











PICK-YOUR-OWN 23

own operations and farmers’ markets in the State. The goal of the
analysis involved provision of a base of information concerning
these outlets which would foster decision-making in this area,
whether by government officials, grower groups, or interested in-
dividuals.

While experience with PYO seemed limited, producers seemed
to be satisfied with their outlets, Two-thirds of them noted
planned acreage increases for the near future and 70 percent
noted no problems in getting customers. Customer numbers
showed positive linear association with frequency of advertising
and use of newspapers as the medium. Ninety-four percent of the
producers advertised with 82 percent of these using newspapers
and 32 using radio. An effective advertising program would seem
to be extremely important in that PYO plots were located an
average of 14 miles from the primary source (city) of customers
and 21 miles from the secondary source.

Farmers' markets showed much diversity with the range being
from open lots allocated for use to fairly well equipped facilities,
Major shortcomings of markets noted by market managers and
farmers/sellers related to inadequate facilities. Producer optimism
related to these outlets was not as great as that noted for PYO
operations.

Direct marketing has grown in popularity in Alabama in recent
years with increased participation by both farmers and consumers.
Many farmers and rural residents have been provided a means to
supplement their income while consumers have been provided
with a more diverse range of alternatives from which to purchase
fresh produce. While improvement has been made, a system of
viable direct market outlets does not exist in the State. A prime
impediment to development of viable markets involves the lack of
leadership, cooperation, and coordination among growers. Indica-
tions are that additional direct outlets can be supported, especially
in counties which are more densely populated. Direct marketing
can become a more important source of income for many small,
part-time, retired or semi-retired farmers or rural residents in the
State. The role of the Cooperative Extension Service and State
Department of Agriculture can be extremely important in facili-
tating this process through provision of guidance and information.

Effective grower interaction suffers from the presence of many
older, dispersed, independent-minded, part-time growers. Inter-
mingled with this is the fact that many producers fail to consider



the relationship of production timing and marketing. Opportuni-
ties exist for improving the mix of products grown, expanding
production and marketing seasons, and improved merchandising
and promotion of produce.
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