considerable investment in 
equipment. Unless you have substantial numbers of livestock and good 
market outlets, you may find that you can not justify the investment in the 
custom slaughtering facility. You will likely find that you are real busy 
for four months of the year and then operating on a reduced level for the 
other eight months. With this situation, most custom slaughterers begin 
handling livestock for other farmers so they can spread their overhead. 

When retailing processed beef you will often find the competition on 
many cuts is very tough. When placed in direct competition with larger 
commercial processors they often have a competitive cost advantage because 
they utilize all by-products. This is most apparent with the high quality 
cuts such as rib-eye and t-bone where they place their pricing emphasis. 
It is very difficult for a custom seller to make much money off of these 
cuts. Where you make money is in the processing operation itself and that 
is also where commercial processors make their money, not in the retailing. 
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We have had up to 900 cattle on our farm but we now have only about 
500. We made this reduction because of the very competitive cattle market 
this year. We now find that we can buy beef cheaper than we can raise it. 
In this business the manager needs to be aware of changing market 
conditions and to make adjustments in the methods of operation in response 
to these changes. In your retailing operation you will, to some extent, be 
in direct competition with Kroger, A & P, and other chains. They price the 
good cuts very competitively anticipating that you will buy other items 
while in their store. The custom meat retailer, relying only on beef, is 
therefore placed at a pr1c1ng disadvantage. We have searched for some ways 
to overcome this disadvantage and have had some success in selling boxes of 
beef. This is a smaller unit than a quarter or half of beef. A side of 
beef, for example, now costs $300 to $400 and many people just can't come 
up with that kind of money. What we find is that we do better selling 
$30, $40 or $50 boxes that don't require such a large outlay at one time. 
We put a mixture of steaks, hamburger and even other meats in these boxes. 

One of the things we do in marketing our beef is allow the consumers 
to come to the farm and look at the beef on the hoof. Viewing the cattle 
doesn't guarantee quality because many quality problems can arise during 
the processing. We do guarantee quality of the final product and if there 
is any question, we will make another animal available. We can guarantee 
that no additives or implants have been used in the production of the 
cattle and this is very important to many people. When processing meat in 
large quantities there is going to be some odor so you should plan your 
operation so odor is minimized in the areas where customers come. I think 
a custom meat retailer should have a logo that is easily recognized that 
can be placed on signs, cards and in advertisements. I keep a good mailing 
list of my previous customers and send them a card in the fall letting them 
know what beef I have available. If the direct selling operation is well 
run, then a farmer can make about $50 a head over the wholesale market for 
a beef but this is not without work and risk. 

Quality must be stressed in the beef you produce and market. This 
does not mean merely feeding cows for two weeks in January, but it means 
developing a quality grain feeding program. You see many advertisements 
about western fed beef and these irritate me because we can and do produce 
quality eastern fed beef. Typically, our feeder cattle are shipped west, 
fed and the meat sent back east to be retailed. In direct selling, this 
shipping is eliminated and we have the ''eastern fed qualitf' there. We are 
seeing more interest among cattle producers in direct marketing of beef 
around Virginia just as you are with other farm products. I think that 
direct marketing of beef has become of age and there is a viable 
alternative to sell beef directly to the consumers. The farmer does have 
an alternative to just being a price taker. He can go into direct 
marketing. 



-13-

PRODUCING QUALITY FOR DIRECT MARKETING 

William M. Brooks 
Ohio State University 

Quality produce is the backbone of any direct marketing produce 
operation. Today I will give you some tips or ideas on what I think you 
can do to produce quality vegetables for your direct marketing enterprise. 

The soil is a very basic factor in the production of any crop. With 
this in mind the following are some soil management factors which may help 
you to get maximum returns from your fertilizer dollar and to maintain 
produce quality: 

1. Desirable soil £!! - For most vegetable crops on mineral soils try 
to maintain the soil acidity in pH 6.2-6.8. In this range, most of the 
elements will be readily available, the soil micro-organisms will be most 
active, and most vegetables will make the best growth. 

2. Adequate soil drainage - This is one of the basic considerations 
in successful vegetable production. Vegetable root growth will be limited 
on poorly drained soils. If drainage is a problem, you should solve this 
problem first, before spending large amounts of money for increased 
application of commercial fertilizer. In some areas surface drainage can 
be improved by land leveling and installation of various types of surface 
drainage structures. Some growers have resorted to raised beds in recent 
years. The surface drainage should be looked upon as a complement to tile 
drainage. 

3. Maintain soil organic matter - Under Ohio conditions rye or 
ryegrass is sown in early autumn to help maintain the soil organic matter. 
Some growers have included other crops in the rotation. Sometimes special 
st.nllmer cover crops like sudan grass, soybeans or thickly seeded field corn 
are used following early-harvested vegetables. 

Where adequate land is available, vegetable growers should think in 
terms of a longer rotation so a soil-improving crop can be grown throughout 
the summer. Such a rotation will help greatly to improve soil physical 
conditions and also reduce the likelihood of a buildup of soil born 
diseases and insects. 

4. Lack of water during growing season - The lack of water at certain 
stages of plant growth may have greater effect on crop growth, yields and 
quality than lack of sufficient fertilizer. Timely irrigation will help to 
get the maximum results from fertilizer application. Many people look upon 
irrigation as a form of insurance to preserve both yield and quality. 

5. Adequate plant population - The plant population will vary with 
the variety being grown, the fertility of the soil, the amount of available 
water, and the market you are trying to satisfy. More research is needed 
on the effects of the different factors upon plant populations. 
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6. Varietal response - Some varieties will respond better to heavier 
application of fertilizer than other varieties. Some celery varieties have 
higher magnesium requirements than others. Some of the newer broccoli 
varieties have a higher boron requirement than older varieties. Other 
examples could be cited. 

7. Control weeds - Weeds will rob the crop of valuable fertilizer and 
remove large amounts of water. A well-planned weed control program is an 
important aspect of vegetable farm management. 

8. Fertilizer placement - Location of fertilizer with reference to 
seed or plant can have much bearing on response to a given fertilizer 
application. Many times a small amount of fertilizer placed in the proper 
location with respect to the seed or plant can have as much effect on the 
yield and quality of the harvested crop as a larger amount of fertilizer 
placed improperly. It is usually best not to plow down nitrogen and 
potassium on soils with a low cation exchange capacity and no cover crop or 
crop residue. 

9. Soil tests - Vegetable growers should follow a regular program in 
having soil analyses made to determine need for lime and as a basis for 
planning their fertilizer and lime program. A soil test report is another 
management tool that can help you do a better job. It is not a cure-all or 
a substitute for poor management in other areas. 

Complete records should be kept of the soil tests reports, amount of 
lime that has been applied, fertilizer practices and yields and quality of 
crops from the various fields. This is an obvious point but many growers 
do not do it. 

Check with your local county agricultural agent on how and where you 
can get your soil analyzed. 

10. Foliar analysis - This is another management tool. Vegetable 
growers should systematically have foliar analyses run on their crops. 
Foliar analysis is an excellent method of determining the availability of 
nutrients for plant uptake. It is the best method available for 
determining the status of nutrients in plants, particularly the minor or 
micro nutrients. 

Naturally there are many other factors which contribute to quality 
produce. Some of these factors are listed below: 

1. Disease control 

2. Insect control 

3. Harvesting at proper maturity 

4. Post harvest handling 

5. Selection of proper variety for purpose intended. 
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HOW I MAINTAIN QUALITY PRODUCTION 

Sarah Foltz 

It is with much hesitance that I speak to you this afternoon and it is 
with even greater hesitance that I prepare to enter the fifth year at 
Gentle Giant Farm. Since I can't tell you our success stories (because 
there haven't been any) or reveal any farming secrets we have learned, I 
will tell you a little about Gentle Giant and our future plans. 

First, there are four equal partners: My husband, Lee Foltz, who 
works full time at Reynolds Metals; his sister, Kay Munday, and her 
husband, Jerry, who own and operate a large successful dairy farm; and I am 
the fourth partner. 

Gentle Giant is a pick-your-own small fruits and vegetables farm of 
about 35 acres. In the past we have had a lot of the regular garden 
vegetables, plus strawberries, and raspberries and thornless blackberries. 
But, after four years of netting nothing and the farm being only an 
excellent tax deduction, we've decided to make some big changes. We will 
continue with the berries and eliminate all the vegetables except the ones 
that have proven successful. These vegetables include: 

Asparagus - People usually don't plant it in their home gardens. 

Broccoli - It does well on our farm and is much in demand. 

Peas - People probably pick peas just to see our pea sheller operate 
(free~they pick our peas). 

Silver Queen Sweet Corn - one small field. 

Potatoes - Let me tell you the story behind our decision on potatoes. 
Last year at the conference held in Charlottesville, my husband and I had 
the privilege of hearing Dayton Hubbard speak. Mr. Hubbard is a very 
successful producer in Michigan. He offered good, sound advice. He said 
plant potatoes, they are no trouble and don't cost much to raise. Some 
advice from my brother-in-law came to mind. He said to go to these 
conferences and if you get one useful idea the conference is worthwhile. I 
would like to mention that my brother-in-law is none other than Fred Fifer 
of Fifer Orchards in Wyoming, Delaware, and as far as I am concerned, he 
wrote the book on farming. Last year's useful idea was potatoes. 

After one morning of planting with kids, grannies, and everyone 
helping and a good growing season, we had a beautiful field of potatoes 
with very little cost or work. The Saturday morning that we advertised 
potatoes, "we plow'em, you pick'em", cars filled our parking lot and lined 
both sides of the road. People were everywhere with all kinds of 
containers. As the plow went down the row, people grabbed up the potatoes 
and when no one was looking they grabbed potatoes out of each others 
buckets. We sold nearly the entire one acre of potatoes in three hours at 
ten cents per pound. We were pleased and so were the customers. 
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Now, when deciding on a "useful idea" be careful not to go overboard 
as we did following the very first conference held in Richmond. After 
listening to Fred Funk and many other "big" direct marketers with locations 
near heavily populated areas, we could hardly wait to get home and spend 
money. "Let's sel 1 ice cream" we decided. Do you know how many ice cream 
cones one would have to sell to pay for having a well reamed out, grouted 
and fifty feet of casing put in? This was all a part of rennovations that 
were necessary to obtain a restaurant permit we had to have to sell ice 
cream; Think about it! 

Back to our plans for Gentle Giant. By eliminating certain crops, we 
will reduce our operation so that we can handle the labor ourselves and 
still maintain the quality of our product. This will cut our expenses and 
if this doesn't work, you other direct marketers may have to carry on 
without us. Since our farm is located in Rockingham County with no large 
cities near by, our closing would be no big loss. 

I wish everyone of you a good sense of hlll1lor to carry you through the 
trying times such as Lee and I experienced late one night last St.ll1lmer. By 
flashlight, we were trying to clean a mama skunk and her babies out of the 
last spigot in an irrigation pipe wondering all the while " ..• why couldn't 
it at least have been a rabbit?" That night (and many other times) around 
Gentle Giant we have asked ourselves, "Ain't farming fun?!" 

In conclusion our main success in four fairly miserable years of 
farming is that we four partners are still the best of friends and we 
haven't quit yet. 
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QUALITY IN THE RETAIL MARKET 

Betty Lou Applegate 

Before I begin my talk on "quality", I feel compelled to share an 
experience with you. Due to the nature of the strawberry, peach and apple 
seasons, my husband and I always take our vacation in January or February. 
There's not too much you can do during this time of year, so we learned to 
ski and have been skiing most winters. This year we were fortunate enough 
to ski in Switzerland where we paid 3 Francs - equivalent to $1.50 - for 
one large Golden Delicious Apple. The Swiss really appreciate the value of 
handling their fruits and vegetables properly ••• they hang signs over the 
very small displays of produce saying "Do not squeeze the produce", and 
believe me, you'd better not try! This experience has made me very 
grateful for the abundance of fresh fruits and vegetables which we enjoy in 
the U.S. In the U.S. we take our vast farmland for granted, but in 
Switzerland every little piece of fertile land is utilized. We saw 
vineyards and orchards planted on terrain so steep that it would have been 
considered useless in our own country. Before this trip abroad, I had 
always taken our land and its productivity for granted, but I came home 
refreshed and looked at our farm with new appreciation. 

Now - on to quality. Customers driving to your market or farm demand 
and expect quality! This is the only reason they're making the effort to 
drive to you. Similarly, when you go to the egg farm, don't you expect to 
buy the freshest eggs? - When you visit the citrus groves don't you expect 
that orange to be the most delicious tasting orange? 

We as growers have a fantastic aura - an image of freshness and 
quality built right into our business, but some of us fail to recognize it. 
The consumer is driving out into the country-side in order to meet the 
farmer that grows his products and to buy these products from the farm 
market, or better yet, to pick his own. Also remember that the customer is 
visiting your farm to "play farmer for a day". I know when a "customer
farmer" steps into our store, he assumes he will be "crunching" into a very 
fresh, tasty apple. When he walks to the cider bar to sample our cider -
he thinks - to himself - this will be a good glass of cider - because it's 
so fresh. 

With regard to the special problems of maintaLning quality in a retail 
farm market, an owner has to instill the idea of maintaining quality in 
every single employee - from the teen-ager who picks strawberries all the 
way up to the store managers. Take time to explain your goals and 
objectives. Your example is very important - show you care about quality. 

Where does the quality theme really begin? It's like the chicken and 
the egg thing - it really begins with the grower - he must use the best 
horticultural practices possible. Fortunately we have "in house growing" 
and we should be able to control all quality. 
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When the pickers harvest they should be cognizant of the fact that 
their boss wants only No. 1 quality fruit picked. But when the boss is not 
around do they try to slip a few off color apples in the bottom of the 
bucket? Do the pickers handle the fruit without bruising? Are they 
careful to pick only mature fruit? What about those employees who sit on 
the pack line and grade apples day after day - do they feel like their work 
is important? Do .they try to get every bruised apple before it passes down 
the pack line? It's tough to keep enthusiasm and effort on a monotonous 
job such as this - rotation of assignments is one way to keep graders alert 
and to maintain quality in the packed product. 

We now have those apples picked, graded and packed carefully into 
containers. The store clerks still must check the apples on display - when 
a young boy starts work as a stock clerk in our market - he's unsure about 
which apple is utility or 2nd grade, which is a cider grade - we developed 
a slogan - "when in doubt take it out!" 

I try to emphasize the fact clerks are not doing me a favor by 
slipping an inferior apple into the di.splay or into the customer's 
purchase. Believe me there have been times I have often asked our 
employees - would you buy these bananas? They answer NO - so I ask then 
why do you think a customer would want them? Put them into the reduced 
merchandise containers or throw them out". 

It only takes 2 or 3 inferior quality items in a produce cooler for a 
customer to make a generalization in his mind that all the produce in the 
store is inferior. In order to motivate your employees to be concerned 
about quality you must constantly try to create good rapport and good 
morale within your business. Good morale is a state of mind which brings 
your employees to do things beyond the normal call of duty. Do your 
employees take extra responsibilities? One way to better morale is to try 
and establish good rapport with employees. Let them know you care about 
them. Then hopefully they will take your goals as their goals. An 
essential part of rapport is identification with your firm. If your 
employees feel that they are part of the business they will take personal 
interest. If they feel important in their jobs they will feel directly 
responsible to produce a quality product and they will take pride in 
displaying quality fruit only. 

Share important policy decisions with your employees - listen to their 
feedback and keep them aware of problems. A speaker at the Ohio Roadside 
Market Conference made a very important point when he said that "those 
employees who share care". Listen to your employees' suggestions on how to 
maintain quality. One college gal gave us a brillant idea we've used for 
ten years. During the winter months apples do not sell as quickly as in 
the fall. We worried about rotation. Naturally we diminished the size of 
our displays - but you are all aware that small displays do not sell 
anything. This young lady suggested that each day we bring out apples, 
they be priced with a different color tag; Monday-red, Tuesday-blue, etc. 
It was simple, but so good! Every evening before closing all apples are 
moved back into our cooler - for the night. This is a pain - but in the 
name of quality - we endure. 
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Our store manager is conscious of quality in other areas also. The 
doughnuts are made fresh everyday by trained personnel with only quality 
ingredients. Our cheese is cut and packaged fresh. Before our manager 
places a new product on the shelf, she checks its producer and its quality. 
Remember that every product you sell - cider, doughnuts, apples, cheese, 
jelly - reflects upon the total quality image of your store. 

In conclusion, when new employees are trained they are given our 
Battleview philosophy - and the first point emphasized is Fine Quality. 
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EFFECTIVE USE OF AGRICULTURAL SIGNS 

Ray D. Plumb 

I would like to welcome all of you here today and I trust you have 
picked up some important points to apply to your farm this growing season. 
During this session I will discuss the effective use of agricultural signs 
tn Virginia. 

The topics of discussion shall consist of the following: 

- How highway signs fit into the overall advertising package to 
attract customers to your farm, 

- Their advantages, 

- Planning and design, 

Regulations affecting signs, 

- Special comments, 

- An illustrative view of agricultural signs used last year in 
Virginia, 

Then I'll wrap it up and open it up to discussion in which Mr. Barrett 
of the Virginia Department of Highway and Transportation and I will address 
specific questions you may have on the use of agricultural signs. 

Farm location is one of the most important aspects to consider when 
developing retail farm operations for direct marketing. An ideal location 
is a farm located on a major state or county highway, near a stable market, 
with easily understood directions. Unfortunately, many of you do not have 
any choice in where your farm is located. Furthermore, most consumers who 
patronize retail farm operations usually live within a 40-mile radius of 
the farm, but some drive 50 miles or more. Hence, directional highway 
signs can be very valuable in directing people to your farm. 

Increased travel time and vehicle operating expense tends to 
discourage many people from visiting a remote farm. Therefore, many of you 
advertise by newspaper, radio, or TV to attract customers. All of your 
advertising efforts could be in vain, however, if people are unable to find 
your market. The use of directional highway signs assures the direct 
marketer that potential customers who are attempting to come to the farm 
will safely and easily reach their destination. Do not lose customers 
simply because they cannot locate your farm. These people either go home 
disgusted, will be less inclined to try again or will simply go to your 
competitor who used directional highway signs. 

There is another advantage of directional signs. If your market is 
located in the country off the major highway, a family taking a weekend 
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drive may never know that your market exists in that locality. However, if 
you have attractive well designed signs, you may attract impulse customers. 
In order to do this, your highway signs need to be visible and easy to read 
by passing motorists. They should give the necessary information such as 
farm name, location or direction, hours open and what items are for sale. 

Be sure to keep the message short and simple. A visual illustration 
of the farm or agricultural product available for sale will help draw 
attention to the sign. For those who wish to advertise on a commercial 
billboard simply use the blue handout entitled "Commercial Billboard 
Companies in Virginia" to locate a firm in your area. 

When constnners visit your farm, they want to see a clean, attractive, 
well-maintained farm operated under good management practices, provided 
with courteous clerks, easy to use parking facilities and a variety of 
fresh, high-quality agricultural products available for sale. A highway 
sign in poor condition, falling down or in need of paint does not reflect 
this image and could give the consumer a negative impression of your farm. 

Therefore, highway signs should be composed of complementary colors, 
kept neat and well maintained. To assist you in selecting the appropriate 
colors in the design of your sign, you may wish to use the color 
combination chart on the pink handout. This lists the color combinations 
which were most easily read from a fast moving vehicle at a standardized 
distance. A complete listing of color combinations and legibility tests 
are available from "The Principals of Color Mixing" by J. H. Pustanoby, 
McGraw-Hill Book Company, New York, 1947. 

As you look over this chart, you will notice twenty different color 
combinations. Seldom will anyone use all of the color combinations listed. 
Usually, some of the colors will have more practical application in a given 
situation than others. It is therefore a matter of judgement which ones t .o 
use. 

Let's continue with the topics of "letter size versus visibility" and 
"ntnnber of words versus comprehension from a moving vehicle". Roadside 
signs must be legible to direct people to your market. Remember that 
letters should be made by using a line 1/5 as wide as letter height. For 
example, letters 11 inches in height should be 2 1/4 inches wide. 

From the chart entitled "Visibility - Lettersize and Content of 
Roadside Market Signs" you will see that using 11 inch high block style 
print, the lettering is only visible up to 300 feet away. Likewise, 
motorists only have time to read 6 words at 60 miles per hour, when using 
seven inch letters. You can see that you must keep the message simple. 
Use only a few descriptive words such as vegetables, one half mile. 

By using posted speed limits as a guide to speeds at which motorists 
travel on the road where your sign will be located you can determine 
correct letter height. You would simply take the posted speed limit, for 
example 40 miles per hour, look on the visibility chart previously 
mentioned, locate the coltnnn for 40 miles per hour and asstnning you were 
designing a sign with five words, then you would know the letter height 
would need to be 3 1/2 inches. By using the other chart, called "Advanced 
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Sign Location for Various Speed Zones" locating 40 miles per hour, you 
would see that you need to place your signs 1/4 mile before the 
intersection or market. Caution: Do not place this sign on the right-of
way of state or county highways, but rather on your own property or private 
property with the permission of the landowner. At the end of the harvest 
season, it is recommended that you take down your signs to protect them 
from excessive weathering. If you are a seasonal operation and you desire 
to keep your signs up year-round, be sure to put a closed sign over them to 
indicate you are not open. 

Up to now, we have been talking about two types of highway signs 
advertising and directional. Both of these are governed by state laws. 
Directional signs, those which direct people to your farm, may be exempt 
from state permit in a particular situation. Therefore, the rest of the 
speech will deal with directional highway signs. 

Prior to this year, direct marketers could use signs of two square 
feet or less placed at a junction of two or more roads, denoting only the 
distance or direction of the place of business. These two square feet or 
less signs were exempt from state highway sign permits. If a direct 
marketer desired to use larger signs, then a permit was required. The 
Farmers Direct Marketing Association of Virginia and the Virginia 
Department of Agriculture and Constnner Services realized that directional 
signs of two square feet were not effective in directing constnners to the 
farm. Six weeks after the FDMAV first approached the Department of 
Agriculture on the situation, and working closely with the Department of 
Highways and Transportation, we announced a major breakthrough. 

The Virginia Department of Highways and Transportation can now approve 
directional signs which advertise agricultural and/or horticultural 
products when such products are produced· by the person who erects and 
maintains these signs. These signs must be of a reasonable size determined 
to be approximately 8 square feet or less which may be made up of various 
shapes or configurations such as the apple and the peach signs illustrated 
here. I may also note that if you do need additional space to accommodate 
a particular situation such as a long name, the sign may be larger. 

But please, do not abuse this policy or get carried away with the size 
and quantity of signs placed along Virginia highways. Keep our highways 
and roads clean and beautiful. Remember! If we abuse this privilege, it 
could be taken away, so do not destroy it for others. Use good judgement 
and be conservative. To continue our strong working relationship between 
the agricultual industry and the Department of Highways and Transportation, 
there are a few recommendations that you should follow before erecting any 
signs. 

I. Contact the nearest district office of the Department of Highways 
and Transportation by phone or letter stating the proposed location, size, 
shape and message to be placed on each sign, to be sure the sign location 
conforms to the section previously mentioned. The Highway Department will 
be more than happy to work with you on this matter. A list of district 
offices is available from the Virginia Department of Agriculture. 
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2. Not only should you check with the State Highway Department, but 
contact County and City zoning administrators about their local ordinances 
on highway signs. Some counties also require building permits or even 
electrical permits for signs requiring electricity. 

What type of information may be printed on an exempt directional sign? 
Remember, these are not advertising signs, but directional signs for 
agricultural or horticultural products. Therefore the only information 
which will usually be permitted is: first and most important, be sure the 
sign has an agricultural or horticultural product printed on it or is 
designed like an agricultural product. Once you have met the first 
requirement which now exempts you from various state laws, be sure the sign 
indicates direction to your farm. Other information which may be placed on 
the sign after meeting those first two requirements are as follows: name 
of active farm, type of crops available, (be sure they are available when 
advertised so you are not accused of false advertising), an arrow to 
indicate direction, business hours, telephone number (please limit phone 
numbers to firewood signs only), pick-your-own information and other 
advertising which pertains to agricultural and horticultural products. 

As previously mentioned, your signs must be placed on private 
property, not on the state right-of-ways. To determine where the right-of
ways of state highways exist, contact your district highway department. As 
a general rule, telephone poles are within the right-of-ways. Therefore, 
any directional sign should be beyond the telephone lines. When erecting 
signs, you must place them on their own support, do not affix directional 
signs to telephone poles, trees, rocks or any other present highway 
structure. 

The regulations which pertain to interstate and federal aid primary 
highways are very strict. Usually signs along these highways are not 
permitted or are only permitted within 600 feet of the right-of-way. These 
restrictions also apply to the Blue Ridge Parkway and the Colonial Parkway, 
the Mount Vernon Boulevard or any other park area within the State of 
Virginia as well as public cemeteries, public parks, public playgrounds, 
national or state forests. 

You are not permitted to place any signs which involve motion or 
rotation of any part of the structure or if it displays an intermittent 
light or lights within 100 feet of the nearest edge of the pavement of the 
highway. Also, do not use the words, "Stop" or "Danger" which can imply 
the need ~r requirement of stopping or imitate official highway signs. Do 
not erect signs which distract passing motorists by the use of flashing 
lights, loud or blatent noises or movable objects. Red, green, or amber 
lights or reflective type material which resembles traffic signal lights or 
traffic control signals are not permitted within visible distance of any 
highway. 

These are only a few of the regulations which apply to directional 
highway signs. They are simply stated at this time to make you aware of 
the importance to contact your district highway department before erecting 
any highway sign. In this way, direct marketers will be able to avoid 
unnecessary removal of their signs. 
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At this time I would like to thank Mr. Cassell, Mr. Barrett and Mrs. 
Denton of the Virginia Department of Highways and Transportation for their 
work and assistance in increasing the signs to 8 square feet. I know it 
will be greatly appreciated and received by agricultural producers. 

You now have the necessary information to design and properly locate 
your signs. Since customers directly relate the quality of your signs to 
the quality of your retail operation, you may want to have your signs made 
by a professional sign company. I therefore urge all of you to visit 
Norvell Sign Company's exhibit. They will be more than happy to assist you 
in designing and providing you with quality signs for your farm. I trust 
this information will help you in the future. 
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WHY I DIVERSIFIED MY OPERATION 

Rod Parker 

Our location is about ten miles south of Washington D.C., we are in 
Maryland but just across the river from Virginia. We draw customers from 
Virginia as well as southern Maryland and D.C. Our county has about 
750,000 residents, northern Virginia has around a million and a half, while 
D.C. has approximately 750,000. So, we have a large population to draw 
from. 

We got started in the business almost by accident; our county agent 
suggested that we plant some vegetables, advertise them, and just see how 
things worked out. He had about ten acres in mind, this sounded like a lot 
to us since we had been considering something more on the size of a large 
garden. But, we started out with ten acres in 1975 and now we have around 
650 acres of vegetables and small fruit. We really farm only 400 acres of 
land, but much of this is double-cropped. 

We currently grow thirty five vegetable and small fruit crops, but no 
tree fruits (see figure 1). Some of our production is planned to 
accommodate tastes of ethnic groups living in our trade area. 

We have also diversified our methods of marketing. Listed in the 
order of most preferred to least preferred methods, our marketing includes: 

1. · Pick-Your-Own 

2. Retail market on the farm - This includes some items not grown on 
the farm, but no grocery items other than spices, jams, jellies and honey. 

3. Retail off the farm - farmers' markets or tail-gate markets have 
been better than expected; we sold on four markets last summer and we'll be 
using five this year. 

4. Wholesale on the farm - these are sales to other roadside 
marketers. 

5. Wholesale to chain stores - these are good because they can really 
handle the volume. 

6. Wholesale through commission brokers - if we can't find other 
outlets we resort to brokers. 

The first three marketing methods on the list represent about 80% of 
our business. 

These are the ways in which we diversified; the question which I am 
supposed to answer today is "Why did we diversify?" The answer to this is 
pretty self-evident, " ••• to maximize income". 
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Figure 1. Acreages of Crops Currently Grown at Parker Farms 
in Clinton, Maryland 

Small fruits (strawberries, raspberries, 
and blackberries) 

Green peas and "Sugar Snaps" 

Sweet corn (least profitable crop per acre grown) 

Geen beans 

Cranberry beans (French Horticultural) 

Lima beans (butterbeans) 

Purple Hull and Blackeye peas 

Squash (yellow, Zuchinni and winter types) 

Tomatoes, eggplant, peppers 

Pumpkins 

Greens (kale, rape, mustard, cress, collards) 

Spinach 

Cantaloupes and cucumbers 

Broccoli, cauliflower, lettuce and cabbage 

Beets, radish, onion and carrots 

Tobacco (auction) 

TOTAL 

45 

35 

70 

100 

6 

35 

60 

100 

20 

30 

60 

40 

15 

10 

10 

45 

681 
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There are both advantages and disadvantages to diversification. 
Advantages may include: 

1. The larger number of sales outlets permits us to sell a larger 
volume of produce. 

2. The various outlets can be used to supplement each other since 
demand may not be uniform on any one market throughout the season. 
Similarly, supply may not be completely uniform and flexibility in our use 
of wholesale markets allows us to plant large acreages to ensure adequate 
supplies for our primary (retail) markets while providing a generally 
profitable disposal when crop yields exceed retail demands. This leads to 
the single biggest advantage of market diversification - an ensured supply 
of top-quality produce for our P-Y-0 and retail markets. 

3. By diversifying our crops, we protect ourselves against adverse 
weather and other risks which might have greater effects upon certain crops 
or upon crops planted at certain times of year, etc. 

4. Greater efficiency in use of equipment, energy and other farm 
resources may be gained by the increase in over-all size of the operation 
which is permitted by diversification in crops and markets. 

Disadvantages of diversification: 

1. More extensive planning is required to produce a large number of 
crops. Each crop has its own cultural requirements, pests, soil 
requirements, diseases, etc. You need to more carefully consider crop 
rotations and harvesting schedules. 

2. Wholesale markets can be maintained only so long as they are 
adequately supplied. Using them to handle excess volumes from your P-Y~O 
and farm market can cause problems. 

The sales force needs to be larger and more people must be trusted to 
handle money. 

I hope some of the ideas from our operation on why we diversified will 
be helpful to you. I have enjoyed your conference. 
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PRICING STRATEGIES FOR DIRECT MARKETING 

James B. Bell 

As more and more farmers in the state shift to direct marketing, 
competition between marketers has become acute and in a few areas the 
pricing situation has · approached being chaotic. It is likely that pricing 
will be even more of a problem in the future as more farmers enter direct 
marketing. The purpose of this panel is to discuss some approaches and 
ideas that may be useful in dealing with our pricing problems. 

Pricing problems can be divided into two areas of concern. The first 
is pricing problems which relate to how direct marketers compete with each 
other in a market area. For example, what affects the level of prices for 
all participants in the market area. The second concern relates to 
individual pricing problems. For example, what price should the individual 
direct marketer charge. 

Group Pricing Concerns 

I would first like to talk about group pricing problems. Pricing 
problems in a market area are certainly not unique to direct marketers, but 
are common to virtually all retailers. Competition is, of course, an 
accepted element of the free enterprise system and I am not suggesting that 
competition should or could be done away with. I am suggesting that there 
are some ways that other retail competitors deal with competition. Some 
work. Some don't. Let's look at some of these and briefly look at their 
potential for direct marketers. 

Price Collusion - Price collusion is where the sellers in a market 
agree to sell their products at mutually agreed upon prices. Collusion 
could be inplemented through either a formal or informal structure. When 
direct marketers find themselves involved in price cutting situations, one 
of the first things that someone will suggest "should happen" is that all 
the sellers should just get together on prices. This may not, however, be 
a viable solution. First, it should be pointed out that collusion is 
illegal under most conditions. There are some exceptions for agricultural 
producers but, generally, collusion by retailers is illegal. Even if it 
were not, collusion is extremely difficult to enforce with all sellers in 
the market. Furthermore it would create bad public relations for direct 
marketers. Although this may be the first thought of many direct 
marketers, it is not one on which the industry should count to solve 
pricing problems. 

Price Leader - In this market situation, a dominant seller sets his 
prices and others tend to follow this price either slightly above or 
slightly below depending upon their competitive position. A dominant 
seller may establish his position in the market due t .o size, market share 
or other factors that allow him to be in the price leadership position. 
Direct marketing price leaders do exist in many localities. For the price 
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leader situation to work there must be an acknowleged leader and others 
must be willing to follow this leader. Generally, this is not a situation 
that can be planned but is more often one that .develops as competition 
works over time. Price stability based on the price leader concept may 
work very well for extended periods even though it is always subject to 
challenge by others in the market. 

Enlightened Management - Rational behavior suggests that individual 
direct marketers will not plan to sell their products at prices where they 
do not make reasonable profits. The enlightened management situation 
suggests that all sellers in a market follow this basic premise and 
therefore individually set their prices so reasonable profits are 
maintained. This suggests that prices are based on cost of production, 
plus a reasonable profit. Enlightened management is a factor in many 
market situations, but as an only factor may not be too effective. First, 
its effectiveness is limited because many direct marketers do not know 
their cost of production and the cost of production may vary widely between 
producers. Finally, and most important, there is an individual incentive 
for sellers to continue selling when prices drop below the total cost of 
production. Much of an individual's costs are "sunk costs" by harvest 
time, and he has an incentive to keep selling as long as more than the 
harvest cost is recovered. 

Non-Price Competition - In this market situation sellers in the market 
compete with each other on some basis other than price. Normally, this 
competition takes the form of advertising, promotion and services that may 
be offered by the sellers. Market participants competing through non-price 
competition tend to maintain fairly stable prices, but each attempts to 
gain an advantage in the market through the use of advertising and other 
non-price means. Retailers generally agree that non-price competition is 
more desirable than price competition. Competition by using advertising 
and promotion, for example, can be healthy for all market participants by 
increasing the total numbers of customers in the market. Non-price 
competition is not the answer to all pricing problems for direct marketers 
but there is little doubt that this form of competition is more desirable 
for the industry than most alternatives. 

Individual Pricing Concerns 

The second area relative to pricing with which direct marketers are 
involved is that of setting individual prices. There are several basic 
techniques which direct marketers may use in individually setting prices. 

What the Traffic Will Bear - Direct marketers are often not in a 
position t~ploy this method of pricing, but even if they were, it would 
be a questionable pricing policy. At best, it would be a short-run policy 
since many of the customers would likely go elsewhere in the long run. 
Generally, it would foster poor public relations and is not encouraged. 

Cost Plus Mark-up - Using a cost plus mark-up .basis of pricing is 
consistent with the enlightened management concept. Here again, this 
suggests that the direct marketer knows his cost of production. Once costs 
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are known, then the desired mark-up, such as 20%, would be determined and 
the item would be increased the apropriate percentage to· arrive at the 
retail price. This concept is used by many marketers in setting prices. 

What Others Charge - This method of pr1c1ng is consistent with the 
price leader market situation as discussed earlier. Knowing the prices 
others charge is an inherent problem in using this method. Some marketers 
use selective visits to competing markets and a few participate in informal 
or formal pricing exchange arrangements to learn what others are charging. 
Using the "charging what others charge" basis for pricing provides an 
excellent opportunity for non-price competition. The marketer can follow 
prices of others and still attempt to gain a competitive advantage through 
the use of non-price services such as advertising, promotion and 
merchandising. 

Wholesale Price - Many direct marketers look upon the wholesale price 
as the lower limit of their pricing range. Direct marketers should keep in 
mind that they provide retailing services and should expect to be rewarded 
for these services. 

Retail Store Price - The retail store price is similar to the "what 
others charge" method of pricing. Getting reliable price information can 
be a problem. Selective store visits and checking newspaper ads can 
provide information on retail store prices in the area. 

Direct marketers use no single one of the above techniques to arrive 
at selling prices, but in practice use some combination of methods. Some 
individuals may rely more on one method than another based on their 
situation, experiences and personal preferences. Furthermore, individuals 
may shift how they arrive at prices from time to time as their situation 
changes. There is no right or wrong method. Each marketer should look at 
pricing from several of these perspectives and use his judgement to arrive 
at a price that is most suitable in his situation. 
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FUTURE DIRECTIONS FOR DIRECT MARKETING 

Morris S. Fabian 

The coming decade and beyond should provide continuing profit making 
opportunities for those direct marketing operators who are alert to the 
enviromnent and develop a strategy by which to navigate. 

The purpose of this presentation is to (1) examine the industry's 
importance and present position, (2) provide a frame of reference for 
suggesting future directions, and (3) discuss some factors essential to 
future success for direct marketing operators. 

Importance and Present Position of Direct Marketing 

In the 1980-81 Annual Report to Congress by the Secretary of 
Agriculture as required by the Farmer-to-Consumer Direct Marketing Act of 
1976 (P.L. 94-463), the following remarks were made regarding the 
"importance of direct marketing as highlighted by new concerns." 

The (1974 and) 1979 energy crises 

"called attention to the Nation's reliance on petroleum in 
producing and transporting agricultural products and increased 
the importance of exploring alternative farming and marketing 
methods to help reduce energy consumption. Energy constraints, 
technology limitations, and water shortages also pointed out the 
need to conserve the most productive farmland and the potential 
advantages of increased local food production. 

"The U.S. agriculture/ food sys tern that has evolved since 
World War II was built on the availability of abundant, low-cost 
energy. Today's system has fewer but larger farms and less 
diverse production patterns, is losing 3 to 5 million acres of 
prime and other farmland annually to nonagricultural uses, and 
depends on a nationwide transportation network fueled largely by 
foreign oil. 

"In some regions, especially the Northeast, people are 
becoming more and more concerned about the extreme reliance on 
other regions or countries for most of their food and the 
resulting possibility of disruption of food supplies. This 
concern was amplified in mid-1979 by the oil crunch and truckers' 
strikes." 

"Although not all types of farm foods can be grown in each 
region or area, the opportunity exists for some greater degree of 
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local food independence by encouragement of direct marketing. 
(Through) ••• farmer-to-consumer direct marketing increases, small
volume producers may be persuaded to keep their land and/or 
increase production. Not only •.• (can) ••• farm income be improved 
and consumers be provided with fresher, lower cost food, but 
dependence on out-of-region food sources and on long-distance 
transportati.on may be reduced" (1980-81 Annual Report to 
Congress). 

As a result of the 1976 Farmer-to-Consumer Direct Marketing Act, 
surveys of the direct marketing industry were made in 22 selected states 
between 1978 and 1980. Of these states, Michigan with 23,525 farmers 
selling some portion of their agricultural products directly to consumers 
was found to be largest in number. This ntnnber represented 36 percent of 
the total farmers in Michigan. New Jersey had the highest proportion of 
farmers (68.5%) selling direct. New York State had the greatest amount of 
direct marketing sales ($86 million). The Southern New England area 
including Massachusetts, Connecticut and Rhode Island reported the highest 
proportion of cash receipts from farm marketings being sold directly - 11%. 
In total, within the 22 states, 126,284 or about 11 percent of the total 
number of farmers sold $645 million or 1.5 percent of total cash receipts 
from all farm marketings. The average sales per farm were $5,100. This, 
of course, does not include the goodly amount of buy and sell activity in 
which many direct marketing operators engage. For example, in New Jersey 
the U.S.D.A. survey of direct marketing farmer-to-consumer sales is shown 
for 1978 to have been $28 million. When purchased products are included, a 
very conservative estimate of total dollar activity for 1978 would be 
nearly $60 million. This figure was estimated using earlier published data 
and certain assumptions. This provides an $11,532 average sales per farm 
rather than the $5,300 average shown in the 1978 survey. 

The U.S.D.A. ·survey showed direct marketing to be important for a 
number of states in terms of the number of farmers who receive a portion of 
their income from retailing. While nationwide the amount of cash receipts 
(1.5-2%) is very small for direct marketing of farmer produce, the economic 
activity and net returns to those growers involved should not be 
underestimated. Using U.S.D.A. figures, it may be conservatively estimated 
that throughout the nation there are up to 200,000 farmers selling a 
portion of their farm products directly (126,000 in 22 states). Using a 
$5,000 average sales figure per farm would bring the nationwide sales from 
direct marketing to $1 billion dollars ($645 million in 22 states). Being 
conservative again and estimating that home-grown products amount to half 
of what direct market operators sell, then the volume of sales increases to 
$2 billion. 

Direct marketing and its complementary sales activity plays an 
important role in helping economically to retain agricultural lands in and 
near rapidly urbanizing areas. 

A review of literature provides an indication of the growth in 
interest in direct marketing throughout the nation. While the literature 
is diverse and vast, government and university bulletin and circular type 
publications oriented toward operators have shown an interesting trend from 
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1920 through the present. Each of the succeeding time periods indicate a 
doubling in the ntunber of publications. Interest in direct marketing in 
the 60's doubled over the SO's and in the 70's it would have appeared in 
1975 to have more than doubled over the 60's. In fact, there was an 
information explosion with an increase of 7.5 times in the 70's over the 
60's or 5 times in the period of 1976-80 over 1970-75. 

TABLE 2. APPROXIMATE NUMBER OF GOVERNMENT AND UNIVERSITY 
DIRECT MARKETING BULLETINS, CIRCULARS, AND CON
FERENCE PROCEEDINGS, UNITED STATES, 1920-80 

Time period 

Before 1949 
1950-59 
1960-69 
1970-75 
1976-80 

TOTAL 

Ntunber of 
publications 

10 
20 
40 
so 

250 

370 

Another indicator of interest in the direct marketing industry is the 
ntunber of roadside and direct marketing conferences. Ohio State University 
began its annual event in 1960. In New Jersey, Pennsylvania, Maryland, 
Indiana, New York, and several other states, universities and agencies 
since the mid 60's have had annual or periodic state or area-wide 
conferences. In recent years, the Ohio conference has been extended to a 
three-day event drawing some 500-700 interested persons from around the 
nation and from other countries. Since the late 60's, the New York-New 
England Apple Institute has held annual two-day, in depth marketing 
workshops for apple growers and others. More recently, other states 
including Virginia, Oregon/Washington, and several in New England have 
sponsored direct marketing conferences. 

Still another indicator of activity in direct marketing is the renewed 
interest in marketing associations. Approximately twenty such associations 
were started in the ZO's-SO's. These organizations were begun to publicize 
that members were bona fide farm roadside marketers operating within 
association standards and not fly-by-night operators masquerading as 
farmers. Only the most progressive operators accepted the concept of 
improving the industry through these organizations. Lack of member 
enthusiasm, geographic location, and activity coordination gradually led to 
a disbanding of most groups. In 1965 active organizations were to be found 
in New Jersey, Massachusetts, and Michigan. Since 1965 ntunerous other 
states have started associations including Connecticut, Indiana, Maryland, 
North Carolina, Ohio, Pennsylvania, Wisconsin, Virginia, and New York, 
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indicating a surge in interest of operators joining for the mutual benefit 
of members and in an effort to upgrade the industry. 

The explosion in direct marketing literature, some of the increase in 
the number of conferences, several new state direct marketing associations, 
numerous new farmers' markets, and much other educational and promotion 
activity can be attributed to The Farmer-to-Consumer Direct Marketing Act 
of 1976. 

TABLE 3. DIRECT MARKETING PLANS FOR NEXT 5 YEARS 

Intents for 
selling direct 
to consumer 

increase 

about the same 

reduce 

undecided 

no. of operators 
value of sales 

9 stat es 
1979 

28 

38 

15 

20 

43,805 
$260 mil. 

7 states 
1980 

% of operators 

16 

55 

14 

15 

20,786 
$126 mil. 

Compiled from 1980-81 Annual Report to Congress 

"Considerable variations occurred among States with respect to 
farmers' direct-marketing intentions over the next five years. A 
significantly higher percentage of farmers in Northern New England and 
Texas indicated they would increase their direct sales to consumers than 
for those in other States. In contrast, a significantly higher percentage 
of Missouri's direct-marketing farmers intended to decrease direct selling 
than was found for other States. Similar variations in planning direct
marketing activities was observed among farmers employing various methods 
of direct selling. Those utilizing pick-your-own, roadside markets and 
farmers' markets were more likely to increase direct sales to consumers 
than those using other methods. Those selling direct to consumers from a 
f arm building were the least likely to change. Assuming those farmers who 
were undecided on plans for the next five years at the time of the survey 
follow plans proportionate to those who indicated definite plans, direct 
sales to consumers by farmers in these States are likely to increase during 
the next five years" (1980-81 Annual Report to Congress). 

"Data from New Jersey case studies covering farmers' direct-marketing 
operations ranging from approximately 5 acres to 140 acres of vegetables 
shows that there are economies of scale in selling directly to consumers. 
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Net returns over selling costs ranged from around $200 for the smallest 
operation to almost $1, 700 per acre for the largest. This study also 
showed that direct marketers operating roadside markets can further enhance 
the net returns for their own production by extending their marketing 
season and further spreading operating costs of the roadside market over 
items purchased from other farmers and regular wholesalers for resale. 

"Data from the New Jersey study and case studies from other States 
shows that returns over marketing costs for fruits and vegetables can be 
almost twice as profitable for farmers as selling to conventional wholesale 
buyers. This is possible especially for efficient operations that have 
sufficient volume to obtain efficiencies and cost savings in the direct 
selling operation. Net returns per acre over marketing cost were greater 
when selling to conventional wholesale buyers for the smallest operation. 
However, small operators do not as a general rule have the volume of 
production to meet the wholesale buyer's needs. 

"Case studies of relatively small integrated livestock 
operations--farmer-owned from production through slaughter and retail, and 
non-farm-owned from slaughter to retail--showed that farmers selling 
directly to consumers through the integrated operations obtained additional 
income of $50 per head for cattle and $20 per head for hogs as compared to 
selling through conventional outlets such as local auction markets. 
Moreover, consumers saved about 15 percent on their meat purchases from the 
integrated operations as compared to supermarkets. Some farmers also sell 
live cattle and hogs directly to consumers. They, in turn, have them 
slaughtered and processed at local slaughter-processing plants such as the 
integrated plants included in the case studies that also provided custom 
service to farmers and consumers. In such transactions, consumer savings 
are similar to those found for direct purchase of the meat products. 
Farmers also benefit but to a lesser extent than those who provide 
slaughter and processing services. It is estimated that farmers would 
receive aboui $15 to $16 more per head for cattle and $3.00 to $3:so more 
per head for hogs for live animals sold directly than they would receive if 
sales were made through livestock auction markets. These gains are 
obtained through savings of auction charges and transportation costs" 
(1980-81 Annual Report to Congress). 

Envirornnental and Macro Economic Considerations 

With little certainty can we say for sure what the next decade holds 
in store for the economy in absolute terms. However, by considering macro 
parameters and trends, alternative scenarios may be constructed which in 
turn may be useful for purposes of helping to direct one's allocation of 
resources or in other words developing a strategy for the future. 

Some key economic indicators: (N.Y. Times - February 28, 1982) 

Real G.N.P. Growth (annual rate, 1972 $, 
IV Q '81 III Q '81 

-4.7 +1.4 

in %) 
Year Ago 

+3.8 



C.P.I. (in percent) 

January '82 
3.5 
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3 mos. 
3.8 

12 mos. 
8.4 

Moderate rate is expected until at least mid-year 

Employment 

January '82 
99,581,000 

down 320,000 

December '81 
99,613,000 

Unemployment Rate (in percent) 

Money 

Prime 

January '82 
8.5 

Supply Growth 
3 mos. 
11. 7 

Interest Rate 
Last week 

16.50 

(M-1, 

(most 

December '81 
8.8 

annual percent 
6 mos. 
8.1 

major banks in 
Prior week 

17.00 

Year Ago 
99,901,000 

Year Ago 
7.4 

change) 
12 mos. 

7.0 

percent) 
Year Ago 

19.00 

In formulating strategies for business in the 1980's, an issue that 
inevitably arises is inflation. In the February 28 New York Times, L. S. 
Prussia, Chairman of the Bank of America, indicates "it has nurtured a 
strong physchological bias of expectations that inflation will continue. 
The combination of past, actual, and expected inflation has influenced all 
economic decisions either to minimize the impact - or better yet - · to take 
advantage of continued inflation. 

"Rampant inflation also has encouraged the increased use of debt to 
take advantage of rising price, and this has fostered considerably greater 
use of leverage in financial relationships. 

"Inflationary forces already have slowed sharply in some areas as a 
result of restrictive monetary policies, reduced levels of govermnent 
activity and the recession. The world of shortages of the 1970's based on 
oil cartels, and failures and accelerated economic growth is gone now." 

Prices received by farmers throughout the nation from January through 
December 1981 fell by 10%. 

"Industrial raw-material prices are an obvious example. Over the last 
15 months they declined an average of 20 to 30 percent. Oil is down. 
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Other markets -- residential housing, for example -- have shown some 
cracks, too, as the former inflationary trend has failed to be validated 

"These developments raise certain questions that are highly relevant 
to ••• s tat e gy ••• man a gem en t • 

- What if the wave of the 1980's turns out to be deflation, not 
inflation? 

- How are we positioned to deal with a drop in housing prices rather 
than a rise? 

- What effect would a decline in inflation have pn the bond market? 
What would be the impact on the management of securities portfolios? 

- How much deflation will we be willing to take if it proves to be 
harder to manage than inflation? 

- Will we let destruction of real values become cumulative? 

"Financial institutions - and business in general - ~ave tended to 
base their strategic planning on the assumption that inflation will 
continue. Such an assumption raises serious questions about how well 
equipped we are to deal with a period of low inflation, or even deflation." 

The January '82 Progressive Grocer, an article entitled Battling 
Against the Economic Times: "continuing high inflation and rising 
unemployment are factors causing a spending bind." "People just aren't 
buying like they use to." "They seem to be postponing purchases or buying 
less." There is consumer demand for one-stop shopping. "The fact that 
nearly 50% of married women are working outside of the home underlines the 
importance of shopping convenience. Continued high gasoline prices also 
work toward customer preference for concentrated shopping." 

Interviews with top level executives of six major retail food 
organizations were conducted by The Packer as to "Produce in the 1980 's'' 
and reported in The Packer's "Focus on the '80' s", December 1980. 

"All top management officials predicted the current wave of consumer 
interest in freshness and nutrition will continue into the 1980's, with 
benefits for the fresh produce industry. They also said sales of floral 
items and "exotic" fruits and vegetables will greatly increase during the 
next 10 years. 

"The biggest problem facing supermarkets in the 1980's is the high 
cost of doing business in an inflationary enviromnent, they said ••• 

"Working women may influence the nature of purchases in the produce 
departments, depending more on fruits and melons than in the past, "but 
maybe not cooking as many different types of vegetables than in the 
past .•• Those vegetables that are eaten raw will have more play." 
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"With a larger percentage of the population very weight conscious, 
green items in particular will show large increases in sales in the 80's. 
Exotic items also will be more popular. 

"With the makeup of the American household changing, more men are in 
the kitchen, and men will often try some exotic cooking that women won't. 

"Consumers will be more demanding of good quality and shelf life in 
the years ahead. For example, when lettuce was 25 cents per head, 
consumers were not concerned that it lasted only two or three days. But at 
79 cents per head, they are very concerned." 

"Availability of quality produce will be" of concern in the next 
decade. 

"The high cost of investment and money, high construction costs" are 
problems. Costs of utilities, labor and equipment continue to increase. 

"At the same time, consumers are suffering the effects of inflation. 
This means a highly selective consumer in a very competitive market place." 

The executives were very optimistic about the outlook for flower and 
plant sales. "Floral departments will have 'unlimited potential' for 
growth ••. The 'ability to manage' the departments will be the major 
problem." 

The retail executives for the most part felt that packaging would not 
play a greater role for produce in the 1980's. 

While consmner preference is toward bulk and consumer preference is 
where you have to start, several executives pointed to the cost of 
distribution as being a reason why there could be more packaging. 

Scanning and electronic checkouts will increase in the next decade." 

Considering the various economic issues facing us in the 1980's, one 
may easily develop a pessimistic outlook for the 80's. But the retail 
executives were very optimistic and anxious to meet the challenges ahead. 

Increased Interest in Natural Foods 

(From The Packer 1/30/82) 

"Thousands of retailers, wholesalers and suppliers are to converge at 
the Anaheim, California Convention Center on March 28-30 for the Natural 
Foods Expo '82, the business conference and trade exhibition designed to 
help upgrade the professional skills of natural-foods retailers. Last year 
3,500 industry members from across the country attended the conference, 
also sponsored by Natural Foods Merchandiser magazine. More than 25 
business seminars, at least 20 retail roundtable discussions, and 350 
exhibit booths ••• will be offered. "Topics will include store design, 
inventory management, employee training, conducting demonstrations and 
more. An intensive nutritional symposimn will be another feature 
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attraction. Six of the nation's most acclaimed nutrition researchers and 
practitioners will gather for a three-hour discussion of the latest 
nutrition issues. Preregistration fee $25 on-site $30." Perhaps there 
should be a "National Direct Marketing Expo." 

There Will be an Increasing Use of Computers 

"Close to a half-a-million farmers will buy computers in the next five 
years. Even if it's only half that many, chances are good you'll face the 
decision. That's the opinion of farm computer expert, Bob Harris," Harris 
Technical Services, Lincoln, Nebraska. The mid-February 1982 Farm Journal 
"Fingertip Farming: A Special Report" included your computer options; How 
to tell if you are ready; What you should know before you buy; Computer 
buying checklist; A brief dictionary of Computer terms; How to buy 
software; setting up your computer. 

In the February 6, 1982 issue of The Packer, an article on the 
Videotex System .(!AA) indicated "A wider range of information needed to 
make day-to-day agricultural decisions in pest management, weed control, 
irrigation scheduling and many other problems" will be provided through the 
videotex system which is going on line in Maryland and Kentucky. 

"U.S.D.A. 's AMS has installed special equipment to provide a wide 
range of marketing information to tapes as they become involved in the 
system. 

"The state extension service will distribute the information to the 
county host computers" which in turn will provide for access by growers. 

"The extension equipment now being installed can answer 16 calls at 
the same time, with each user on-line only about 1.5 minutes. The grower 
uses a special low-cost terminal or home computer that connects between his 
television receiver and telephone line." 

What is the message for direct marketing operators from these economic 
data and environmental observations and considerations? 

Because the direct marketing operator tends to be more of a price 
maker rather than a price taker and because direct marketers are providing 
food products which are important to life itself, inflation or deflation in 
terms of cash flow may not be as much of a problem as for other 
entrepeneurs. But be cautious of copying someone who may have been 
successful in the 60's or 70's. A person who built a $50,000 market during 
the boom years probably has a facility worth many times more today. 
Financing costs have been paid off in cheaper dollars. This kind of 
success may not repeat itself in the coming decade. 

Consumer demand for fresh nutritious grown farm products has 
encouraged the development and growth of farmer-to-consumer direct 
marketing outlets. With increasing transportation costs, the importance of 
locally grown fruits and vegetables becomes more and more a common topic 
for discussion among Northeastern retailers and producers. 
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Over the past 10-15 years, as direct marketing has become more popular 
with constnners, supermarkets and other retailers have been noting 
successful farmer retail ventures. Articles in the Supermarket News of 
September 7 and 14, 1981 carried these headings - "Pa. Retailers Debating 
Farmers' Markets Impact" and "Initial Farmer's Market for Safeway Opens in 
Va." 

It appears that non-farm retailers are keeping an eye on the direct 
marketing industry and picking up ideas which can be used to their 
advantage. 

Competition will be even keener for direct marketing operators in the 
years ahead. However, direct marketing seems like a bright spot on the 
horizon. But while providing opportunities for farmers, it will require 
good management, imaginative merchandising, a sensitivity to customer 
needs, and a farm atmosphere uniquely providing customers something 
different from that of competition. 
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PLANNING FOR A PROFIT 

Chapman L. Huffman 

As we plan for profit in our farm business, we have to consider where 
we have been and what plans we have for the future. Each plan should be 
written down because this gives us a chance to review and analyze the 
thoughts that we have in the plan, to edit the plan, and to make penciled 
adjustments. Another thing a written plan does is give us an opportunity 
for a "trial run". As it was said, "if it won't work on paper then its 
chances for success are very slim". 

I heard a good farm manager say that he needed to make three written 
plans. One plan would be developed on what he normally expects to happen. 
Then he would develop a plan for what could be the best thing to happen. A 
third plan would be for the worst that he could normally expect to happen. 
I think his idea is great because with that scope we have a feel for the 
amount of variability thqt our operations, regardless of whether it is a 
pick-your-own, an orchard, or a direct market through a fruit stand, may 
be. 

The area of knowing "where I've been" should include a documentation 
of past performance. Records of cash income, expenses, yields, field 
records (on weather history, insects, diseases, etc.), marketing, or other 
records can form a very complete history of the operation. From your 
records we should be able to develop an operating statement and a net worth 
financial statement. These two documents are useful in determining where 
you've been and what progress you've made during the year. In general, 
record systems need to be developed to meet your needs and management 
style. The format should be workable and only as complex as necessary to 
serve your business needs. It is much better to have a simple set of 
records that is used completely, than a complex set which is never used. 
Use your own judgement because each operation and its management will have 
different needs. 

Records must be posted on a timely basis if accuracy is to be 
obtained. The longer the time span between the transaction or activity and 
the act of writing it down, the less accuracy you will have. A good, 
orderly filing system is a key to simple record keeping and it helps to 
ease the posting problem. 

Record systems should be formulated so that monthly reports can be 
made available to the manager. These reports provide information on cash 
management and on what type of debt structure would be required for 
operating loans throughout the year. Record systems should also provide an 
opportunity for enterprise accounting. By enterprise accounting we mean 
keeping separate records of costs and receipts for each phase or enterprise 
in the operation. 

The operating statement is a very important tool and should be done 
with accuracy and completeness for the overall operation. The "F Schedule" 
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from I.R.S. is a form of operating statement and, unfortunately, many times 
this is the only operating statement available for an agriculture 
production enterprise. A good operating statement would be more 
comprehensive than a tax schedule. You should also have a small operating 
statement for each of the .major enterprises - marketing may be an 
enterprise depending on your operation. 

From your operating statement, you can calculate the percentage of 
gross receipts generated by each enterprise, the relative cost for each 
enterprise, etc. If we know which are the high expense enterprises and 
improve their management, we are likely to have greater effects upon the 
entire operation than if we concentrate on the lower expense enterprises; 
the operating statement helps us decide where we can do the most good for 
our business. 

An analysis of each enterprise should be developed. What I mean by an 
analysis is a breakdown to see what profits and losses each enterprise 
contributes to the overall operation. If an enterprise had a loss, was 
this loss expected? An enterprise may be undertaken for support of the 
total operation and it may not in itself make money; but, you should know 
how much this support enterprise is costing you. If we look at enterprises 
in a small operation as though they were divisions of a large company, I 
think that we could keep a pretty good perspective. Each enterprise should 
pull its own weight unless it has a support role. In other words, you may 
have a certain type of product that you know is not profitable but it 
attracts customers which then become buyers for profitable enterprises. 
This would be the type of analysis that you should use to see what each 
enterprise is costing and how much profit it may contribute to the overall 
operation. 

We also need to look at the operating statement for cash flow 
implications. Many times where there is a shortage of cash, the short term 
debts and open accounts will increase during the year; this is a sign that 
the enterprise or the operation may not be as profitable as one would 
expect. 

With good records on cash flow, you may be able to use monthly 
surpluses of cash to take advantage of the attractive investment 
possibilities cuirently offered by financial institutions; you should have 
your money working for you at all times. 

Another area that you need to look at is the financial statement (or 
as many of you may refer to it, the net worth statement) to see if your net 
worth has increased during the year. In doing this, you should also 
examine your assets and liabilities by classes, i.e., the current, readily 
available assets and liabilities, the intermediate, and the fixed. Ask 
yourself, ''Was the net worth increase that I had during the year tied up in 
land inflation?" Land inflation is real but its effect is primarily on 
paper. That is, you can spend this increase in net worth only by disposing 
of the land. Net worth increases due to land inflation are primarily 
reflecting the state of the economy, not your management ability. 



-43-

In finishing the history of your business, it is important that you 
write down thoughts and observations that occur to you during the year. 
Many things can be reflected in numerical records, but there are also 
things which are not so easily determined from such records. For example, 
did you have certain times in the year when labor, land or some other 
resources could have been more fully utilized to make the entire operation 
more profitable? Were there potential markets that you should try to tap 
in the future? Finally, in the self-appraisal, you need to give your own 
general appraisal of what you did. No one is in a better position than you 
to know your strengths and misgivings. You must be very objective with 
yourself, this can be difficult, but, it is important that you continually 
evaluate your own performance and ability. 

All this record keeping, analysis, and appraisal tells us where we've 
been, and it should help us make plans for the future. First, we need to 
look at long range plans and take major, long-term proposals (e.g., land 
purchases, building programs, market expansions, estate planning for the 
owners, etc.) into consideration. The next level of planning should be one 
that covers a five to seven year time span; this plan should contribute to 
the long range plan and be consistent with it. In the five to seven year 
plan we need to consider enterprise size, machinery and equipment 
purchases, and building projects with five to seven year lengths of life. 

The annual plan on: how many acres to grow of each crop; the amount 
of production inputs to be dedicated to each enterprise; marketing and 
advertising plans; the credit needs for the coming year; each decision in 
the annual plan should contribute to both short and long range goals that 
you have set for the business. Many operators have been in business for a 
number of years and have the advantage of prior experience, but new 
operators and established operators who are considering an entirely new 
enterprise do not have this luxury. New operators and established 
operators going into new enterprises must look for other sources of 
information to use in formulating plans. 

Budgets are the basic units for planning any enterprise. Budgets fall 
into two general classifications; one is the partial budget and the second 
is a complete enterprise budget. 

The partial budget is used to change levels of production when many of 
the resources are going to stay fixed. In a partial budget we are only 
concerned about evaluating items that would change if we switched from one 
enterprise or one level of production to another. We look at the added 
receipts, the reduced cost, the reduced receipts and the added cost. Let 
me give an example to illustrate the point. In debating whether or not to 
reduce strawberry acreage and increase raspberry acreage you would: (1) 
estimate new receipts which the raspberries would generate, (2) estimate 
the loss of receipts from strawberry sales on the acreage being switched to 
raspberries, (3) estimate the cost reductions caused by not planting 
strawberries, and (4) look at the increased costs associated with producing 
the raspberries. If the added receipts from growing raspberries and 
reduced costs from not growing strawberries total is greater than the 
reduced receipts from the smaller strawberry acreage and added costs from 
growing more raspberries, then we would find it to be a desirable change. 
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In the partial budget we would find whether raspberries would be a better 
alternative than stawberries, but the analysis does not tell us whether 
either of these would be profitable or not. 

The second type of budget is the enterprise budget. The enterprise 
budget lists the incomes and the expenses (including both the variable and 
the fixed expenses) for a given enterprise. The format of this enterprise 
budget will vary depending upon the manager's choice but generally it can 
be used to come up with a net return per unit of input (e.g., per acre/per 
dollar or some other unit of measure) or per unit of product for the 
enterprise. The enterprise budget can thus give us an indication of the 
total profitablity for each enterprise and it can tell us the effects which 
changes in price or productivity may have. 

Another type of budget is called a whole farm budget. This is simply 
an extension of the individual enterprise budgets where all the enterprises 
in a given operation are added together to come up with an overall budget 
for the operation. This would be a summary similar to the annual operating 
statement. The whole farm budget is useful in projecting costs and returns 
on the entire operation; it gives you a means of anticipating your cash 
position and how much debt your operation will incur during the year. Many 
times the whole farm budget is constructed on an annual basis, however, 
breaking it down on a monthly or quarterly basis will allow you to look at 
the cash flow situatton during the year. This is important since you may 
have expenses coming at one time and the returns at another time. You may 
need to arrange loans ahead of time or pre-plan your repayment schedules so 
that operating funds are available when you need them. 

In st.nnmary, I would say that a good manager does not depend solely on 
luck for his business success. Sure, each of us knows people who always 
seem to be "in the right place at the right time", but appearances can be 
deceiving. Those who appear to be "lucky" have usually done some planning 
to be sure that they are at the right place at the right time. 
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PLANNING YOUR BUSINESS 

Robert A. Villenave 

In 1959 I was a lieutenant junior grade in the US Navy assigned to the 
USS George Washington undergoing construction in the shipyard. At the 
weekly after-lunch conference all officers related their respective 
departmental problem areas to the Captain and their problems were enormous. 
It finally got around to my turn, and having been on board only three days, 
I really hadn't identified any problems of a magnitude equal to the other 
officers, so I calmly relayed that information to the Captain. I will 
never forget his reply ••• "Damn it, you don't have the big picture, when you 
come back next week, I want some problems". Well, next week I had problems 
and I could cry just as loud and long as the rest. The Captain had taught 
me a lesson ••• when things look good, it isn't always correct that things 
are good, it might be that you just don't have "the big picture". 

One of the major objectives in planning your business should be to get 
the "big picture", not just of today's problems and present conditions, but 
where you'd like to be in five or ten years. Visualize what you want your 
business to look like in five years and then work backward to imagine what 
it will look like in all the intervening years. Look at it realistically 
and plan how to make each of those successive changes take place. It may 
not be as difficult as you think. The alternative is to let destiny play 
the major role and to take the consequences; in which case, it may be 
better to consider working for someone else. 

But, regarding my own situation, we (my wife and I) own and operate 
14,000 square feet of greenhouses in Chesapeake, Virginia. We're located 
on a well traveled rural highway within one mile of expanding subdivisions 
in both Virginia Beach and Chesapeake. I'd like to tell you briefly how we 
got started in our business, where we are today, and where we expect to go 
in the future. I'll also explain some of the rationale behind our business 
decisions and why we took our present route. 

We got into the greenhouse business as a sideline to our pick-your-own 
(PYO) strawberry and vegetable business. We started out very small and, in 
restrospect, this saved us a lot of headaches. Our small beginning gave us 
an opportunity to meet suppliers and customers, to visit Park Seed Company 
and VPI Field Trials at Blacksburg and Virginia Beach, and to meet vendor 
representatives at the trade shows. We also subscribed to Ball Grower 
Talks, joined the Bedding Plants Institute, and obtained seed and supplies 
catalogues from all the major companies. We learned to talk the language. 

We sifted through all the information we had accumulated, and finally 
wrote down the pros and cons to determine which direction we should take. 
We considered whether to expand our PYO operations or switch over to the 
greenhouse business. Considerations which led us to the greenhouse route 
include: 
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1. We didn't own, nor could we lease on a long-term basis, sufficient 
land in a central location. This meant (a) hauling equipment from field to 
field over busy highways, (b) excessive non-productive transit time, (c) 
security risks, and (d) general inconvenience. In addition, the PYO 
customer always seemed to get lost between fields and there was a 
continuing risk of customers leaving without paying. In short, we felt a 
central location necessary for PYO operations. 

2. The PYO strawberry market in Tidewater is very competitive. For 
the large grower who has several hundred acres of field crops, forty or 
fifty acres of PYO strawberries may be justifiable for their ability to 
generate early spring cash flow even though they may be generating little 
or no net profit. Meanwhile, the small grower starves to death. Using 
figures obtained from a study conducted by the University of Illinois and 
published in the November 1981 issue of the American Vegetable Grower, 96 
acres of PYO strawberries will meet the demands of one million people. In 
Tidewater, we have over 200 acres of PYO strawberries available to one 
million people. 

3. According to VPI Publication 898 dated January 1982, the 
approximate cost of producing one pound of strawberries is 27 and one half 
cents. In 1981, the Tidewater PYO customer could pick his berries for 
between 28 and 40 cents per pound. We sold ours for 40 cents per pound and 
were picked clean because we were close in, we had good berries and, most 
importantly, because we asked for 40 cents per pound. We had very few 
complaints about price. Norm Lambert, a salesman for Ball Seed Company 
whom some of you may know, once told me that if ten per cent of your 
customers don't complain about price, your price is too low. I have to 
agree with him. 

4. The last important consideration was the building of housing 
developments within one mile. This has pushed up land values and increased 
the costs for leasing or owning agricultural land. Land too expensive for 
PYO operations would not be too expensive for greenhouse or garden center 
use. 

Considering the above and a thousand other things, we decided to phase 
out the PYO business while getting into the greenhouse business. We 
decided to make these changes over several years in order to maintain 
earnings at a nearly constant level and in order to avoid or minimize the 
need for high interest rate loans. 

Using a target of $15,000 as our m1n1mtnn profit level, and asstnning 
15% return on gross sales, we needed a physical plant large enough to 
produce $100,000 worth of saleable plants. Using a figure of $10 of sales 
per square foot of bench space, we needed 10,000 square feet of bench 
space. Allowing 18% of greenhouse space for aisles, walkways, and working 
area, we needed 12,200 square feet of greenhouse space to achieve 
production required for our target profit level. At $2 per square foot 
construction of the facility would cost $24,400. In addition, we would 
need about $10,000 for electrical service, well, water system, delivery 
vehicles, and other small tools and equipment. Another $10,000 would be 
required to cover costs until we could realize some cash flow. These cost 
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estimates totaled $44,400. This amount would be difficult to borrow 
without some sort of track record in the business. So, we decided to 
phase-in the greenhouse business and to phase out of the PYO business over 
a four year period. This worked real well for us. We built up slowly, 
established good rapport with our customers, good credit with our 
suppliers, and we learned an awful lot about growing and selling plants. 
In restrospect, it was the best way for us to go. 

We can, in 1982, review our original plans with some satisfaction. 
Our original estimates were conservative and we've done much better than we 
anticipated. We now face a consolidation period (a breather) in which we 
intend to concentrate on efficiency and productivity. If we can keep our 
costs fairly constant, increasing productivity 20 percent will increase our 
profit by nearly 50 percent. This 20 percent is within reason since many 
growers report production of as much as 14 dollars per square foot of 
greenhouse bench space. 

Of course, one can be almost certain that he will change plans as he 
goes along. Such changes may relate to new opportunities, the economic 
situation, health reasons, or to loss of enthusiasm for hard work, etc. We 
have even planned to change plans; in 1984 and 1985, we will decide whether 
or not to double our present capacity. This decision will be based upon 
our assessment of needs for dependable, knowledgeable, full-time help. If 
we decide to hire such help, we are going to demand high performance and we 
will expect to pay a commensurate wage. Another 20,000 square feet of 
space will probably generate the revenue required to pay this wage while 
maintaining our desired net profit levels. Availability of such competent 
help will permit me to take more time off and to spend more time in 
planning and management of the business. 

In 1988 and 1990 we want to put in a garden center. We now sell 9.7% 
of our products retail. This year a new "Chesapeake Farmers Market" is 
opening only a quarter mile from our place; 90% of their traffic will go by 
our greenhouse. We expect to double our retail sales in 1983. We also 
expect to have a landscaping capability in 1990, and we're considering the 
prospects for a combination garden center and country store. But, we don't 
have any plans for getting into the florists' part of the flower business. 
We'll leave that to the experts. 

In summary, I've explained how and why we got out of the PYO business 
and into the greenhouse business. We feel that we were very successful in 
the PYO business and will be equally successful in our present venture. I 
hope that I can come back ~ere in 1990 and report to you that things went 
just as we planned and show you my next ten year plan. 

I hope I have encouraged you to evaluate your present business, 
determine if you're happy with it, and then decide what has to be done. 
When making a business decision, I like to imagine that my plans will be 
subject to review by a Board of Directors. This way, I try to have 
justification for each decision and I'm not swayed by personal preferences 
or emotions. I also try to remember three words which represent what you 
do when you make and implement business decisions --- RISK --- EFFORT --
GAIN --- all three are involved and each impacts upon the others. And 
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remember, when you think things are all rosy, sit back and ask yourself "Do 
I have the BIG PICTURE??????" 

I am sure you wi 11. 
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HOW I MAINTAIN QUALITY MUM PRODUCTION 

Connie Hoyes 

I got into business in a way which is different from that which some 
of you have taken. My planning methods may also be different from some 
which have been discussed today. 

After college, I worked as assistant manager of a flower shop for a 
few years, but then I decided to move back into Virginia and participate in 
the family farming operation. One evening, after a couple of years of 
growing tobacco, I reached the conclusion that I should start a business of 
my own to increase both my income and career satisfaction. In a matter of 
a few hours I decided that chrysanthemums might be the crop to grow. Ey 
the next afternoon, I had placed an order for plant materials, l had 
formulated my planting plans and I knew what I was going to do. 

Raising tobacco is not a whole lot different from raising mums so we 
decided that rather than sucker tobacco we'd pinch mums and we'd make those 
"suckers" grow. So that's what we did. 

We set 1500 slips with the tobacco transplanter in one evening after 
finishing the day's tobacco work. In fact we set the mums right in the 
same field as the tobacco and used the same equipment to tend both crops. 
About the only difference in our care of these crops was that we pinched 
shoot tips from the mums and pulled suckers off the tobacco. 

This set-up allowed me to avoid most of the normal overhead expenses 
since land, equipment, and irrigation were already available. 

The mums took almost all my free time after the tobacco work each day. 
In fact, I pinched my first crop of mums by flashlight. 

That first crop grew well but marketing of field-grown dug plants 
proved to have some problems. Most of the sales outlets failed to follow 
my watering instructions and since we left many of the roots in the field, 
wilting was a major problem. 

The next year I grew part of the plants in the field and part of them 
in pots. The potted plants didn't have the qualities I was aiming for, so 
I discontinued that effort. But, the third year, I sunk potted plants in 
trenches in the field. They required more irrigation, and weeds were more 
difficult to control, but plant quality was better than when we used pots 
above the ground. The plants' abilities to survive after harvest were so 
much better than dug plants that we knew this was definitely the way to go. 

Our mum sales are mostly wholesale, but direct marketing forms a real 
part of our profit picture. Primarily, this relates to marketing plants 
which are not quite up to the qualities required by our wholesale channels. 
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I decided to place a large display of these "cull" plants next to my 
mailbox and tack up a 99 cents per plant sign. People were running off the 
road and coming back to see what the display was. Some people were taking 
dozens at a time! Later in the season we charged a lower price ($10 per 
dozen) for quantity purchases. We found that we could sell from one
thousand to two thousand plants this way every fall. This represents the 
cream to me, because these were plants that I had been throwing in the 
dump. 

Our operation has grown considerably since I decided to buy my first 
1500 slips and laid out my year's plan in less than 24 hours. I didn't 
anticipate that I would eventually be buying two farms for a mum ope rat ion, 
that I'd no longer be using my father's tractors and irrigation equipment, 
or that I'd be buying my own equipment and paying my own way. But, it has 
turned out that way. 

The operation has turned out to be a profitable endeavor and one that 
requires a lot more time and work for planning during the winter months. 
I'm not suggesting that anyone else should get into business the way I did, 
but it has been a good experience for me. From my experiences, I think 
that you've got to be willing to make changes in your operation, you should 
be alert for new marketing opportunities, and you have to be willing to 
persevere. 
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PLANNING YOUR BUSINESS 

Norman T. Applegate 

There is no textbook approach for running our kind of business, rather 
we use our experience in directing our business to meet the needs of our 
customers. 

I have always had a keen interest in accounting and record keeping. 
This probably stems from my early years in the business, when I was working 
for my dad. My dad was a very good horticulturist but just a so-so 
businessman. Record keeping, inventories and cash flow analysis were my 
early contribution to the business. Today the cash flow statement, annual 
budget, balance sheet and net worth statement, detailed production records 
and monthly profit or loss statements are my most important work in the 
business. We adopted these financial tools as they became needed to solve 
the problems of our growing business. Today we use all this information to 
plan our business and to maximize our success. Producers in our hurry-up, 
fast-paced, growing, urban community who do not use these financial tools 
are marginal operators or have gone out of business. 

Most small businesses emphasize work and production rather than 
financial planning. In the early 60's we were a small business with a 
gross of less than $100,000 per year. During that period, our financial 
records consisted of an accountant's annual profit and loss statement, a 
balanced check book and ledger, and maybe a farm inventory once every five 
years. As a hobby, I kept production records and recorded the yearly spray 
schedule. 

In 1965, I purchased the business from my dad and started to see a 
real need for good financial planning. Before 1965, we were just wholesale 
apple growers. Now we grow apples, peaches, strawberries and pumpkins. 
Blueberries are being planned for the future. 

Today we market our crops three ways, Retail, Pick-your-own, and 
Wholesale. This flexibility in marketing plus diversification of crops 
keeps our business income stable. Today our total gross is over $750,000 
per year. Hopefully this flexibility in marketing and crops will enable 
our business to survive the 80's. 

Our planning for 1982 started with the drawing up of a 1982 Budget as 
soon as the 1981 crops were harvested. Using last year's production and 
financial records, we estimated what our income and expenses would be for 
1982. We recognize that adverse weather conditions, labor shortages and 
any nt.UDber of things can affect production levels, but, such a budget is 
still very useful in making production and financial decisions. We use 
production and expense averages when estimating budget items. Using the 
budget, I make a quarterly cash flow statement and every month I make a 
profit and loss statement for both the farm and the retail store. 
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The first week of January is inventory time and a detailed complete 
inventory is taken both on the farm and the retail store. Using the 
inventories, we prepare a balance sheet and a net worth statement dated 
December 31 of each year. Using the inventories and the budget we order 
packaging, fertilizer and chemical supples in advance, taking advantage of 
early order discounts and, at the same time, we are enabled to keep 
inventories at a minimum. 

Production figures are recorded every day during the harvest season. 
If these figures are recorded faithfully, it's no more than a ten minute 
job each day. Trying to do it from memory a week later is a disaster. We 
use these figures to determine if an orchard or strawberry bed is 
generating enough production to be profitable. 

Income is also recorded daily. Income in the retail salesroom is 
broken down into ten separate categories. This is easy because the 
electronic cash register does all the work. At the end of the month we 
subtract the cost of each product from the related income to determine 
gross profit generated by that product. It's important to know just what 
products are high prof it items and where you should focus your sales 
effort. Pick-your-own income is also recorded daily. The number of pounds 
sold is translated into bushels, 3/4 bushels, or quarts and added to the 
production figures so that we have very accurate estimates of yields for 
each crop at the end of the season. 

I would like to say a few words about cash security. To become a 
cashier at Battleview, you must work for a minimum of one year at other 
jobs in the retail store or on the farm. This way, we are well acquainted 
with a person before trusting him or her to handle our money. All of our 
retail and pick-your-own cashiers are responsible for their cash drawers. 
We give receipts to all customers and copies of these receipts are totaled 
and compared to the total of the money in the cash drawer. Cashiers make 
fewer mistakes when they know that someone is checking their work. 

When harvest is completed we start planning for next year. Record 
keeping and financial planning are interesting and exciting to me, but more 
importantly, our profits are directly related to the amount of time that l 
spend in the office. And, 1 sleep better knowing that I have a workable, 
practical plan of operations for the coming year. 
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FAMILY TEAM WORK IN DIRECT MARKETING 

Ann Kaiser 

It is nice to be here in Virginia and v1s1t with you on direct 
marketing. In my work as editor of Farm Wife News, I have had an 
opportunity to visit with a number of families involved in direct 
marketing. I am not a farm girl by background but have immensely enjoyed 
my work with farm families since I have been with Farm Wife News. 

My real education in learning about farm life began in 1976 when our 
publisher suggested that I initiate a series of monthly articles based on 
visits to farm families. He suggested that I spend a couple of days with a 
family to work with them, take pictures and come back and write an article. 
The publisher wanted me to work out how this should be done so I divided 
the country into twelve areas with the idea of visiting one area of the 
country each month. The first month, I selected a four-state area in the 
mid-west and put a note in the Farm Wife News asking for an invitatLon from 
anyone in this area who would be willing to have me visit with them. To my 
amazement, I received 174 invitations. We selected a winner at random and 
since that visit I have had an opportunity to visit 66 other farms all 
across the country. It has been an exciting and educational experience. 

What I would like to do today is to share with you some of my visits 
to frunilies that have been involved in direct marketing. One of the 
foremost impressions I have of my farm visits is the partnership between a 

-man and a wife in running the farm business together. Sometimes this is a 
legal partnership but often it is an unwritten partnership which just 
merges the family and the farm business. 

I was at a meeting of agricultural marketers recently and heard a 
speaker named Dr. Hiram Drache from Concordia College in Minnesota. He is 
a farmer, an author, and a professor of history. In his most recent book, 
he interviewed 200 successful farmers from across the country. He asked 
the farmers to identify the one factor that was most important to their 
success in farming. Sixty percent of the farmers listed their wife as the 
most important factor in their success. The second most important factor 
was economic adversity. Questions were raised about why this · rated so 
high. He said that in times of economic adversity farmers sharpened their 
management skills and came up with better ways of doing thi.ngs. 

Dick and Jeanette McConnell were one of the farin families that I 
visited with for Farm Wife News. You heard Dick discuss their operation 
yesterday. They invited me during strawberry season and put me to work 
helping with the field work. I thought it was interesting that they had 
two telephones, one with a tape which gave all the information on what was 
available as well as including another number that could be called for more 
specific information. Jeanette spent much of her day talking to customers 
and adding the personal touch to the operation. She spent much of her time 
on what we would call public relations in explaining about prices and 
handling complaints. 
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One of the other families I have visited tn the past couple of years 
was Carol and John Hottenstein who are located near Lancaster, 
Pennsylvania. They farm about 70 acres and raise small grain and cattle 
and had a two acre garden which they direct marketed. Since that time, 
they have tripled their garden operation. My job, when I visited, was to 
work in the garden and their direct marketing operation. From John and 
Carol I learned that location can be a very important element in selling to 
the public. Their farm is at an intergection of two well-traveled roads. 
~arol found that she liked growing vegetables and took primary 
responsibility for this enterprise. Carol started her market off the pic
nic table in her yard. She kept a sign out front showing what she had for 
sale that day. She kept a black board with prices on it and when she 
wasn't there, she left a cash box in which people dropped money in for the 
produce they purchased. Carol said she was impressed by the honesty of 
people in paying for the produce. 

Carol recently converted the old milkhouse into a market building to 
expand the operation. She has added pumpkins, pickles, cheese and a number 
of other items that were not there when I visited. She purchases some 
vegetables, such as sweet potatoes, from other people. Carol said that 
moving inside from the picnic table to the new market has made it much 
easier and enjoyable. Carol said she was a "people person" and enjoyed 
working with the customers. She really likes the personal contact and her 
attitude toward the customers is one key to the success of the market. 
Carol has two sons who work in the operation and she feels they have really 
learned a lot about assuming responsibility from their work. 

Now come with me to the family of Frankie and Doug Carrington in North 
Carolina. Doug studied Horticulture in college and now manages the fruit 
and vegetable farm which has been expanded to include greenhouses. They 
have seven acres of peaches, six acres of apples and seven acres of 
strawberries and smaller acreages of several other vegetable crops. Most 
all of the fruits and vegetables are direct marketed to the customer. They 
have eight greenhouses and I visited in February just after they had 
finished handling one of their largest greenhouse crops, poinsettias. They 
take 50,000 poinsettia cuttings, grow about 10,000 plants and sell the 
remaining 40,000 cuttings to other growers. Frankie taught high school for 
several years, but during the past year began working full time in their 
business. Doug pointed out that by having Frankie involved in the farm 
business both of them understood why it was necessary to make new business 
investments when both of them really wanted something for the home. They 
set their business and personal priorities together so they both understood 
why those business priorities were often necessary. This sharing of 
decision making is something I have witnessed with many farm families and 
is a somewhat unique relationship in today's economy. This unique business 
and family relationship pulls farm couples closer together. While at the 
Carringtons' I gained a lot of experience potting small plants. The big 
thing at the time was potting f~schias for Mother's Day and caring for 
Easter lilies. I never really thought about Easter lilies as a farm crop, 
but I learned that growing lilies is a highly scientific process. The 
amounts of light, water and heat are carefully controlled so each lily has 
two or three blooms by Easter Sunday. 
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Up in Minnesota I visited some dairy farmers, Joe and Mary Eichten . 
Joe and Mary had been operating a traditional dairy operation for many 
years until one day they decided that something had to change. Things were 
not working out for them financially and they decided they were either 
going to have to give up dairying or find some way to get more income from 
what they produced. They decided to start making cheese so both Joe and 
Mary went to the University of Minnesota and got their masters of cheese 
making. They decided they wanted to make Dutch Gouda cheese. They 
produce what they call Minnesota Farmstead Gouda and they are really good 
at it. They had no customers when they started so Mary visited every civic 
club and other organizations in town to let them know that they were making 
their own cheese for sale. She did programs on cheese making and gave 
those attending free samples. She also convinced some grocery stores to 
stock their cheese. Later she went tnto mail order gift boxes and that is 
now a major part of their business along with the on-the-farm cheese shop. 

While I was on the farm, I spent all morning making cheese. Their 
shop is right off the cheese making room so Mary can go back and forth 
between cheese making and handling customers. The thing that makes buying 
direct exciting for people like me is that I get a chance to meet the real 
farmers that are growing or producing the products. You may not think that 
is too important, but when a person can say I know the people who produce 
this, then that is unique in today's highly organized and dispersed 
economy. Mary is very effective as she visits with customers and there ts 
almost no way to measure the value of this special farmer-consumer 
relationship to their business. 

Last year I went down to Oak Hill, Ohio to v1s1t Ed and Dorothy Lewis . 
They raise about 80,000 turkeys a year as well as having beef cattle. 
About 75,000 of their turkeys go to a processing plant in Pennsylvania and 
the remaining 5,000 are fresh dressed and sold directly from the farm. 
They not only have a direct markettng turkey business, but they also 
operate a restaurant in their town where they feature turkey and dressing . 

During my visit Dorothy put an apron on me and put me to work dressing 
turkeys. Dorothy is a hard working, no nonsense person, especially around 
Thanksgiving. Along with all the work of dressing turkey, Dorothy would 
receive a telephone call about ever y five minutes from someone placing an 
order. Many were individual sales, but several were large orders placed by 
companies giving fresh turkeys for Thanks giving and Christmas. 

Another farm I visited was the Apple Christmas tree and blueberry 
farm. The Apples have a family corporation and are an elderly couple. 
Gerald and Elaine Walker have managed the Apple's farm for the past eight 
years. Each year they cut about 25,000 Christmas trees for wholesale and 
directly sell another 3,000 to 4,000 cut-your-own Christmas trees plus 
about 500 trees they cut themselves. For a number of years Mr. Apple has 
had a dream of building a Santa room at the farm, but it was not until the 
Walkers' joined the operation that this materialized. Elaine became 
enthusiastic about the idea and went to work to get a Santa's shop built . 
When customers come to the Apple farm now they cut their tree and then 
return to the Santa's shop to be welcomed by Santa Claus and his elves. 
Local stores furnish toys with which the children can play while there . 
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The Walkers' children work as the elves and this makes them feel part of 
the business. Buying a Christmas tree has become a tradition and a family 
experience for many people in the area. In addition to family visits, a 
number of schools sponsor tours to the farm and through the Santa room. 

Through my visits for Farm Wive News, I have gotten to know many of 
you and the products you sell. I have been most impressed with the special 
relationship that develops between a husband and wife as they strive to 
make a success of farming and direct marketing. You should highly treasure 
this special relationship. 
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1982 VIRGINIA DIRECT MARKETING CONFERENCE SPEAKERS 

J. Goodwin Moore 
Moormont Orchard 
Rt. 1, Box 464 
Rapidan, VA 22733 

Dick McConnell 
Rt. 2, Box 11421 
Green Valley Road 
Mt. Vernon, OH 43052 

Charles Mcspadden 
Apple Valley Orchard 
Rt. 4 
Cleveland, TN 37311 

Charles Mayes 
Division of Markets - VDACS 
1100 Bank Street 
Richmond, VA 23219 

Don Long 
Dept. of Ag. Economics 
VPI & SU 
Blacksburg, VA 24061 

John Sleeter 
Hill High Orchards 
Rt. 1, Box 14 
Round Hill, VA 22141 

Bob Schwartz 
Double "B" Farms, Inc. 
Rt. 1, Box 154C 
Rhoadesville, VA 22542 

Gordon Metz 
Pine Crest Farms 
Rt. 2, Box 385C 
Martinsville, VA 24112 

Ray Plumb 
Division of Markets - VDACS 
801 Washington Building 
Richmond, VA 23219 

Herb Stiles 
Southern Piedmont Research 

& Continuing Education Center 
P. 0. Box 148 
Blackstone, VA 23824 

William Brooks 
Ohio State University 
Columbus, OH 43210 

Charles O'Dell 
Dept. of Horticulture 
Virginia Tech 
Blacksburg, VA 24061 

Sarah Foltz 
Rt. 1, Box 170E 
Port Republic, VA 24471 

John Van Luik 
Van Luik Farm 
734 Clearfield Avenue 
Chesapeake, VA 23320 

Betty Lou Applegate 
Battleview Orchards 
RD 1 
Wemrock Road 
Freehold, NJ 07728 

Betty Snapp 
Snap's Apple Cart 
Rt. 4, Box 459 
Middle bond 
Winchester, VA 22601 

Martin Price 
1093 N.E. 
204 Terrace 
North Miami Beach, FL 33179 

Rod Parker 
Parker's Produce Farm 
12720 Parker Lane 
Clinton, MD 20735 



Morris Fabian 
Dept. of Ag. Economics 
Rutgers University 
New Brunswick, NJ 08903 

Joe Russell 
Virginia Farm Bureau 
P. 0. Box 5403 
Richmond, VA 23203 

Jim Bell 
Dept. of Ag. Economics 
VPI 
Blacksburg, VA 24061 

Bernard Cross 
Good Earth Ltd. 
Rt. 2, Box 103 
Hanover, VA 23069 

Chapman Huffman 
FNEB - Operations Center 
P. 0. Box 13327 
Roanok~, VA 24040 

Bob Villenave 
Bob's Berries 
1315 Kempsville Road 
Chesapeake, VA 23320 

Connie Hayes 
Nottawa Nursery 
Rt. l, _Box 38 
Blackstone, VA 23824 

Norman Applegate 
Battleview Orchards 
RD 1 
Wemrock Road 
Freehold, NJ 07728 

Nancy Johnson 
Rt. 2, Box 198 
Bedford, VA 24523 
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Anne Kaiser 
Farmers' Wife News 
P. 0. Box 643 
Milwaukee, WI 53201 
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1982 VIRGINIA DIRECT MARKETING CONFERENCE ATTENDEES 

Jock & Debbie Luthy 
Rt. 1, Box 250 
Trappe, MD 21673 

Mr. & Mrs. Vincent Lee Foltz 
Rt. 1, Box 170E 
Port Republic, VA 24471 

Jack & Rubye Koska 
10618 St. Paul Avenue 
Woodstock, MD 21163 

Henry & Linda Max~y 
Rt. 6, Box 88 
Chatham, VA 24531 

Evelyn D. Woods 
Cedarline Farm 
Rt. 1, Box 52-D 
Hanover, VA 23069 

Mr. & Mrs. Joseph D. Bazey 
Star Rt., Box 31-T 
Mine Run, VA 22568 

Bill & Evelyn W. Winfrey 
1233 Bell Creek Road 
Mechanicsville, VA 23111 

Mary Catherine Fifer 
Mary Fifer Fennemore 
RD 1, Box 446 
Wyoming, DE 19934 

Merle & Louise Jamison 
Rt. 2, Box 7 
Salem, VA 24153 

Dr. E. Barclay Poling 
Dept. Hort. Sci. 
N.C. State University 
Raleigh, NC 27606 

Bill and Betty Wood 
183 E Mercury Blvd. 
Hampton, VA 23669 

L. Joe Wertz 
6778 Mt. Chestnut Road 
Salem, VA 24153 

Lois Ann Barbour 
National Peach Council 
P. 0. Box 1085 
Martinsburg, WV 25401 

Mr. & Mrs. John W. VanLuik 
734 Clearfield Avenue 
Chesapeake, VA 23320 

Alfred W. & Rachael T. Nichols 
Nichols U-Pick Orchard 
Rt. 1, Box 124-A 
Troutville, VA 24175 

Wayne & Judy Wickerham 
Wickerham Produce 
9249 S R 117 
Huntsville, OH 43324 

James T. Wharton 
Frank Martin 
Fiddler's Green Farm 
Box 1401 
Newport News, VA 23601 

Mr. & Mrs. John Kelly Robinson 
Rt. 4, Box 46 
Winchester, VA 22601 

Carey K. & Nellie N. Attkisson 
Box 242 
Rockville, VA 23146 



Mr. & Mrs. J. Goodwin Moore 
Moormont Orchards 
Rt. 1, Box 464 
Rapidan, VA 22733 

Herbert & Christa Gebely 
Ontelaunee Orchard Market 
Leesport, PA 19533 

J. P. Via 
Rt. 1, Box 42 
Critz, VA 24082 

Ted Decker 
New Market, VA 22844 

Ed & Esther Parrish 
Dean & Connie Parrish 
601 Warwickshire Ct. 
Newport News, VA 23605 

W. H. Phillips 
P. 0. Box 62071 
Va. Beach, VA 23462 

Steve Moseley 
Leinbach Machinery Co. 
P. 0. Box ll786 
Winston Salem, NC 27106 

George Sharp 
Box 239 
Washington, VA 22747 

Howard & Charlotte Huber 
Huber's Roadside Market 
9800 Belair Road 
Schroeder Avenue 
Perry Hall, MD 21128 

Mr. & Mrs. Robert H. Thompson 
P. 0. Box 8 
Great Mills, MD 21128 

Bernard F. Hochheimer 
Jo Hochheimer 
David Hochheimer 
5400 Black Rock Village PA 
Lineboro, MD 21088 
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Thomas L. White 
Rt. 1, Box 226 A 
Axton, VA 24054 

T. A. Farms 
H. Clifton Palmer 
Elizabeth Webb Palmer 
Daniel C. Palmer 
Rt. 1, Box 162 A 
Road 207 Kent County 
Wyoming, DE 19934 

Bernard H. & Doris A. Cross 
Rt. 2, Box 103 
Hanover, VA 23069 

Norman & Betty Lou Applegate 
Battleview Orchards 
R.O.I Wemrock Road 
Freehold, NJ 07728 

Mr. M. R. & Judith N. Fulks 
D. M. Fulks 
Star Rt. TWT, Box 125 
Fredericksburg, VA 22401 

Earl & Ann Tywater 
Earl's Fruit Stand 
P. O. Box 281 
Franklin, TN 37064 

Danny Lee & Nancy N. Johnson 
Johnson's Orchards, Inc. 
Rt. 2, Box 198 
Bedford, VA 24523 

Joane G. Tannehill 
122 Fallon Street 
Staunton, VA 24401 

Bill Kilpatrick 
230 Lonesome Valley Road 
Sevierville, TN 37862 

John B. Bristow 
200 Robs Road 
Grafton, VA 23692 



Jack Doane 
2600 Haywood Avenue 
Chesapeake, VA 23324 

W. B. Jones 
Rt. 1, Box 242 
Carrsville, VA 23315 

Mrs. Lynne Jennings Boswell 
Sunny Slope Orchard 
Rt. 2 
Burkeville, VA 23922 

Andrew W. Bowling _ 
Cedar Forest 
Long Island, VA 24569 

Col. Theodore L. Cooper 
Mary J. Cooper 
R. R. 1, Box 198 
Huddleston, VA 24104 

Nick Kernich 
2154 Woodmont Drive 
Richmond, VA 23235 

Larry Yager 
Extension Marketing Agent 
999 Lincolnway West 
Gettysburg, PA 17325 

Georgia Schenkel 
Rt. 1, Box 90 
Pembroke, VA 24136 

Robert D. Goerger 
Extension Agent 
234 Main Street 
Smithfield, VA 23430 

Ira Boyers 
Ethel Boyers 
Rt. 10, Box 192 
Harrisonburg, VA 22801 

Jimmy Darnell 
249 Belleview Avenue 
Orange, VA 22960 
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Mr. & Mrs. F. F. Chandler, Jr. 
Box 156 
Montross, VA 22520 

D. Stanley Duffer 
Division of Markets, VDACS 
P. 0. Box 129 
Halifax, VA 24558 

· Jerry Mundy 
Kay Mundy 
Rt. 1, Box 189A 
McGaheysville, VA 22840 

Irl W. Smith 
Director of Rural Affairs 
Planning & Development, VDACS 
1100 Bank Street 
P. 0. Box 1163 
Richmond, VA 23219 

J. Edmond Johnson 
Bonnie M. Johnson 
Rt. 1, Box 68A 
Parksley, VA 23421 

Mary E. Jones 
P. 0. Box 357 
Surry, VA 23883 

Jeff Gaffney 
Extension Agent 
3945 Chain Bridge Road 
Fairfax, VA 22030 

Richard Morgan 
Florence Morgan 
Rt. 3, Box 17-A 
Tyro, VA 22976 

G. Edmond Massie, 3rd 
Rt. 1, Box 155 
Hanover, VA 23069 

Jack Thornton 
Debbie Thornton 
P. 0. Box 267 
Temperanceville, VA 23442 



Bob Camper 
Rachel Graves 
Ed Phillips 
Steve Sanford 
Graves Mountain Lodge, Inc. 
Syria, VA 22743 

Jack K. Jenkins 
Mary Jane Jenkins 
Rt. 1, Box 2 7 3 
Winchester, VA 22601 

C. Warren Green, Jr. 
VDACS 
P. O. Box ll63 
Richmond, VA 23219 

Susan Simpson 
VDACS 
1100 Bank Street 
Richmond, VA 23219 

Lowell Gobble 
Extension Agent 
Room 18 
County Courthouse 
Salem, VA 24153 

Susan L. Wiley 
VDACS 
5223 Williamson Road 
Roanoke, VA 24012 

Homer K. (Red) Rowley 
Va. Crop Reporting Service 
P. 0. Box 1659 
Richmond, VA 23213 

J. William Mapp 
Box 26 
Onley, VA 23418 

Jack Applewhite 
Theresa Applewhite 
Rt. 1, Box 307 A 
Courtland, VA 23837 
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C. Francis Lay 
Extension Agent, VCES 
855 N. Edison Street 
Arlington, VA 22205 

Mary C. Turner 
311 Sandalwood Drive 
Richmond, VA 23229 

Earl Weber 
Charlotte Weber 
1620 Chaple Road 
Harre De Grace, MD 21078 

Robert Pl Jenkins 
P. O. Box 1071 
University of Tennessee 
Knoxville, TN 37901 

Theodore W. Gilliam 
Rt. 1, Box 101 
Yale, VA 23897 

Tom Funkhouser 
Smalley Packaging Co. 
Berryville, VA 22611 

Megan Shaub 
350 W. Railroad Avenue 
Shrewsbury, PA 17361 

Aloysuis Raley 
Charles Raley 
St. Rt. 27 
Avenoe, MD 20609 

Bob Tuck 
300 W. Franklin 
Richmond, VA 23220 

Sam Snead 
Rt. 1, Box 345 
Washington, VA 22747 



Edward S. Allen 
3411 Frontier Road, NW 
Roanoke, VA 

Jody Blum 
7113 Holly Road 
Virginia Beach, VA 23451 

Robert & Dot Layman 
Layman Brothers 
Daleville, VA 24083 

John Gerba 
Guilford Farm 
Rt. 2, Box 117 
Luray, VA 22835 

Steve & Cynthia Barnes 
1100 Mcclanan Lane 
Virginia Beach, VA 23426 

John T. Hunter, Jr. 
Rt. 1 
Appomattox, VA 24522 

Burris Coburn 
Keswick Ridge 
New Brunswick, CANADA 

Lee Peters 
Rt. 1 
Carrollton, VA 23314 

Stephen L. Matovich 
Rt. 1 
Carrollton, VA 23314 

Steward & Denise Doetzer 
5012 E. Seminary Avenue 
Richmond, VA 

Bill Creager 
5001 Lauderdale Avenue 
Virginia Beach, VA 23455 

John Richardson 
George Greenhalgh 
Fairfield Hydroponics 
Berryville, VA 22611 
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Rick Gomez 
Extension Service, USDA 
Washington, DC 

Cammie & Kerry Gustaf son 
Beemont Berry Farm 
North, VA 23128 

Ed Schaefer 
The Innstead Farm 
Poolesville, MD 20837 

Gerald & Gary Drumheller 
Drumheller's Orchard 
Rt. 1, Box 161 
Lovingston, VA 22949 

Ken Geer 
417 Apartment 2 
Turlington Drive 
Newport News, VA 23606 

Rod Plowman 
VDACS 
Richmond, VA 23219 

Harold Ward 
VDACS 
Richmond, VA 23219 

Mel Jefferson 
Director, Division of Markets 
VDACS 
Richmond, VA 23219 

Ken Gustaf son 
Rt. 2, Box 156 
Beaverdam, VA 23015 

J. W. & Jane Bryant 
Box 33 
Lottsburg, VA 22511 

J. Henry Strite 
Sunshine Plant Farm 
Rt. 2, Box 2 72 
Mineral, VA 23117 



Gary M. Anderson 
Box 814 
West Point, VA 23181 

A. M. Mackay 
P. 0. Box 5506 
Virginia Beach, VA 23455 

Gordon Griff in 
1405 Alanton Drive 
Virginia Beach, VA 23454 

Eddie Seaman 
Box 38A 
Tyro, VA 2296 7 

J. Louis Williams 
Extension Cottage 
Auburn University 
Auburn, AL 36849 

John B. & Beverly M. Deaton 
116 Willway Drive 
Manakin, VA 23103 

Robin Apperson 
Rt. 4, Box 131 
Williamsburg, VA 23185 

Robert McLaughlin 
2601 Deepford Drive 
Williamsburg, VA 22192 

William F. & Marilyn Gallmeyer 
Early Avenue (203) 
Sandstone, VA 22192 

Jens U. Tholand 
Piedmont Farm 
Sperryville, VA 22740 

Helen F. Fifer 
Fifer Orchards, Inc. 
R.D. 1, Box 446 
Wyoming, DE 19934 

Warren Bowman 
Frederick Farm Market 
Winchester, VA 22601 
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E. P. Curling 
Ag. Dept. 
300 Cedar Road 
Chesapeake, VA 23320 

Herbert Foster 
Flint Hill, VA 

Edwin Stready 
P. O. Box 86 
Flint Hill, VA 22627 

James & Mary Bergey 
2221 Mt. Pleasant Road 
Chesapeake, VA 23322 

Ronald Morse 
Rt. 2, P. 0. Box 348-A6 
Blacksburg, VA 24060 

John S. Caldwell 
1813 Garden Spring Drive 
Blacksburg, VA 24060 

Benjamin M. Hahn 
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1982 VIRGINIA DIRECT MARKETING CONFERENCE EXHIBITORS 

W. F. Allen Company 
Richard M. Allen 
Salisbury, MD 21801 

Almac Plastics, Inc. 
Walt Haller 
6311 Eroman Avenue 
Baltimore, MD 21205 

Asgrow Seed Company 
Joseph A. Duer 
Peter K. Everson 
930 N. Main Road 
Vineland, NJ 08360 

Beckman Instruments, Inc. 
Gary W. Evereklian 
8920 Route 108 
Columbia, MD 21045 

Bercon Packaging, Inc. 
Steve Hughes 
1800 N. Market Street 
Berwick, PA 18603 

Bountiful Ridge Nurseries, Inc. 
Hugh H. Robinson 
P. 0. Box 250 
Princess Anne, MD 21853 

Braswell Food, Inc. 
Roeder P. Kinkel 
P. O. Box 485 
Statesboro, GA 30458 

Eaton Farm Products, Inc. 
Kent A. Stone 
Burbank Road 
Sutton, MA 01527 

Farm Management Systems of Mississippi 
Bobby J. Hall, Sr. 
P. 0. Box 646 
McComb, MS 39648 

Joseph Harris Company, Inc. 
Harris Seeds 
John Cintinco 
2670 Buffalo Road-Mountain Farm 
Rochester, NY 14624 

Hendrix and Dail, Inc. 
Eddie Denny 
P. 0. Box 589 
Oxford, NC 27565 

Hess and Associates 
R. D. 1 
New Oxford, PA 17350 

Johns Equipment Company, Inc. 
Thomas Booth 
Rt. 2, Box 35 
Farmville, VA 23901 

Leinbach Machinery Company 
Steve Mosely 
P. 0. Box 11786 
Winston-Salem, NC 27106 

Mountain Chemical Corp. 
L. C. Harold 
P. 0. Box 426 
Daleville,- VA 24083 

NCR 
Dan Huffman 
7001 West Broad Street 
Richmond, VA 23229 

Nor-Am Agricultural Products, Inc. 
Ed Aharonian 
350 Shuman Blvd. 
Naperville, IL 60566 

Orchard Equipment & Supply Company 
Norman T. French 
P. 0. Box 146 
Conway, MA 01341 



Patterson Farms, Inc. 
Donald Patterson 
Rt. 1, Box 169 
Woodford, VA 22580 

Smalley Package Company, Inc. 
James R. Livengood 
P. O. Box 231 
Berryville, VA 22611 

Solo, Inc. 
Archie M. Brown, Larry Stanley 
5100 Chestnut Avenue 
Newport News, VA 23605 

Stauffer Chemical Company 
J. A. Gallman 
125 Holcomb Drive 
Williamsburg, VA 23185 

Tropical Nut and Fruit Company 
Marla Hall & Tom Zerbinos 
P. 0. Box 7507 
Charlotte, NC 28217 

Tu co 
Stanley W. Glover 
231 Hunting Ridge Road 
Roanoke Rapids, NC 27870 

Virginia Crop Reporting Service 
Red Rowley 
P. 0. Box 1659 
Richmond, VA 23213 
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Virginia Dept. of Ag. & Consumer Services 
Bureau of Markets and Economic Development, 

Division of Markets 
Ray D. Plumb, Marketing Specialist 
P. 0. Box 1163 
Richmond, VA 23209 

Virginia Tech 
Dept. of Horticulture 
Charles O'Dell, Commercial Small 

Fruit & Vegetable Specialist 
219 Hutcheson Hall 
Blacksburg, VA 24061 

Virginia State Apple Commission 
C. Purcell McCue, Jr. 
P. 0. Box 718 
Staunton, VA 24401 

W. H • Wildman 
Scott Grey, W. M. Webb 
Box 42 
New Hampshire, OH 45870 

WWBT-TV 
Terri P. Shea 
P. O. Box 12 
Richmond, VA 23201 

Norvell Signs 
John R. Norvell, Jr. 
5928 Nine Mile Road 
Richmond, VA 23223 
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Issued in furtherance of Cooperative Extension work, Acts of May 8 and June 30, 1914, and September 30, 1977, in cooperation with the 
U.S. Department of Agriculture. Mitchell R. Geasler, Interim Dean, Extension Division, Cooperative Extension Service, Virginia 
Polytechnic Institute and State University, Blacksburg, Virginia 24061; M. C. Harding, Sr., Administrator, 1890 Extension Program, 

Virginia State University, Petersburg, Virginia 23803. 
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