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ABSTRACT 

The purposes of thi s  study were to ana lyze the growth , structure 

and operati on of the Bradl ey County Farmers ' Market and to determi ne 

the factors contri buti ng to the Market's success . Grower and con­

sumer surveys were used to profile parti ci pants and i solate prob l ems 

and suggesti ons for market  i mprovement . 

The Market ' s  success was attri buted to a wi de range of factors : 

(1 ) techn i cal as s i s tance prov i ded by the Exten s i on Serv i ce ,  (2 ) a grow i ng 

mi ddl e-clas s popul ation i n  C l evel and , ( 3 )  preferen ce by res i dents for 

fresh , l ocal l y-grown products , (4) a l arge number of reti red , part-

ti me and smal l - sca l e farmers i n  the area and ( 5 )  the l ocation and spec i al 

quali ti es of the market grounds and nearby canni ng fac ili ti es . 

Al though the Brad l ey County Farmers ' Market appears to have 

reached a sa l es p l ateau , i t  has the potenti a l  to expand through an 

i ncrease i n  product vari ety and an exten s i o n  of the growi ng season 

through new cul tural practi ces . The market ' s  s imp l e  s tructure and 

qui c k  success suggest that i t  may be used as a model for other towns 

i n  the state . 

i i i  
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CHAPTER I 

I NTRODUCT ION TO THE STUDY 

L imi ted-resource vegetabl e growers i n  Tennessee face a wi de range 

of di ffi cul ti es i n  marketing thei r produce . Production effi ci ency and 

fru i t  qual i ty are often vari abl e and vol ume i s  typ i ca l l y  i nsuffi c i ent 

to attract l arge buyers . Local  marketi ng opportuni ti es are further 

l imi ted by the dependence of i n-state chai ns and who l esal ers on out-of­

state produce. Consequently , many growers are forced to rel y on a " h i t  

Pr mi s s "  marketi ng approach; they spend a great deal o f  time seeki ng and 

securi ng rel i abl e outl ets . 

Di rect marketi ng to the publ i c  offers frui t  and vegetabl e 

growers several benefi ts , i nc l udi ng genera l ly  h i gher pri ces and a de­

gree of market control . A number of fresh fru i t  and vegetab le  growers 

across the state have carved out l ucrati ve marketi ng n i c hes vi a road­

s i de stands and p i ck-your-own operati ons . Only recent l y ,  however , 

have farmers• markets become uttracti ve outl ets for l arge numbers of 

farmers . As vi abl e  market a l ternati ves wh i ch show s i gns of becomi ng 

permanent o utl ets i n  many communi ti es ,  farmers' markets deserve c l oser 

exami nati o n .  

A .  PURPOSES O F  THE STUDY 

The primary goal of thi s  descri pti ve case study was to i so l ate 

some of the i mportant factors whi ch contri buted to the success of  the 

Bradl ey County Farmers ' Market ( BCFM )  i n  C l evel and , Tennessee.  
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Hopeful ly,  th i s  study wi l l  enabl e farme rs , Extens i on Servi ce pe rsonnel 

and other i n terested groups to better determi ne the potenti al  for such 

markets in other parts of the state .  

The speci fi c objecti ves o f  the thesi s were a s  fol l ows : 

1. To prov i de meani ngful background i nfo rmati o n ,  i ncl ud i ng a 

di scuss ion of trends within the fresh  fruit and vegetabl e industry and 

an overv i ew o f  nati onal direct ma rketi ng trends and stati sti cs .  

2. To di scuss vegetabl e production and marketi ng i n  Tennessee , 

wi th a focus on d i rect ma rketi ng acti vi t ies .  

3.  To document the history ,  organi zati on,  operation and  goa l s 

of BCFM. 

4. To exami ne BCFM1s growth and general i mportance for area 

producers and consumers . 

5. To i denti fy success factors , recurri ng p robl ems and possi b l e  

sol utions.  

B. METHODOLOGY 

A case study approach was deemed the most  appropri ate method 

of anal yz i ng BCFM. Surveys of growers and consumers form the study • s  

informational base. The data col l ectio n  ins truments ( see Appendixes 

A and B )  for consumers and producers were devel oped with the aid of 

the thes is committee and were adminis tered during Augus t  1978. Personal 

visits and correspondence with former Bradl ey County Extension Leader 

Wil l iam Hal e , and l ater, with the Acting Leader, Judy Smith,  during 

the period 1 978- 1 981, prov i ded additional information.  Extensive 
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use was made of BCFM records compi l ed over the mo st  recent seven-year 

pe riod of the market ' s  l i fe . Data for some months i n  certa in  ye ars 

were no t avai l abl e for the study .  



CHAPTER I I  

BACKGROUND TO THE STUDY 

A .  TRENDS WITH IN  THE FRESH FRU IT  AND VEGETABLE INDUSTRY 

Si nce Worl d War I I , few agri cul tural  sectors have changed as  

rap i dl y  as  the fresh  produce i n dustry . On the producti on end , tech­

nol ogi cal advances and a vari ety of economi c forces have l ed to a con ­

cen tration of producti on on fewer and fewer farms . Spec ia l i zed areas 

compri sed of l arge-sca l e  operati on s ,  have l argel y  supp l anted l ocal 

truck farmi ng and marketi ng . The porti on of the total val ue of fresh  

vegetabl es  produced on Cl ass I fa rms (gross sa l es over $40 ,000) i n­

crea sed from 82 . 6  percent i n  1 969 to 93 percent i n  1 979 ( 24: 36).* The 

cost-pri ce squeeze affecti ng Ameri can farmers has been especi al l y  pai n­

ful to frui t and vegetabl e  growers . On a per acre bas i s  these producers 

use more agri chemi cal s and fue l than thei r grai n-growi ng counterpa rts . 

Fresh  market pri ces for frui ts and vegetabl es have ri sen more s l owl y 

than pri ces for i nputs ( 25 ,  26 ,  27 ,  32 : 6b } . 

On the marketing end , open termin al markets  involving l arge 

numbers of buyers and sel l ers have l o st  much ground to di rect s h i pping 

poi nt purchases by retai l cha i n s .  The growi ng marg i nal i ty of many 

whol esal e ,  aucti on and farmers • markets and the continui ng d�cl i ne i n  

buyer numbers have weakened competi ti ve pri ce- setti ng mechan i sms . At 

*Numbers i n  parentheses refer to numbered references i n  the 
Bib l i ography; those afte r the col on are page numbers . 

4 
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the same time, the marketi ng power and prerogati ves  of  many vegetabl e 

farmers have been l i m ited . Thi s i s  refl ected i n  the general i nabi l i ty 

of farmers to pass on escal ati ng production costs or control  off- farm 

marketing  acti vi ties . 

The constel l ation of producti on and marketi ng rel at ionsh i ps  

requi red to supply Ameri cans with  a year- round supply of fresh produce, 

carries  a l arge pri ce tag . I n  1 980, vegetabl e growers recei ved only 

28 percent of the retai l val ue of fresh vegetabl es; wh i l e  U . S . farmers as 

a whol e recei v e  42 percent of the reta i l food dol l ar ( 2 8 : 33, 40 ) .  Wi th 

vegetabl es ,  the rema i n i ng portion i s  pa i d  for packag i ng ,  coo l i ng ,  trans­

portati on, adverti s i ng, wages and profi ts. 

These costs have the potenti a l  to drasti cal l y  a l te r  producti on  

and  marketi ng patterns in  the i ndustry .  Large growers and  sh i ppers i n  

Cal i fo rni a, for example, are faced wi th i ncreased transpo rtati on, 

packaging, water a nd l abor costs . Thus, they a re f i nd i ng it i ncreas­

ingly d i ffi cu l t  to  compete wi th l ocal producers, parti cul arly in  markets 

east of the M i s s i s s i ppi Ri ver duri ng the summer months . I n  the 1 980 ' s, 

accordi ng to The Packer, 1 1 retai l ers wi l l  work more cl ose l y  wi th, and 

buy more produce from l ocal a nd reg i onal  growers .. ( 9 : 43-45 ) . These 

deve lopments, coup l ed wi th the growi ng publ i c  p refe rence for local l y  

grown produce coul d hel p  Tennessee farmers rejuvenate and expand thei r 

i ndustry. 

B. PRODUCT ION AND MARKET I NG TRENDS I N  TENNESSEE 

The producti on and marketi ng of fresh produce i n  Tennessee i s  

extremely vari able i n  rel ation to acreage, crops and markets . The 
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uni fying characteri sti c of  thi s i ndustry ,  from Jac kson to Newport , has 

been i ts h i stori c i nstabi l ity . Th i s  secti on wi l l  bri efl y descri be the 

fres h produce i ndus try as i t  has devel oped i n  Tennessee . 

I n  1 981 Tennes see growers produced approximately 20 , 000 acres 

of vegetabl es , or 5 percent of the nati onal total {25 ) .  Fresh market 

tomatoes , the State ' s  ch ief crop , accounted for 7 . 5  percent of the 

nati onal summer season acreage in 1 980 {25 ) .  Most of Tennessee's 

vegetabl e acreage i s  harvested between June and October , with  the peak 

occurri ng from Ju ly  1 0-August 20 . The total number o f  vegetabl e­

produci ng farms i n  Tennessee decl i ned 3 percent betwe�n 1 969 and 1 979 .  

Total farm numbers i ncreased 3 . 5  percent duri ng the  same peri od {29. : 6-

1 0 ,  1 7 ,  22 ) .  

These stati stics g i ve no i ndi cation of the conti nuous production  

area shi fts wh i ch have pl agued Tennessee producers for more than  hal f a 

century .  The vast majori ty of these sh i fts have l ed to a reduction  i n  

state producti on .  For examp l e ,  the number o f  proces s i ng p l ants 

decl i ned from 78 i n  1 926 to 2 1  i n  1 967 . By 1 979 there were only seven 

pl ants operated by fi ve fi rms { 1 1 : 1 -9 ) .  I n  addi tion , the mobi l i ty and 

market power of the process i ng fi rms have a l so contri buted to keep i ng 

contracti ng growers i n  a rel ati vel y i nsecure pos i ti on .  

Growers who produce for the fresh market have fared l i ttl e 

better . Si nce the 1 920 ' s ,  s i gn i fi cant producti on areas p l anted i n  

appl es , strawberries , green beans , tomatoes and sweet potatoes 

fl ouri shed and d ied out.  Most areas l ost  thei r i ndustri es to out-of­

state areas wh i ch possessed greater competi ti ve advantages . Some of 

these advantages were natural {e . g . , l onger growi ng season , more 
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l evel l an� and others have been economi c and technol ogi ca l  ( e . g . ,  cheap 

l abor, the devel opment of mechan i cal harvesters ) .  

The few sustai ni ng fres h market shi ppi ng poi nts i n  the state are 

fai rly  speci a l i zed , and dependent on mi g rant l abo r and l ong-di s tance 

markets ( e . g . ,  the tomato i ndustri es i n  Cocke County and al ong Wal den' s 

Ridge ) . Al though these producti on areas are fa i rly  l arge , they are 

sti l l  consi dered " fi l l -i n" shi pp i ng poi nts by many buyers and l ac k  the 

stabi l i ty to provi de farmers a fai r  return on a cons i s tent bas i s .  Some 

producers s i tuated outs i de of these production  areas have devel oped 

the ski l l s  and faci l i ti es to pack and s h i p  thei r own produce ;  however, 

most vegetabl e farmers have conti nued to compete i nd i v i dual l y  

for sa les to i n-state who l esal ers and retai l ers . 

The prob l ems of Tennes see' s produce i ndustry are exacerbated by 

the predomi nance o f  sma l l -sca l e  producers . I n  1 978 2 5  percent o f  the 

State' s vegetabl e far�s had gross sa l es under $2 , 500 ( 29 : 1 7-25 ) . Smal l ­

sca l e  growers have spec i a l  probl ems i n  marketi ng thei r produce and 

gai n i ng access to credi t and i nformati on . Several stud ies conducted 

in  Tennes see i nd i cate that Tennes see produce buyers do not bel i eve 

that growers are currently abl e to produce the consi stent l arge- vol ume 

of h igh  qual i ty produce they des i re ( 2 : 1 3- 1 7, 1 5 : 8 ) .  A recent Uni ver­

s i ty of Cal i forni a study i ndi cated that sma l l vegetabl e farms recei ved 

l ower pri ces than thei r  l arger counterparts ( 1 3 : 2-5 ) .  

The pattern o f  importi ng fresh frui ts and vegetab l es duri ng the 

summer months wh i l e shi ppi ng much of the State' s production to other 

areas, makes Tennes see a net produce i mporter from June through October.  

I t  has been suggested that 1 , 800 acres of tomatoes woul d sati sfy the 
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state • s annual needs . Al though Tennes see farmers produce over 4 , 500 of 

fresh market tomatoes annual l y ,  the State • s food i ndustry conti nues to 

import the majori ty of summer tomatoes from Cal i forn i a  and el sewhere 

{ 20 : 1 4 ) .  I n  1 979 , only 3 percent o f  the total vol ume of fresh frui ts 

and vegetabl es unl oaded i n  Knoxvi l l e was purchased from i n-state pro­

ducers { 7 : 3 ) . 

Most  observers ag ree that Tennessee produce farmers face i ncreas­

i ng chal l enges and opportuni ti es i n  the future .  Al though i t  i s  d i ffi ­

cul t to quanti fy at th i s  poi nt ,  there are i nd i cati ons that Tennessee 

buyers are tak i ng a much cl oser l oo k  a t  1 1home-grown 11 produce and are 

beg i nn i ng to work more wi th growers on improvi ng grad i ng and pack i ng 

practi ces . Extens i on Servi ce personnel have pl ayed a v i tal ro l e  i n  

recent years i n  bri ngi ng farmers and buyers c loser together . Further­

more ,  a group of profess ional workers from the Tennessee Department of 

Agricul ture , Agri cul tural Marketi ng Project , The Uni vers i ty of 

Tennessee and Tennessee Valley Authori ty , have begun to meet regul arly 

to p lan  strateg i es for promoti ng and expandi ng Tennes see • s  fru i t  and 

vegetable producti on .  



CHAPTER I I I  

D I RECT MARKET I NG :  CONCEPTS AND OVERV I EW 

The i nformati on presented thus far offers a parti al  expl anation 

for the recent fl ouri shi ng of d i rect market acti vi ties . For many sma l l 

and hard-pressed farmers , di rect outl ets are dependabl e and rel ati vel y 

l ucrati ve .  The other i mportant factor i s  the growing preference by 

the publ i c  for fres h ,  l ocal ly-grown farm products . The h i g h  costs 

assoc i ated wi th the conventi onal marketi ng of fresh produce have a l so 

contri buted to consumer i nterest i n  di rect markets. After compari ng 

di fferent types of di rect outl ets , thi s chapter wi l l  move on to a 

di scus s i on of the benefi ts accrui ng to l ocal farmers and cons umers . 

The section wi l l  cl ose wi th an exami nati on of stati sti cs whi ch refl ect 

the growth of di rect marketi n� on the state and national l evel . 

A .  TYPES OF  D I RECT MARKETS 

Di rect marketi ng takes three fo rms : p i ck-your-own operati ons 

( PYO ) , roadsi de stands ( RSS ) and farmers ' markets ( FM ) . The common 

denomi nator i s  the d i rect sal e of farm products (mostly fru i ts and 

vegetabl es ) to the publ i c .  The d i fferences between the three types 

makes i t  c l ear that farmers' markets offer the greatest benefi ts to 

the mos t  producers and have the potenti al  for the wi dest appl i cati on . 

A comp�ri son of the three shows that :  

1 .  The success of FM ' s  usual l y  depends on the col l ecti ve action 

of farmers a l ong wi th the i nvol vement of publ i c  offi c i al s ,  Extens ion 

9 



staff and consumer and farmer groups . PYO ' s and RSS's are typ i ca l l y  

s i ngl e or mul ti p l e  fami l y  enterpri ses . 

10  

2 .  The marketi ng ri sks o f  FM's are spread thi n ly� the operation 

and success of  the market is  not dependent on a s i ng l e  grower . Re­

spons i bi l i ti es for market operati on , such as bookkeep i ng ,  publ i c i ty 

and compl a i nts are o ften shared . Furthermore, FM ' s  are o ften organ i zed 

. and operated by publ i c  agenci es or the farmers themsel ves . I n  these 

cases , farmer/part i ci pants are usua l l y  i nvol ved i n  maki ng deci s i ons 

concerni ng the market. PYO ' s and RSS ' s ,  on the other hand , must take 

ful l respons i bi l i ty for a l l thei r marketi ng acti v i t i es i n  addi ti on to 

beari ng i nvestment ri sks. 

3 .  FM's are fai rl y  permanent i nsti tut ions , open for busi nes s on 

appo i n ted days at speci fi c  hours and offeri ng a wi de vari ety of " home­

grown" produce . Fewer PYO's or RSS ' s exh i bi t  the same degree o f  

permanence o r  vari ety. FM ' s  are usual l y  l ocated wi thi n town o r  c i ty 

l imi ts . I t  has been suggested that the rural l ocation o f  PYO ' s  and 

RSS ' s  i s  provi ng to be somewhat d i s advantageous as a resul t of  h i g her 

gasol i ne pri ces ( 1 9 : 25 ) . 

4 .  FM ' s provide some degree o f  soci a l  cohes i on to the urban 

communi ti es in wh i ch they ure l ocated . Furthermore , consumers enjoy 

the fai r- l i ke atmosphere of FM ' s  (1 2 ) " . Growers who operated i n  an  i solated, 

i ndependent fas h i on ,  have an opportuni ty at FM ' s  to exchange i nformation 

and devel op a sense of sol i dari ty wi th other producers . 

5 .  Pri ces at FM ' s  are very competi t i ve ,  fal l i ng somewhere 

between who l esal e and retai l  l evel s .  The same i s  usual l y  true for 

PYO ' s and RSS's� however , these operato rs can more eas i l y  mai nta i n 



h igh  pri ces .  The presence of a l a rge numbe r of both producers and 

buyers at the FM's hel ps to crea te an i nternal , competi ti ve pri ci ng 

mechani sm . 

1 1  

Certa i n  commodi ties , such as  tree fru i ts and sma l l frui ts , l end 

themsel ves ni cely to PYO and RSS operations . Howeve r ,  onl y a l i mi ted 

number of producers i n  Tennessee may have the l ocation , re sources and 

bus i ness acumen to successfu ly  establ i sh these types of outlets . For 

the maj ori ty of smal l - scal e and part-time producers , parti cul arly those 

l oca ted on an urban fri nge , FM ' s  appear to be a more appropriate and 

profi tabl e way of marketi ng farm products . 

B .  TYPES OF FARME RS ' MARKETS 

There are two bas i c  types of farmers ' markets i n  the U .  S .  ( 6 ,  8, 1 0 ). 

The fi rs t  type i s  usually located wi thi n or nearby a termi nal market d i s -

tri ct .  At  these markets , sel l er and  buyer characteri sti cs may vary a 

great dea l . Some sel l ers ma rket only what they grow to i ndi v idua l 

consume rs as wel l  �s to reta i lers ,  jobbers and whol esal ers . Other 

farmer/se l l ers purchase sh i pped- i n  produce on the te rmi nal market whi ch 

they rese l l  al ong wi th the i r  "home-grown" i tems . Many sel l ers buy 

produce di rectly off farmers' truc ks . For the growe r these are usual l y  

"l ast choi ce" transacti ons and often i n vol v� the s a l e  of l owe r grade 

products . Thi s  type of farmers ' market offers the producer the opti ons 

of sel l i ng di rectly to the publ i c  at reta i l pri ces and sel l i ng l arger 

quanti ties  at l owe r pri ces to market buyers . These farme rs' markets 

are often wel l -es tabl i s hed i ns ti tutions and are operated on a publ i c  

and pri vate bas i s .  Se l l ers typ i cal ly pay a da i ly stal l fee {6 , 8) . 
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I n  Ten nes see , the Western Avenue Ma rket i n  Knoxvi l l e ,  the Nash­

vi l l e  Farmers ' Market and the Shel by County Farmers ' Ma rket , are al l 

exampl es of farmers ' markets whi ch i ncl ude sal es to both whol es a l ers 

and cons umers . The markets are a l l 30 or more years ol d and conti nue 

to be important outl ets for l ocal produce . However , al l have decl i ned 

si gni fi cantly i n  the l ast  ten years due to the changes i n  the ma rketi ng 

system descri bed in Chapter I I  of thi s study . Al so ,  i t  i s  not cl ear 

that a s i gn i fi cant i ncrease in l ocal production in Tennessee wi l l  

revi tal i ze these markets . 

The second type of-farmers ' market i s  a much more recent devel op­

ment .  They are usual l y  l ocated withi n urban or suburban commun i ti es 

and are set up stri ctly for the sal e of local l y  grown farm products to 

the pub l i c .  The organi zation and operation of thi s type of market i s  

carried out by farmers and thei r organi zations , churches and consumer 

groups or Extens ion personnel . Whi l e  both of the above markets are 

important i n  Tennessee, thi s  s tudy i s  concerned primari ly wi th the 

latter .  

C. BENEFITS OF FARMERS' MARKETS FOR PRODUCERS 

The popu l ari ty of farmers ' markets among producers can be 

viewed from two di fferent perspecti ves . On the one hand they repre­

sent a " l ast resort "; a grim remi nder of the small farm's margi nal i ty 

and the excl us ion of many growers from the conventi onal ma rketi ng 

sys tem . On the other �and , farmers ' markets represent progress i ve 

marketi ng al ternati ves wh ich  directly l i nk fanne rs and consumers for 

thei r mutual benefi t .  
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I n  another l i ght , farmers • markets are an extens i on of the 

farmer • s  operat i on; smal l ,  but meani ngful  exampl es of how farmers can 

beg i n  to extend control over thei r products past the farm gate. Agri -

cul tural economi st Davi d Vai l has exami ned farmers • markets i n  h i s 

recent stud i es . He notes there are 

I nd i cati ons that the smal l farmers are begi nn i ng to 
recogni ze the survi val val ue of getti ng i n to functi ons be­
yond the production of food , ·and do i ng i t  cooperati vel y 
rather than atomi sti cal l y .  The attempt to secure a p l ace 
i n  the market through di rect l i nks to cons umers runs counter 
to the domi nant trend i n  Ameri can food d i stri buti o n ,  toward 
a greater number of i ntermedi ari es between the grower and 
the eater and toward the absorpti on of a l arger fraction of 
the retai l  dol l ar in di stri buti on , proces s i ng and monopoly 
profi ts ( 31 : 5-6) . 

In  short , by reduc i ng ,  el i mi nati ng or taki ng over the m iddl eman func­

ti ons of grad i ng , packagi ng , transporting and adverti s i ng ,  growers may 

extend control over thei r products past the farm gate and thereby earn 

a l arger porti on of the retai l dol l ar .  

Farmers • markets a l so enabl e producers to : 

1 .  Sel l a smal l vo l ume of a l arge vari ety of farm products . 

Producers often supply consumers wi th much-demanded vari eti es of d i f-

ferent frui ts and vegetables whi ch are unava i l ab l e  i n  supermarkets . 

2 .  Better synchroni ze fi el d work , harvesting  and marketi ng . 

3. Set pri ces i n  l i ne wi th other producers; a pri ce that 

exceeds the cost of production .  

4 .  Sel l unpackaged and l ower grades of produce . 

5 .  Soci al i ze and exchange i nformati on  with  other_p roducers . 

6 .  Devel op the marketi ng and organi zati onal  s ki l l s  necessary 

to bu i l d  l arger cooperati ve outl ets . 
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Cl earl y , - farmers ' markets are best sui ted to the needs of smal l­

scal e ,  pa rt- time growe rs l ocated wi thi n a reasonab le  di stance of a town 

or c i ty .  However, in an extens i ve s tudy of the Shel by County Farmers ' 

Market i n  Memph i s, Tennessee , economi st John Brooker {6 : 1 3-21 ) found 

tha t  one-hal f of the i ntervi ewed parti c i pants deri ved thei r enti re 

income from the market .  I nteresti ngl y ,  75  percent of those i ntervi ewed 

were c l a s s i fied as ful l - ti me fa rmers . Other reports concur that many 

moderate s i zed commerci a l  fru i t  and vegetabl e  growers freq uent the 

nati on ' s  farmers ' markets . Nonethel ess , many medi um- and l arge- sca l e  

growers are l ocked i nto a s i ng l e  marketi ng channel and cannot readi l y  

justi fy spendi ng fi ve to twenty hours per week sel l i ng produce by the 

pound . I f  sufficient farm l abor ·i s avai l ab le  and consumer demand 

strong , l arger growers often do fi nd i t  profi tabl e to use farmers ' 

markets as secondary or terti ary outl ets . Di rect ma rketi ng for those 

growers may be most feas i bl e  early i n  the harves t  when pri ces are 

h i gh but vol ume i s  i nsuffi ci ent to market through conventi ona l channel s .  

D .  BENEFITS OF FARME RS' MARKETS FOR CONSUME RS 

I t  s houl d not be assumed that farmers ' markets are devel oping  

onl y  i n  response to producer needs . I nfl ationary food pri ces and 

changi ng food habi ts and atti tudes on the part of many Ameri cans have 

been equal l y  i mportant factors i n  the revi val of di rect ma rketi ng . 

Furthermore , several food acti vists and fami l y  farm advocacy organi za­

ti ons have hel ped to promote pol i ci es and l eg i s l ati on supporti ng 

di rect marketing acti v i ti e s . 



For many peopl e ,  esca l ati ng reta i l  produce pri ces are suffi c i ent 

inducement to seek l ocal l y  grown produce. Al though c l a i ms of  70 per-

cent sav i ngs  at farmers • markets are not uncommon , most  studi es es tima te 

cost savi ngs at 20-35 percent ( 3: 1 - 1 0 ;  1 0: 1 3 ,  1 7 : 25-31 ) .  The current 

popul ari ty o f  " soft .. sal ad vegetabl es and the i ncreas i ng publ i c  aware­

nes s of  the i mportance of fres h foods are a l so hel p i ng to boost farmer 

market popul ari ty .  The national yearly per cap i ta consumption rate of 

vegetabl es i s  1 00 pounds , wi th vegetabl es accounti ng fo r 45 percent of 

the total ( 1 8: 9 ) . Thi s fi gu re shoul d i ncrease in  the near future 

accord i ng to the Uni ted Fres h Fru i t  and Vegetabl e Assoc i ati o n .  They 

note that 

there i s  a growi ng di senchantment wi th arti fi ci a l  food 
fl avors , extenders and preservati ves used i n  processed foods . 
. • . cons umers are more hea l th and wei ght consci ous and 
fres h produce meets thi s demand better ( 1 8: 9 ) . 

The popul ari ty of farmers • markets can al so be vi ewed as a publ i c  

response to i mmature ,  poor-tasti ng , store- bought produce , i mpersonal 

supermarket shopp i ng and a concern wi th smal l farm survi val . These 

less tang i bl e  factors are often more i mportant than the cos t savi ng 

advantages i n  attracti ng peop l e  to farmers • markets . In h i s 1 976 

study , Brooker ( 6: 35 ) found that consumers rated the 1 1qua 1 i ty •• and 

"quanti ty .. o f  produce h igher than 1 1pri ces pai d 11 as reasons for patron-

i z i ng the Shel by County Farmers• Market . Li kewi se,  Dr. Ri chard 

Gomez , the Uni versi ty of New Mexi co , found thi s to be the case at  the 

l arge farmers • market he hel ped organi ze i n  Las Cruces. He reported 

that 

. . .  at fi rst peopl e  came here l ooki ng for a barga i n ,  but 
they di dn • t f ind i t  i n  the pri ces . They found i t  i n  the 
fres h fru i ts and veg�tabl es on sal e and i n  thei r communi cation 



wi th the producer . Here the cons umer can tal k to the 
farmer--haggl e a fi t and even trade rec i pes . I t ' s 
ne i ghbourl y ( 1 2 : 1 55 ) . 

E .  GROWTH AND I MPORTANCE OF FARMERS' MARKETS 
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U .  S .  farmers , pa rt icu l arl y  those growi ng frui ts and vegetabl es , 

have been maki ng di rect sal es to the publ i c  si nce the beg i nni ngs of 

Ameri can agri cul ture (9 : 1 3 ) .  As more compl ex marketi ng systems de­

ve l oped , these di rect sal es accounted for a decl i n i ng percentage of 

total sa l es . The past ten years has seen an escal ati on and coord i nation 

of di rect marke ti ng acti vi ti es; today , farmers ' ma rkets often have the 

support of the Extens i on Servi ce , publ i c  agenc i es , consumer ,  farm and 

church groups and state and federal l eg i s l ation .  

Two USDA surveys recently became avai l abl e whi ch he l p  quanti fy 

the re su rge nce of d irect marketing i n  the U .  S .  Researchers ( 5:8) 

estimated that i n  1 978 60 , 000 farmers i n  s i x  targeted states ( New 

Jersey , North Carol i na ,  I ndi ana , Michi gan ,  Pennsyl van i a  and Ohi o) 

earned $260 mi l l i on i n  di rect sal es . Almost a l l of these growe rs were 

invol ved i n  frui t and vegetabl e producti on . The proj ected total for 

the enti re nation was 250 , 000 farme rs earn i ng over $1 bi l l i on .  I t  i s  

estimated that di rect sa l es accounted for onl y  2 percent of total U .  S .  

farm rece i pts in  1 978 ( 2 3 : 62 ) .  Anothe r USDA study ( 1 6) conducted i n  

1 976 surveyed 541 farmers' markets i n  4 1  states; one- fourth of the 

marke ts were l ocated i n  the Southeast .  Estimates from 1 979 ( 1 6 )  

suggested that there we re about 780 farmers ' markets operati ng i n  the 

U .  S. that year; a 44 percent i ncrease i n  th ree yea rs . 
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I t  woul d  be i mpossi bl e to l i s t  a l l · the agenc i es and organi zati ons 

that have acti vely promoted farmers • ma rkets i n  the U .  S .  Often the 

i n i t i ati ve comes from wi th i n  a parti cul ar urban commun i ty .  On the 

national  l evel . several groups have l obbi ed fo r d i rect marketi ng l eg i s­

l ation . The fru i t  of these efforts , the Farmer-Consumer Di rect Market­

i ng Act of 1 976 , granted $4 . 5  mi l l ion over a three-year peri od to eight 

states for di rect marketi ng projects ( 23, 3 0 ) . 

Despi te mi ni scu l e  app ropri ations , a strong oppos i t ion  devel oped 

to the bi l l .  Speak i ng to the annual meeti ng of the Texas C i trus and 

Vegetabl e Growers and Shi ppers Assoc i ation i n  1 978 ,  Jack Van Eerden 

i n s i sted that the di rect marketi ng bi l l  was 11 the k i nd of l eg i s l ati on  

wh i ch coul d seri ous ly  hamper the U .  S .  marketi ng system wi th regard 

to produce .. ( 4 : 1 7a ) .  The major concern was not that the bi l l  was i n­

fl ationary or bound wi th red tape , but rather that the di rect marketi ng 

concept ran counter and posed a percei ved threat to the establ i s hed 

marketi ng system . The Uni ted Fres h Frui t and Vegetab l e Assoc i ation , 

an i mportant l obbyi ng group for the i ndustry ,  went so far as to c l a i m  

that " the farmer • s  busi ness i s  that o f  grow i ng fresh fru i ts and vege­

tabl es . The farmer does not have ti me to market h i s  produce .. (23 ) .  

The Ameri can Farm Bureau Federati on a l so opposed the bi l l  on the 

grounds that i t  wou l d  dup l i cate di rect marketi ng programs a l ready 

establ i s hed by Farm Bureau affi l i ates . Yet the Georg i a  Farm Bureau , 

an aggress i ve l eader i n  promoti ng di rect sal es by farmers , v igorous ly  

supported the bi l l  ( 23 ) . Fi nal l y ,  Don Paarl berg , then Chi ef Economi st 

for the USDA , agreed wi th the bi l l 1 s i ntent but asserted [wi th l i ttl e 

evi dence] that the USDA was a l ready getti ng the job done ( 23 ) .  
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F .  FARMERS ' MARKETS I N  TENNESSEE 

Desp i te i ts comparati vel y  l ow rank  among vegetabl e produc i ng 

states, Tennes see has a rel ati yel y l arge number of farmers ' markets . 

Brooker ' s  ( 8 : 3 )  research s hows that there were 34 separate farme rs '  

markets operating i n  the S tate i n  1 979 .  Ten of these were open more 

than one day per week . I n  the same year the Tennessee Department o f  

Agri cul ture ( 22 : 4-5 } esti mated that 6 , 784 farmers ( 7 . 2  percent o f  the 

total number of producers ) sol d $9.7 mi l l ion i n  d i rect sal es. Of these, 

1 , 739 were vegetab l e  growers earn i ng $2 . 5  mi l l i on i n  d i rect sal es . 

Approximately 1 4  percent of the State ' s total vegetabl e s a l es i n  1 979 

were generated through di rect marketi ng . However, total d i rect sal es 

of farm products only amounted to . 5  percen.t o f  total agri cul tural 

sal es . 

Successful farmers ' markets are now s i tuated across  the s tate 

i n  l arge urban areas and fa i rl y  sma l l towns . The dramati c i ncrease i n  

farmers ' market numbers can be attri buted, i n  l arge part, to the l arge 

number of sma l l -scal e  producers l ocated outs i de Tennes see ' s  towns and 

ci ties , the preference Tennes seans di spl ay for l ocal l y-grown products 

and the des i re of farmers to improve thei r marketi ng pos i t ion . Further­

more, a great deal of Tennessee ' s  producti on i s  too fragmented and 

sma l l i n  vol ume to meet the demands of l arge vol ume buyers . As a con­

sequence, many growers of sma l l and medi um s i ze have come to rel y  

rather heavi l y  o n  di rect market outl ets . 

The Uni versi ty of Tennessee has been i nstrumental i n  promoti ng 

and ai d i ng i n  the devel opment of several farmers ' markets i n  the state .  

I n  a l most al l cases, the Extension  Servi ce has been acti ve i n  provi di ng 
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i nformati on and techni cal ass i s tance to farmer parti c i pants. The 

Agri cul tural Marketi ng Project ( AMP ) i s  another major organ i z ati on 

work i ng w i th farmers ' markets i n  the State .  Th i s  non-profi t,  fami l y  

farm organi zation has encouraged the establ i shmen t o f  1 4  separate 

farmer market organ i zations whose members grossed over $700 , 000 i n  

di rec t sal es i n  1 981.* Thi s represen ts more than one-fourth of di rect 

vegetabl e  sal es i n  the State .  Headquartered i n  Nashv i l l e , AMP i s  

a non-profi t organi zation ass i st ing smal l and moderate s i zed farms 

in Tennessee ( 32 ) .  

D i rect markets are important outl ets for approxi matel y 7 , 000 

producers i n  Tennes see. There seems to be room for addi ti onal expan s i on 

i n  d i rec t marketi ng , parti cul arl y through farmers' markets ( 1 ,  2 ,  8 ) . 

However , g i ven the power of the conventional marketi ng sys tem , i t  

i s  doubtful that d i rect sal es wi l l  i ncrease at the pace observed i n  

the 1 970 ' s .  Even i f  federal , state and l ocal government agenc i es 

and farmer organ i z ations beg i n  to acti vel y promote d i rect marketi ng 

. acti v i ti es i n  the comi ng years , i t  is improbabl e that a l arge number 

of the State ' s  fru i t  and vegetabl e  growers coul d depend on d i rec t 

outl ets as primary or secondary outl ets. For exampl e,  Leveen and 

Gustafson found that a ten-fol d  i ncrease i n  d i rect sal es i n  Cal i forn i a  

woul d benefi t l ess  than 1 5  percent o f  al l smal l farmers i n  that state. 

*NOTE : Thi s gross sal e fi gure i s  based on the revenues genera ted 
by the 3%-4% assessment on gross sal es charged by the vari ous food 
fai r  organ i z ati ons and col l ec ted by food fa i r  market managers. 



They concl uded tha t :  

. . .  ·i nsofar a s  such ( d i rect marketi ng } pol i ci es di vert 
atten ti on away from the real probl em of fi ndi ng ways of 
i ntegrati ng the smal l farm i n to the convent ional marketi ng 
sys tem , they may actual ly  hurt the prospects for smal l 
farm v i ab i l i ty ( 1 3 : 1 } .  

They sugges ted that more attenti on shoul d be focused on smal l farm 

marketi ng cooperati ves and marketi ng orders as ways of i ntegrati ng 

smal l fru i t  and vegetabl e  growers i n to the conventi onal market i ng 

sys tem .  
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CHAPTER I V  

THE BRADLEY COUNTY FARMERS ' MARKET : BEG I NN I NGS 

A. I NTRODUCTION 

The Bradl ey County Farmers ' Market ( BCFM )  was chosen fo r thi s  

study because ( 1 ) i t  had successful l y  met the needs o f  area farmers 

and consumers s i nce 1 974; ( 2 )  i t  was i n i ti ated as a j o i nt  effort i n­

vol vi ng a vari ety of county groups and agencies , and ( 3 )  i t  has i n­

creased farm i ncome and preci p i tated s imi l ar di rect market efforts i n  

adj acent counties . Fi nal l y ,  the characteri stics  o f  BCFM g i ve us cl ues 

to the feas i bi l i ty of bui l di ng a fresh  produce i ndustry in East 

Tennessee . 

As noted i n  the previous chapte r ,  there are two types o f  

farmers ' markets . At BCFM, l ocal producers sel l onl y  home-grown produce 

to i nd i v i dual consumers. BCFM exempl i fies , perhaps , the s impl e st 

structure and organ ization o f  any farmers ' market . There i s  no i n­

corporated organi zati on ,  no Board of Di recto rs or manager,  few rul es 

and no sell i ng or commi ss i on charg� . The Bradl ey County Extens i on 

Servi ce ( BCES ) was primari l y  responsi b l e  for the market's devel opment 

and conti nues to p l ay a l eadi ng rol e .  The author vi s i ted BCFM i n  

August 1 978 and conducted a survey o f  1 6  grower and 1 6  consumer par­

tici pants , as wel l  as havi ng a l engthy i ntervi ew wi th former Extens i on 

Leader Wi l l i am Hal e ( 14 ) . Another vi s i t  was made i n  September 1 981 to 

dete rmine the market ' s  devel opment .  Acting Extens i on Leader Judy Smi th 

was i nterv i ewed at the time ( 21 ) .  

2 1  
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B .  BACKGROUND I NFORMATION 

C l eve l and i s  s i tuated in  the southeast corner of Tennes see , 

22 mi l e s  northeast of Chattanooga and 85 mi l es southwest of Knoxvi l l e .  

The ci ty has become a manufacturi ng  and trade center over the past 20 

years , wi th a current popul ation of 31 , 500 ( 1 4 ) . Several maj or i n­

dustri es , i ncl udi n g  wood , pl ast i c  and automoti ve fi rms , texti l e  mi l l s  

and stove foundries have l ocated i n  Cl evel and . Thi s has l ed many 

county res i dents to l e ave farm work for factory jobs. Desp ite i ts 

i nd•astri al devel opment , the county rema i ns ,  essenti a l l y, rural ; the 

majori ty of res i dents l i ve on farms or i n  smal l communi ti es . Typi cal 

of East Tennessee , Bradl ey County res i dents have ma i nta i ned strong ti es  

to the 1 and . 

The Bradl ey County agri cul tural economy i s  fai rl y  d i vers i f ied; 

farm recei pts from a vari ety of crop and l i ves tock enterpri ses contri bute 

to the County ' s economy . I n  1 978 there were 671 farms operati ng i n  the 

County , a 1 percent drop from 1 974 . Approxi mate l y  63 percent of al l 

farms had gross  annual farm sal es over $2 , 500. Bro i l er producti on ,  the 

County ' s  l eadi ng agri cul tural enterpri se , occurred on 95 farms i n  1 978 

and generated $1 2 mi l l ion  i n  gross  rece i pts . I n  the same year ,  i t  was 

esti mated that 22  farmers produced 48 acres  o f  vegetabl es and mel ons; 

over 80 percent of these farms had gross  sal es  over $2 , 500 ( 27 : 232-236 ) .  

Through survey i nformation and i ntervi ews , i t  became cl ear that 

there was a s i gn i fi cant number of ol der farmers who had experience i n  

truck croppi ng and sel l i ng produce i n  Chattanooga and el sewhere . Un­

l i ke most other East Tennessee counties , burl ey tobacco i s  not a majo r  
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source of farm i ncome in  Bradl ey County .  G i ven th i s  background i nfonna­

ti on , four major factors contri buti ng to the BCFM's success  became 

apparent : ( 1 ) the l arge number of smal l -scal e ,  part-time and reti red 

farmers , ( 2 )  the l ack of a central cash crop , ( 3 )  the experi ence of 

many county res i dents wi th truck farmi ng and ( 4 )  the i n fl ux of h i g her 

pai d "wh i te col l ar" workers i nto the county . 

C .  MARKET I N I T IAT ION 

The i dea o f  deve l opi ng a farmers ' market i n  C l eve l and had been 

broached before county offi c i a l s i n  the early 1 970 ' s  by members of the 

Juni or Chamber of Commerce . A l ack o f  i nterest by those o ffi c ia l s pre­

vented the i dea from gai n i ng acceptance. I n  early 1 974 a few i ndi­

vi dual s s uggested to the Agri cul tural Extens ion  Commi ttee that a 

fanners ' market be establ _ i shed on the grounds of  the Brad l ey County 

Show Area .  Th i s  time there was greate r i nterest i n  the i dea .  The 

economi c and soc i al condi t ions wh i ch contri bu ted to thi s i n terest can be 

summarized as fol l ows : ( 1 ) i nterest i n  fanners ' markets was h i gh  

throughout the U .  S .  at  that time , ( 2 )  smal l fann probl ems were becom­

ing more cl earl y defined wi thi n l and grant uni vers i ties , and ( 3 )  l ocal 

produce growers l ost some of the i r  market outl ets when l arge cha i ns 

moved i nto C l evel and i n  the early 1 970 ' s and bought o ut the l ocal 

grocers ( 14 ) .  

The Show Area, made avai l abl e by the county ,  cons i sts of 8 . 6  

acres  and was , a t  one time , part o f  the ol d county farm . The s i te 

contai ns a 1 1 0' x 1 1 0 '  metal ti e barn , a 50' x 80 ' show area , parki ng 
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area and restroom faci l i t ies . A communi ty cannery ,  to be di scussed 

l ate r ,  was bui l t  on the s i te i n  1 97 7 .  The l ocation i s  off Peerl ess 

Road , l e ss  than one mi l e  from an I-75 i nterchange and about te n minutes  

from downtown Cl eve l and . The s i te i s  wooded around the perimete r ,  

prov i d i ng a good deal o f  wel come shade i n  the summer .  There are three 

roads whi ch l ead i n to the si te; the newest  road connects the market to 

the parki ng l ot of  a l arge shopp i ng center .  I n  addi t ion , several fac­

tories  are located i n  �n i ndustri al  park north of the s i te .  A more 

acce s s i b l e ,  we l l - sui ted s i te wou l d  have been di ffi cul t to find . 

The i nterest  generated i n  deve l opi ng a farmers • market l ed Ha l e  

to en l i s t the he l p  o f  Dr . Al vi n Rutl edge , Vegetab l e  Production Spec i a l ­

i s t  a t  The Uni versi ty o f  Tennessee . Together they wo rked out a pl an 

of acti on . A tri p  to the Morri stown Farmers • Market i n  Hambl en County 

enabled Hal e  to formul ate pl ans for a s imi l ar market i n  Clevel and . 

By June 1 9 74 contacts had been made wi th the County Judge , 

the Mayor of Cl evel and and several busi ness  and c i v i c  l eaders .  Al l 

agreed that a farmers • market , of the type establ i shed i n  Morri s town , 

shou l d  be very be ne fi c i al to the county .  Bus i ness l eaders fel t that 

such a market cou l d he l p  to spur bus i ness  acti vi ty and provi de an 

addi tional attracti on for company executi ves and 11Whi te col l ar11 wor kers 

cons i de ri ng a move to Cl evel and .  I t  a l so was fel t that the market 

shoul d  open at the earl iest  pos s i bl e  data . As a re sul t of the demon­

strated enthus i asm of l ocal offi ci al s ,  a market feas i bi l i ty study was 

deemed unnecessary.  

On Fri day , July 1 1 , 1 974 res i dents tuned i n to the da i l y  Exten­

sion radio broadcas t  were asked to phone in thei r opi nion on the 
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proposed market . At the same t ime , an arti c l e appeared i n  the Cleve­

l and newspaper descri b i ng the advantages whi ch a farmers ' market wou l d  

have for the county.  The response was so great from farmers and non­

farmers al i ke that Mr. Ha l e  i mmedi ately  began prepa rations for openi ng 

day . On July 27  openi ng-day ce remonies  were he l d  on the market s i te .  

The County Court members , Ag ri cu l tural Extens i o n Commi ttee members and 

several  representati ves from The Uni vers i ty of  Ten nes see we re on hand 

to demons trate the i r  support for the market . Al so on hand wi th p roduce 

to sel l were 65-70 producers and a l arge numbe r of eager co nsumers . 

Fol 1owi ng thi s  fi rst  succes sful day of operati on , the Bradl ey County 

Farmers ' Market was on i ts way to becomi ng an establ i shed i n sti tution 

in  the county ( 14 ) . 



CHAPTER V 

MARKET STRUCTURE 

A .  I NTRODUCTION 

The success  of a farme rs' market may be measured i n  many di f­

ferent ways; some measures are quanti tative , others a re qual itati ve . 

Too often , researchers measure success  primari l y  i n  terms of sal es 

fi gures and buyer and sel l er numbers . From the standpoint  of ma rket 

parti c i pants , however ,  succes s  i s  a l so measured by susta i nabil i ty .  

The l ong-term success o f  any farmers ' market i s  strongl y  re l ated to 

ma rket structure and farmer parti ci pati on i n  dec i s i on-maki ng; factors 

whi ch are not eas i l y  quanti fied . Comprehens i ve anal yses of farme rs ' 

markets must i ncl ude a careful exami nation of  both economi c  factors 

and organi zati onal rel ationshi ps . 

Professor David  Va i l  ( 31 : 20- 23) has devel oped a useful approach 

for exami n i ng farmers ' markets. He proposes tha t there are two funda­

mental ways of organ i z i ng and operati ng thi s type of ma rke t :  "top­

down" and "ca talyti c . " In the fi rst case , gove rnment agencies and/o r 

pri vate organi zations pl ay a central rol e  i n  deve l op i ng and managi ng 

the market . I n  the second case , these same groups prov i de a group of 

fa rme rs wi th the resources and s ki l l s  to establ i sh and operate a 

farmers ' marke t .  I n  practi ce , these two approaches are not easi l y 

di s ti ngui shed , yet they have important impl i cations  for the l ong-term 

success of farme rs ' markets . 
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Vai l • s  method of analys i s  al so i ndi cates  that there i s  much mo re . 
. 

i nvol ved i n  a farmers • market  than the sal e of farm products. In addi -

tion to analyz i ng sal es  growth and structure , researchers need to focus 

on such aspects as communi ty benefi ts , l ocal i zation of food production 

and market ing , group deci s i on-maki ng processes  and opportuni ties for 

begi nni ng farmers. Furthermore ,  thi s mode of analys i s  suggests that 

farmers may have a number of respons i bi l i ti es as i de froin thei r rol e  as 

se l l ers . I n  markets deve l oped thro�gh the 1 1cata lyti c11 approach ,  farmer 

part i c i pants are i nvol ved i n  establ i s h i ng rul es  and regul ations , pub­

l i ci zation and record-keep i ng .  

a THE EXTENS ION SE RVICE AND MARKET STRUCTURE 

The obj ecti ve of the Bradl ey County gove rnment and Extens i on 

Se rvi ce has been to deve l op a farmers• market for the benefit  of  area 

farmers and consumers . The Bradl ey County Farmers• Market i s  essen­

ti al l y  a product of the Extens i on Servi ce operated wi th farmers i n  the 

publ i c  i nterest .  There was no  c lear  i ntention  of  creati ng a farmer 

organizati on to manage and control  the market . The Bradl ey County 

Extens ion Servi ce has pl ayed a central rol e i n  market i ni tiation , 

publ i c i ty ,  management ,  probl em- sol v i ng and record-keeping . The success 

enj oyed by the market s i n ce 1 974 can be l arge l y  attri buted to the 

efforts of the Extens ion Serv i ce .  The former Extens i on Leader , Wi l l i am 

Hal e ,  was particul arly i nstrumental i n  deve lop ing  and supervi s i ng the 

market . As a tes timony to hi s ded i cation and serv i ce ,  the county 

government renamed the market the Wi l l i am M .  Hal e  Farmers • Market ( for 

purposes of the study ,  the name Bradl ey County Farmers • Market i s  used ) . 
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Uni ntentionally , perhaps , the Extension  Serv i ce has followed the 

"top-down" approach to farmers ' market o rgani z i ng .  However, i n  many 

i nstances , farmer parti c i pants have provi ded i mportant i nput i nto deci­

s ions  affecti ng the market .  Nevertheless , there i s  no well-defi ned , 

formal structure provi di ng for cons i stent grower i nput . I n  essence , 

the Extension  Se rvi ce has been res ponsi ble for the day-to-day as well 

as long-term dec i si ons regardi ng the market ' s  ope ration . 

I n  general , the Extension  Servi ce ' s  function i s  to provi de use­

ful and accurate i n formation fo r i ts clien�s. However,  i n  the areas 

o f  marketing and bus i ness , the i r  role i s  much less  clear .  For example , 

the extent to whi ch Extens ion  Servi ce personnel take acti ve roles i n  

ai di ng farmers ' markets vari es from county to county .  I n  the case o f  

the Bradley County Farmers ' Market , the Extens i on Servi ce has played a 

ve ry acti ve and cons i s tent role i n  all aspects o f  the market ' s  organi ­

zation  and operation . Extens i on ' s  percei ved role was defi ned i n  1 974 

by former Extens i on Leader Wi lli am Hale : 

Extension will expand i ts parti ci pati on by conti nui ng to 
mai ntai n i ts i denti ty as i nsti gator and supervi sor o f  the 
marke t ,  by offe ri ng ti mely educational materi als on the use 
of products be i ng offered for sale in season , and by u s i ng 
our mass  medi a  outlets to publi ci ze and ass i st the producers , 
consumers an.d all others who patroni ze the market (14). 

The Extens i on Servi ce has been moti vated by i ts mandated concerns 

wi th food preparation  and pre servation and i ncreasi ng  farm i ncome and 

upgradi ng production practi ces . The acti ve role taken by the Extens ion  

Servi ce in  market i n i ti ation  has led the s taff to go beyond i ts educa-

tional role to assume some deci s i on-maki ng and management functions . 

The evolut ion o f  Extens i on ' s role , from i ni ti ation to management , can 
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be expl a i ned in two basi c ways . F i rs t ,  i n  1 974 the Extens i on Servi ce 

had the money , pol i ti cal contacts and organi zat ional capaci ty to manage 

al l aspects of the market ' s  operati o n .  The farmers , obv i ous ly ,  coul d 

not match thi s l evel of resources . Secondl y ,  economi c and operational 

effi ciency i s  usual l y  enhanced when deci s i ons are made from one central 

offi ce by a smal l group of peopl e who have a good overv i ew of the s i tu­

ation . 

It  appears that Extens i on ' s expanded rol e  was assumed i n  an un­

cond it ional and i nformal manner . There are no publ i c  documents out­

l i n i ng the nature and l i m itations  of the i r  i nvol vement ,  nor has a cl ear 

del i neati on been made between Extens i on ' s  proper educati ve functi ons 

and i ts speci al ro l e  in deci s i on-maki ng and management . I n  short , 

Extens i on ' s  overal l rel at ions h i p  to the Bradl ey County Farmers ' Market 

has not been expl i c i tly or cl early defi ned . I n  s uch a case , farmer 

partici pants coul d reasonably expect that Extens i on ' s rol e might vary 

throug h time , espec i al ly  i n  rel ation  to Extens i on staff compos i ti on .  

Furthermore , there i s  no wri tten commi tment or time l i ne for turn i ng 

these organi zati onal and management functi ons over to or back to the 

parti c ipating farmers . 

C .  FARMER PART I C I PAT ION AND MARKET STRUCTURE 

I t  has been suggested that the market ' s  s i mpl i c i ty has been the 

key to success . There are few rul es , no grower organi zation , no com­

mi ss ion , se l l i ng fee or membersh ip  fee and mi n imal  market overs i g ht 

and management .  Thi s streaml i ned s tructure and  mode of operati on has 

made the market an attracti ve model for other Extensi on- i n i tiated 
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farmers ' markets .  However, the l ack of formal i zed re l ationsh i ps and a 

wel l -defi ned farmers ' organi zation may have some impl icati ons for the 

market ' s l ong-term success . 

The Bradl ey County Farmers ' Market i s  markedly di fferent from a 

number of other markets i n  the state, i n  that i t  i s  not operated and 

contro l l ed by the farmers who use i t .  As i de from sel l i ng at the market 

·and fol l ow i ng some s imp l e  rul es, the farmers have no cl earl y prescri bed 

respons i b i l i ties . As a resul t, there i s  l ess  a sense of "ownersh i p "  of  

the ma rket among farmers in  Bradl ey County than is  the case at other 

farmers ' markets in the state . I t  i s  important to emp has ize that al l 

aspects of the market ' s  operation i ncl uding s i te use, county workers ' 

sa l ary, i nsurance, uti l i ty and tel ephone b i l l s, publ i c izati on are su­

s id ized by the county government and Extens i on Servi ce .  As a resul t 

farmers are requi red to make no l ong- or short-term i nvestments i n  

money o r  time .  The farmers know that the county i s  i ncurri ng these 

costs but there i s  no asses sment of the actual val ue and break-down of 

market costs . 

Survey i nformation and personal  i ntervi ews make i t  cl ear that 

the Bradl ey County Extension Servi ce i s  very sens i ti ve to the needs of 

area farmers . Mr . Hal e  ( 14 }  was gu i ded in hi s supervi s i on of the market by 

parti c i pant s uggestions, comments and comp l a i nts . Thi s i nput was 

rendered pri�ari ly through i nformal , personal contacts . Hal e  regul arly 

cnnvassed farmers at the market s i te and hel d one grower meeting each 

year pri or to the market ' s  open ing to di scuss recommended practi ces 

and l i sten to s uggestions and compl ai nts concern i ng the market ' s  
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operati on .  Part i ci pat i on at these meeti ngs usual l y  exceeded 75  percent 

of the total membershi p .  Thi s seems to demonstrate that many farmer 

parti ci pants are concerned about the market . 

There i s  an important di fference , however ,  between enteri ng sug­

gestions and comments i n  a deci s i on-mak ing proces s  and parti c i pating  

i n  the fi nal  del i beration . I n  the case of the Bradl ey County Farmers ' 

Marke t ,  a deci s ion-maki ng process  was used up unti l 1 981 wh ich  pro vi ded 

for grower i nput but was not yet capabl e of l etti ng farmers make fi nal 

group dec i s i ons . For examp l e ,  duri ng the period of market i n i ti ation , 

farmers and consumers were provi ded wi th the opportun i ty to reg i ster 

the i r  opi n i ons , yet no mechani sm or organ i zation was establ i shed to 

a l l ow farmers and consumers a deci s i ve vo i ce i n  the p l anni ng or i mp l e­

mentation of the market i dea . The deci s i on to add a Monday sal e day -

i n  1 981 was made by the Extens i on Serv ice i n  response to farmer demand . 

Recent ly  some pos i ti ve steps have been taken to pl ace g reater 

responsi bi l i ty in  the hands of the farmer part i c i pants . I n  the spring 

of  1 981 Extens i on Leader John Pays i nger took an extended l eave of 

absence due to i l l ness . At the same time there was some uncerta i n ty 

regardi ng county fundi ng of the market workers • pos i tion . These two 

devel opments l ed to the formation of a Farmers ' Market Commi ttee of 

s i x  parti c i pating  farmers . The peop l e were p i c ked by the Extens ion 

staff to serve because they were wel l -respected by the i r  peers and 

attended the market frequently .  Thi s commi ttee hel ped to pol i ce the 

market and col l ect grower sal es cards i n  June wh i l e  the county found 

the funds to h i re a market worker .  The commi ttee al so hel ped w ith  

publ i c i ty ,  and wi l l  be  setti ng g u i de l i nes for the market ' s  operati on 
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in 1 982 . Most i mportantly, thi s commi ttee i s  recogni zed to some degree 

as representing farmer i nterests at the market . I t  appears that thi s 

commi ttee wi l l  conti nue to work together and may anti c i pate the creati on 

of by-l aws and a formal s tructure for deci si on-maki ng . Thi s devel opment 

may represent a s h i ft to a more 11 Catalyti c11 rol e  for the Extens i on 

Servi ce i n  the future .  



CHAPTER V I  

MARKET OPERAT IONS 

A. EDUCAT ION 

Access to a wi de range of timely i nfo rmation  i s  a cruci al  i n­

gredient i n  the s uccess of  any fami l y  farm operat ion . I n  Bradl ey 

County, the Extens i on Servi ce has been i ns trumental i n  provid i ng 

farmer market participants w ith useful production and marketi ng i n­

formation .  Th i s  rol e  has  been enhanced as  a resu l t o f  the Extens ion 

Servi ce ' s  thorough i nvol vement wi th the market . There are pro bably 

few other County Extens i on staffs whi ch work as cl osely wi th farmer 

market parii ci pants . 

I n  addi tion to d i stri buti ng publ i cati ons devel oped at The Uni ­

vers i ty of Tennes see, the sta ff regul arly deve l ops i nformation spec i f­

i ca l l y  geared to the needs o f  farmers and consumers who patron i ze the 

farmers ' market . For exampl e, i nformation i s  supp l i ed on success ion 

p l ant i ng ,  the producti on of cool  season and new and unusual crops and 

state regulations govern i ng the di rect sal e of di fferent farm products. 

The Home Economi cs Agant , J udy Smi th, has d i s seminated a grea t deal  of 

i n formation on the uses of  i n- season vegetabl e s  and food preservat ion  ( 21 } .  

B .  PUBL I C ITY 

Farmer market observers and partic i pants across  the state agree 

that market publ i c i ty must be cons i stent , v i gorous and h i gh ly  vi s i bl e .  

Publ i c i ty i s  especia l l y  i mportant i n  the fi rst three years of a market ' s  
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operation . As noted i n  the previous chapte r ,  the Extension  Servi ce 

assumed total responsi bi l i ty for publ i c iz ing  the farmers • market from 

1 974- 1 980 . The market has benefi tted from coordi nated and effecti ve 

publ i c i ty campa i gns each season . These benefi ts have been refl ected 

i n  the market • s  steady growth over i ts seven-year h i s tory .  
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Each season at l east two major newspaper arti c l es about the 

market appear i n  mi d-June i n  the Cl evel and and Chattanooga newspapers . 

Fl yers announci ng market dates  and hours are d i s tri buted each year at 

l awn and garden c l i nics  and other Extens i on meeti ngs as wel l as at 

shopp i ng centers and other publ i c  faci l i t i es . Extens ion personnel a l so 

use the da i ly Extens i on rad io  program to convey i nformation on product 

avai l abi l i ty ,  vegetabl e  preparation and market hours . Ms . Smi th a l so 

hel ps to publ i c ize the market • s  benefi ts through Extens i on bul l eti ns 

ai med at homemakers . An espec i al l y  effecti ve tactic  has been for 

Extension  personnel to conduct on- s i te rad io  i ntervi ews v ia  tel ephone . 

The Extens i on Se�v i ce has devel oped a set of publ i c i ty practi ces and 

contacts wh i ch the new Farmers • Market Commi ttee shou l d  be abl e to 

adopt and expand ( 2 1 ) . 

C .  RULES AND REGULAT I ONS 

In 1 974 the Extens i on Servi ce devel oped a cl ear-cut set of rul es 

wh i c h  al l farmer partici pants are requi red to fol l ow .  The rul es are 

pri nted as a type of marketi ng agreement wh i ch a l l parti ci pants must 

s i gn on or before the i r  f i rst  sal e  day ( see Appendi x  c ) .  
Between 1 974 and 1 978 any farmer or gardener coul d sel l farm 

products at the market as l ong  as they were produced on the sel l er • s  



farm . I t  was qui ckly d i scovered , however, that l arge tomato , peach 
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and snap bean growers were dri v i ng rel ati ve l y  l ong d i s tances to the 

Bradl ey County Fanners ' Market to sel l produce bel ow the " go i ng pri ce . "  

For exampl e ,  sel l ers of machi ne-p i cked snap beans were sel l i ng bushel s 

of beans at l east 20 percent bel ow the pri ce charged by most of the 

l ocal producers. The compl ai nts of the smal l er growers l ed to the de­

ci s ion by Wi l l i am Hal e to l i mi t market parti c i pation to those producers 

farmi ng i n  Bradl ey and adj acen t counties  ( Po l k, Hami l ton , McMinn  and 

Monroe ) .  Thi s has been the only s i g n i f i cant rul e chang e  i n  seven years 

of operation and refl ects the des i re of the part1 c i pati ng farmers and 

· Extens ion Service to operate the market spec i fi cal l y  for l imi ted 

resource , part-time and " reti red"  farmers and gardeners . 

D .  MANAGEMENT 

Management of the farmers ' market i s  rel ati ve ly  s impl e .  Between 

1 974 and 1 980 the ma rket was open from 7 : 00 A .  M .  unti l sel l -out on 

Wednesdays and Saturdays.  

Monday sal e day in  1981 . 

Market growth l ed producers to request a 

Al though the Monday sal es  attracted fewer farmer 

parti c i pants and generaterl l ower gross  sal es  than Wednesday and Saturday 

sal es , the extra day al l owed for future market g rowth. In add i tion, 

farmers fel t  that the i r  harvesting  schedul es me s hed better wi th the 

three sa l e  days . 

The market ' s open i ng and cl o s i ng days are detenni ned pri mari l y  

by weather condi tions and product avai l abi l i ty. Some seasons have been 

cut short by earl y ki l l i ng frosts or droughty condi t ions . Some o pen i ng 

dates have been pushed forward by abundant ra i nfal l and warm spri ng 



temperatures . General l y, the market open s on the th i rd Saturday of 

June and cl oses i n  l ate October or early November .  
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As i s  the case wi th al l farmers • ma rke ts , farmers at the Cl eve­

l and market v ie  for perce i ved cho i ce spots . Accordi ng to the Extens i on 

staff , however ,  success for i ndi vi dual producers depends much more 

heavi ly on product qual i ty and vari ety.  Some farmer part ic i pants were 

especi al l y  concerned wi th p�rk i ng i n  the most  shaded l ocati ons . Th i s  

competi ti on for particul ar spots has caused some mi nor probl ems . Prior 

to 1 980 , a number of sel l ers woul d gather each sal e day as earl y as  

5 : 00 A .  M .  Thi s  l ed some o f  the producers to beg i n  sel l i ng outs i de the 

fence encl o s i ng the Show Area . I n  1 980 , to prevent part ic i pant fri c­

ti on and market fragmentation , Mr. Hal e rul ed that no sal es  woul d  be 

al l owed outs i de of the Show Area fence ( 14 ) . 

Most sel l ers arri ve by 7 : 00 A .  M .  and usual l y  stay unti l they 

are sol d out . Farmer parti c i pati on averages from 20 to 30 each sal e 

day. Consumer parti ci pati on i s  much more vari abl e and ranged i n  1 981 

from 1 00-200 on Mondays to 300-500 on Saturdays ( 1 4 ) . Farmers e i ther 

sel l  d i rectly out of thei r trucks and cars and/or set up d i spl ay tab l es . 

These di spl ays vary i n  s i ze ,  i ngenui ty and attracti veness  but al l pro­

ducers seem to take pri de i n  the i r  parti cul ar  d i spl ay .  When producP. 

i s  pl enti ful , the effecti venes s  of an i ndi v i dual • s  d i splay i n  attract­

i ng buyers i s  espec i al l y  important . I t  i s  a l so reasonabl e to specul ate 

that total market sal es coul d be i ncreased by upg radi ng market di spl ays . 

Consumers s hop primari l y  i n  the morn i ng .  Duri ng the autho r • s 

two v i s i ts to the market , consumers seemed to arri ve i n  a fa i rl y  

steady fl ow . The publ i c  i s  urged to park and wal k through the si te 
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rather than dri ve throug h .  Sal es  taper off s i gn i fi cantly by 1 : 00 P .  M .  

and few growers rema i n  past 2 : 00 P .  M .  Upon l eavi ng , farmers record 

the i r  da i ly sal es on an i ndex card and drop the card i n  a spec i fied 

wooden box under the s how barn . Thi s requi rement was i ni ti ated i n  

1 977 and has enabl ed the Exten s i on Servi ce to ma i ntai n  thorough records 

on sal es and farmer parti c i pation . For a vari ety o f  reasons , cards 

are not al ways fi l l ed out and returned . Thi s seems to vary accordi ng 

to the year .  For exampl e ,  between June 24 , 1 978 and August 26 , 1 978 , 

over 99 pe rcent of the .parti c i pat ing farmers returned the i r sal es card . 

I n  addi ti on , sel l ers may i nadvertent ly  overestimate or underesti mate 

the i r  dai l y  sal es . The se factors · have l ed Mr . Hal e  to estimate that 

total  gross  sal es figures are underestimated by as much as 20 percent ( 14 ) .  

As noted , the County government pro v i des one part-time wo rke r 

to oversee the market ' s  operation from 6 : 30 A .  M . - 1 2 : 30 P .  M .  three 

days each week .  Thi s worker passes out and col l ects sal es cards , 

di rects traffi c ,  and oversees trash  removal . He al so reports probl ems 

and market condi ti ons to the Extens ion  Serv i ce staff . Thi s worker has 

been perform i ng thi s function s i nce 1 977 and h i s  rapport and fami l i ­

ari ty with  the farmers and consumers has contri buted to the market ' s  

succes s .  

E .  QUAL ITY AND VARIETY 

The qual i ty and variety of produce avai l abl e at t he BCFM i s  

impres s i ve .  The vast majori ty o f  di spl ayed produce appeared to 

be fresh  and was washed . A good deal of the produce was graded 

accord i ng to s i ze and pri ced accordi ngl y .  Furthermore , most 
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of the produce was of h i gh qual i ty ,  free of obvi ous bru i ses , cracks 

and decay . Unders i zed , mi s shapen and cracked fru i ts were a l so avai l ­

abl e at reduced pri ces . Sel l e rs a l so seemed to take much pri de i n  the 

qual i ty of thei r produce . The l ow- keyed compet i t i vene ss between p ro­

ducers rega rdi ng product qual i ty probably hel ps to re i n fo rce farmer 

conce rn wi th qual i ty .  Th i s ,  i n  turn , l eads to greater overal l qual i ty.  

Accord i ng to Hal e ( 1 4 } ,  the vari ety of produc ts avai l abl e at  the 

market has stead i l y  i ncreased s i nce 1 974 . The Extens ion  staff has 

worked hard to encourage producers to use improved var ieties  and try 

new crops. Ms . Smi th has a l so encouraged cons umers to take a fre s h  

l ook  a t  vegetabl es such as  zucchi n i  squash. C l evel and • s i ndustri a l  

growth has attracted a number of  out-of-state and fore i g n  workers.  

These peopl e  have brought wi th them new food i ntere s ts and tastes .  

For exampl e ,  I nd i an fami l i es s hopp i ng at  the market have been espec i ­

al ly  i nteres ted i n  purchas i ng eggpl ant , a crop not wi de l y  grown or  eaten 

in Bradl ey Coun ty. Products sol d at the farmers • market i ncl ude , 

among o thers , okra , beans ,  tomatoes ,  can tal oupe , sweet corn , watermel on , 

cucumbers , squas h ,  peas ,  etc . Other products sol d i n  smal l er quanti ti es 

i ncl ude app l e s ,  sweet peppers , bl ack berries , cabbage , grapes , honey, 

I r i s h  potatoes , mol asses , peaches , peanuts , muscadi ne grapes , chestnuts , 

raspberri es , bedd i ng pl ants , butter, eggs and buttermi l k  ( 21 ) .  

F. P R I C ING 

To date , l i tt l e  empi ri cal  research has been done on farmers • 

market prici ng. Most research i ndi cates consi stent cos t  savings for 

co ns ume rs patron i z i ng farmers • markets .  But farme rs • market pri ci ng 
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mechani sms and the rel ati onshi ps between superma rket pri ces and farmers ' 

market pri ces are l i ttl e understood . 

Se l l ers , for the mo s t  part , fo l l ow one of the prima ry .. unwr i tten 

l aws 11 of fanners ' markets : keep your pri ces i n  l i ne wi th those of yo ur 

fel l ow fa nners . Producers who cons i s tentl y i g no re th i s  protocol a re 

not l i ke l y  to be befri ended by other growers . Pri ce d i s c i pl i ne i s  an 

important i ngred i e n t  of produce r sol i da ri ty .  Th i s  i s  i nte res t i ng be ­

cause p r i ce competi t i o n  has cl ass i cal l y  been v i ewed as the bas i s  of 

ma rket compe t i t i on . Ye t at fanners ' ma rkets , producers de l i be r a te l y  

ma i nta i n  uni fo rm  p r i ce l evel s ;  the i r  compe t i ti veness i s  thus based o n  

q ual i ty ,  fre s hne s s , attract i ve ne s s  and variety .  

P r i ce l e ve l s are determi ned by severa l fac tors . Pri ces a re 

often based on the previ ous yea r ' s  l evel , the pe rce i ved supp l y  a nd 

demand s i tua tion , qua l i ty and superma rket l e vel s .  The Exten s i o n Se rv i ce 

a i d s the producers i n  th i s  a rea by pro v i d i ng i nforma t i on on l ocal re­

ta i l  pri ces . Obv i o us l y ,  se l ec t ,  h i g h  qual i ty produce is sol d a t  h i g he r  

pri ces . Many p roduce rs sel l certa i n  products by the pec k ,  q u a rt ,  one ­

hal f bushel and bushel . Pri ce per pound de c l i nes fa i rl y  rap i d l y  wi th 

i nc rea s i ng contai ne r  s i ze .  There i s  a fa i r  amo unt of haggl i ng ,  par­

ti cul arly w i t h  o ff-g rade and unde rs i zed produce . Cann i ng a nd free z i ng 

acti v i ty usual l y  i nc reases as d i fferent frui ts and vegetabl es become 

mo re read i l y  ava i l abl e .  Therefo re , farmers c an us ual l y  sel l l a rger 

quant i ti e s at reduced pri ces duri ng thi s pea k  harve s t . Fa rme rs al so 

111ent i on , w i th some d i s taste , that some consume rs a rr i ve l ate each sal e 

day to l ook for barga i ns from p roduce rs impati ent to l ea ve the ma rke t .  



Pri ce changes occur for most farm products on l y  two to fou r  

times each season . For a lmost al l products , pri ces decl i ne fai rl y 

stead i l y  from June through Oc tobe r .  Pri ces decl i ne a s  suppl i e s  

increase and home gardens are harvested . Al though there i s  no stat i s­

ti c�l i nformation avai l a bl e on pri ce changes at  the Bradl ey County 
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Farmers ' Markets , a rece�t s tudy made of Food Fa i rs across  Tennessee , 

i nd i cates that pri ces for certa i n  warm- season veg.etabl es  i ncrease i n  

September a s  suppl i es decl i ne and home gardens degenera te ( 32 ) .  I t  i s  al so 

cl ear that demand i s  greatest  i n  J une and earl y Jul y .  Pri ce changes 

fol l ow fa i rl y  regul ar  patterns through the marketi ng season . I nvari -

abl y ,  for exampl e ,  pri ces fo r many p roducts a re dropped after Ju ly  4 .  

The care l"u l observer can i dent i fy pri ce l eaders at a parti cul ar 

farmers ' market .  These are usual l y  the longest o r  mos t  establ i shed 

producers . I n  some ca ses these farmers may drop the i r  pr ice to i n-

crease sal es before other fa rmers are wi l l i ng to do so . The tens ion 

and frustration that resu l ts can be damagi ng for the market ' s  harmony . 

If  no mechani sms exi st to deal  wi th these negat i ve ,  and often unspoken 

feel i ngs , the market ' s l ong- te rm success may be jeopardi zed . Thi s 

probl em appears to be mi nor at the Bradl ey County Fa rmers ' Marke t .  

The autho r observed a numbe r  of cooperative· and supporti ve i nteractions 

between part i ci pants . I t  seems that vi s i bl e  goodwi l l  between p roduce rs 

has a pos i t i ve effect on consumers ' fee l ings about  shopping at the i r 

farmers ' market . 



CHAPTE R  V I I 

MARKET PROBLEMS 

Market probl ems � l i ke market success �  can be vi ewed from two 

perspecti ves : structural and operati onal . A cri ti cal assessment 

of market structure was provi ded i n  Chapter V .  Operati onal probl ems � 

for the most part � are much eas i e r  to i sol ate and co rrect . The 

problems no ted by farmer parti ci pants are l i s ted i n  Tabl e 1 . .. P i n­

hooki ng � .. the re sal e at a farmers • market of produce purchased on 

whol esal e markets � was v iewed by 94 percent of the i ntervi ewed farmers 

as a probl em . 11 P i nhooking 11 i s  fai rly corrmon at farme rs • markets 

across  the state where di rect farmer sa les  are combi ned w ith sal es  

to reta i l ers and jobbers . 1 1 P i nhookers .. often suppl ement the i r  home­

grown produce wi th shi pped i tems i n  an effort to mai ntai n a vari ed 

di spl ay .  

Th i s  practi ce �  though not wi despread a t  Bradl ey County Farmers • 

Market � has created tensions  and a degree of d i ssati sfaction among 

farmer parti c i pants . Many farmers i ncl uded i n  the survey fel t that 

11 p i nhookers 11 hel d an unfa i r  marketing  advantage and that the problem 

shoul d be deal t wi th i n  a qu i ck ,  effecti ve manner .  Thi s  has  created 

an unpl easant burden for the Bradl ey County Extens ion  Servi ce s i nce 

there i s  no formal , group mechani sm for deal i ng wi th 11 p i nhooki ng . 11 

Mr . Hal e correctly pe rcei ved that there are 11 S hades  of di shonesty .. 

and that i t  i s  most di fficul t to catch a 1 1p i nhoo ker11 red-handed ( 14 } .  

Furthermore , the market rul e  that al l produce offered for sal e be 
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TABLE 1 

BRADLEY COUNTY FARMERs • MARKET--PERCE I VED FARMER PROBLEMS AND 
SUGGEST IONS FOR IMP ROVEMENT , 1 978 

No . of 

42 

% of 
Item Farmers Total 

Is 11 Pi nhooki ng11 a Probl em? 

Yes--bi g probl em 9 57 
Ye s--sma l l  p robl em 6 37 
No 1 6 

Suggested Improvements 

More publ i c i ty 3 1 9  
Add a thi rd mar ket day 4 25 
Better traffic control 1 6 
Limi t part i c i pation to Bradl ey Counti ans 1 6 
More shade--have everyone pa rk under shed 2 1 2  
Acce s s  to coffee and soft dri nks 2 1 2  
Get rid  of 1 1 pi nhookers 11 3 1 9  

Thi ngs Li ked 

Sel l what you want 1 6 
Good hours 1 6 
No fee 1 6 

Thi ngs D is l i ked 

I ntense competi tion for best parki ng pl aces  1 6 



43 

home-grown , may not be � uffi ciently c l ear.  For exampl e ,  honest sel l ers 

may agree to se l l  the surp l us  from ne i ghbouri ng gardens .  To date , the 

BCES has as ked two suspected "p inhookers "  not to return to the marke t .  

As othe r  farmers • market managers and di rectors have di scovered , fa rm 

vi s i ts are the surest way to check out suspected se l l ers . 

Farmers at BCFM seemed to exhi bi t the same mi x of cooperati ve 

and i ndi vi dual i st atti tudes  found at most farmers • markets . As noted , 

sel l ers tend to keep the i r  pri ces i n  l i ne wi th  one another; yet several 

producers fel t  they had the i nd i vi dual ri ght to cut pri ces at any 

ti me , regard less  o f  the i ntentions or  supp l ies  of othe r producers . Thi s  

natural l y  l eads to period i c  feel i ngs o f  anger and frustrati on among 

competi tors . On the other hand , the " ne i g hbourl y"  competi tion between 

growers over produce qual i ty and vari ety ,  attracti veness . of  di sp l ay ,  

etc . has l ent a great deal  of cohe s i on to the market .  Sel l ers l oo k  

forward to d i sp l ayi ng thei r produce and soci al i z i ng w i t h  thei r counte r­

parts and consumers . Thi s " county fa i r11 atmosphe re encourages qual i ty 

consciousness , spurs new ki�ds of  producti on and attracts customers . 

The ful l extens ion  of farmer parti c i pation i n  al l phases o f  BCFM • s 

operati ons mi g ht hel p  rei nforce cooperati ve feel i ngs wi thout destroy i ng 

the competi ti ve atmosphere , so essenti al to the market • s  vi tal i ty .  

The other probl ems noted by s urveyed parti ci pants are fa i rl y  

mi nor .  The addi t ional publ i c i ty suggested by one-fi fth o f  those 

surveyed , coul d be eas i l y  arranged . The thi rd market day des i red by 

25 percent of respondents i n  1 978 , was i nsti tuted i n  1 981 . Formal 

group meeti ngs wou l d  appear to be the most appropri ate forum for work­

i ng toward sol ut ions to market probl ems . 



CHAPTER V I I I  

GROWER PROF I LE 

F i n di ngs from the survey admi n i s tered to 1 6  farmer part i c i pants 

i n  August 1978 are summari zed i n  Tabl es 2-6 . In general , most sel l ers 

i nte rv i ewed were smal l - scal e producers from Bradl ey , McMinn  or adj oi n i ng 

counties who depended on the ma rket fo r supp l ementary i ncome , usual l y  

tw i ce a week . One-fi fth of the su rveyed growers con s i dered themsel ves 

ful l - time farmers ; whi l e  one-quarter were l i s ted as part-time farme rs 

( see Tab l e  3 } .  The rema i n i ng 56 percent were con s i dered re ti red farmers 

and/or l arge gardeners . For most ,  63 percen t,  vegetabl es were not 

the mai n source of i ncome . Less  than one-thi rd ,  30 percent,  reported 

other agri cul tural enterpri ses . The wi ves and chi l dren of two ful l - time 

farm fam i l i es were respon s i b l e for the harvest and sal e of the fam i l y • s  

produce ( untabl ed } .  Al so ,  i n  1981 , the market attendant hi red by 

the coun ty estimated that one-th i rd of the farmer parti c i pants were 

over 60 years ol d .  

As seen i n  Tabl e 4 ,  a l most  two-thi rds , 63 percent ,  of those 

i n te rv iewed produced l ess  than 3 acres of produce in 1 978 and one-hal f 

deri ved " a  l arge part of thei r vegetabl e i ncome from the BCFM. " 

Ei ghty-five percent bel i eved that the BCFM hel ped i ncrease the i r farm 

in come at l east  a l i ttl e .  The smal l -scal e of part ic i pati ng farmers 

was al so i ndi cated by sal es l evel s per vi s i t .  Two-thi rds , 64 percent, 

estimated that they averaged $31 - $75 per v i s i t. The average dai l y  

sa les  per farmer duri ng the 1 978 season was $47 . 09 .  Al so,  Tabl e 5 
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TABL E 2 

BRADLEY COUNTY FARMERS • MARKET- - FARMER SURVEY :  PART I C I PAT I ON ,  
LOCATION AND D I STANCE TRAVELLED , 1 978 

No . of % of 

45 

Item Fanners Fanners 

No .  Parti c i pati ng Si nce 1 974 8 50 

No . Parti ci pat i ng Twi ce Per Week 1 1  69 

No . Parti c i pati ng at Openi ng Day , 1 979 8 50 

Di stance Travel l ed to Market 

1 - 1 0  mi l e s  7 44 
1 1 - 20 mi l es 6 38 
2 1 -30 mi l es 1 6 
Over 30 mi l es 2 1 2  

Location  of Farm (County) 
Bradl ey 7 44 
McMi nn 5 32 
Rhea 1 6 
Hami l ton 1 6 
Other 2 1 2  



TABLE 3 

BRADLEY COUNTY FARME RS ' MARKET- - FARME R SURVEY : TE NURE STATUS 
AND SOU RCES OF I NCOME , 1 978 

No . of % of 
Itetn Farmers · Total 

Farmer Status 

Ful l - time 3 1 9  
Part-time 4 25 
Part- time , reti red 9 56 

Are Vegetabl es a Ma i n  Source of Farm I ncome? 

Ma i n  source 6 37  
Smal l source 1 0  63 

Other Farm Enter�ri ses 

Beef 1 6 
Hog s  1 6 
Da i ry 1 6 
To bacco 2 1 2  
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TABLE 4 

BRADLEY COUNTY FARME Rs • MARKET-- FARMER SURVEY : VEGETABLE 
ACREAGE . MARKET I NCOME . 1 978 

No . of 
I tell Fanners 

Acres of Vesetabl es  

1 - 3 1 0  
4-6 3 
7-9 1 
1 0  or more 2 

Portion of Vegetabl e I ncome Deri ved 
from BCFM 

Large 8 
Smal l 7 
No response 1 

Has the BCFM Hel�ed to Increase Your 
Fann I ncome? 

Yes-- s i g n i f i cantly 1 0  
Yes--a l i ttl e 4 
Doubt i t  2 

Average Gross I ncome Per Market  V i s i t  

Under $30 2 
$31 -$50 5 
$5 1 -$75 5 
$76- $1 00 1 
$1 01 -$1 20 2 
Over $ 1 20 1 

47  

% of  
Total 

63 
1 9  
6 

1 2  

50 
44 
6 

63 
25 
1 2  

1 2  
32 
32  

6 
1 2  
6 



TABLE 5 

BRADLEY COUNTY FARME Rs • MARKET-- FARMER SURVEY : TIME SPENT AT 
MARKET BY PARTIC IPANTS , 1 978 

No . of Fanners 
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Ti me Spent (Sal es Cards) % of Tota l 

1 /2  Hr .  or Less  1 . 2  

1 1 9  3 . 5 

2 35 6 . 5  

3 55  1 o .  2 

4 70 1 3 . 0  

5 43 8 . 0  

6 79 1 4 . 5  

7 82 1 5 . 2  

8 1 38 25 . 6  

9 7 1 . 3 

1 0  1 0  1 . 8 

Total 539 100 .'0 



TAB LE 6 

BRAD LEY COUNTY FARMERS ' MARKET- -FARMER SURVEY : PRODUCTS SOLD BY  
PART I C I PANTS , 1978 
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No . of % of Product  
Product Sol d Farmers Farmers Rank 

Okra 1 5  94 1 

Bean s 12 75 2 

Tomatoes 12  75  2 

Cantal oupe 8 50 3 

Sweet Corn 5 31  4 

Watermel on 5 3 1  4 

Cucumbers 4 25 5 

Squash 4 25 5 

Peas 3 1 9  6 

Appl es 2 1 2  7 

Sweet Pepper 2 1 2  7 

Bl ackberries 1 6 8 

Cabbage 1 6 8 

Grapes 1 6 8 

Honey 1 6 8 

Mol asses 1 6 8 

I r i s h  Potatoes 1 6 8 

Peaches 1 6 8 

Peanuts 1 6 8 

Sweet Potatoes 1 6 8 
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shows that 55 . 3  percent of the market v i s i ts by farmers l asted from 

s i x  through eight  hours . Thi s suppo rts the market attendant ' s  statement 

that many of the sel l ers are ol der , reti red farmers and gardeners 

who use the BCFM both as a source of i ncome and as a soc i al gatheri ng 

pl ace . I t  shoul d be made cl ear, however, that market parti c i pants 

are not upper i ncome hobby gardeners who vfew the i r  earn i ngs as  i nc i dental 

to the enjoyment of "watchi ng th i ngs grow" and "meeti ng the publ i c . "  

Parti c i pan ts were observed to demons trate thei r i n terest i n  mak i ng 

money from truck farming by adopti ng recommended practi ces , extendi ng 

thei r growing sea son , producing new vegetabl es and expandi ng acreage ( 14 ) . 

"Ol d" age and l imi ted av ai l abl e l abor were c i ted most often by growers 

as obs tacl es to i ncreased produc ti on ( untabl ed data ) . Some farmers 

fel t that marketi ng outl ets were too few to support a s i gn i fi cant 

i ncrease i n  producti on . 

Okra , tomatoes and beans headed the l i st of the mos t  w ide ly  

produced vegetabl e crops . Over 25 di fferent farm produc ts , i nc l uding 

da i ry products , were av ai l abl e at the BCFM in  1 978 ( see Tabl e 6 ) .  

Mi ss i ng from the l i s t were many of the cool - season crops whi ch can 

be successful l y  produced in the Spri ng and Fal l i n  Southeast Tennes see . 

Some of these crops are green on ion s ,  l ettuce ,  spinach , beets , radi s hes , 

caul i fl ower and broccol i .  Si nce 1974 the BCES has encouraged growers 

to produce a w ider vari ety of fru i ts and vegetabl es .  Bu tter and eggs 

are sol d regul arl y by at l east one producer and . there are opportun i ties  

for sel l i ng farm- processed products , ( e . g . , hams , c i der, preserves 

and pi ckl es , p ies  and cakes ) .  The BCFM coul d probably handl e i ncreases 

in  the . sal e of potted and beddi ng pl ants and cut fl owers .  The buying  
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publ i c  h a s  al so prompted changes i n  the grow i ng hab i ts of market farmers . 

When Ind ian fami l i es i n  Cl evel and expressed thei r des i re for eggpl an t ,  

farmers responded by growing i t . Al though many producers sel l s imi l a r 

products , an i ncrease i n  product di fferen tiation s houl d ease competi tive 

tens i ons and l ead to h i g her sal es . 

As shown i n  Tabl e 7 ,  i t  i s  i n teresti ng that foll ow i ng the BCFM ' s  

fi rst  five years of operati on the percentage of farmer parti ci pants 

uti l i z i ng other markets ( e . g . , Cl evel and, Knoxv i l l e , Cha ttanooga ) 

decl i ned sl ightl y .  Thi s suggests that  some growers may have dropped 

outl ets wh ich  seemed l es s  conven i ent or l ucrati ve then BCFM . Some 

growers apparen tl y �educed the i r  production to meet ma rket con stra i nts . 

A fa i rl y  strong anti -whol esal er sentiment was expressed by a majori ty 

of sel l ers duri ng the survey.  Most  had experienced sel l i ng to whol e­

sal ers and were mo stl y unabl e to establ i s h l ong-term, mutual l y  agreeabl e 

rel ati ons h i p s .  One l oca l  chai n wi th two stores bought l ocal ly-grown 

produce but al l the other chai ns depended on the Chattanooga whol esal e 

market and chai n warehouses . The number of s urveyed parti c i pants 

uti l i z i ng other area farmers ' ma rket rema i ned the same between 1 974 

and 1 979 . Accord i ng to the BCES a s l i ghtl y h i gher percentage was 

sel l i ng at the Chattanooga Food Fai rs and farmers •  market i n  nearby 

Charl eston i n  1 981 . The BCFM ' s  success and s tabi l i ty has l ed to a 

rel ati vel y smal l l ocal expan s i on i n  produc tion . However , l abor l i mi tati ons 

and the smal l - scal e grower ' s  difficul ty in succeedi ng in  whol esal e 

markets may have been major obstacl es to s i gni fi cant i ncreases i n  

producti on ( 2 1 ) .  



TABLE 7 

BRADLEY COUNTY FARMERs • MARKET- - FARMER SURVEY :  UTI L IZAT ION OF  
OTHER MARKETS BY  PART I C I PANTS , 1 974- 78 

Before 1 974 1978 

5 2  

% of % or· 
Market Outl et Uti l i zed No . Total No . Total 

Sa 1 es from House 5 31 4 2 5  

Cl eve l and--Retai l 4 25  3 1 9 

Chattanooga--Who l esal e 3 1 9 2 1 2 

Other Farmers • Markets 2 1 2 2 1 2 

Roads i de Stand 6 6 

Western Avenue , Knoxvi l l e  6 

Truckers Who Came to Farm 1 6 



CHAPTER I X  

CONSUMER PROF I LE 

A bri ef,  general survey was compl eted wi th 16 con sumer parti c i ­

pants at the BCFM i n  1 978 . The majori ty of i nd i v i dual s i nterv i ewed 

by the author appeared to be mi ddl e- or upper-mi ddl e c l ass . Tabl e 

8 shows that freshness ,  qual i ty of produce , variety,  and pri ce were 

important market sel l i ng poi nts attracting most consumers to the market 

once per week . A few consumers compl a i ned mi l d l y  about some of the 

pri ces , but most fel t that pri ces were at or bel ow the reta i l  l evel . 

Al though  the majori ty l i ved wi th i n  c i ty l imi ts ( i . e . , wi th i n  5 mi l es 

of the market ) ,  a number of ol der partic i pants res i ded i n  the outl yi ng 

countrys i de and were wel l -acqua inted wi th some of the sel l ers . Three­

fourths spent $4 or more per v i s i t . One-hal f acknowl edged cann i ng 

produce i tems ,  18 . 5  percent at the free cannery nearby . 

S i nce strong consumer demand i s  essenti al for the BCFM ' s  succes s ,  

i t  i s  important that consumers are pl eased w i th the market ' s  pri ces , 

offeri ngs and surroundi ngs . Despi te the BCFM ' s  l ong tenure i n  the 

county, i t  wou l d  seem addi ti onal res i dents need be attracted through 

i ncreased and vari ed publ i c i ty .  
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TABLE 8 

BRADLEY COUNTY FARMERS ' MARKET-- CONSUMER SURVEY , AUGUST 1 978 

Market Attendance 
Once per wee k 
Twi ce per wee k  
Total 

Learned about BCFM from 
Radi o  
Newspaper 
Fri ends 
No response 
Total 

Di stance Travel l ed to BCFM 
l-5 mi l es 
5-1 0 mi l es 
1 0- 1 5  mi l es 
Total 

li st Three Reasons Why You Shop at BCFM * 

Fres hness of produce 
Qual i ty of produce 
Variety of produce 
Pri ce of produce 
Conveni ence 
Meet peopl e 

Estimate Dol l ars Spent Per Trip 
Less than $3 
$4- $6 
$7-$1 0 
More than $1 0 
Total 

Do You Can local ly-Grown Produce 
At home 
At cannery 
Don •  t can 
Total 

No· 

1 1  
5 

1 6  

6 
5 
3 
2 

16  

1 1  
3 
2 

1 6  

1 4  
1 3  
1 0  
8 
2 
1 

4 
9 
2 
1 

1 6  

5 
3 
8 

1 6  

54 

69 . 0  
31 . 0  

1 00 . 0 

37 . 5  
31 . 3  
1 8 . 7 
12 . 5 

100 . 0  

69 . 0  
1 8 . 5  
1 2 . 5  

1 00 . 0  

87 . 0  
81 . 3  
62 . 5  
50 . 0  
1 2 . 5  
6 . 2  

25 . 0  
56 . 3  
1 2 . 5  

6. 2 
1 00. 0 

31 . 5  
1 8 . 5  
50 . 0  

1 00 . 0  

*Numbers and percents do not add to total s s i nce each consumer 
was asked to g i ve three reasons . 



CHAPTER X 

MARKET GROWTH 

The BCFM ' s  growth cannot be prec i se ly  gauged because there 

are no avai l abl e stati st ics for the period 1 974- 1 976 . However , the 

stati s t i cs presented i n  Tab l es 9- 1 2  and F i gures 1 -6 provi de some 

strong i nd i cati ons of the market ' s  success . As seen i n  Tabl e 9 ,  from 

1 977- 1 981 there was a nearl y four-fol d i ncrease i n  total gross sal es 

and a doubl i ng i n  the total number of farmer v i s i ts each year . More 

important,  perhaps , the average sal e per farmer v i s i t  nearl y doubl ed 

duri ng th i s  peri od from $33 . 33 i n  1 977 to $64 . 18 i n  1 980 . The 1 981 

fi gure ,  $49 . 65 ,  i s  somewhat l ower l argely due to the addi ti on of a 

th i rd ( i . e . , Monday ) market day wh ich  was " s l ower" than the Wednesday 

and Saturday markets ( see F i gures 1 through 6 ) .  I n  addi ti on ,  the 

market attendant was not av ai l abl e for the market ' s  f i rst  three weeks 

of operati ng , pul l i ng the 1 981 average sal es fi gure down even farther.  

The number of farmer parti ci pants i ncreased from 38 mak i ng 

an average of ei ght  v i s i ts i n  1 977 to 1 1 1  i n  1 981 , mak i ng an average 

of nearl y seven v i s i ts .  Sal es cards duri ng the same peri od i ncreased 

from 306 to 739 . The 242 percent i ncrease i n  farmer v i s i ts from 1977  

to 1 981 was accompan i ed by a more than tri pl i n g  in  gross sal es ,  thus 

rai s i ng the average sal e per v i s i t  ( i . e . , doubl i ng i t  to $733 . 77 ) . 

Note , too , i n  Tabl e 1 0 ,  that the percentage of producers earn i ng more 

than $76 per v i s i t  i ncreased greatl y i n  1 980 and 1 981 over 1 977-78.  

I n  1 980 more than 14  percent of al l sal es cards i nd i cated gross sal es  

55 



TABLE 9 

BRADLEY COUNTY FARMERS ' MARKET--GROSS SALES AND FARMER PART I C IPAT ION , 1 977-1 981* 

Total No . of 
No . of Gross  No . of  Cards Average Per 

Year Da tes Open Sa l e  Da�s Sal es  Fanners Returned Sal es Card 

1 981 June 1 3- 50 $ 36 , 688 . 93 1 1 1  739 $49 . 65 
Oct . 1 5  

1 980 June 1 4- 43 34 , 595 . 03 66 539 64 . 1 8  
Nov .  8 

1 979 June 23- 38 40 , 980. 45 90 603 67 . 96 
Oct .  27 

1 978 June 24- 38 28 , 252 . 49 60 600 47 . 09 
Nov .  1 

1 977 . June 1 8- 28 1 0 , 201 . 23 38 306 33 . 33 
Sept . 21 

-

*Source : Records kept by Bradl ey County Agri cul turi al Exten s i on Staff . 

Average Per 
Sal e Da� 

$733 . 77 

804 . 5 3 

1 078 . 43 

743 . 48 

364 . 32 

(J1 

<l' 



TABLE 10 

BRADLEY COUNTY FARMERS ' MARKET--SALES CATEGOR IES,  1 977-1 981 

Less Than $25 
No. of S of 

Year Fanaers Total 

1 98l a 210 30 . 79 

1 980 1 54 28 . 57 

1 9 79 NA 

1 97ti 222 37 . 00 

1 977 169 55 . 23 

$26- $50 
No .-of S of 
Fanaers Total 

206 30. 20 

1 34 24 . 86 

NA 

1 89 31 . 50 

97  31 . 70 

$51 -$75 
�-lOT 
Fa.-.rs Total 

1 24 1 8 . 1 8  

84 1 5 . 58 

NA 

1 02 1 7 . 00 

25 8. 1 7  

aDoes not i nc l ude Septelliber 1 5--Qctober 18.  

$76-$1 00 $1 01 -$1 50 $1 5 1 - $200 
No .  of i of No .  of s of No . of s of 
Fanuers Total Farmers Total Fanners Total 

83 1 2 . 1 7  35 5 . 1 3  1 9  2 . 77 

89 1 6 . 50 55 1 0 . 20 14  2 . 60 

NA NA NA 

50 8 . 33 21 3 . 50 1 1  1 . 83 

1 1  3 . 59 2 0 . 65 - - - -

$201 -$250 
No. of S of 
Farmers Total 

3 0 . 43 

7 1 .  30 

NA 

2 0 . 33 

1 0. 32 

$251 -$300 
No. of S of 
Fanners Total 

- - --

2 0 . 37 

NA 

- - --

1 0 . 32 

Over $300 
No .  o-f s of 
Fanners To tal 

2 

NA 

3 

0 . 29 

0 . 50 

U1 

-....! 



TABLE 1 1  

BRADLEY COUNTY FARMERS ' MARKET--SALES AN D  PART ICIPATION BY SALES �AY . 1 977-1 981 

Wednesdgs Saturda,lS 
No. of Average &rOss Average/ Average/ No. of Average Gross 

Year Sales cards Per IM.Y Sales DaY Sales Card Sales Citrds Per Da,l Sa l es 

1 981 a 270 $20 . 76 $ 1 2 . 7 1 7 . 05 $978 . 23 $47 . 1 0  303 $21 . 64 $1 7 . 1 53 . 7 3 

1 980 266 1 2 . 60 1 6 . 375 . 08 779. 70 61 . 88 273 1 2 .40 1 8 . 2 1 9 . 95 

1 979 305 1 6 . 05 1 8.652 . 95 981 . 7 3 61 . 1 6  298 1 5 . 68 22 , 327 . 50 

1 978 276 1 4 . 53 1 1 . 388 . 77 599 . 40 41 . 26 324 1 7 . 05 1 6 ,863 . 72 

1 977 1 34 9 . 57 4.283 . 24 305 . 94 31 . 96 1 72 1 2 . 28 5 . 91 7 .  99 

a Does not i nc 1 ude September 1 5-0ctober 1 8 .  

Average/ 
Da_y 

$1 225 . 26 

828 . 00 

1 1 75 . 1 3  

887 . 56 

422 . 71 

� --Average 
Sal es Card 

$56 . 61 

66 . 70 

74 . 94 

52 . 05 

34 . 42 

<J1 
co 



June 'iOf 
Year Sal es Total 

1 981 $3654 . 1 4  ---

1 980 21 1 2 . 45 6 . 1 0  

1 979 31 63 . 45 7 . 72 

1 978 1 1 30 . 35 4 . 0 0 

1 977 1 77 7 . 95 1 7 . 42 

*NA = N o t  A v a i l ab l e .  

TABLE 12  

BRADLEY COUNTY FARMERS ' MARKET--SAlES BREAKDOWN B Y  MONTHS , 1 977- 1 981 

Jull August Seetellber October 
I of I of i of i of 

Sal es Total Sales Total Sales Total Sal es Total 

$1 7 ,453 . 60 --- $10,843 . 33 - - - NA* - - - NA ---

1 2 ,876 . 00 37 . 22 1 1 , 385 . 58 32 . 91 $5829 . 00 1 6 . 85 $2277 . 00 6 . 58 

1 1 ,476 . 35 28 . 00 1 4 ,229 . 50 34 . 72 9!\79 . 50 23 . 37 2531 . 65 6 . 1 8  

1 1 ,497 . 1 9  40 . 69 9 ,049 . 30 32 . 03 4474 . 05 1 5 . 83 2092 . 1 0  7 . 40 

4949 . 89 48. 52 2 , 51 6 . 05 24 . 66 957 . 34 9 . 38 c l o s e d  ---

November 
Sales 

c l osed 

$1 1 5 . 00 

c l osed 

9 . 50 

c l osed 

Total 

0 . 33 

0 . 03 

U"1 
1.0 
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of $101 or mo re compared to only 7 pe rcen t for 1 978 . 

The market ' s  i n i ti a l success apparen tl y ·attrac ted many smal l 

producers who qui t us ing the market after a year or two . Th i s  proce s s  

o f  attri ti on coupl ed w i th droughty condi tions i n  1980 l ed to a decl i ne 

i n  farmer partic i pan ts and v i si ts ( 2 1 ) .  The nearl y two�fol d i ncrease 

in  farmer numbers i n  1 981 over 1 980 i s  di ffi cul t to account for .  

I t  i s  c l ear from other records that there were approximatel y 20 " regu l ar"  

parti c i pants who attended more than 50 percent of the to tal sal es 

dates ( 1 4 ) .  There were another 40-50 farmers who parti c i pated muc h 

l e ss frequentl y ( 14 ) .  

Al though sal es were typ i cal ly  greater on Saturdays , Tabl e 1 1  

shows that farmer pa rti c i pati on was nearl y as great, o r  even greater 

in 1 979,  on Wednesdays . As noted earl ier ,  the Monday sa les  day 

i n sti tu ted i n  1981 brought  down the average sal e per farmer v i s i t .  

Sal es were ra ther errati c on Mondays , al though farmer parti ci pation 

rema i ned fa i rl y  steady .  Thi s  i ndi cates that producers were n o t  d i s­

couraged by the l ow sal es . I t  i s  not cl ear ,  however, whe ther or  no t 

the new day wi l l  s i gnifi cantl y i ncrease sal es i n  the future even i f  

mo re farmers attend . The vari ati on i n  monthl y sa l es as seen i n  Tabl e 

12  i s  i nfl uenced by pl anti ng dates , wea ther condi ti ons and .the rel ati ve 

success of area home gardens .  For exampl e ,  i n  1 980 many home ga rdens 

dried out ,  thu s  i ncrea s i ng the demand for l ocal produce . Interes ti ngl y,  

i n  1 979 , a very wet season , sal es  were rel ati vel y h i g h  i n  Augu st ,  

September and October.  

As further di scussed i n  Tab l e  1 2 ,  i t  is  not surpri s i ng that 

Ju ly  has been the pri nci pal  sal es month or that August is  al ways a 
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cl ose second . Ju ly  sal es i n  1981 set the al l time mon th ly  h i g h  of 

$17 , 454 . I t  i s  somewhat surpri s i ng that October sa l es surpassed June 

sal es in 1978 and 1980 ; and that September sal es beat June in 1978- 1 980 . 

Nati onal ly ,  June i s  the l eadi ng month for fresh vegetabl e consumption . 

Furthermore , commodi ty pri ces are typi cal ly h i gher i n  June than i n  

the Jul y-Oc tober per iod .  Yet ,  the BCFM farmers have recorded l es s  

than 10  percent o f  the i r  total sa l es i n  June . Wi th the l evel i ng off 

of sal es si nce 1979 , a v i gorous push to i ncrease June sal es cou l d 

strengthen demand and i ncrease sa l es . The s trength of publ i c  demand 

for fresh produce in June i s  ev i denced by the h i gh l evel of sal es 

on Wednesdays as wel l as Satu rdays duri ng that mon th . Cool  season 

and spec i al Fal l crops cou l d al so be produced on a l arger scal e to 

extend and expand l ate season sal es . 

Taken together , Tabl es 9- 1 2  g i ve a pi cture of strong farmer 

parti c i pation and rap i d  sal es growth . The su stai ned grow th achi eved 

in the l ate 1970 ' s  has l evel ed somewha t .  There are opportuni ties  

to i ncrease sal es but it  i s  not  c l ear how many more do l l ars can  be 

generated by the market .  Much wi l l  depend on the imag i nati on and 

i nterest on the part of the producers . Al though mos t  producers seem 

sati sfied wi th thei r i ncome deri ved from the BCFM, i t  i s  i n  thei r 

best i nteres ts to i ncrease vari ety, exten t the grow i ng season and 

spend more time promoti ng the market� . 



CHAPTE R X I  

THE BRADLEY COUNTY COMMUNITY CANNERY 

A .  I NTRODUCT ION 

The Bradl ey County Communi ty Cannery ( BCCC } i s  a uni que and 

h i ghl y successful extens i on of the BCFM . Produce purchased at the 

market or grown i n  home gardens can be processed at the cannery by 

county res i dents . The l i nkage of production , marketi ng and process i ng 

functions on a l ocal l eve l has severa l  advantages for farme rs and con­

sumers . Res i dents are abl e  to reduce food costs and i mprove fami l y  

nutri tion . Many fami l i es i n  Bradl ey County have ne i ther the equ i pment  

nor the knowl edge to safe ly  prese rve foods .  The combi nati on o f  farmers • 

markets and communi ty canneries  represents a creati ve approach to 

meeti ng county food and farm needs . The faci l i ty al so hel ps to i ncre ase 

the demand , and thus the sal e of l ocal l y  grown produce . 

B .  H I STORY 

The accc • s  equi pment was purchased i n  the l ate 1 960 1 s wi th 

Offi ce of Economi c  Opportun i ty { OEO } funds admi n i stered through Bradl ey 

County • s Communi ty Acti on Program { CAP } . Accordi ng to Extension  

personne l , the operation fai l ed due to 11poor communi cation  and l ack of  

effi ci enc i es . .  { 14 ) . The prog ram was  dropped i n  the earl y 1 970 • s  w i th the 

county mai ntai ni ng possess ion of the equi pment .  

T n  1 975 Bradl ey County Judge Col l ums i nterested the Extens i on 

staff i n  tak i ng possess i on of the equi pment a�d re-establ i sh i ng a 
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publ i c  program for food preservati on . The equi pment was housed i n  

a refurbi s hed bui l di ng formerly used a s  the County Work�ouse . I n  1 977 

the bu i l di ng wa s sol d ,  forc i ng Extens ion to search  for a new l ocati on . 

Wi th the he l p  of the three County Ag ri cul tural Extens i on Commi ttee members , 

who al so served on the County Court, the county ag reed to u se Federal Revenue 

Shari ng funds to bui l d  a permanent canni ng fac i l i ty on the grounds of 

the Show Area . The s i te chosen was di rectly beh i nd the sel l e rs • area . 

Engi neers from The Un i vers i ty of Tennessee and Brad l ey County 

go vernment worked up a sui tabl e bl uepri nt for the new faci l i ty .  A con­

struction bid of $ 1 5 ,864 �as accPpted by the county and the fac i l i ty 

wa s completed i n  1 977 .  An impres s i ve g rand open i ng ceremony was hel d 

on June 29 , 1 977 . The county provided the s i te ,  bui l di ng ,  equi pment 

and funds for one ful l - time cannery empl oyee . The equi pment ,  however , 

i s  sti l l  l egal l y  owned by the Communi ty Servi ces Admi ni strati on {suc­

ce ssor to OEO ) . The ExteiiS ion  Servi ce has been the other pri nci pa l  

supporte r of the canne ry.  Extens ion  staff members have even operated the 

cannery on a temporary bas i s .  Exten s ion budgets s i nce 1 977 have i n­

cl uded funds for cannery uti l i ty bi l l s .  I n  add i ti on to p rovid i ng 

general di recti on over the cannery • s operat ion , the BCES has mai n-

ta i ned dai l y  records of the cannery• s use ( 14 ,  2 1 ) .  

C .  OPERATIONS 

The cannery i s  operated on a s impl e ,  se l f -hel p basi s .  Th i s  has 

he l ped keep operati ng costs l ow and al l owed for the rap i d  transfe r  of 
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food preservation s ki l l s  to parti ci pants . Resi dents may ei ther ma ke 

appoi ntments or use the cannery on a 1 1fi rs t-come, · fi rst- served" bas i s .  

The cannery i s  open for bus i ness  fi ve days each wee k  from 1 0  A .  M .  to 

3 P .  M .  Custom servi ce i s  avai l abl e at other· times a� wel l .  There i s  

no charge for us i ng the cannery ' s equi pment ;  res i dents need only  bri ng  

in  the i r  j ars , l i ds and produce . The cannery manager i s  respons i bl �  

for keep ing equi pment i n  good order and mak i ng sure that canni ng  i s  

done by res i dents i n  accordance wi th The Uni vers i ty o f  Tennessee recom­

mended practi ces . 

The concrete bl ock bu i l di ng measures  44 ' x 28 ' and i ncl udes a 

storage room and offi ce . A l arge steam heater i s  used to operate the 

canni ng equ i pment .  There are s i x  l arge steam canners , two steam heated 

kettl es , a steam steri l i zer for j ars and l i ds , two prep tabl es , a 

j u i cer and assorted smal l er equi pment .  There i s  a l so a s i nk , refrig­

erator and  washi ng  mach i ne l ocated in  the bui l di ng .  

D .  EDUCATION AND UTI L I ZATI ON 

The cannery i s  the centerpi ece of an ambi tious  Extensi on prog ram 

i n  food preservati on . Judy Smi th ( 2 1 ) ,  the BCES ' s  Home Economi cs 

Agent and Acti ng Leader, coordi nates the program which i ncl udes regul ar 

workshops and demonstrations through 4-H and Home Demons tration c l ubs . 

I n  addi ti on to canner testing  cl i ni cs ,  she al so prov i des timely i nformation 

on food preservati on v i a  mai l i ngs and rad i o  spots and teaches cl asses 

on cann i ng pri nci pl es ,  freez ing and pi ckl i ng ,  jams and jel l i es ,  etc . 

i n  conjuncti on wi th Cl evel and State Communi ty Col l ege ' s  Conti nu i ng 

Education Department . Res i dents recei ve two conti nui ng educati on 



cred i ts for attendi ng those cl as ses . For her outs tand ing efforts 

i n  the food preservati on area , Smi th earned the Nati onal As soc i a ti on 

of Exten s i on Economi sts ' Fl orence Hal l Award i n  1 978 . 

7 1  

Al though a w i de range of res i den ts pa tron i ze the cannery ,  the 

preservati on program i s  a i med primari l y  at l ow- i ncome fami l i es and 

young homemakers . The cannery enabl es al l Bradl ey Counti ans to use 

equ i pment not affordabl e to many fami l i es . Cann i ng wi th .. commun i ty­

s i zed .. equ i pment al so i s  fas ter and more energy-eff i c i en t  than home 

cann i ng ,  proces s i ng time bei ng cut to th ree to f i ve mi nutes . The 

soc i abl e atmosphere i s  another important i ngred i ent  i n  the cannery ' s  

success . S imp l y  put, i t  i s  enjoyabl e  to can i n  a we l l -equi pped , l arge 

room wi th other busy peopl e .  

The cannery ' s  success al so i s  i ndi cated by the four-fol d i ncrease 

in the number of jars processed from 1976- 1 980 ( see Tabl e 1 3 ) .  The 

number of res i dents uti l i z i ng the cannery averages nearl y 100 per 

season , a f i gure wh i ch Extens i on i s  confident wi l l  i ncrease i n  com i ng 

years . Th i s  means that users are cann i ng more produce every year .  

Canned tomatoes , green beans and tomato j u i ce are the mos t  frequentl y 

proces sed i tems . July i s  the cannery ' s  bus i est mon th co i nc i d i ng wi th 

the peak of vegetabl e  harvesti ng ( 21 ) .  I t  m i ght al so be practi cal  

to process other farm produc ts i nc l udi ng da i ry and meat produc ts . 

I n  addi ti on ,  res i dents are becomi ng i nteres ted i n  l earn i ng about sol ar 

food dryi ng whi ch  can be done at home. The pos s i b i l i ty of substi tut i ng 

ti n cans for gl ass jars i s  bei ng expl ored by Exten s i on. The Cl a i borne 

Coun ty Communi ty Cannery i n  Tazewel l ,  Tennes see i s  one of the few 



Year 

1976 

1977 

1978 

1979 

1 980 

1981 

TABLE 1 3  

BRADLEY COUNTY COMMUNITY CANNERY--NUMBERS OF PART I C I PANTS 
AND JARS PROCESSED , 1 976- 1 981 

No . of 
Parti c ipants No . of Jarsa 

90 1 , 42 1 

90 2 , 909 

90 3 , 540 

95 4 , 482 

84 5 , 449 

95 5 , 3 13  

aone- hal f pi nt ,  p i nt ,  quart and 1 /2 gal l on jars . 
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smal l ,  publ i cl y-owned ti n- can canneries i n  the Southeas t .  Such an  

operation  m ight  be con si dered in  Bradl ey County too . 
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The BCCC i s  operated by the county on behal f of county res i dents . 

The Exten s i on Serv i ce i s  d i rectl y responsi bl e for cannery operat ions  

and rul es , and  is  gui ded by user needs and suggesti ons . Cannery parti c­

i pants may , i n  the future , choose to set up a "govern i ng board" to 

ease the Extens i on burden. The BCCC i s  an exampl e of en l i ghtened 

l ocal government i n  acti on . The costs of the cannery to the county ' s  

treasury have been overs hadowed by the benefi ts accru i ng to tax- payi ng 

res i dents . 



CHAPTER X I I  

SUMMARY AND IMPLICATIONS 

Th i s  case s tudy was conducted for the purposes of di scus s i ng 

( 1 )  trends wi th i n  the fresh  vegetabl e i ndustry , ( 2 )  vegetabl e product i on 

and marketi ng i n  Tennessee , ( 3 }  the h i s tory, organ i zati on , operati on 

and goal s of the Bradl ey County Farmer ' s  Market ( BCFM ) ,  ( 4 )  BCFM ' s  

growth ,  and ( 5 )  success factors , market probl ems and sol utions .  Data 

used i n  the study were col l ected i n  personal i n terv i ews wi th Bradl ey 

County Extens i on Serv i ce personnel and grower and consumer surveys 

conducted at the BCFM i n  1 978 . Al so used were l i brary research materi al s ,  

Market and Cannery records and personal observations of Market and 

Cannery operati ons made i n  1 978 and 1 981 . 

A.  MAJOR F I NDINGS OF THE STUDY 

The ri se in di rect marketi ng acti v i ti es over the past ten 

years has been fuel ed by rap i d  concentrati on i n  the nation ' s  fresh  

fru i t  and  vegetabl e i ndus try and the growi ng popul ari ty of  fresh  produce 

i n  the Ameri can di et. The hi stori c i nstab i l i ty and smal l farm pre­

ponderance of Tennes see ' s  fresh fru i t and vegetabl e  i ndustry are 

add i t ional fac tors wh i ch have l ed to the creation of a rel ati vel y 

l arge number of farmer ' s  markets i n  recent years. Farmer ' s  markets 

are often more attracti ve outl ets for Tennes see producers because 

the i r succes s does not depend on the resources ,  production and acumen 

of a few i nd i v i dual s .  
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The BCFM was devel oped i n  1974 , l argely through the efforts 

of the Bradl ey County Exten s i on Serv i ce ( BCES ) , as a resul t of i n terest  

expres sed by the county judge and  Agri cul tural Exten s i on Commi ttee . 

The Ma rke t , has  been operated for the benefi t of area producers and 

consumers through the resources of the County governmen t .  The market 

s i te i s  i n  an excel l ent l ocati on ; c l oseby to several pl ants and suburban 

commun i ti es .  Produce offered for sal e a t  the market mu s t  be home -g rown 

and sel l ers are asked to record thei r dai ly sal es on uns i gned cards 

comp i l ed by the BCES . The BCES has taken respon s i bi l i ty for market 

overs i gh t, educa ti on ,  publ i c i ty and probl em-sol v i ng .  Howev er, i n  

1981 a seven-person Farmer • s  Market Commi ttee was formed to accept 

respon s i bi l i ty for the Market • s  operations . 

Se l l ers offer consumers a wi de vari ety of produce through mo st 

of the g rowi ng season . There i s ,  however, room for expan s i on i n  th i s  

area . D i spl ays were general l y  attrac tive and most  of the produce 

was cl ean and of good qual i ty .  Pri c i ng d i sc i p l i ne among parti c i pants 

was observed to be fai rl y  s trong , al though a few partic i pants expres sed 

l i ttl e concern for keep i ng pri ces i n  l i ne wi th other sel l ers . " P i nhoo k i ng "  

was percei ved to b e  a maj or market probl em .  Producers were concerned 

that even a few " p i n hookers . .  coul d ru i n  thei r market .  Other probl ems 

noted by producers were rel ati vel y m inor and coul d be sol ved through 

improved communi cati on between the BCES and the farmer partici pants . 

The grower survey i ndi cated that the maj ori ty of sel l ers were 

part- time ,  reti red farmers resi d i ng wi th i n  twenty mi l es of the Market 

s i te .  Mos t  producers sol d a var iety o f  i tems and averaged l es s  than 

$75 per v i s i t .  Al mo st al l agreed that the Market had hel ped to i ncrea se 



the i r farm i ncome . the consumer survey reveal ed that the qual i ty ,  

freshnes s ,  var iety and pri ces of  products offered for sal e were the 

most  important fac tors i n  attract ing customers . 
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The Market ' s  growth s i nce 1 974 has been fa i rl y  s teady, al though 

a pl ateau of $40 , 000-$50, 000 in yearl y sa l es had been reached by 1979 . 

The number of farmer parti c i pan ts had al so l evel ed off at approx i mately  

90- 100 per season ,  w i th 20-30 " regul ar"  sel l e rs . The Satu rday sal es 

day has generated the most  i ncome al though Saturday and Wednesday 

sa l es days attrac t a s imi l ar number of farmers . The Monday sal es  

day , i nst i tu ted in  1981 attracted fewer producers or consumers but  

it  may prove v i tal to future growth . Importantl y ,  the records i nd i cate 

that a greater number of producers are enteri ng the h i gher sal es  

brackets . 

Bui l t  on the Market s i te i n  1977 , the Bradl ey County Commun i ty 

Cannery ( BCCC ) i s  a un i que exten s i on of the BCFM . The Cannery · houses 

modern cann i ng equi pment prov i ded by the County government for u se 

by County res i den ts . The BCES has conduc ted an extens i ve and h i gh ly  

successful campa i gn to i ncrease food preservati on i n  Bradl ey County .  

The Cannery h a s  hel ped boost  Market sa l es and al so hel ps to rel i eve 

gl uts on w i del y grown i tems l i ke beans and tomatoes .  

B .  I MPLICATI ONS 

Si nce i t  was found in th i s  study that the Bradl ey County 

Farmer ' s  Market has operated successful l y  over an e i ght  year peri od , 

therefore i t  i s  impl i ed that such markets cou l d  be succes s fu l  i n  other 

s imi l ar towns and ci ti es in the State . The s tudy al so i mpl i es that 



a broad-base effort to devel op farmer ' s  markets i s  more l i ke ly  to 

bri ng success and that i t  i s  importan t to establ i s h a parti c i pant 

commun i ty from the beg i nni ng to gu i de the market ' s  devel opment and 

operati ons . D i rect marketi ng  i s  obv i ous ly  no panacea for vege tabl e  

7 7  

growers and they need ·to b e  aware o f  ways o f  getti ng i nto l arger product i on 

and commerc i al marketi ng sys tems . Al so , Exten s i on and l ocal government  

are abl e to promote commerci a l marketi ng as an  al ternati ve . I n  v i ew 

of the decrease i n  whol esal e marketi ng acti v i ti es of BCFM sel l ers , 

i t  i s  not l i kel y that the present Market w i l l l ead , i n  the near fu ture , 

to a substan ti al  i ncrease i n  vegetabl e produc tion i n  the area . The 

opportun i ti es for expandi ng sal es at the market w i l l  have to be careful l y  

anal yzed by the Commi ttee and the BCES . 

For fru i ts and vegetabl es to contri bute s i gn i f i cantl y to farm 

i ncome i n  Bradl ey County ,  addi t ional outl ets wi l l  need to be deve l oped . 

Efforts coul d be made to persuade l ocal chai ns and Chattanooga whol e­

sal ers to deal wi th l ocal producers . Pool i ng produce i n  cooperati ve 

marketi ng efforts may appear attracti ve to other producers but wi l l  

requi re major commi tments from the farmers . TVA and the Exten s i on 

Serv i ce coul d prov i de gui dance i f  such a di rec tion was fo l l owed but 

growers �aul d have to al ter the i r  growi ng operati ons and prov i de 

for capi tal i zati on . I t  may s ti l l  be pos s i bl e for i nd i v i dual growers 

or an organ i zed group of growers to produce a few i tems i n  who l esal e 

quanti ties  and attract some l ocal  and regi onal buyers .  

The experi ence gai ned by farmers at the BCFM w i l l  certa i n l y  

be hel pful i n  any new marketi ng rel ati onsh i ps that devel op . However ,  

the BCFM sel l ers are accus tomed to rece i v i ng h i g her pri ces than those 
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pai d  i n  whol esal e markets . Furthermore , few of the current sel l ers 

are fami l i ar wi th gradi ng and pack i ng produce accord i ng to indus try 

standards . Cons i dering the age , production capac i ty,  l abo r s i tua t ion 

and whol esal e market experi ences of the current BCFM producers , · there 

may not be suffi c i ent i n terest  to seek and deve l op l arger outl ets . 

Certa i n l y, a few growers w i l l expand and upgrade produc t ion to meet 

whatever add i ti onal demand i s  created by the market . 

I t  i s  d i ffi cul t to ascertai n the upper sal es l evel of the BCFM . 

Future popul ation growth , urban i zati on ,  and exten s i on of the growi ng 

season , etc . are al l factors wh ich  w i l l  hel p determi ne the upper sal es 

l i mi ts . The pal teau reached over the past three years of $40 , 000-

$50 , 000 i n  sal es cou l d be rai sed by more v i gorous publ i c i ty and a 

greater emphas i s  on earl y maturi ng vari eti e s ,  cool - season crops , trans­

pl ant product ion ,  frost protecti on and i rri gati on . 

I t  i s  a l so l i ke ly  that the number of farmer parti c i pants wi l l  

stab i l i ze at 90- 100, w i th 20-30 regul ar sel l ers . The current econom ic  

cri s i s  i n  Ameri can agr i cul tu re may l ead some ful l -time Bradl ey County 

farmers to i nvesti gate fru i t and vegetabl e producti on .  However,  the 

hi gh ri sks  i nvol ved coupl ed wi th the percei ved '' s aturati on " of the 

BCFM may act to di scou rage al l but the mo st mi nor sh i fts to fru i t 

and vegetabl e production unl ess  producers can tap l a rge vol ume channel s .  

The BCFM w i l l ,  i n  al l l i kel i hood , conti nue to be used primari l y  by 

ol der , reti red farmers as wel l as by farm w i ves , h i g h school s tudents 

and surpl us  suburban and rural gardeners . 

Whi l e  the BCFM wi l l  probabl y expand more s l owl y i n  the 1 980 ' s ,  

there i s  no reason to bel i eve that i t  wi l l  experi ence a decl i ne i n  
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members h i p ,  sal es or v i tal i ty .  The market ' s  l evel o f  s tabi l i ty woul d 

probabl y be i ncreased through a transfer of governi ng and deci s i on ­

mak i ng power from the Exten s i on Serv i ce to the farmer and consumer 

parti c i pants . I t  i s  cl ear that di rect marketi ng i s  not a "consumer 

fad " whi ch wi l l  weaken or d i s s i pate .  The BCFM s houl d conti nue to 

meet the needs of area producers and consumers . 

C .  RECOMMENDATI ONS 

For Use of F i nd i ngs of Th i s  Study 

1 .  A more v i gorous educati onal program s houl d be l auched by 

the BCES to encourage producers to grow more cool season crops and 

to empl oy frost  protecti on practi ces and technol og i e s .  Thi s wi l l  

hel p to extend the season i n  both di recti ons . The adopti on of dri p 

i rri gati on , doubl e-croppi ng techni ques and improved vari eti es shoul d 

enabl e producers to i ncrease profi ts whi l e  mak i ng better use of smal l 

pl ots . 

2 .  The BCES shoul d i nves ti gate the feas i bi l i ty of farm process i ng 

certa i n  products as a means of i ncrea s i ng Market var iety and sal es.  

3 .  The BCES shoul d work cl osel y wi th the Farmer ' s  Market 

Commi ttee to enabl e that  group to take as much respon s i b i l i ty as pos s i bl e  

fo r the Market ' s  future succes s ,  but the part i c i pants shoul d beg i n  

to accept dec i s i on-mak i ng power . 

4 .  To expand sal es , new ways of adverti s i ng the Market wi l l  

be needed . "Speci al " days , the presence of mus i ci ans or someone mak i ng 

ci der are the k i nds of " g i mm i cks " wh i ch wi l l  attract addi t i onal sal es . 
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5 .  The Commi ttee and BCES shoul d make i t  a poi n t to make fri endl y 

vi s i ts to each grower • s  farm i n  an effort to prevent 11 pi nhook i ng . .. 

6 .  To i mprove group cohes i on the Commi ttee m i g h t  con si der 

one or two annual soc i al functions ( pot l uck d i nners ) for al l of the 

market parti c i pants . 

7 .  The BCFM has operated s ucces sfu l l y  wi thout as sess i ng par­

ti c i pants . However, the farmers shoul d be prepared i n  the event that 

they m i ght have to i ncur the costs of manag i ng and pub l i c i z i ng the 

Market . The Commi ttee s houl d i nvesti gate whether or not a smal l assess­

ment woul d benefi t the market parti c i pants . 

8 .  BCES and Commi ttee shoul d con s i der other al ternative 

marketi ng opportuni ties , espec i al l y  wi th i tems produced i n  suppl y 

beyond l ocal market needs . 

For Add i ti onal Research 

1. Research  compar i ng the characteri s t ics , probl ems and status 

of al l farmers • markets i n  Tennessee . 

2 .  Pri c i ng research at farmers • markets w h i c h  p i npo i nts p r i ce 

changes for var i ous  products . 

3 .  Case studi es of other d i rect markets and ways o f  mov i ng 

producers toward other l a rge vol ume marketi ng channel s .  
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APPENDIX  A 

1 978 BRADLEY COUNTY FARMERS ' MARKET SURVE Y--CONSUME RS 

1 .  How often do yo u come to the market? 

2 .  How di d you l earn about the market? 

3 .  What di stance d i d  you trave l to  get  here?  

4 .  Why do you s hop here? ( L i s t  th ree reasons . ) 

( 1 )  

( 2) 

(3) 

5 .  What i s  estimated co st o f  purchase per trip ?  

6 .  Are you going to have your purchases proce s sed at  cannery? 
Frozen at home ? 

7 .  Thi ngs l i ked? 

8.  Thi ng s d i s l i ked? 

9. Suggestions . 
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APPEND I X  B 

1 978 ' BRADLEY COUNTY FARMERS ' MARKET SURVEY--GROWERS 

1 .  How many seasons have you been u s i ng thi s market? 

2 .  How many times per week? 

3 .  What di d you do before the market opened? 

4 .  What other market outl ets do you now use ? 

5. How far do you travel ? What county? 

6 .  What do you grow to sel l a t  the market? How many acres  o f  vege­
tab les?  

( 1 ) 
( 2 ) 
( 3 ) 
( 4 )  
(5) 
( 6 )  

7 .  Are you a ful l - time farmer? Are vegetab les  your mai n  source o f  
i ncome? What other enterpri ses? 

8 .  Do you make most of your annual i ncome he re? What percent? 

9 .  Has thi s market  hel ped you to i ncrease your i ncome? 

1 0 . What i s  your average gross ( take ) per tri p? 

1 1 . How do you set your pri ce? 

1 2 .  I s  p i nhook ing a probl em? 

1 3 .  Thi ngs l i ked? 

1 4 .  Thi ngs d i sl i ked? 

15. Suggesti ons for i mprovement .  
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APPENDI X C 

1 981 BRADLEY COUNTY FARMERS ' MARKET 

For the pri vi l ege of sel l i ng at the Brad ley County Farmers • Market at 
no charges , I understand and agree to abide by the fol l owi ng cond i t i ons : 

1 .  I wi l l  offer for sal e only produce grown or products made 
by me or members of my fami ly i n  the Bradl ey County trade 
area ( Brad ley and surrounding counties ) .  

2 .  I wi l l  not offer for sal e  any produce o r  products wh i ch have 
been purchased or secured for the purpose of resa l e .  

3 .  I agree to sel l my products only wi thi n the fenced-i n  area 
desi gnated as the sal e area and wi l l  not se l l  any products 
before 7 : 00 A. M. 

4 .  I wi l l  keep the area around my sal e stand neat and cl ean 
and take al l tras h and unsol d produce home for di sposal . 

5 .  I wi l l  promote goodwi l l  for the Ma rket by be i ng courteous  
and cons i derate to customers and fel l ow producers at  a l l 
times . 

6 .  Be fore l eavi ng the market I wi l l  l i st  the approxi mate 
amount of my total sal es fo r the day ( no s i gnature neces­
sary )  and drop the card i n  the box located next to the 
tel ephone . 

Farmers Market Rul es wi l l  be stri ctly enforced . Questi ons or comments 
may be referred to membe rs of the Farmers Market Adv i sory Commi ttee or 
the Ag ri cul tural Extension Service .  

Si gnature._ ______________ Da te ________ _ 

Name ( Pl ease Pri nt )  -----------------------------------

Address  ---------------------------------

Te 1 ephone Number _______________________ _ 

The Agri cul tural  Extension Servi ce offers i ts programs to al l el i g i bl e  
persons regardl ess of race , co l or ,  nati ona l  ori g i n ,  sex , or handicap . 
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V I TA 

Jon Traunfe l d  was born i n  Queens � New York i n  1 956 and attended 

publ i c  schoo l s i n  New York and Maryl and . He rece i ved a B .  A .  i n  Amer­

i can Stud ies  from Gri nnel l Col l ege . 

I n  September 1 977 he entered the M .  S .  prog ram i n  Agricul tural 

Extens i on at The Univers i ty of Tennessee , Knoxvi l l e .  Whi l e  compl et ing 

the degree requi rements �  he worked on three U .  T .  Agri cul tural Experi ­

ment Station farms � truck farmed and managed a vege tab l e  marke t i ng 

cooperat i ve i n  Tazewel l �  TN . He has a l so been an act i ve Board member 

of the Ag ri cul tural  Market ing Project si nce 1 979 . 
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