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FOREWORD 

The 16th Annual Ohio Roadside Marketing Conference was the best at

tended to date with 598 registered, plus a few additional unregistered 

who attended one or more sessions. A total of 30 persons appeared on the 

two-day program in addition to a Conference highlight, the Sunday evening 

get-acquainted buffet where each told something of interest concerning his 

or her market. These Proceedings attempts to capture the message given in 

speech and pictures by the speakers during the program. 

The Planning Committee was most helpful this year, as always. It con

sisted of: Alice and Howard Adae, Bill Boose, Bill Brooks, Viola and Del 

Burger, Marylou and Don Green, Dave Lynd, Jeanette and Dick McConnell, 

Gunver and Bill Penton, Virginia and Leslie Rothman, Doris and Jim Utzinger, 

Reed Varian, and Ed Watkins. 

Many others gave helpful suggestions. We truly appreciate written or 

verbal suggestions and ideas for improving the Conference. 

We are making a major move for the 17th Annual Conference. It will 

be held at the Marriott Inn, Cleveland Avenue on Route I-71 near the air

port, January 9-10-11, 1977. It will provide added sleeping rooms, meeting 

rooms, and exhibit space. 

Copies of this 16th Ohio Roadside Marketing Conference Proceedings are 

$4.00. As usual they are free to those paying the full $10.00 registration 

fee. 

For information concerning the Conference or the Proceedings write or 

call: 

M. E. Cravens, Professor 
The Ohio State University 
2120 Fyffe Road 
Columbus, Ohio 43210 

Phone: 614-422-8012 



f 
r 
j 
I 

f ~ 
I 
' 

t 
' ! 

'~ 
r 
I 

TABLE OF CONTENTS 

FOREWORD ••• . . . . . . . . . . . . . . . . . . . . . . . i 

GET-ACQUAINTED BANQUET 
Vern Vandemark . . . . . . . . . . . . . . . . . . . . . . . . 1 

WELCOME 
George Gist • • 15 

MARKET DEVELOPMENT: WHICH COMES FIRST, THE CHICKEN OR THE EGG? 
Pete Wiard 19 

HOW I EXPANDED SALES FROM $40,000 TO $1,000,000 IN 8 YEARS 
Paul Friday . . . . . . . . . . . . . . . . . . . . . . . . . 29 

TRACK I - PICK-YOUR-OWN OPERATORS 
James Utzinger • • • • • 

"Attracting Distant Customers" 
Joseph Huber III • • • • • • • • • • • • • • • • • • • 

"Vegetables That Sell Pick-Your-Own" 
Pearl Walker • • • • • • • 

"Strawberry and Dwarf Fruit Tree Pick-Your-Own" 
Joe Garrett . . . . . . . . . . . . . . . . . . . . . 

"Planning and Operating Pick-Your-Own Sales" 
Sam Moyer • • • • • 

"Keeping Customers Happy" 
Liivi Moyer • • • • • • • • 

"Balancing Customer Numbers and Available Product Harvest" 
Willard Breon • • • • • • • • • • • • • • 

TRACK II - MARKET OPERATORS 

45 

47 

53 

57 

65 

71 

75 

Elden Stang . . . . . . . . . . . . . . . . . . 85 
"Integrating Production, Roadside Marketing and 
Pick-Your-Own Selling" 

Don Hill • • • • • • • • • • • • 
"Survey of New York Roadside Markets" 

Phil Minges • • • • • • • • • • • 
"Use of Lighting to Improve Your Market" 

Byron Russell • • • • • • • • • • • 

BANQUET 
Don Green 

Roger Masquelier 

ii 

85 

89 

93 

101 

103 



WORKING WITH PEOPLE 
Laurence Taylor 

TRACK I - BUILDINGS, FACILITIES AND PARKING 
Edgar Watkins • • • • • • • • • 

. . . . Mason McConnell 
William Eyssen • 
William Penton • . . . 

TRACK II - EMPLOYER/EMPLOYEE RELATIONS 
Bet'llard Erven • • • , 

"Motivating Your Employees" 
Laurence Taylor 

TRACK III - RECORDS AND ACCOUNTS 
David Hahn· ••• 

• • 

. . . . . . . . . . 
"Accounts and Records for Effective Management" 

James Jiambalvo . . . . . . . . . . . . 
CONSUMER PANEL: REACTIONS TO PRICING, QUALITY, ADVERTISING 

Dennis Henderson • ! • • • • • 

Naurine McCormick . . . . . . 
TilE IMPORTANCE OF DOING YOUR OWN THING 

. 

Thom Mezick • , • , • • • , • • • . . . . "' . . . . . . 

iii 

. . . 

. • • 

. . • 

. . . 

111 

123 

123 
127 
131 

139 

139 

151 

151 

163 

165 

181 

~ 



;• 

I 

GET-ACQUAINTED BANQUET 

Master of Ceremonies: Vern Vandemark 
Extension Economist 

The Ohio State University 

A very good evening to you all, Ladies and Gentlemen. I am Vern Van
demark, your Master of Ceremonies for this evening, and I would like to of
ficially welcome you to this, the opening get-acquainted buffet, at our 
16th Annual Ohio Roadside Marketing Conference. We're very glad all of you 
could join us this evening. 

I'd like to start the introductions here. 

I'm Harold Bowdler from Ashtabula, Ohio. After 30 years in the pro
duce business, I have a fresh fruit and vegetable market, but don't raise 
anything. I had a daughter working for Horton Nurseries, the biggest nur
sery in the Cleveland area. I decided that since there was a run-down gas 
station next to me, and that I had a little extra money, I'd make it into 
a modern plant store for her. She has all kinds of bedding plants, 
planters, etc. That is our success, to see her be a success. I have with 
me my manager, Ken Stillwagon. 

I am Sue Buckley from American Vegetable Grower magazine in Willoughby, 
Ohio. I have two other people here with me today, Elaine Bronika and Dan 
Casseday. 

Bob Romp from Danny Boy Market, west of Cleveland, and my wife, Lor
etta; my manager and his wife, Bob and Corinne Graf; and head of our wine 
area and manager of the check out girls, Sue Kaczmarek. Part of our suc
cess story this year, like some of you people, was volume. We're going to 
be scratching to make as much money as we did last year. The most satisfy
ing thing for me personally was getting involved in a program where we 
hired mentally handicapped people. So far it has been quite satisfying and 
is working out very well. We had a good year. 

VANDEMARK: What is your experience with the handicapped? Some people say 
they may not work quite as fast, but you can depend on them day after day. 

ROMP: Absolutely. I helped a fellow get started with a little market 
about 10 1 x 15' on the west side of Cleveland, and he was involved with the 
mentally handicapped--he hired only mentally handicapped. Then he tried to 
place them with people like myself. He picked me to take his first two 
people, and we have had one girl about three weeks now. She is very good 
doing any kind of menial work such as bagging or cleaning and is very re
liable. Customers like her, the help get along fine with her, and it is 
very rewarding to have her around. 
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Gary Vogley from Vogley Orchards in Navarre, Ohio; my wife, Charlene; 
my sister, Jeanne Anstine; my brothers Chris, Kenney and his wife, Cherie. 
One of the biggest things we have done this year is increase our apple but
ter production--we've actually doubled it. You gentlemen who have a lot of 
apples on hand, if you are interested in getting rid of them bring them 
down to our place. 

Don Green, my wife Marylou; we are from Mansfield. My banker says we 
must be making money because he has been making money ever since we started 
our farm. We are just glad to be here; we'll talk to you tomorrow night. 

I am Delbert Burger and this is my wife, Viola. We are from Cincin
nati, Ohio; operate Burger's Farm & Garden Store. We added a new building 
this year, and put on shade houses for our annuals and perinnels. That has 
worked out real good. 

Ted Gastier and my wife, Donna, from Milan, Ohio. We raise quite a 
few cantaloupes--that is our specialty in the summer time. I guess our 
success story would be that we capitalized on the fact that our farm has 
been in our family for 100 years. We had an open house with a wide variety 
of things for the family to do. We had a good turnout, and I think we can 
capitalize still more on some of the things that came out of that day. 

I am Tim Parker and I am here with my wife, Jean. We are representing 
Steuk Fruit Farm in Erie County. I can't report much on our business; we 1~ 
were off some this year. I have only been there two months and how much ~ 
we lost through the economy and how much due to the fact that the owner and 
founder, Mr. Steuk, died this June, I don't know. We are getting on our 
feet, though, and we are still in operation and plan to keep going. 

I am Betty Smith and this is my husband, Lot. Since he is the one with 
the big mouth, I'll let him talk. I was going to introduce her as Bettie 
Jean, my friend, and our granddaughter here, Amy Wilde! Amy helped us run 
our farm market. We also have a lot of pick-your-own. Flashing signs in 
front of the business places are one thing I hate and everyone else does, 
but don't sell them short. We have one at our market and it helps. 

I am Cal Plummer from Plummer's Supply, Bradley, Michigan; I have a 
booth next door. This year we changed our name from Plwmner Brothers to 
Plununer Supply, and also put up a new shop. We appreciate your business. 

I am Paul Pavlocak from Mt. Pleasant, Pennsylvania--Hillside Orchards; 
this is my wife, Rosemary. This is our first year of pick-your-own straw
berries. I guess it was a success since we ended up buying strawberries 
to sell at the market. 

I am Bob Hodge; West Chester, Pennsylvania. We had two successes this 
year. We have been in business 20 years, and this year we lost less money 
than usual! My son David came out with us today (he is at another table) 
and he has been to a couple of meetings, seen how successful all of you 
are, and decided to be a little closer to this Ohio money making situation 
and go to the University here. That is our second success. 
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Larry Youngs, North East, Pennsylvania. One success and two failures. 
#1--1 got a wholesale load of kindling, which made me very popular. #2--
1 couldn't get a second load. My other failure was neglecting to take the 
UCLA sticker off my car when I came down today! 

I am Bill Hileman and this is my wife, Jean, from Apollo, Pennsyl
vania. I don't know that we had any little successes this year. We added 
maple syrup and honey to our operation. 

I am Charles Mayes. I am a fruit marketing development specialist 
with the Virginia Department of Agriculture. The best thing that happened 
in Virginia happened in the spring this year, and that was, of course, a 
big shortage of jar lids. Since they were scarce and hard to come by, all 
the consumers decided to use up that year's supply they'd had on the shelves 
for six years and went out looking for fruits and vegetables. This was try
ing, especially during the peak season, and everything went pretty well up 
until the middle of our apple picking season. That is when the worst thing 
happened in Virginia--marketing-wise. Somehow, we let a reporter slip into 
our apple orchard and go back with a story that we had apples galore, ap
ples that couldn't be sold or given away. All consumers decided that, if 
there were a lot of apples, they'd just wait a while before they bought. 
The pick-your-owners have given up by now, deciding that a lot of the po
tential customers we might have had coming on as additional business wasn't 
going to materialize. I think the roadside market operators are still wait
ing! 

My name is John Marshall from Virginia; this is my wife, Susan. I am 
representing, mainly, apple orchards. We started a pick-your-own apple 
orchard this year and this hasn't done too badly. 

I am Gene Stuckey and my wife, Rosalyn, from Sheridan, Indiana. We 
have a U-pick fruit and vegetable operation. One of the more successful 
things we did this year was let the recorder answe~ the telephone for us. 

I am Roy Stuckey; this is my wife, Ruth. We live at Sabina, Ohio, 
and are a cousin of Gene, who just spoke (but this is the first time we 
seen him for 12 months). We are just starting in the business and one of 
the most interesting things we are doing right now is working with whole
wheat flour organically grown in its ground. We'd like to sell some of it 
to you to sell in your stores. 

Bill McNutt, Ohio Agricultural Marketing Association. My main claim 
to fame tonight is that I work with Reed Varian, whose name you have 
heard so often. 

I am Howard Burkholder and this is my wife. We're from Harrisonburg, 
Virginia. I don't know that we have any success story. My wife baked pies 
for the radio announcer, and it really went over. But other than that, we 
sold more apples this fall and made up in volume. 

Phil Minges from the Department of V~getable Crops, Cornell. The best 
thing that has happened to me is they haven't cut me off payroll yet! 
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Allen Sage and this is my wife, Eleanor. A year ago my eldest son 
graduated from Ohio State and came into partnership, and last winter we 
had another son down at Ohio State. He wanted to come back to the farm, 
but he didn't think there was enough work. My son wanted his brother to 
come back, so he spent the summer making sure that John had plenty of work 
to do and listen, we got things done. The thing we got into was sweet 
corn. We have always had apples; this has been our main line. We got in
to raising our own sweet corn, and I think there is nothing better than 
raising your own produce. Maybe it is a psychological thing, but if you 
grow it you think it is a little better than what you can buy in the store. 

My name is Sam Kory; I am from Sylvania, Ohio, near Toledo. We got 
into pick-your-own real strongly. We had a bumper crop and were worried 
about being able to move the apples. So, we went to the various elementary 
schools and asked the principles to have the students come out by bus. 
They would have a picnic there, and we furnished the cider and gave them 
two or three apples free. We did this quite extensively, in fact we made 
a certain deal with the Jewish Community. They would have a complete 
afternoon, maybe a Sunday or whatever, and come out. We also made an ar
rangement for the Senior Citizens and we would give them apples free. We 
found this very successful. 

My name is H. N. Patterson from Virginia and I have a pick-your-own 
operation. I don't know if we were so highly successful this year. We 
had a bad spring but, on the whole, it was good. One thing we enjoy in ;~ 
this type of operation is the friends we meet. In fact, I would say that ~ 
approximately 99% of the people who come into our place are your friends 
when they first come in. The only ones we get a little hassle from (and I 
am not throwing off on the ladies, now) once in a while are these womens 
lib characters. 

I am J. Leigeber from LaPorte, Indiana. This year I had the privilege 
of taking over my family's U-pick blueberry operation. I had a very suc
cessful year and, as a result, my parents moved to Fort Lauderdale, Florida. 
The most successful thing I did this year was I got married, so I got a 
wife to do all the work: 

I am Peter Alecxih from southern Lancaster County, Pennsylvania. Our 
operation is strictly a family operation; we took over eight years ago. We 
offered about four items from a total of one acre. This year we have pushed 
this up to about 20 items with 65-70 acres. I am convinced that with a com
bination of selling on the farm (that's what we do) and pick-your-own, that 
there is a lot of future in growing your own. I am here with my favorite 
sales girl, who doubles as my wife. 

My name is Leo Kalmerton and my wife, Susan. We are from Madison, 
Wisconsin, and are with Packaging Corporation of America. Our success story 
we would like to show you tomorrow--the pick-your-own 6 quart, breakapart 
strawberry tray we designed. 

VANDEMARK: I forgot to tell you about the charge for commercials! 
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I am Yves Struye, Malone, Wisconsin, and this is my wife, Linda. Two 
things I would like to say. First, we had a farm market conference in Wis
consin that we helped organize. Some of the speakers we had last year are 
going to come here this year, so the conference here must be good! Second, 
the success or interesting thing we did this year was put all our apples 
at the same price. We raised the price of the Mcintosh and that kind of 
apple, and lowered a little bit the price of the Red Delicious. This way 
we are going to be at the same level as far as income is concerned. 

I am Larry Spahr, also from Packaging Corporation. I want to emphasize 
one thing. We are up here really to pick your berry people's minds. We 
have a tray we have come up with, but we would like to improve on it before 
we finalize the plans. 

Joe Garrett, Lexington, Kentucky. Success--it took us until Thanks
giving to sell all our apples. If you care to tune in tomorrow, I am on 
the program. 

Tom Boyer from Lafayette, Indiana. You know, West Lafayette is the 
home of Purdue University and the Boilermakers ••• but, we will let it go at 
that. I came over to get some ideas from the Buckeyes, people from Pennsyl
vania, and all over. I am glad to be here. Thank you. 

I am Nelson Mosson, and Tom does most of my work. I anticipated a suc
cess this year in that I bought an irrigation system from Cal Plumber. 

My name is Arnold Feller from Hudson, New York, and my success story 
would be that we celebrated our first anniversary. 

Roy and Joy Burfield from Bolivar; Burfield Strawberry Farms. After 
the price I got for corn and wheat this year, the smart thing to do was stay 
in vegetables and fruits. 

Dave Diebold from Kelso, Missouri, and my brother Joe. Our biggest 
success this year was pears. We had twice as many pears as we ever had 
before, and sold out of them earlier than ever. Had plenty of apples, too. 

I am Reed Varian, manager of the Farm Market Division here in Ohio; 
we are a part of the Ohio Farm Bureau. There are a couple of things that 
come to mind. First, the tremendous satisfaction I've had at being in
volved in Mrs. Andrews comeback after the death of her husband. It is quite 
an encouraging and satisfying thing to see such a strong lady. Second, have 
any of you thought about freezing cider? This might be the year, and I 
think it is something all of you ought to be thinking about if you have 
cider. 

Mike Trapp, Amber Farms in Brown County, Ohio. 
noticed this year is that we appealed on a nutrition 
spiritual organizations in Cincinnati •. 

One thing that we 
basis to church and 

Don Baedke from Fort Dodge, Iowa, and my wife, Darlene. This is my 
second time here; I brought my son, Greg, and his wife. I believe Dr. 
Cravens deserves a good hand for this program; we sure enjoy it. 
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Dennis Wilson from Caro, Michigan. I think one of the finer things we 
did this year was grow about 400 bushels of plums, and we sold them all 
through our market (except about 40 bushels). 

I am Steve Wiard from Ypsilanti, Michigan. Pleasure for me to have 
my son here with me this year; Scott is a senior in college and in an-
other year he'll be coming into Wiard's Orchards--that is our plan at the 
present time. He is so tall that, generally, he doesn't have to stand up! 
We did have a good year this year, and the success in this year happened a 
year or so ago. It was nothing we really planned. The apple market got up 
to $12-$14 a hundred for apples, and at that time we received some criticism 
as to the fact that we still took care of our roadside market by keeping our 
prices in line. So, our success this year was a result of a couple of years 
ago when we didn't forget those customers, and this year we received that in 
return. 

My name is Tom Cornell and I am here with my brother, John; our family 
operates a fruit farm and roadside market in London, Ontario. The best 
thing we did this year is change our system for charging on pick-your-own 
cherries, apples, peaches. We did it by weight this year, and we only had 
three people that argued about it at all; we explained that it was fair to 
everybody and most people were pretty happy. 

Oscar Dowd of Paw Paw, Michigan; this is my wife, Irene, and my 

-

daughter, Mary Karen. We have a U-pick blueberry farm and they all come to .~ 
help in the blueberry season. This year was a year when women were treated ~ 
right nice for their work in agriculture, and the Michigan Farmer ran an 
article about how my wife ran my farm. That was real interesting to me! 

VANDEMARK: You know, Oscar, it isn't everyone who is as fortunate as you 
are to be able to retire and let your wife run the farm. 

My name is Les Dowd; I am from right near Oscar's place. We have a 
diversified fruit farm and roadside market. I'd like to say something to 
the gentleman over here that thought he had a brand new idea when he had a 
revolution come out to his place. In the summertime when I get busy, don't 
get home for meals and so forth, we have one about once a week at our 
place! Some things happened that probably were good this year. First of 
all, there is another grower that moved in right next door to me and built 
a roadside market--and had me sweating blood all spring. But, turned out. 
he didn't really do too good a job and it sharpened my competitive spirit a 
little bit and I think we did a better job. He advertised all over the 
place--put signs out on Interstate 94, up on a hill, just before you get to 
my market, and then built his market in a hole right behind mine. I really 
capitalized on all that hard work he did! Another thing that we did right 
this year was to resist the desire to expand our market. We just left 
things alone and worked a little harder with what we had; took a little 
money home for a change. 

My name is Ted Long from London, Ontario; our family farm is Wood Lynn 
Farms, Letd. Today in Ontario (part of Canada, the Land of the Free), the ~ 
government implemented a new law--Sunday closing and holiday closing. 
Usually I bring my wife with me, but I left her home this year because our 
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three markets are still open and in case we don't fall into the by-law 
(which we are positive we do), she will be there if we need someone to be 
arrested! 

My name is Peter Oostvogels from St. Thomas, Ontario. I have a fruit 
and vegetable farm with over 20 different kinds of stuff. 

My name is Gale Williams from Carmi, Illinois, and I run Williams Farm 
Market. We grow sweet corn, watermelon, cantaloupe, and a variety of about 
anything you can grow and sell; and a variety of unusual things, such as 
gourds, that keep someone around my stand all the time. 

I am Lawrence Brown from southern Illinois. 
watermelons every year--haven't got good sense. 
price! 

We raise many acres of 
Everything is good but the 

My name is Rena Pierce and my parents, Joy and Howard Post, are with me. 
My success story was getting them interested in having a market--my dad 
wanted to retire. My brother came home from college this year (he was a bio
chemist, but decided to come back to the farm) and we are going to make him 
work even harder. Our big seller this year was pickled pears and crabapples. 

I am Fred Blake, this is my wife, Jan. We've got a pick-your-own or
chard in Centerville, Michigan. What worked good for us this year was 
giving tours and hay wagon rides. We charged a dollar to school kids and 
gave them souvenirs to take home with them. 

I am Fred Finney from Moreland Fruit Farm, south of Wooster, Ohio. We 
raise all major fruits raised in Ohio, except blueberries, and sell them all 
pick-your-own by the pound. 

I am Bill Penton; maybe some of you have seen me before. About Lot 
Smith and his lighted sign over there, you know I tried that technique two 
years ago. The time of year was very strategic, it was the week just prior 
to the general election, first Tuesday in November. I was running for the 
local Board of Education and I employed this technique in my campaign. 
Well, all I can say for you and your lighted sign is nuts--I got elected. 
I have with me Garland Simpson, our manager (I'm sending him off to college 
to get an education); Mr. and Mrs. John Carter, John is my man of all 
trades; and Emma Snyder. Some of you remember Peter, our nephew from Den-. 
mark. Well, I swapped Peter for Ula, a niece. People may not be aware of 
this, but I have found a source of labor in Denmark that can't be beat. 
The best one of all is Gunver, would you please stand, dear? This is my 
long suffering wife, who I imported from Denmark 15 years ago. Her main 
capacity today is in the bookkeeping department. She went home to visit her 
folks for two weeks in December and I got an entirely new appreciation of 
what she had to do in paying bills and bookkeeping. There comes a time in 
every marketer's career whert they feel they have gone about as far as they 
can go with their existing facilities and they consider a second store, a 
chain. We are not unique in that respect; for a number of years we have 
been growing sweet corn at another location about six miles from our home 
place. It occurred to me, why don't we put a small market there just sell
ing corn? We decided on a low budget operation. Our four children were to 
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take shifts, two at a time. First, the neighbor across the road from the 
stand complained about the dust, next, the police arrested two customers 
for parking on the highway, and finally the kids had to leave for 4-H 
duties .... But, to make a long story short, the mayor called me up and 
said, "Hey, the dust is something fierce. Either do something or else." 
Well, we did something; we closed the market. Our visions of grandeur 
lasted two weeks and we don't know if we'll try it next year or not. 

My name is Larry Gray and this is my wife, Nancy; we are from Millers
burg, Ohio, and we are with Holmes Distributing. My success story is that 
a year ago today we started buying cheese and smoked meat from the Amish 
and started distributing it; we have a large mail order business. We hope 
to see most of you tomorrow. 

I am Harold from Clifton, Ohio. Our success lies a little bit with 
Larry's--this year we put in a full line of Amish cheese. We found this 
to be very successful; we have people coming as far as 25 miles away to 
buy the Amish smoked meat that we handle. One thing about the Amish cheeses 
that is going over good now is the fact that there is no preservatives, so 
that does have an appeal to those people who are health food conscious. 

My name is Wilma Mohr; Mohr's on the Farm Market at Tipp City, Ohio. 
I am here with my daughter, DeDe Mott, and we are little bit different. We 
are egg producers, and I guess our success story is that we are still in 
business. The best part of it is that in the last month eggs have gone from 
90¢ to 99¢ a dozen. I don't know what we will do the other 11 months of the 
year, but I hope we will survive for another year. 

I am Paul Friday from Coloma, Michigan, and I am on the program to
morrow so I won't bother you now with success or failure stories. I've been 
coming to this conference a long time and Vern always picks on me. I'll get 
even some of these days. 

Addison Moore, and my wife, Gail; we are from Grant, Michigan. One of 
the things started this year that was successful was our fruit baskets at 
Christmas time. One of the things that we tried that didn't work was apple 
concentrates. I thought when the season of fresh cider was over that we 
could make some up in a milk cooler that we have. We mixed up a batch, and 
it didn't sell--they still like the fresh cider. Frozen cider will sell; 
that moves very well. 

I am Mary Bethel Robinette and this is my husband, Jim. We have Robin
ette's Apple Haus in Grand Rapids, Michigan. This is Pat Stevens, one of 
our donut makers, and Brian Trapp, who takes care of our picking in the fall. 
We have a retail market where we sell fresh cider. One of the things that we 
sell that is very good is hot spiced cider. For the second year in a row a 
unique thing we tried to include in our Christmas packages was an apple that 
said "Merry Christmas." Back in August we sent someone to the orchards with 
a roll of tape and he taped each Red Delicious apple with black tape with 
transparent letters. Then, right at Christmas time when you peel the tape 
off, there is Merry Christmas. So, in each Christmas box that we packed we 
put one of these Merry Christmas apples. It is a real popular thing, but 
we now know that next year we are going to put them on bigger apples! 
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VANDEMARK: Mrs. Robinette has the address where you can buy the tape. 

I am Jim Shelton and this is my wife, Betty. We run a commercial type 
operation in Michigan. As most of you probably know, you can stand any 
place in Berrien County and see apples. You can't hide the fact that they 
are plentiful and cheap, so we went the other way. Being as we are a com
mercial type operation, we advertise plentiful, cheap apples. 

I am Dudley Rinker from Stephens City, Virginia and I have with me my 
good friend, Marty. (I tried to get my girl friend to come, but her parents 
wouldn't let her.) Of course, Virginia had a big crop of apples this year; 
we think we were very fortunate to move them all. Another gqod thing that 
happened to me was I was able to go to Russia this year and it was a trip 
never to pass up. If you have the opportunity, go. You will really ap
preciate what you have here in America. In Russia, apples run about an av
erage 2" in size, and you get rotten apples served right at the table. The 
quality of the market is very, very poor. I have some good advice for 
everybody while you are here--go swimming, the pool is great! 

I am Dick McConnell from McConnell Berry Farm (about 25 miles north of 
here) and this is my wife, Jeannette. One of the nicest things that hap
pened at our place this year was in our strawberry season--we made people 
park on one side of the stream and walk across the stream and pick berries. 
We had the nicest babysitting service right there in that water; people 
could go down there and play in that water all day long. Most of the 
walked across the bridge and walked back through the water. I know there---------' 
were a lot of wet seats when they went home because there were kids jumping 
in and going swimming with their clothes on! 

My name is Jerry Hochgesang; I am from Lebanon, Indiana--Jerry's Berry 
Farm. I am still in the pick-your-own strawberry business. This is my 
third year and I am here to learn what I can learn. 

My name is Phil Ahrens; I am from Ahrens Strawberry Plant Nursery in 
Huntingburg, Indiana. This past spring, nature was good to us and we had 
a really abundant strawberry crop (first year in 8 years that we haven't 
had to fight frost with irrigation). At the end of the season we had a few 
berries left over that were obviously going to go to waste, and we didn't 
know what to do. So my mother, a member of the County Retired Association, 
suggested that some of her friends be allowed to come in and pick their own 
strawberries. So, we allowed her friends, and all the other members of the 
County Retired Citizens Group, to come in and pick their own strawberries 
for a half a day for free. Next year we will undoubtedly have a lot more 
friends as a result of her idea. In reference to the fellow a little while 
ago about having a revolution in his own home, at least once a week I used 
to have the same thing happen until last fall my wife decided she'd like to 
get into business for herself, so I pointed out to her that was a lot of 
hardships and she said, "OK, I know what they are, I have lived with them," 
so I said go ahead. So she has all the problems now in a flower and craft 
shop that she and my sister-in-law opened up. Since then we have not had 
one revolution in our house. She knows what it is like when she has all 
the responsibility on her end. What we did right--we have a sufficient 
supply of Guardian and Red Chief strawberry plants for once in the last 5 
years. 
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VANDEMARK: How can you have a revolution when no one is home? 

I am Mike Fritzsche, from Scienic Ridge Fruit Farms in Jeromesville, 
Ohio, and this is my wife, Cindy; orchard manager, Keith Field, and wife, 
Peg. We have a pick-your-own operation selling strawberries, peaches, and 
apples. My wife feels the biggest success story we had this year was our 
cat's litter of kittens that we were able to give away at the door. One 
of our best ideas in the last couple of years was putting that big chrome 
apple washer on the front of that cider press and wash all those nasty 
chemicals away that our customers are worried about. 

I am John Sleeter from Hill High Orchards in Round Hill, Virginia, and 

-

my wife, Mary, is with me this evening. We grow apples, peaches, nectarines 
and pick-your-own strawberries, both commercially and on a retail basis. Two 
years ago we put in a line of Chef Pierre pies, which went very well, and a 
year ago this past January we began.to feature one particular variety of pies 
a month. This not only increased the sales of that particular variety, but the 
rest of the pies in general. In April of this year we opened our orchards 
during Apple Blossom time for people to come out, have picnics, and just 
roam through the orchards. We are about 50 miles west of Washington, D.C., 
and people had a good time. We also sell a lot of fruit gifts during the 
month of December, and this past December we initiated a program of a free 
Scotch pine Christmas tree to anyone who bought an order of $25 or more. 
The trees cost us $4 each, so we thought this was very good promotion. 

My name is Lloyd Hays from Hays Orchards in Columbiana, Ohio, 
wife, Nancy. We have a small orchard, small retail outlet, and we 
cider for the wholesale market (upward to 200,000 gallons a year). 
up $10,000 gallons of frozen cider. 

and my 
make 

We put 

My name is George Henkle from Lebanon, Ohio. We have 100 acres right 
at the edge of Dayton and we'd like to get in the farm market business. I 
would like to get acquainted with some young, ambitious man with a little 
experience or somebody that would like to open up a second location. We 
have water for irrigation, and additional land that could be rented in the 
neighborhood. We wlll be interested in talking to anyone interested. 

I am Frank Green from Allen, Michigan, and this is my wife, Vera. We 
have been in this retail business for some time. We have about 70 years 
experience (between the two of us) and we are sure of one thing--we don't 
know much about it. So, that is the reason why we are here. 

My name is Chuck House from Wooster, Ohio. We have a small roadside 
market on a highway between Wooster and Orville. They tell us 2,500 cars 
a day go by our place, which is very fortunate, but we are unfortunate in 
that during 1977 they are going to close the road for the summer. 

I am Bill Van Deusen from Apple House at Front Royal, Virginia. This 
is a switch for me tonight, usually I am the "also" man that my wife intro
duces. When I go to a meeting with my wife, Christine (who is president of ..-. 
the Virginia Federation of Garden Clubs) it ls the other way around. One ~ 
of the interesting things she sells in one corner of our Apple House is 
Ohio pottery. 



I 

-11-

I am Joe Cannon with Cordage Packaging. I'd like to take this oppor
tunity to thank the people here for making my first year in sales a suc
cessful one. My wife would like to thank you for her new coat, too! I 
especially want to thank the people in the OAMA since this is their be
ginning year. I started out with them and I think it is a very successful 
program. We have been dealing with Michigan and next year will be our 
first year with New Jersey. In all cases, I think it works well for us and 
it works well for the marketer. 

Jim Toothman, marketing specialist from Penn State University Coopera
tive Extension Service. In Pennsylvania, we don't concede anything to the 
Athletic Department at OSU, but it is apparent from the number of Pennsyl
vanians here this evening that we do concede that Gene and his team run the 
number one roadside conference in the country. We feel that we have some
thing to learn here. It is my impression that the various types of farm 
retailers in Pennsylvania did very well this season and made several happy 
trips to the bank. You may recall at last year's program I described some 
of the farmers markets operating in Pennsylvania. We had seven new, sea
sonal, open-air markets organized and operated this sununer and five of them 
were resounding successes; two of them were marginal. 

Peal Walker from Davidson, Michigan--Walker's Farm. I can't say we had 
any successes this year at all, but we learned a couple of things. All my 
family learned to swim and I learned that, if I could get by this year, I 
could get by them all. We had about 24 inches of rain from the 21st day of 
August until the last day of August. 

I am Glenn Stadelbacher from W. F. Allen Nursery in Salisbury, Mary
land. We generally have several different kinds of success stories that 
we like to think about. My greatest personal success is the fact that I 
came to the Ohio Roadside Marketing meeting. For many, many years I used 
to be the Extension Horticulture Specialist and everytime the Ohio meeting 
was being held, the Maryland Horticulture Society was also meeting. As the 
secretary, I always had to chaperone that thing for three days. I was al
ways talking other people into coming. So, I am enjoying it here after 
having told other people to come and see the most successful roadside mar
keting meeting in the country. I was always accused by our experiment 
station director as being the best marketing horticulturist at the Univer
sity of Maryland, because instead of talking about growing the crop, I was 
always talking about marketing. They told me I should be in the Depart
ment of Marketing, not Department of Horticulture and I feel that this group 
here and what I am experiencing with W. F. Allen kinda' substantiates my 
argument. We are getting from 100,000 to 300,000 strawberry plants for 
people that are growing pick-your-own strawberries, and I think that is a 
pretty good endorsement that you people really know what you are doing and 
are being very successful at it. I always like to work with strawberry 
growers and in this job I do get to do that primarily. 

George Butler from Butlers Orchard in Germantown, Maryland. My wife; 
my oldest son, Todd; and my oldest daughter, Susan, are with me and we are 
again happy to be in Ohio. Our success this year was that the Lord blessed 
us with a frost-free spring and all of our pick-your-own crop (mainly straw
berries, peaches, and our vegetable crop) came through very well. Our 
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failure of the year was this tour bit with the school children. We have 
been doing it for several years and thought we had the answer. We had the 
school children on Tuesday, Wednesday and Thursday mornings, and Friday 
mornings just pre-schoolers. Anytime between 9:30 and 11:30--anytime, no 
appointment. It worked pretty well with the school children the first 
couple of weeks, but the first Friday it rained--no pre-schoolers. The 
second Friday was a holiday, and we arranged not to take them that Friday. 
The third Friday it was drizzling and wet and we had 1100 pre-school chil-
dren in school busses, autos, vans, all mixed up in a line a mile long. 
We called the police out on the highway to see what the disturbance was! 
We will not have any school children next year. 

I am Todd Buttler and I just wanted to tell you that one of the most 
successful things that we have going for us is a silver wedding anniversary 
this year. I think that is a big help for our business. 

I am Andrew Lohr, Jr., and my wife, Zandra. We have a family opera
tion with my brother, my father--an orchard in Joppa, Maryland. We have 
taken on a second farm this past year at Churchville, which is about 13 
miles away, trying a chain idea. We are going to pick-your-own at Church
ville and have the roadside market at Joppa. This year we did some pick
your-own apples for the first time. My father never let anyone in the 
orchard for fear of destroying the apple trees, and this year we were afraid 
we wouldn't get them all into storage. So he said we'd sell them anyway we 
could and he let people in. We were quite satisfied, although we didn't do ~ 
an overwhelming business, but because of the big apple crop we got the door 
open to pick-your-own and we are definitely going to try again this year. 

I am Jack Wollheim from Freehold, New Jersey, manager of Battleview 
Orchards. We have a pick-your-own operation in peaches and apples and, of 
course, we have a large retail store. But, one of the things that went 
wrong with the peach business is that the man upstairs didn't give us enough 
peaches for the amount of people that came out. We are about 50 miles from 
New York City and we had to try to explain to a bunch of city dudes that we 
didn't have enough peaches--it just didn't register. They expected us to 
just press a button and have them manufactured like chair or teapots. They 
would not understand. But for that very same reason (that they are blessably 
New Yorkers) who else but New Yorkers would willingly pay 50¢ in October for 
6, dry, shriveled up corn stalks for decorative purposes? One of the things 
that we discovered to be quite a popular idea caught on this year (as we had 
an ample supply of apples) was opening up a particular orchard free for one 
week to senior citizens. Newspapers locally and in New York City picked up 
this story--Senior Citizens Receive Windfall. I think it provided us with 
about $5,000 worth of free advertising, and we had some of the services of 
the laborers in the field donated to us. We spent about $200 in actual 
labor, and it was a super promotion idea; you might want to consider it. I 
would like to hear more on gift baskets. 

I am Dal Lawrence from Findaly, Ohio, with my wife, Isabelle. She does 
most of the talking at home, but when it comes to an occasion like this, she 
gives me the mike! We have a small vegetable-fruit market we started 25 
years ago. Being retired teachers, we thought we'd let the children have a 
little project to keep them out of mischief, and every year it has been 
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growing. The biggest problem at our age is to keep from growing any 
bigger--that really has become a problem. Our greatest success has been 
in our early market---this year asparagus and rhubarb. People like to have 
ripe tomatoes in April, and we are trying to get that market with the clear 
plastic, but early market is energy force. This year we had the biggest 
year we have ever had. Gross wise, we are trying to figure out how to sub
tract the expense from the gross and come out with a higher net. 

Harold Cooper, Carroll, Ohio. I have with me my wife, Virginia, and 
guests Richard and Florence Blaine of Pickerington. We raise and process 
Sunny Farms popcorn. We had a good year this year; the quality was very 
good. For the lady who sold three ears of Indian corn for $1, if she'll 
come around sometime tomorrow to my exhibit, I'll see that she gets an ear 
of red, white and blue popcorn. 

Jim Lincoln, Michigan Certified Farm Markets. We have been going 2 1/2 
years now, and we have had lots of failures and lots of successes because 
we have tried lots of things. One of the most pleasing things is that we 
paid our way this year for the first time. 

I am a guest, but I would like to say something about the popcorn busi
ness. This is kind of a by-product of my brother-in-law's popcorn business. 
One night my husband came home all excited and wanted me to go see a con
cession stand for popcorn. This upset me, and I say, "No way." We were not 
going to take any of our savings and buy him a profitable hobby concession 
stand. So we had a good friend in the family, who is out of our community, 
who is a banker, so he called him and he got a loan that we can buy this 
concession stand. It is a trailer. I want you to know the good success; 
we also bought a popcorn baller, which makes balls, and Harold is busy when 
he isn't growing corn, keeping us on the road. We don't go to fairs; we are 
not carnival people, but we go to people in small communities who have per
haps three day festivals. We now have a gift box, from the same carton, 
holds 18 popcorn balls which are individually wrapped and then three in a 
tube and 4 carmel corn. And we also have convinced all the Santa Claus' in 
our area to give popcorn balls instead of candy canes. 

VERN: Now, whom have I missed. 
the Ohioans are coming tomorrow. 
are. They come a little shorter 
morrow. Registration at 8 a.m.; 

Did I miss anyone? Wanted to tell you that 
Just in case you wondered where the Ohioans 

distance, so we'll have several hundred to
program at 9:15. Happy evening. 
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WELCOME 

George Gist 
Associate Director, Cooperative Extension Service 

The Ohio State University 

HOWARD: Good morning, ladies and gentlemen. I am Richard Howard, your 
chairman for this morning's session. I am with the Cooperative Extension 
Service at Ohio State, and have the pleasure of introducing to you the As
sociate Director of the CES, Dr. George Gist. George is an agronomist by 
training (former County Agent, state agronomy specialist) and a golfer by 
avocation. And, after playing golf with George, I know why he is an agron
omist! 

GIST: Thank you, Dick. I was feeling quite good until you brought up the 
subject of my golf! I don't know what Dick has done to assemble this 
large an audience, but it is my privilege, on behalf of The Ohio State Uni
versity, Department of Agricultural Economics and Rural Sociology of the 
College of Agriculture, and the Ohio Cooperative Extension Service to 
come you to this annual Roadside Marketing Conference. I am certain triat 
each of you have had an opportunity to study the program, and I am confi
dent that you would agree with me that Dr. Cravens and his committee have 
arranged another outstanding Conference program. I trust that each of you, 
through your participation in this Conference, will receive the benefits 
and the renewed enthusiasm, the new ideas, that you have come to expect 
from this annual meeting. I am also hopeful that each of you, as you sell 
to, buy from, trade with your neighbors, will prosper. 

The Ohio State University is a great institution. Student enrollment 
on the Columbus campus is approximately 50,000; with an additional 4,500 
students on branch campuses scattered at five locations across the state. 
University faculty totals some 3,600 individuals, with about 10,000 support 
personnel of technical, clerical and other types. University annual pay
roll last year was approximately $165 million. I cite these statistics 
merely to give you some idea of the size of the institution which is spon
soring this activity. 

Activities of this University are extremely broad and varied, as would 
be true of any major land grant university. For example, in research the 
University operates the Ohio Agricultural Research and Development Center, 
which is our counterpart for agricultural experiment stations scattered 
across these United States. In addition to this agricultural research 
center, the University operates a number of highly specialized research 
institutions and laboratories. A brief review of some of these institu
tions includes the Center for Vocational and Technical Education, the ERIC 
Information Analysis for Environmental Education, the National Center on 
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Educational Media and Materials for the Handicapped, Bio-Medical Engineer
ing Center, Center for Human Resource Research, Center for Medieval and 
Renaissance Study, a Disaster Research Center (which, incidentally, is 
housed in the OSU Stadium), an Institute for Polar Studies, the Nisonger 
Center for Retardation, and the Center for Lake Erie Research. This sample 
listing of some of the major research institutions and laboratories of this 
University is intended to give you some better idea of the breadth of the 
programs. 

The Ohio State University was established approximately 100 years ago 
as a people's university to promote the liberal and practical education of 
the industrial classes, and we continue in that tradition today. This Uni
versity is actively involved in many continuing education activities. In 
addition, there is an evening degree program (an opportunity for persons 
aged 65 or over to attend classes without payment of University fees), Co
operative Extension Service offices with faculty and support staff in each 
of Ohio's eighty-eight counties serving agriculture, home economics, com
munity and natural resources, and 4H and youth development. Hundreds of 
conferences and workshops are held annually, both on campus and off campus, 
for persons in almost every occupation. This Conference, the Annual Ohio 
Roadside Marketing Conference, is an important part of our Universities's 
convenant to serve the needs of Ohio's large, varied population. Truly, 
this institution is committed to the concept that modern educational pro
grams must extend well beyond the conventional classroom. 

I recently read results of a Harris poll which was of interest to me, 
and which I think may.be of interest to you with your special concerns in 
roadside marketing. This poll was designed to assess the thinking of 
American citizens with regard to a situation which currently exists whereby 
the U.S. with approximately 5 1/2% of the world's population, consumes some 
40% of the world's total production of energy and raw materials. I think 
these facts are reasonably well-established. Sixty-one percent of the 
Americans who answered the Harris poll with regard to this situation agreed 
that it is morally wrong for Americans to consume 40% of the world's energy 
and natural resources, with only 23% disagreeing. Fifty-five percent of 
those surveyed in this poll agreed to a statement that the disparity between 
our population (5 1/2% and consumption) hurts the well-being of the rest of 
the world. Continuing with this particular Harris poll, 50% agreed with the 
statement that America's high consumption will turn the rest of the world 
against us. Some 81% agreed with the statement that such high consumption 
causes us to pollute the air, rivers, seas; and 90% of those polled agreed 
that those of us in this country will have to find ways to cut back on the 
amount of things we consume and waste. 

Well, surely, no one in this audience (and no one in his right mind in 
America) is interested in reducing our standard of living. This poll re
veals a concern on the part of the American public for conservation of fuel 
and natural resources. It also suggests fairly general acceptance of some 
ideas which I believe to be erroneous--such ideas as if each American would 
eat one less hamburger, the starving Africans would have meat; or if we 
would cease to fertilize our lawn and golf courses, the rice and wheat 
crops of India would be greatly benefited. That these false ideas are so 
widely accepted further emphasizes the need for continued emphasis on our 
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programs of continuing education. I suspect that we could debate whether 
these ideas are false; I simply maintain that they are and we could talk 
about that later, if anyone is interested. 

Those of you with special interest in roadside marketing assembled at 
this Conference should be pleased to note in this Harris poll the notion 
that conservation is important. I simply raise the question, "What could 
be more important and less wasteful than a marketing system which supplies 
goods directly to the consumer from the producer?" The ideas that eggs are 
fresher and cheaper in the country is widely accepted in many segments of 
our modern society. Truly, there is a bright future for those of you who 
do a good job, as you all do in the business of roadside marketing. 

It is a pleasure to welcome you to this Conference. I trust that you 
will receive from the Conference all those benefits which you have come to 
expect. Thank you. 

HOWARD: Thank you very much, George, for opening this Conference today. 
We have two speakers from "that state up north" (as Woody calls it) who 
will provide our program for the remainder of this morning's session. 
While their operations are different, I would point out that they are 
equally successful roadside marketers. You know, one of the things that 
has made America strong over the years is the willingness of people to 
share their experiences, their successes, and even their failures. This 
helps solve problems; 

Our first speaker is Pete Wiard of Wiard's Orchards in Ypsilanti, 
Michigan (about 40 miles west of Detroit). Pete has a fruit farm of 190 
acres, mostly apples, although he deals in cider and vinegar, also. The 
farm has been in the Wiard family for about four generations and they have 
been in the retail business about 20 years. Pete has a business degree 
from Eastern Michigan University. He also has a wife and two sons (one is 
in college and one is a senior in high school); hopefully they will get 
into the business someday. Pete,. you are on to talk about "Market Develop
ment: Which Comes First, the Chick or the Egg?" 
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MARKET DEVELOPMENT: WHICH COMES 
FIRST, THE CHICKEN OR THE EGG? 

Pete Wiard 
Wiard's Orchards 

Ypsilanti, Michigan 

A Slide Presentation 

Thank you, Dick. He was talking about Paul and I being equally suc
cessful; fortunately he didn't mention how successful! I am not a public 
speaker, I am a farmer. You can probably see me shaking from where you are. 
I am trying to figure out if I'm shaking because I have to get up here and 
talk, or if I'm still cold from last night. (Those of you who didn't stay 
here last night, on the 5th floor, don't appreciate what I am saying; those 
who did stay on the 5th floor know what I'm talking about!) I could stand 
up straighter if I didn't have my feet in my hands at 2 o'clock this morn
ing trying to keep them warm. 

I was asked to talk about market development--in other words, the 
progress of the market facility and its relationship to sales. At first I 
thought that would be easy, then a couple weeks ago I put down some things 
on paper that I thought I might talk about, and I changed those. I had a 
little problem getting slides--we took three sets of slides--the first time 
the camera wasn't good and the second time, after I got another fellow to 
take them, we got a letter back saying that, due to modern technology, they 
are sorry that the slides were erased, but they gave us a new roll of film! 
Saturday I did get some slides, and so last night about 10 o'clock I fi
nally decided what I was going to say. It should be fresh in my mind. 

It seems to me that the question, "Which comes first: the chicken or 
the egg?" as far as market development, goes like this. Do you build a big 
building and have instant size? This means a large capital outlay, which 
probably you are going to have to pay for over a period of years as you go 
along. It also means that you have to have good, instant management capable 
of handling a large operation or, on the other hand, do you develop more 
slowly, take longer and try to outgrow the facility that you are in, create 
a necessity for change, grow because of customer demand? (I think that is 
probably one of the biggest considerations--customer demand.) In this way, 
you grow into the management of the operation, either yourself or other 
people that grow into the management as you go along. I think you have two 
choices--you either start big or start small and grow. 

Our market has been of the latter type. We started very small, devel
oped a little each year, and we have grown and improved each year, both in 
size and in sales. It has been a "pay as you go" proposition. We try to 
keep it paid for as we do it, and we are still growing. We are not really 
large, but we are quite happy with our market at the present time. I say 
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to you folks (if you have the same question in mind--which comes first, the 
chicken or the egg) if you want your market to develop, then you have to 
let it. You have to be willing to make changes, and if you don't make 
changes you will be holding back the development of your market. If you do 
make changes, you have to accept the consequences. 

In reference to not letting the market grow, I hear people say. "No 
Sunday sales. I won't sell on Sunday." Or, another one is, "If I don't 
grow it, I won't sell it." Well, this is fine if you are willing to pass 
up not only the sales of those products, but also the sales of your own 
products that these things generate. I think this is very important. The 
point is, you have to make changes and keep an open mind if you want develop
ment. Incidentally, let me quickly mention Sunday sales. Sunday is very 
important to us; it is our biggest day of the week, on a year round basis. 
In our part of the country (and I think this probably tends to go by areas) 
everything is open on Sunday. Our customers have to drive a long way to 
get to us (we are out in the country), and it is a form of recreation for 
them to come to our orchard. This is one reason we are open on Sunday. We 
have to please the customer; it is not that we like to work on Sunday. In 
certain areas of the country, customers expect you to be open on Sunday. 
If you can get away with it, and not be open that seventh day, that is fine. 

As far as what we sell, I like to add one major item to the market each 
year. I think that this creates enthusiasm in your customers; your regular 
customers tend to grow with your market. They like to feel that they are a 
part of it. They make suggestions and even though you don't have to jump 
right when they make those suggestions, relate to them at that time that 
you do bear them, that you are making changes, and let them think that what 
you did new this year was their idea. We try to keep the items related; we 
like to maintain a farm image. I'd be a lot more successful if I sold 
everything and made all the money on each that they tell me I can make, but 
I think we have to maintain an image. Ours is a farm market image--we are 
strictly a farm market. 

You have to develop by philosophy. Our philosophy is three-fold-
optimistic thinking, positive thinking and conservative thinking. Partly 
this is because the three of us in the operation, my dad, my brother and I 
reflect these three. We are always optimistic that next year is going to 
be better than the year we are just finishing. We never go into a year 
thinking it is going to be our bad year; probably no one in this room does. 
Basically, we try to keep optimistic thinking and positive thinking. Now, 
positive thinking backs up our optimistic thinking. We like to feel that 
if things don't go quite like they ought to when we are optimistically 
thinking, then we will be willing to make changes, adjust to the situation 
as it comes along, and we will make it a good year. Conservative thinking 
was bred into me by my dad. My dad went through the depression and, al
though I was too young to realize what was happening, I have a lot of 
respect for what he tells me about that era. He sold a lot of apples at 
three bushels for a dollar, or maybe less than that, and they didn't move 
real good then. This year comes close to it, but it is not quite like it! 
But we do feel that we are quite conservative. My dad believes that if 
you don't have the money in your pocket, you don't need it. Well, my 
brother and I aren't quite that conservative (although each year I tend to 
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get a little more that way), but we do feel that maybe you don't need it 
if you can fix the old one, whatever it is. We kind of pay as we go. 

I might say, in relationship to being c_onservative, that we like to 
make changes that are functional. Don't just change your market to be 
changing something. Change it so it functions; make it serve two or three 
purposes, if po~sible. I think this has been a big help in the develop
ment of our market. 

I think I will show you some slides now, to bring you up to date on 
what we have been doing over a period of 20 years. We started very small. 
When Gene asked me to speak here he said there were a lot of people in the 
development stages of their markets to whom I could relate the idea that 
you can start small, work hard, and make it go forward and not backward. 
That is basically all we have done. We are not really big in the market 
business, but we do a pretty fair job. 

This old sign was probably our first marketing improvement. As I 
said, we are way out in the country and, until this sign was put up, we 
operated without any sign. We put this sign up in front of the old shed 
that we were marketing out of, and people like my dad (and probably the 
neighbors and everyone else) thought it was crazy that we were putting a 
sign like this out way out in the country. But, we are proud of it and we 
are still using the same sign; if we can get them this far out in the 
country (close enough to see that sign) nobody drives past our place--they 
are either coming there or they weren't going anyplace to start with. 

This gives you an idea of what it looks like there in the wintertime. 
You can see there is just a lot of cars going up and down the road. It 
is a quarter of a mile down to the corner and a mile and a half the other 
way to pavement. The pavement on each end is not heavily traveled, but it 
is getting more so each year. 

This is an aerial shot--our building is in the center of the orchard. 
We are on both sides of the road; the road that we just look~d at runs be
tween the buildings. Five miles north, in the upper right hand part of the 
screen, is Ypsilanti. It is a college town, and we have 100,000 people 
within an 8-mile radius of us. Most of them are at least five miles from 
us, and they lay between three miles and eight miles out. Our biggest com
petitor is at the edge of that 8-mile ring, and they are known down here as 
"Bo's people"--the University of Michigan. They have a stadium there that 
seats 104,000 people every Saturday afternoon. And, they fill that stadium 
with people, so it takes all the people we've got within that 8-mile circle 
plus 4,000 from down here at Columbus just to fill up their seats! Se
riously, it is a big competitor to us. Those that can't get into the sta
dium watch it on TV, and we feel it. We are thinking about putting a glass 
house on top of the building overlooking the orchard with big TV sets so 
they can come out there! 

This is a view of the buildings to try to show our development. At 
the front of the building is our retail market, which goes back about half
way in the long ceriter section of the building. From there back is vinegar 
manufacturing and warehouse--cider and vinegar back there. As you can see 
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by the roof line on these buildings, it is like the house that Jack built; 
but it is quite functional. Our biggest problem, as you can probably 
imagine by looking at that, is .ice-water in the wintertime on the roof 
lines. 

At the present time, we have three buildings across the front. The 
one on the left is our retail cider mill (where we sell cider and donuts), 
the center section is basically the store, and the right is checkouts. All 
of this is tied together so we can go through all of these buildings with a 
forklift or come around the outside of the buildings and into the storage. 
This proved to be very functional. 

This is another shot of the building from the east side. Right in the 
center you see a telephone pole and the window there is our office. It works 
out well being in the center of everything. I can look out that window and 
see what's going on, and I can see a lot of things I don't like. I've got a 
one-way window out the other direction into the market so that I can see what 
is going on out there. It is quite functional. As long as we are looking 
at this shot, a parking lot is our project for next year. In the future, we 
are not going towards the road anymore; if we are going anywhere we'll come 
back into the building. The original old barn has hewed beams and that could 
be used as part of the market. We think it could be fixed up quite attrac
tively if we need it. Next summer we are going to build onto the very back 
of the building about 40 1 x 50 1 • 

This is a beautiful thing--the old barn. It is just to show you what 
we developed from. I'll show you how we covered that up in a little bit. 
The trucks are parked in the parking lot for a reason, and we still do that 
with our trucks today when we are not busy. We don't want the parking lot 
to look like we are out of business. 

This is probably a year after the previous shot was taken. We put a 
sign on the front of the old barn. It didn't cost much for that paper bill
board sign. Michigan Certified Farm Markets had some billboard signs made 
up for the highway (we are a member of the MCFM) and I just cut one down 
and made it fit the front of the barn. I think it helps. I also think 
Michigan Certified helps us. I am a big advocate of all these roadside mar
ket meetings; I think you get a lot of ideas and the function of Michigan 
Certified is ideas--same way with New Jersey, Ohio, and, of course, we all 
agree that Gene has a good meeting here. 

This picture is about five years old. The store front in the center 
is the same as it is today, except we have since come out 22 more feet. 
The porch in that picture is now inside our store, and on the left is our 
cider and donut shop. The building on the left was originally our retail 
"market" in 1955. I say a market, but we just had a shed there whe.re we 
sold apples from crates. As the customer bought them we took them out of 
the crate and put them in a bag. One of our first improvements was to take 
out some apple trees in the front and put that porch on the left. That took 
place in 1956-57; we bought some used windows and doors, some paint, and 
that was our beginning. 
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This shot shows us covering up the old barn a couple of years ago. 
We ran out of time and we ran out of money, so we put that paneling on the 
fr~nt as just a temporary wall, knowing it was temporary and knowing that 
we would later use that paneling. (We used rough paneling in the store 
quite extensively.) We put it on inside out, so the weather would not be 
harmful to the good side, and later when we took it off, we covered up the 
inside front of the old barn with that paneling. 

This is what the front currently looks like. Those windows and doors 
were formerly those you looked at in the center section. While we did the 
remodeling, we were never closed. It was a bit hectic at times, but we 
worked it so that we could lock it every night. 

I am going to talk for just a second about pick-your-own. When we run 
our pick-your-own operation for apples on the weekdays, we run it out of 
the far right door. The four cash registers and checkouts are inside that 
door, and the far right one we use for pick-your-own (one person runs that). 
We run about 85 to 100 cars a day on the weekdays, and we feel that we run 
it quite efficiently by taking their license number before directing them 
to the orchard, and when they come back there they pay. So, we can handle 
it with just one person. 

I guess this is probably my favorite picture, shot of the front of the 
store in the evening. We are open from 9 a.m. to 5 p.m., and we don't feel 
that we are loosing much business by not being open later. We hear quite a 
lot of criticism (I shouldn't say criticism, it is probably constructive 
suggestions) not so much from customers but from other marketers, but we are 
open seven days a week from 9 to 5, and I think that most of our customers 
are getting there. I am sure we are missing some evening sales, but if we 
were open later, I guess I'd be there later. Anyway, as I said, I think 
this is my favorite slide because I like to go out in the evening and look 
back to see what it used to look like out there. I look at it now, pat 
myself on the back a little bit, and think about what I am going to do and 
where I am going from here. 

As I said, next year this area will be a parking lot. You can see, I 
have some ramps in the cement for the shopping carts. We do use shopping 
carts in the market, and that has been a real good thing. I don't know if 
anyone talks on this at the meeting or not, but just because you have a farm 
market, don't pass up the idea of shopping carts, if you've got room. They 
can sure push more than they can carry; they take those shopping carts all 
over. These ramps will go down and across the sidewalk to an island; we 
are going to landscape some islands in front and I think it will make an 
attractive parking lot. We do have a bit of a problem with the blacktop in 
the parking lot. We get some semi-trucks that turn around in the yard, and 
I don't know how we are going to keep them from breaking it up. 

I've got this slide just to show you the cider mill--the third building 
on the left. It is connected inside by an archway. On busy days in the 
fall we have that closed off between the two buildings. If they want to go 
to the cider mill, they have to go outside first; we do this because the 
shop-lifting is terrific. 
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This shot from the road shows the three buildings as they now are. I 
mentioned pick-your-own before, let me talk just a little bit more about 
that. Pick-your-own has been really good for us. It has been a real part 
of our market development. When you say, "Which comes first, the chicken 
or the egg?," I don't know. I think that without pick-your-own, we wouldn't 
have any market, but without a market we might not have pick-your-own. The 
two go hand-in-hand. We are in the entertainment business. People come out 
on Saturdays or Sundays and like to go in the orchard. They spend a lot of 
time there, then they'll come up and spend a lot more time in the market. 

This picture is probably five or six years old; we were still using 
bushel baskets. We now have a half-bushel box that my brother designed, 
and we carry a 15¢ deposit on it. We don't sell it, but we very seldom 
get any back--maybe 30-50 a year. They pay 30¢ for the bushel container, 
and they don't complain; but if you tried to sell them a good bushel basket 
for 50¢, you'd get all kinds of complaints! We found this to be a success 
story. 

We still operate our pick-your-own as you see here, cars coming into 
the orchard. We don't weigh anything; it is all by the bushel. Last sea
son, we got $6.50 a bushel for Delicious, and $5.50 for everything else. 

We run this type of operation on weekends, and run it out of the build
ing during the week. On Saturdays, we probably run 400-500 cars and Sun-
days 500-600; I think 650 cars is the most we ever had go into the orchard ~ 
in one day. We feel we get about 2,000 cars total on a Sunday. Being a ~ 
conservative, when we do 600 cars pick-your-own, we do it with six people. 
We run a guest check system--one fellow walks down the line of cars and 
gives each car a ticket stating what they've got, they drive up to a 
cashier and pay, and out they go. We have a fellow or two in the orchard 
to handle that, and one or two helping them get in. Plus, we use a lot of 
signs. We think we move quite a lot of cars quite efficiently. We operate 
mostly from 10 a.m. to 4 in the afternoon, and that is 100 cars an hour, in 
and out. 

As I said, we use a lot of signs. Any question that the customer 
might ask, we try to have a sign for because if you don't have a sign you 
have to have a person. We bring them in off the road with signs so big 
they would hang over the side of a semi-trailer. If we are working on both 
sides of the road, we have a sign with the variety of the apples on each 
side so they know which way they want to go. This is a portable check-out 
station for the other side of the road, when we pick apples over there. 
We put a cash register in the back of this pick-up, run an extension cord 
out there and a CB radio, take out a little bit of change, and we have 
everything we need--we are in business. If you can fill the back of that 
pick-up with money, you are doing alright. 

We have a 
pick-your-own. 
wells and your 
station wagons 

lot of problems, as I guess everyone has, with pilferage in 
This is just another good sign, "We will check your wheel 

trunks." We paid for the signs in a hurry with all the 
we kept from hauling stuff out in the back. ~--· 

1 
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We go into the market now. Our new addition is produce. As you come 
through the front door, the first thing you see is-this produce table. We 
have only been in produce for a couple of years, and I have a lot to learn 
(I can tell that by the shortage sheet which we have to keep a record of 
what goes out the back door and into the dumpster). I know we are not 
doing some things right, but we are trying to keep a good product at a de
cent price. We are trying to make it more than a convenience to our cus
tomers, but at the same time we are not setting the world on fire with it. 
This is in the produce area at Christmas time, when we had some gift ideas 
there. We are pretty close to Christmas, but I can see poinsettias quick 
sale already. The T-shirt at the top is a little gimmick that we kinda' 
like. It says, "Join the Apple Core," and then it has "Wiards" across the 
apple. 

This is a shot of the wall _that we put across the store for the winter. 
One section of our store (where our checkouts are) is closed off for the 
winter, and we just bring one of the checkout lines into the center section. 
This will probably be the last year for that; I think I'll insulate that 
checkout area so that we run the full year with items out there. We like 
to give our customer a lot of room; we use the shopping carts, as I said. 
Right now I am feeling pressure to put in bigger items and bigger displays, 
so probably in another year we' 11 keep that open. We do use it 12 months 
a year--we can warehouse some stuff in there. 

This is the way we put apples on the shelf. We have used the plastic 
bag for probably 10 years now; we got this idea from Jim Garwood down at 
Garwood Orchards in Indiana. He was the first one that I knew who was 
doing it. We were the first in our area, I am sure. There are a lot of 
pros and cons. As you can see, we use half-peck boxes on top of the shelf 
to keep the farm market image. I think it helps. Also, we get more money 
for apples than the supermarkets, so if I put them up there in a little 
plastic bag, right away customers start comparing it to 3-4 pounds in the 
store, and we're in trouble." 

Number 1 Delicious are $8.25 a bushel; our fancies are $9.95. Here 
are Jonathans, $6.95 (by the peck, of course, they are a little higher-
$2.25). The green apples are utility, and we distinguish that grade by 
having them in bags with yellow and black letters (as opposed to red and 
green print on the #l's). Paul Friday got me into the Mexican pottery 
business; you can see some of that scattered around there. And this is 
for Hank and Bev--we do sell quite a lot of Polaner's jellies and jams. 
Another item in the store is bulk candy; we do quite well with that. Where 
the honey looks white, that is raw honey (not just old sugared honey). 
This shelf has been real good totiie over a period of years; we've got 
mirrors in behind, and we think it is quite an attractive shelf. 

This was our cheese area, and right behind that screen is our biggest 
donut kitchen (we have two kitchens). Where the woman is cutting cheese 
is now a pass-through with hoppers with different kinds of donuts, and we 
sell donuts over the counter where the scales are--we moved the cheese 
area. We went from cheese, to cider, and now it is a pie case. We are 
going to get into baking pies; we have had the ovens for a year and a 
half. When the price of sugar went up, I just didn't think it was the 



-26-

time to introduce pies, so this case is being used for whatever happens to 
hit our fancy at the time. This was the Christmas season, so we put some 
Christmas gift ideas. That dome-thing is a citrus sample--we like to give 
samples to the customers as often as we can. It is good will and it also 
creates sales. 

We sell quite a lot of frozen pies, but I don't know if we'll stay in 
frozen pies after we get into baking pies or not. We do well with frozen 
pies. We put in a freezer where we can freeze about 4,000 pounds of cider 
and, to use the freezer 12 months out of the year (we like to make every
thing function as much as we can), as the cider goes out the pies come in. 
We also tried, through Michigan Certified Markets, frozen fruits in cans. 
At that time, we didn't really have the rdom to handle them; that was our 
problem. We'd get somebody high on the idea, and they'd tell their neigh
bors, and we'd be out of the 15-20-30 pound cans of cherries everybody 
wanted. But, now we can handle them. 

Again development--this was a citrus area a few years back. That is 
a checkout counter in the foreground that we built from a power conveyor 
that we no longer used for anything, so we made a 20 ft. checkout counter 
out of it! It worked quite well--we had two checkout counters, one at 
each door. Where the citrus is setting is now our cheese cutting tables. 
We have tried buying sotli.e packaged cheese, but people like to feel that 
you are cutting it right there. We now have a 16 ft. case along the front 
where we sell cheese from--we shotild have piled some cheese up to take this 
picture (it doesn't look like there is anything in there!). This is our 
citrus display, mostly sold at 19¢ a pound, but with some at 25¢ a pound. 

This is what we did with the cider and the milk. I haven't mentioned 
milk before, but milk is a good drawing card for a farm market. It gets 
people in every couple of days to buy some milk; we don't see too many of 
them going out with just milk. We don't make anything on milk, but it does 
help get those customers into our market, and we find that the local people 
feel that we are providing a service for them. Milk, bread, and eggs have 
been very well received, and now they are· asking me to put in some lunch 
meats. The cold storage in the new market is 2 ft. apart, so we put a hole 
in the wall, and put this unit in. Now we can take milk in on a pallet 
with a fork truck, and we can service this from the back (same as cider). 
The dark background is a blue shower curtain on a pipe hanging across there 
to keep them from seeing everything that is going on. 

This used to be one of our checkouts, but the new room on the front is 
22 ft., so it wouldn't do to have the checkout there. That door to the right 
goes into the cider and donut shop. That archway is the one we block off 
during the season with a gate that locks. Where that checkout was is now a 
spice area; we have about 75 jars of different spices. It has been very 
popular the last couple of years with all the interest in home canning. It 
also adds to the market; it has a good odor to it. Everybody goes by this; 
you can see the lines under the word "Spices" where the shopping carts go 
by. That is one big disadvantage to shopping carts--they do damage the in
terior of your store. But, we sure like to see them full; we are very sold 
on shopping carts. 
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In the cider and donut shop, we have a glass wall where they can see 
the cider being made. Behind the cider operation we sell cider by the 
glass, along with single donuts. We fill cups from these fillers also; 
the barrel up on the wall is for atmosphere. There is a plastic hose that 
comes from the cider press and goes into that barrel, actually goes into 
the cold storage right behind there. We are using the silk screen label 
on the jug now. I don't like it as well (I like this old yellow label 
better--it is more farmy, more country atmosphere), but I guess the silk 
screen is more practical. 

This is the small donut kitchen that we started with. In it we have 
a 40 dozen machine that we keep there because it really adds a nice aroma 
to the,room. This is in one corner and across from it in another corner 
is the popcorn machine. We get that corn to popping, and the gals get to 
making donuts, and it smells pretty good in there. Somebody is bound to 
buy something, if they get a whiff of that. We started with one 40 dozen 
machine, went to two 40's, then went to an 80, then sold the 80 and now we 
have two 40's and a 20 dozen machine. On a Sunday in the fall, we will put 
out 1,400 dozen donuts. People waiting to get in for cider and donuts. To 
the left is an area with picnic tables where they go out and eat donuts and 
drink cider. Once in a while we get someone who brings their picnic along, 
but people have generally been good about that. We don't have a problem. 
We have quite a turnover in that area and, if the weather is decent, they use 
a lot of the orchard out front between here and my house. They just sit 
around on the grass and enjoy themselves. 

We have changed the inside now. We had two cash registers and they 
picked up whatever they wanted, went past and paid. But, you know, Mama 
comes in and she doesn't know whether Johnny wants a sugar donut or plain 
donut, and while they are debating what they are going to have, the cash 
register wasn't ringing. So, we went to MacDonald-type thing. We put in 
pipe rails where they come up to four cash registers now, and if they have 
a hard time deciding what they want, they are only tying up one line. We 
find that people are educated at MacDonalds--they are really doing alright-
everybody has been to MacDonalds and they get the idea real quick. They go 
up, give their order, get what they want and leave. The other way, man 
when we used to let them go by where they could see them making cider (and 
after that they were supposed to be checking out), they thought they were 
there just to visit. Besides that, they were mad because they had to wait 
in line, and they were going to make sure the next guy did too! For two 
weekends in February, we have a pick-your-own apple sale behind the store 
in the vinegar warehouse. They're the same price they paid from the trees 
in the fall only we pick them. We use half-bushel bags rather than the 
boxes for this particular sale. (We don't like bags in the orchard, but we 
do use them here). We just put the different varieties of apples around, 
and let them pick out what they want. We give them cider, donuts, and coffee 
free on those days (what they eat there),. but they generally buy some to take 
home. We find this sells a lot of other things out of the market and it has 
been a very successful thing. We have done it for about six or seven years 
now. 
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That is a "sample" table; we find it very effective. Hank Polaner 
gave me the idea. He says, "Give away that jam and jelly and I'll replace 
it." He'll also replace what you sell, as long as you pay him for it! 
Joyce has samples of syrups, jams and jellies, corn relish, even citrus. 
Citrus is a fairly good item for us at the February sale (when this was 
taken). We get it all direct from Dave Gray, at Gray's Groves in Florida. 

Through all of this, if we do a good job, and we make any money, at 
the end of the year we get to buy a new piece of equipment and get a bonus. 
This is what we got this year--a new piece of snow removal equipment. As 
I said, we try to make everything do two or thre£ functions, and this is 
something that we have needed out there in the country. There are times 
when we are snowed in for two or three days; with this we'll get out. It 
also works real good for taking the ice off the parking lot. I have a 
ball driving it! 

Well, what you have seen is the result of 20 years of hard work and 
revolutions at home. I like to think of it as change and development. 
Most of ~t is paid for. I've looked back to see how it relates to sales, 
and I found out that there is a close relationship between the development 
of a market and its sales dollar. Earlier the changes were smaller; as I 
said, we try to do what we can afford to do. So, sales only show a little 
increase during the time the changes were small. Twenty years ago in 1955 
our retail sales were $6,000. Ten years later in '65 they were five times 
that; and in '75 they were 60 times that. With this, we are happy. We are 
optimistic that we will continue to grow, continue to develop, and I am sure 
we are going to continue to make changes. 

In conclusion, I guess I would say (if you are wondering which comes 
first--the chicken or the egg) I believe firmly that you need to be willing 
to make changes, and you have to have (it is a must) a positive attitude. 
I think attitude is very important, and your attitude has to be positive. 
I say, if you don't think it will work, it won't. Thank you. 

HOWARD: Thank you very much, Pete Wiard, from Ypsilanti, Michigan. As far 
as I am concerned, Michigan does have a good team. Things have really changed 
since I was a county agent 25 years ago. We used to just sell apples; now 
they sell everything. 

Our final speaker this morning is Paul Friday. He is from Farmer Fri
day's Fruit Farm of Coloma, Michigan. Paul operates a roadside market near 
an interstate highway in a small town. He has expanded from a small, open
air tin building to a very large, enclosed, year-round operation. Paul is 
a graduate from Michigan State University and a former school teacher, what
ever that means (he wouldn't let me say anymore about it, because he is going 
to talk about it). So Paul, you are on. 
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HOW I EXPANDED SALES FROM $40,000 TO 
$1,000,000 IN 8 YEARS 

Paul Friday 
Farmer Friday's 

Coloma, Michigan 

A Slide Presentation 

Thank you, Dick. You know, you are wrong--Pete and I are not equally 
successful. I was sure of that when Pete said that he paid for things as 
he went--every year I get farther in debt. And that is a fact. I used to 
be a school teacher; seems like up our way half the fruit fellows around 
used to be school teachers. It's convenient to teach nine months and have 
three months in the summer to look for a way to make extra money. By then 
the fruit season is going real good; a lot of us started out in the fruit 
business and ended up there. 

The title of my speech has been shortened to put on the program, .but 
specifically we went from $40,000 to $100,000 in the first four years. 
After I build a new store and learn how to promote, it will be $100,000 to 
$1,000,000 in the next four years. It is the second four years which my 
talk will be principally built around. 

For years I did business as "Farmer Friday's Fruit." This told the 
public that I am a farmer, my name is Friday, and I sell fruit. As time 
has gone by, the public has come to know what I am, and my name, and now 
we sell much more than fruit, so this year I changed the name to Farmer 
Friday's. 

As a college student on summer break in. 1962, I became a fruit re
tailer by hauling produce from my father's farm to the South Lyon Farmers 
Market on week-ends {South Lyon being about one hour's drive from home). 
In 1963, as a junior in college, I bought a 50 acre fruit farm and ran it 
on week-ends and summers. I taught vocational agriculture for one year in 
1965, and then leased a brand new market for one year. This was the down
fall of my teaching career, as I made more money in four months as a fruit 
peddler than I did in nine months as a teacher (base salary being $4,700 
at that time). The following year the bank had enough confidence in me to 
give me a loan to set up my own operation in LaPorte, Indiana, 40 miles 
from my home. I chose this location because it was on a narrow, seven mile, 
two-lane stretch of highway which connected the end of I-94 to the Indiana 
toll road. I knew this spot was temporary, only good until I-94 went 
straight through to Chicago, but my luck held out and it was six years be
for they finally got the new highway completed (which left my spot at that 
time high and dry). 
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After three years, anticipating its eventual doom and my need for an
other location, I leased a Sunoco gas station on I-94 (back home in Mich
igan) and gained permission from the oil company to put up a 32' x 64' open 
air building on their property which I then used as a fruit market. Four 
years later I bought a one-acre hole in the ground (and that is what it was, 
a hole in the ground) on the other side of the gas station. I added 
17,000 yards of fill dirt and built the first half of my existing opera
tion; the other half was added last winter. During the same years afore
mentioned, I also attempted to run several other market operations, on and 
off at various times. Get this--they include: a large market in Kalamazoo; 
a lean-to in Kalamazoo; a converted gas station in Portage; a tent that blew 
away; a plywood lean-to across from a gas station in New Buffalo; and two 
more plywood jobs. Counting the farmer's market where this all started, 
that makes a total of 12 ventures in the marketing business in the past 12 
years, plus the gas station for eight years and the farm for 12 years. I 
have been coming to this meeting for many years and I have noticed that a 
lot of you think I'm nuts; now you and I both know why! 

The management and mismanagement of a multiple location operation is a 
story all its own, so I won't go into that. However, I would like to relate 
this much of my experience to you. When you want to double your business, 
building another store isn't the way to do it. I have found that doing a 
better job, adding more items,to sell, and finding better ways to promote 
the home place is the way to go. In running a market, there is no substi-
tute for being there. I even wonder what is going on while I am down here .~ 
attending this Conference! ~ 

I started the Coloma market next to the gas station about June of 1968. 
This is home, this is the location I am operating now, and that's where the 
story is. The first season of this little market we sold primarily fancy 
fruit to transient I-94 highway trade, using the gas station to stop some 
of our traffic. We grossed about $40,000 at the market that season. 

The challenge of the next three years was twofold: (1) how to extend 
our season, and (2) how to attract local customers in a highly agricultural 
area where a large portion of the population was raising the items we were 
trying to sell. Some of the things we did are as follows: 

A. We lengthened our season by adding garden center items (plants and 
nursery stock) which got us started earlier in the spring and gave 
us something to sell in the fall. 

B. Reaching for the local trade, we started carrying consumable every
day items at a reasonable price. Some of these items (which Pete 
already mentioned) are milk, bread, and eggs. Stocking these 
everyday items also served to lengthen our season, as we sold 
items which the housewife needs every day all through the year. 

C. I began to learn how to run effective ads in quantity. 

In 1972 we moved into our new store. Now we have more room, bigger 
mortgage payments, more labor, higher taxes, more stock to pay for, and we 
are insurance poor. This takes us back to the one and only way for me to .~,. 
get out of the new mess I have created for myself, and that is more pro- ~ 
motion. The best year-around items to use for promotion are those that the 
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housewife needs twice a week (keeps her coming back to your mar-
ket) and items she knows the value of. This is very important. In other 
words, there is no sense in offering an item in your ads at 79¢ a pound if 
most potential customers don't know that the regular price for that item 
is about $1.25 a pound. For example, for me to run ads for salted peanuts 
in the shell at 49¢ a pound, when my regular price is 89¢ a pound, is prob
ably a lousy idea. 

Trying to fill our criteria for promotion items (these are items that 
the customer needs and knows the value of), I find the leading six items 
to be listed in this order: milk is number one (I sell about 3,000 gallons 
a week); eggs, number two; then bread, lettuce, bananas, and potatoes. I 
never use fewer than three of these basic items and many times I use all 
of them in my weekly ads. You would think you could wear these items out 
by constantly repeating them, but you can't. When a promotion item, let's 
say milk, really starts working for you is when milk, at the right price, 
becomes synonymous with the name of your market in the customer's mind and 
they start to tell their friends and neighbors about it. Why sell these 
items cheap? Simple--to bring a lot of people past good, heaping displays 
of items you have in your market that you are proud of (and have a good 
markup in). This extra march past those beautiful, high-prices perishables 
we all like to sell not only puts extra jingle in the pocket, but also keeps 
produce better and fresher because it has to be re-stocked more often. I 
would rather sell it and re-stock it than sort it at any price. It's 
better for both the customer and me--they get better produce and I have 
less waste and labor. I don't give everything away just so I can do some 
business. But I do sell these steady, everyday items in volume at a mod
est markup so that I might sell that fancy stuff that we like to build our 
image on (in volume at a high markup--many times at even a higher markup 
than I could get without the leader items because I have the traffic). 
This year, all summer I sold my best peaches every day at 49¢ a pound, 
which is about $25.00 a bushel. (I don't tell customers that, but that is 
just about right. I also had them much cheaper, of course, by the half 
bushel and peck.) We kept the 49¢ table looking sharp, and the volume 
created by our leader items kept them cleaned up. To my knowledge, we 
never had a complaint. 

Let's go back to the salted peanuts. About two years ago a friend of 
mine, who I went from kindergarten through college with, stood at my check
out counter and said, "Friday, what I want to know is how in the hell can 
you sell milk so cheap?" I will tell you exactly what I told him. "Neil, 
you have two items in your hand--a gallon of milk at $1.09, which cost me 
$1.01, and a two-pound bag of peanuts salted in the shell at $1.79, which 
cost me 90¢. You stopped for the milk, which I broke even on, but I made 
you walk past a nice display of peanuts that you could not resist. I got 
you for 89¢ on the nuts.". And that is just exactly the way my new store 
is laid out, too--two aisles (one down, one back) which take you past 
everything in the store, and plenty of shopping carts (which we just got 
into this last year). That is really the only reason I doubled the size 
of the store; I needed aisles wide enough to get carts down and I needed 
the layout that was designed in a way that was comfortable to use the carts. 
So I have this sytem of an aisle down, an aisle back; a long narrow store 
which takes you by all the impulse items; cheap milk at one end, cheap bread 
and eggs at the other, with lettuce, bananas, and potatoes someplace in the 
middle. This seems very effective. 
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I repeat, my bag is building good, big displays of impulse items, 
that, at a higher markup, will appeal to the droves of customers that I 
attract with my low price specials. Some of our better impulse items from 
spring to fall include: a nice selection of high class nursery stock and 
bedding plants, sweet cherries, strawberries, Florida and Arkansas to
matoes (someone mentioned at the buffet last night that they didn't sell 
many home grown tomatoes this year because they sold so many garden seeds 
and garden plants. I am a little bit in the same boat. But, before the 
gardener's season was in, Florida and Arkansas tomatoes went very well.) 
cantaloupe, watermelon, peaches, plums, grapes, pears, sunnner and fall 
apples, blueberries, syrup, honey, nuts, mixed candy, Pennsylvania Dutch 
candy, 55 kinds of cheese, house plants and lots of Mexican pottery. Now, 
those are all items which have been good impulse items that we can sell at 
the markup we want. We use them as promotional items only on occasion. 
Other items which make good promotional items from time to time, besides 
the big six, include onions; garden seed; dog, cat and wild bird food. We 
do about $75,000 a year in pet food; people are price conscious of it 
so it makes a good leader. 

One of the lead items which I have just recently gotten into is four 
pound jars of honey. We stumbled onto this one during the sugar shortage 
and found it made a good leader. Now we just run the large jar and it 
still remains good. Also, every week we select two kinds of cheaper, more 
popular cheeses to run on special. From time to time throughout the sea
son almost all salad items are good leaders, like lettuce (three heads for 
so much), cabbage, peppers, carrots, and cucumbers. For three sunnners now 
I have had two local growers bring me their grade out cucumbers (ones that 
are a little large, scared or crooked) for a $1.00 a bushel crate. I ad
vertise and sell them as "unclassified cucumbers" at 9¢ each. If there 
are 80 in a bushel, 9¢ times 80 is $7.20--or a net of about $6.00 a bushel. 
I sell about 50 bushel per week; 50 bushels times $6 net is a gross profit 
of $300 per week to me. And, cucumbers seem to be a good value to the 
customer. Of course, we also have "super select" available at the same 
time; they have their choice. I have often felt that you can sell a lot 
of both qualities; if you offer both, you'll be surprised who will buy 
which ones. Somebody will come in driving a big Mark IV Continental, all 
the money in the world, and they will buy the 9¢ cucumbers. Somebody else 
will drive up in a little, beat-up VW and buy the fancy grades at 98¢ a 
pound. 

When to promote an item is very important. The time to promote an 
item is when the wholesale value of that item is falling, never when it 
is rising. The time to run any commodity is when the customer has it in 
mind that it should be at a higher price; when the stores have a backlog 
of supplies at a higher price and consequently cannot come down right away. 
Three years ago good old homegrown Michigan beans had been about 38¢ a 
pound wholesale, and fell rapidly to 13¢ a pound. I ran them that week at 
19¢ a pound--which is only a 6¢ a pound markup, but if you sell volume 
that's $120 per ton. When you start selling markup you forget how much 
they cost a package or how much the markup is and start thinking in terms of 
larger quantities and figure your markup that way. I sold a ton and a half 
the first week, which gave me $180 on beans, and yet it was a great pro
motional item. I picked up a new item which both the customers and I know 
that I should sell from now on. Up until that point, I hadn't sold beans. 
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When you can, feature a new item at a ridiculous price. With care
ful timing and selection, you can make a profit by moving a volume of these 
items. Interestingly enough, though, the promotional value of this type of 
advertising reaches much farther than just selling a lot of that item. It. 
tends to make the customers think that everything in your market is a bar
gain, which, of course, is not exactly true. 

I always bought about 300 pounds of California long white potatoes 
every week in the spring, put my good markup on them, watched them turn 
green, and threw them away. Two years ago, in the spring, potatoes were 
10# for $2.29 in the stores, the highest I think I have ever seen them. 
Well, I got an opportunity to buy California long white potatoes for $6.50 
a hundredweight. I put them in 10# clear plastic bags, sold them for 79¢, 
and broke even. Instead of the 300 pounds a week that I had been dumping, 
I sold 2,000 bags (or 20,000 pounds) of potatoes the first week. What a 
promotion. The following week my cost went down to $5, but I held my ad
vertised special at 79¢. I made a couple of hundred bucks that week and 
still created traffic in my store. Again, both my customers and I know I 
am in the potato business now. 

One more example--pork products have been high lately and a month ago 
one of my suppliers told me he had about one hundred cases of bacon at 91¢ 
a pound. He asked if I wanted any and I told him to bring me the hundred 
cases (that is 2,400 lbs.). I hadn't sold much bacon before. I was just 
starting into the packaged meat thing and I don't do any cutting or that 
sort of thing. But the timing was good--the price was right--! sold out 
in three weeks at 99¢ a pound, had an excellent promotion, and netted $192 
on my "giveaway" sale. Now the public should begin to notice that I am in 
the meat business! 

Many times I use coupons in my ads. There are several reasons for 
this. I can offer lower price, because the only guy that gets that price 
is the guy who brings in the coupon. I can still make enough on that same 
item at the higher price. It is kind of a gimmick thing. They bring in 
the coupon for an item, but that is not the only thing they are going to 
buy. They are going to buy something else, and then you come out. An
other reason for using coupons is you can run a good check on your adver
tising. We keep a record of which ones come back and I may find one 
coupon bringing 200-300 customers, and another coupon bringing 20. So, 
obviously, I should scratch the one bringing in 20. It is easy to waste 
money on advertising and a good way to check is to use coupons. Also, 
being located on the highway, the highway trade is not as price conscious 
as the local trade. So, if I run the coupons, my local people get the 
benefits of them. It brings them in and yet I don't have to give away to 
the highway trade. They don't know a thing about the coupons .. 

The big question I am most commonly asked is what percentage markup 
I use. In other words, do I mark everything up 20%, 40%, 60% or 100%? 
Personally, I think the guy that uses the same percentage of markup on 
everything misses the boat. My markup varies extremely from all I can get 
on impulse (where price is not the object) to from 0-10% on an item that 
the customer is price conscious of and that I am going to use in my ads. 
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To me, there is no sense in running a price ad if I don't have the best 
price. Why run it at 79¢ if someone else has it for 69¢? You are almost 
defeating your own purpose. 

Most retailers like to be greedy and see how much markup they can put 
on a new item. If it is too much, then they go down. Not me. You and I 
are dealing with perishables. I like to start off selling it at a reason
able price and keep the table clean and the stock fresher. I make the 
customer aware of the deal; in other words, I use it in the ad. Then I go 
up later, if the traffic will bear it. It is much easier to go up if you 
have the traffic coming to you for that item than it ever is to build the 
traffic starting with the higher price. Also, I have a feeling that human 
beings are creatures of habit. Get them started buying an item from you, 
and even if you ease the price up a little bit they will continue to buy 
that item from you. Or, if you get them started trading with you, they 
are very apt to continue to trade with you unless you do something wrong 
or somebody does something drastically better somewhere else. 

I think this is kind of the key to my whole point. In order to get a 
new person in my store, I have got to do something drastic--something that 
is going to shake them up. With all the possibilities for buying, you buy 
your shoes at one or two stores, clothes at the same one or two stores-
you just get in a habit and you stay with it unless something drastic hap
pens. So, my advertising is sometimes drastic, has that type of appeal, 
to shake that guy loose and make him come in. There are people who live 
right in Coloma that drive by every day and have never been in. I think 
we can all say that. So, ho~ do we get them in? You have to shake them 
up to get them in. After they come in they say, "My, I didn't know this 
was here." 

Giving it away at first is also a good way to test a new item. If I 
start by giving it away, and don't traffic in it, I can always go up and 
sell a lot of it at a good price. But at the same time, if I can't give 
it away at the lower price, it certainly won't sell for me at the higher 
price or at the price I would like to get. So, I know immediately that it 
is a loser for me and I can sell it out, forget it, and forget it without 
wasting a lot of time and energy on it. 

This business is a business of trial and error. Some things work and 
some things don't; sometimes it is surprising what does and what doesn't. 
But, if I put it out at that giveaway price and it doesn't sell, I know 
immediately that I'm wasting space and time on it. Starting out at the 
lower price also has another great, big advantage: your suppliers will 
recognize you as a user right off the bat and you can deal him for the 
right price. A very good friend of mine, Jim Shelton from Niles, Michigan 
(a distance of about 30 miles from me) is at this meeting today. He and I 
both tried using milk as a promotional item about four years ago. Sales 
started slow because even though we were selling it at our cost (and spend
ing a lot of money to advertise it), nobody paid much attention because our 
retail price at our cost was no deal to the customer--we were simply paying 
too much. I was selling about 50 gallons a week. As time went on, we grad
ually built up our volume to where various milk companies became interested 
in our business and came to us ready to deal. If a salesman would contact 
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Jim, he automatically represented me--and thus made use of my additional 
buying power. If the salesman contacted me, I also would brag about our 
combined volume and, thus, also bargain for Jim. The rest is history. 
Today, a Wisconsin company sends a semi three times a week to Michigan, 
special, to supply the two of us with milk and at the right price. In
cidentally, right at the present time, we are both making a modest profit 
on milk. Jim and I buy many items together that way. We are just far 
enough apart to not be competitors, and yet close enough to conveniently 
compare notes and haul goods back and forth. 

Before we go to the news ads and slides, I would like to leave you 
with a couple of fleeting thoughts. One--Markup without volume ain't 
worth a damn. Two--Categorically, the very customers that come in for my 
specials are the ones who will spend the most on impulse items. They are 
the ones who will turn right around (after buying three gallons of cheap 
milk to save money) and pay 89¢ a pound for three pounds of grapes, or 
four pounds of mixed candy. I don't see why this is, but it just seems to 
be this way. Three--The money is in the store. There are usually several 
prices in a package of fruit. Take, for example, cantaloupe. There are 
all kinds of sizes and quality. I like to run cantaloupes in the ad, 3 for 
$1.00 (those are little ones and ones that maybe don't have as good a smell 
or whatever) 3 for $1.29, 3 for $1.49, right on up. You may get 79¢, 89¢ 
for the best cantaloupe, but I like to promote the cheaper one and get an 
ad in the paper, 3 for a buck. Yet, I'm still getting 79¢ ones out of the 
same bushel basket. That really is important because if you have all the 
assortment on the table and make the price high, they are only going to 
buy the big ones--and you are going to dump the little ones. If you make 
the price too low, then you are giving the big ones away. So, I think 
that is very important. 

I thought, as peaches are primarily on promotion, I'd give you some 
idea of one of my ads. This ad is quite typical of what we run every week, 
year around. Since this ad was run in the spring, May 8, this is larger 
than I usually run. Spring is one of our bigger times with more items to 
run; we have both in-store items and items out in the lot--nursery items 
and garden items. This particular item is geared towards Mother's Day. 
Therefore, I ran these prayer books, which might look out of place, but I 
paid $2.25 for them and sold grosses of them for $3.99. I made myself 
$400 or $500, so guess it isn't out of place (once in a while we like to 
do that). It may not stay with the image of a market, and probably isn't 
something you'd like to do, but in a way it is image because it keeps in 
the customer's mind that those are $14.95 down at the drugstore and Friday 
is going to give them away at $3.99--so his other prices have got to be 
super. 

Down at the bottom of this ad are some coupons. In this particular 
ad, the coupons are all on the nursery stock, over 30 kinds of Mexican 
pottery, wrought iron pot stands, etc. Most of the time the coupons are 
on produce items. Oftentimes in my radio ads I find it convenient to group 
items together so it is easier for the listener to understand what is going 
on. Therefore, we like to price things the same. This particular one
minute radio ad goes like this (this is August 8 through the 10th, 1974): 
"The magic money saving number at Farmer Friday's big market in Coloma this 
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week-end is 9. So come save with these particular spectacular specials-
sweet corn, 9¢ an ear (9¢ an ear is something over a dollar a dozen and it 
is not really cheap, but it sounds cheap, and I sold more corn at 9¢ an 
ear than I ever did at 69¢ a dozen); cucumbers, 9¢ each; peppers, 9¢; 
bananas, 9¢ per pound; cabbage, 9¢ per pound. And, if that isn't enough, 
save more with these money saving 99¢ specials: lettuce, 4 heads for 99¢; 
home-grown tomatoes, 4 pounds for 99¢; low-fat milk, 99¢ a gallon; bread, 
three 20 oz. loaves for 99¢; US #1 Wisconsin, Michigan and California po
tatoes--take your choice--10 pounds for 99¢; plus these two apple specials-
home grown green apples, 4 pounds for 99¢ and home-grown red apples (great 
for eating and cooking, fresh from Farmer Friday's own farm), 4 pounds for 
just 99¢. That is now through Sunday at Farmer Friday's big market, right 
off the I-94 Coloma exit. Farmer Friday's, at Coloma (open 7 days a week) 
is where you save on best quality produce at the lowest price." 

With that, let's go to the slides, please. 

This is the South Bend Farmers Market where I got started some years 
ago while I was in college. 

As a school teacher, I got the FFA boys interested in a greenhouse and 
we built our own out of used materials that we bought. We actually tore 
down an old greenhouse and put this one up. There they are planting crops. 
Each senior boy raised his own row of lettuce and tomatoes in the greenhouse, 
and then projected it on an acreage basis and wrote a term paper, etc. .~ 

Quite an interesting project. ..,,, 

This was the market that I talked about down at LaPorte, Indiana, on 
the stretch of highway that has now been bypassed by the road. This is 
kinda' where I got started with any kind of volume in a fruit market. This 
shot of the inside shows a little different type of operation than I've got 
now. It was strictly highway; no need for promotional items--you had the 
traffic coming to you. It was almost all impulse items that they are pick
ing up in this slide, if you notice--plums, nectarines, grapes--this sort 
of thing was the big item there. 

On the 4th of July we sold a lot of celebration kits and the like. We 
always tended to use the awning area, or the open-air part off the front, 
for the larger items and this causes quite a nice appearance from the road. 
This would be the same area in the fall when the peaches were there. This 
is kind of a gift area we had in one corner of the building. 

While I was running the one there at LaPorte, downtown in Buffalo 
(about three miles away) I had rented this abandoned gas station. I put 
this plywood lean-to across the front and I ran that for about four years 
as a small, local market. 

This shows our addition off the end, where the two gals are standing. 
That is the greenhouse addition and bedding plants really did quite well 
there. We would actually bring a truckload of bedding plants at a time to 
this store, and supply the big store (that I just showed you slides of) 
out of this one. This has local trade and they are the people who buy the 
plants; highway trade was much, much less at the bigger store. I point 
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this out because there is a lot of variation between stores. These are 
just three miles apart, the large one and the small one, but the type of 
trade is completely different. 

I mentioned all these different markets that I have been involved in, 
and this is one in Portage, Michigan. I rented another Sunoco station for 
a summer and used it as a market. I had intended to build big awnings off 
of it and clear 50 feet off this other end, making a sizeable operation of 
it, but the building code wouldn't permit it. So I got even with them--I 
went out and bought a bunch of umbrellas and operated it that way! No 
code for that. 

This was a market I built in Kalamazoo. It is a good market, the 
building is very nice, and it is on a good corner--but it was 40 miles from 
my home, my farm, and the gas station that I was trying to run. I was just 
never able to get the right management together. It was just too much of a 
burden, and so I sold it. I like this picture because it does show some 
nursery stock behind the fence. We did a good job with the nursery there, 
and we are building quite a nursery trade at home now. On the other side 
is an air-inflated deal called the "Moon Walk" that the kids like to jump 
in. I owned that and moved it from one store to another, and we did fairly 
well on it; we did best when I got an incurance company to insure it against 
wind, and it blew away! 

This is the Sunoca station that I leased off I-94; it is a good exit 
because it is very easily approached--a straight shot on and off--and it 
sits up high where i~ is easily visible. When I took it over it had been 
closed for quite some time. You can see where I filled in dirt, put some 
gravel over the top for parking area, and filled in the back where the 
market was going to sit. This was the market that I started with there. 
We have always used those big letters over the top which are very, very 
visible from down the road (at that time they were 8' tall). 

This shot shows some bedding plants in the spring at the store. An
other shot across the other way shows when we were starting to carry a 
little nursery stock in the far corner. Very limited, but it was a start. 
This is a shot in the store itself. Inside the gas station I'd put a snack 
bar and gift area, which kind of tied in with the fruit market. We tried 
to make kind of an oasis--gas station stop, fruit market, restaurant, etc. 

This was the forerunner sign to this operation--"Fruit, Food and 
Junque." No matter how fancy, the government cut that down for us. 

OK, this is the new store, This was supposedly my dream come true 
when I built this. I moved away from the little metal building on the 
other side of the gas station and built this big market. Two years later 
it wasn't big enough. That was to be a false barn front on the right hand 
side, and under that is the cold storage. To the rear is a loading dock 
into the cold storage and the other portion is the retail area. The cold 
storage was to serve both my farm and the market, which was real conven
ient, because that way we could do our wholesaling and whatever right out 
of that cooler. 
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This is an aerial after the market was completed. It shows, on your 
left there, a sign that shows "Free Cider." We ran that for a number of 
years, then when the price of cider got out of hand, we quit doing that. 
But at that time, we had free cider which was a good draw; it stopped 
traffic. They came in asking for it, and you invariably sold a gallon to 
everybody you gave a sample to. 

This building, that used to be the fruit market without the sign on 
it, was just sitting there idle, so I put in arcade machines, pin ball 
machines, electronic games, etc., and it works real well with all the 
money grabbers. Now that parking lot is paved, and I don't have any pic
tures of that, so I'll just mention it. That was a tremendous improvement. 
It is just a nice, neat, clean operation with the blacktop; certainly cut 
down on our cleaning problems. 

This shows a night shot of the big letters again; those letters are 
10' tall on the new building. I built all these signs myself and being 
up on top, they really do require some support. There is probably about a 
ton of steel on that sign holding up the flyway across the front. The 
face of them are just 3/4" plywood, fastened to the steel framework. One 
floodlight on each letter seems to light it up adequately. 

This is a shot inside of the store at that time. I had the garage 
doors across the front, the idea being that well out front of that is a 
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porch area (which is real nice because you could display bedding plants ~ 
under there in the spring and then go into produce items later on in the 
year), then close those doors for winter use, when you didn't need as much 
floor space. Well, that was a farce. After one year of operation we needed 
all the floor space year round, so I took the doors down and nailed them 
across the front (which is where they still are). Wasn't too good a value, 
buying the doors to use for one season and then nailing them up pennanently, 
but that is what happened. 

On the south end of the building we needed a greenhouse badly, so I 
took the lean-to off my barn (it was a very old barn falling down anyway), 
lettered all the pieces, brought them back here, and reassembled them with 
wooden pegs. Very authentic and, of course, I got a lot of publicity out 
of this. I also built a greenhouse out of that barn-beamed lean-to, and 
this is a shot inside of that (recovered with fiberglass). 

This shows the expansion then. When we decided to add on to the other 
store (actually doubled the size), what was cold storage under that false 
barn front became the middle of the store, with cold storage and a loading 
dock on the other end. That is a 20' x 20' x SO' loading dock with a lean
to roof, which balances off the greenhouse lean-to roof on the other end. 
That front porch is a check-out and display area. We have a lot of 
windows across the front, which we use for displaying hanging plants and 
indoor green items. 

At the same time I was putting my addition on, my friend Jim Shelton 
was looking for some plans for his new market. Our grand openings fell 
within 10 days of each other. The sign over the top which says "Fruit," 
had to be completely torn apart with cutting torch and reworked, and we 



c 

-39-

ended up with "Farmer" on this end and "Fridays" on the other side; that 
is the way it looked completed for our grand opening (the building is so 
long that it is hard to get in one picture). In this sign, there are 43 
sheets of 4' x 8' plywood used. Those slate shingles work out well, too. 

This is another shot of our grand opening. We had the radio station 
there (the gal is my manager); the little guy there served as disc jockey 
for three hours and broadcasted it live from our store, which was a big 
promotion. This is the cottage cheese we bought for our grand opening 
special. It's taken in the cold storage (the new cold storage is 48' x 
48 with loading dock on it), and off of that is a warm cooler for bananas, 
tomatoes, onions and many other items. This is cooled by a thermostatical
ly controlled fan which blows cool air from the cold storage into another 
room, 18' x 40', which is kept at 55°F. 

This shows a shot of the addition. I am taking the picture from the 
office area overhead, which is really convenient because we can look either 
way with it straddled across the middle of the store. It is worth men
tioning those doors--they are bumper doors, 6 ft. wide, and you can hit 
them with a fork truck, walk through them, and they still close right be
hind you. I have three sets of those and they make it pretty convenient 
to go anyplace inside the market. The dairy case is built into the cold 
storage, and you can see there; we can service it from the back roomor-~
from the cold storage. 

The store is laid out in a long shot, that center table going up the 
middle (you can only see about a third of it in that picture) is 140 ft. 
long. So, you come in, go all the way down, all the way back, pushing 
your cart and picking up the goodies. There is a cut through the middle, 
otherwise we would have to walk that distance working in the store. Peo
ple can get milk and go directly to the register, going only through half 
of the store; but we keep eggs and bread at the other end, so most of them 
don't do that. 

This man, 81 years old, wanted a job. He had been asking me for two 
or three years, and I thought he was joking. This year I took him ser
iously, and he is one of the best guys you could ever hire. He just loved 
what he was doing and really took care of the plants. Sold a lot of them, 
too. I put him out there with three or four other people, and in three 
days he was the manager. 

This is out the other side of the porch area--a nursery area. Russ 
was out there working around frantically (had 10 customers at a time with 
only a kid or two trying to help him). He was complaining that everyone 
was running around and didn't know who the salesman was, so my bookkeeper 
quickly made him this sign--"I am the salesman." We do need some way to 
identify the male members of our group. The girls all wear red smocks; 
you have probably noticed that in some of the other pictures. This works 
out really well; makes it neat. But, we haven't really come up with any
thing for the guys yet. I wish I had a picture of the Jackson and Perkins 
roses, which you can see behind him there. We just have hundreds and 
hundreds of those on display at one time, and it is quite impressive. 
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This is inside the checkout area. Across the front, all winter long, 
we have these indoor plants. See the push carts there in front? 

This slide is not very beautiful, but it is very convenient. We 
handle all the bulky items on skids, and use fork trucks and skid pullers 
to move them around. We have all that type of merchandise kept at one 
end of the store, right in front of the milk cooler (which is very access
ible to both the cold storage and the warm one). 

This is dog food--about a week's supply. It's a good promotional item. 

A shot of home grown apples. We grade out the best of them and sell 
them at 29¢ a pound. Then, we polybag the smaller ones, which are really 
more suitable for polybagging anyway. This shows a display of that. Shot 
down the center table. 
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'1 George is on the intercom here, and I'd like to make mention of that. 
We have an intercom system through the entire store, and it is very, very •1, 

handy. There is one at each checkout station (there are three checkout 
stations), one in the gas station, and one in each office. It is very con-
venient to be able to communicate that way. I figure our intercom is worth 
as much as any one employee, and I put the whole system in for a couple of 
thousand bucks. Say we want to change the price of tomatoes from 39¢ to 
29¢, or 39¢ to 49¢. My manager changes the sign, picks up the intercom, 
explains the change to all cashiers, and everyone knows what is going on. ~ 
I don't know how we would operate without it. 

We are starting to do a good job with fancy fruit baskets for Christ
mas. This shows a shot of some of them. This was early, before Christmas; 
much later we had bigger baskets as well as those, and that table was filled 
about three times as full. That gives you an idea of our fruit baskets. 

This slide is very dark, but it shows jams, jellies, and a sign show
ing how to get to our cheese barn. They kept asking where the cheese barn 
was, so we built the sign. We figured we may as well say it was famous; 
everyone was asking about it. So, it is our "famous cheese barn." Why 
not? 

This one shows a display of home grown apples from our own farm. And 
citrus; we are starting to do quite a job with citrus. You can see the 
sample barrel there. Like pizza, it works very well with samples. We use 
a lot of samples in cheese and with citrus. 

Two of our promotional items there, both down at the far end of the 
store, the eggs and the bread. That was our nut display for Christmas 
(the Wine Cellar is in the background) we carry bulk nuts, beans, notice 
how many kinds of beans we carry. People like bulk--it is sort of a country 
image thing. 

That is a better 
and set them on edge, 
didn't cost me much. 
orate things. Here I 

shot of the Wine Cellar. I just took apple crates 
and it makes quite a country-looking display that 
I put Mexican pottery around the top, just to dec
am loading the Mexican pottery, and this shows the 
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greenhouse addition that I showed you in construction earlier. I don't 
know where I am going to put plants this spring; have to sell some pottery 
I guess. 

There is our "famous Cheese Barn." This was a corner area that was 
kinda' lost. I do not put perishables in corners because they sit there, 
and your deterioration was too great because you don't have enough traffic 
going past. Now I have found that if I put specials in those corners, I 
can make good use of the space that was wasted. In the corners of this 
area now I am putting my cheese and meat specials. This is a shot of one 
of the cheese corners. 

This shows the home-made cooler that my refrigeration man and I con
cocted one winter. At one time, that was my whole cooler. We still have 
it, so we are using it for some meat and cheese items. 

I buy a lot of items that I can sell for 69¢; I don't try to stock 
them separately, we just throw them all together on a pile. This has 
worked really well; everyone likes to run their own treasure hunt. Before 
Christmas we had a lot of people buying $30-$40 worth of that stuff at one 
crack. They'd fill their cart with that junk. There are a lot of good 
items on there--flashlights for 69¢; dictionaries for 69¢; dust pans; an
tique paint kits that would usually cost 95¢--a lot of it is closeout 
chandise. It has become a hobby with me and I enjoy it; I get a big 
out of it. I can't believe how well it is working. We bought $12,000 
worth of merchandise for the Christmas sale and sold most of it. 

This is the back room. It is kind of a mess, but that is usually the 
way it looks, so I thought I'd show it as it is. The round table in the 
back right hand corner is for grading apples, and this one in front we use 
for making fruit baskets. This worked real well; we would have three of 
us making fruit baskets. The bumper doors go into the warm cooler, which 
spills right into the back room, which is very convenient. We scoop up 
things for bagging from those dump tables. This shows some gals trimming 
lettuce in the back room. Sometimes we have nine or ten people working in 
the back room at one time, which is frantic. 

This gal is cutting, weighing, and pricing cheese. That is a nice 
little computer scales that I would like to own more of. I bought that 
one for $1,800. They are very, very handy, but a lot of money. 

Get into some promotional and novelty things. I was in the Blossom 
Parade the last couple of years, and last year the theme was "American 
Folklore and Fantasy." I am Davy Crockett there, standing in front of the 
wagon, and my six year old boy is in the back. We had the loan of some 
antique guns, etc., and it worked out quite well. We had loud speakers 
underneath and a tape playing "Ballad of Davy Crockett" sung by Tennessee 
Ernie Ford. 

This ad idea worked out better than I thought it would. In fact, it 
worked out so good that I was almost embarrassed. I am a member of the 
Lions Club and they came to me, as they had for many years before I was a 
member, to advertise on their place mat. When they asked me what I wanted 
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on it, I said, "Just give me the same size ad everybody else has, at the 
same price. But, I just want two words on there--'Farmer Fridays'--in the 
biggest, boldest letters you can put." I will pay my $15, same as every
one else, but there is no sense in telling them I am in Coloma, Michigan, 
that I sell apples and peaches, so I just put the name on there. The way 
it came out, I got bigger print than Coloma Lions Club Pancake and Sausage 
Day (which was the event the mats were for). I had a lot of remarks about 
that from the other merchants, etc! 

I put this in because I feel that any type of promotion you get is 
good. We had quite an experience. During our grand opening we had a woman 
sue me for $1.00 because she claimed she bought a squirt gun that didn't 
work. It was supposed to be a trick gun that would squirt either front
wards or backwards--this one only squirted backwards. I don't think she 
realized it was supposed to do that. She brought it back twice and my 
cashiers gave her another one; the third time she brought it back we told 
her she could have anything else in the store for $1. This didn't satisfy 
her, and on her way out she even took a third squirt gun. As far as I am 
concerned, I don't owe her anything if she took one; but she took us to 
court for the dollar. Well, I sent two of my employees down there and the J 

judge ruled that we were guilty (because he got wet). He tried it and it l 
squirted all over him! The judge ruled that replacing it with another · 
squirt gun (if we could replace it with a good one) was good, but the whole 
court was just a panic. Well, it cost me the $1.00 fine and $13.00 court ~ 
costs for a total of $14. The local paper picked it up, however, and there ~ 
was an article about it. Well, people heard it on the radio and I got 
extra business, and the next day the Detroit Free Press called me (165 
miles away) and they wanted to know about it. I am thinking that things 
have gotten a little out of hand, but I gave him the story, being real 
careful about what I said. The next day, the front page of the second 
edition (had about a 5" x 8" article) showed a picture of a real fat judge, 
watering himself in the face, water running down all over him, and every-
body picked up on it because it was so silly. I was getting publicity like 
I just couldn't imagine! The day after that Pete Wiard's driver was in (he 
was buying peaches from me at the time) and he said, "Pete said to tell you 
that he is green with envy. You were all over Ypsilanti TV this morning. 
Where he is, right in Ypsilanti, and they are advertising your market!" 
I got newspaper clippings from California, Florida, Texas--you just 
wouldn't believe it. To top it all, I got to thinking I should play on 
this someway, so I bought six articles of the Detroit Free Press and taped 
them to my cash registers where everybody could see that we were almost 
proud of the fact. I called a supplier friend of mine in Illinois and 
bought 80 dozen little squirt guns, put my name on both sides of the bar-
rel, and then advertised squirt gun specials--free squirt guns to everyone. 
They cost me 10¢ each, I gave away 80 dozen (which is $96), and they were 
gone in a day and a half, but now they are in people's basements, behind 
their bars, so the advertising still goes on. 

Another ad we ran which was rather unique was advertising free ice 
cream cones to various people--one week we gave to anyone with a broken 
arm or leg and they wanted to know if broken fingers, or a brace on your 
neck, all these kind of things counted! People were really getting with 
this thing. I couldn't believe it! I thought we were dumb the first time 



' 

-43-

we tried it. One week I ran all redheads, and another time we really 
goofed--we ran anybody with unmatched socks. You wouldn't think there 
would be that many, but we had whole little league teams come in. They 
would ride over in about three or four stationwagons and change socks with 
one another. We gave away several hundred ice cream cones that week-end, 
but it didn't hurt us a bit. 

A friend of mine took an abandoned supermarket between Thanksgiving 
and Christmas, made cardboard stalls in it, and rented it to 43 merchants. 
It was in a shopping plaza in Benton Harbor and I rented one of the stalls 
(I figured it was a good promotional gimmick); they were open 23 days. I 
built the structure over the top with building materials I hadn't used at 
the store, and built this booth. It was a lot of work, but we had a good 
time and the exposure was good. 

There is a sample from our Cheese Barn. I brought in five or six of 
our best kinds of cheese, that I thought people would like the best. Now 
we have people liking our cheese, and going to the store to buy it. 

Well, that is the way it looks today, at night, when you are coming 
down the highway. I think it shows up really well, but like I mentioned 
before, we have a lot of debts to pay. That is just about our story to the 
point where we are now, and that is the end. 

HOWARD: We certainly had some fine ideas shared with us this morning; two 
different operations and very interesting to me. We hope these folks will 
stay around so you can talk with them about their operations. The Trade 
Show exhibits are open. We'll see you this afternoon. 
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TRACK I 

PICK-YOUR-OWN OPERATORS 

UTZINGER: OK, if everybody is in the right place, we will get underway. 
I'm Jim Utzinger, Extension Horticulturist here at The Ohio State Univer
sity, and it is my pleasure to serve as the chairman of our session this 
afternoon. I've also had the pleasure of working with Dr. Cravens and 
other members of the conunittee in planning for this Conference. I've been 
coming to roadside marketing conferences for a number of years, and this 
is a conference that I get excited and thrilled over. I'm sure that's the 
case for many of you, because I see you year after year. Also, it's very 
interesting to note that we have a get-acquainted type program (such as we 
had last evening) to see so many here for the first time, and we do hope 
you enjoy the Conference. You're going to take home some really good ideas 
that you can use, not only in 1976, but in the future as well. 

We've had this Conference for the new year as soon after the holidays 
as we could, and now I think we want to contemplate on the life that has 
gone before and the life that is yet to come. We must decide how to use 
the past to make a better future, and begin to do it this moment. To help 
us do that we will call upon our research people and I think we have an 
excellent line-up this afternoon. 

To get us started, I'd like to call on Mr. Joseph Huber III, from 
Borden, Indiana (about 15 miles northwest of Bloomingdale, Kentucky). The 
Huber operation is 200 acres of production of fruits and vegetables 
(pretty sizeable operation) and of that 70 acres are sold pick-your-own. 
Mr. Huber grew up in the business, and he's been in pick-your-own for the 
last seven years. Some of the products that they market pick-your-own are 
strawberries, green beans, peppers, and sweet corn; I'll let him tell you 
some of the others. 

Certainly one of the important aspects of pick-your-own is attracting 
customers, so at this time I'd like to call on Mr. Huber who will discuss 
the topic, "Attracting Distant Customers." 



-46-

~1 

! 

i 
\ 
I 
i 
1 
1 
l 
l 

1 
t 
• f 
j 

I 
! 
! • 
I 
I 
! 

I 
I 
l 

l 
{ 

·~ 



' 

-47-

"Attracting Distant Customers" 

Joseph Huber III 
Joe Huber Farm 

Borden, Indiana 

A Slide Presentation 

First of all, I've heard a lot about Ohio State's Roadside Marketing 
Conference for the last five or six years. This is the first time I've 
had the opportunity to attend this meeting, although we've gotten litera
ture from Ohio State that's helped us out quite a bit. But, in the past 
week, I've lost a little bit of steam for Ohio State--I don't think people 
here know how to read. If you pick up any sports page in Indiana, you'd 
find that Indiana University is #1; but we come here to Ohio State and 
they almost knock us poor Hoosiers off! They scared the dickens out of us. 
But, we're talking about Borden, Indiana; and like Mr. Utzinger says, that 
doesn't ring a bell with anybody. 

Our you-pick-it operation there is really in the boondocks--we're at 
the end of the world. You can ask any of our customers and they'll agree 
with that 100%. We're seven miles off of the nearest state highway, and 
you come to our farm by a winding, crooked, up and down almost one-lane 
road. We located in what they call the "knob" area. There is a small com
munity there; actually it's called Starlight. This little plateau is up on 
a little knob, about a mile wide and about five miles long, and a lot of 
fruit and vegetables are raised in that area. 

I'd like to go back just a little on how we got involved in this U-pick 
thing. We started about nine years ago with strawberries--we picked for the 
fresh market (maybe five or six pickings until we got the cream off), then 
we let the city cousins come in and take what amounted to what we couldn't 
sell. Seven years ago we went strictly U-pick on strawberries, and it 
worked out really well for us. The following year we put out a fourth of an 
acre of green beans, and from that we've gone this past year to 25 acres of 
green beans on U-pick. 

We are located a good distance from our customers. We're 15 miles 
northwest of Louisville (that's from the Ohio River), and we pull a lot of 
customers from about 30-35 miles. Our U-pick operation grew fast--we ended 
up with more people than we could handle on our farm. As a result, since 
there were a few other fellas in our area that were thinking about getting 
into U-pick, a lot of them asked me what I thought about it (ours is a 
close-knit community and they just didn't jump into U-pick). I told them 
I thought it was a good idea because some days I had more customers than I 
could ever think about serving. We formed a little organization called the 
Starlight Fruit and Vegetable Growers, and really all we've done is pool our 
advertising dollars to attract more people. I told them there were plenty 
of people to go round if they would spend a few dollars for ads. If you 
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draw a circle around our farm, a radius 30 miles would encompass about 1 1/2 
million people. But, we had to reach these people, let them know. So, 
really our organization began with "Let's pool our advertising dollars and 
see what we can do." 

One of the biggest aids was on April 17 of this past year when they 
had a National Food Day all over the United States. We were approached by 
a group from Louisville and asked if we would participate in this National 
Food Day to let the consumer know what we had to offer. We printed 20,000 
of these brochures (nothing fancy), but on the front it states, "The Star
light Fruit and Vegetable Growers--220 acres of fruit, 600 acres of vege
tables. We call it 'The Garden Spot of Kentuckyana.' We're located 15 
miles northwest of Louisville, Kentucky. Economical, farm fresh quality; 
U-pick or picked." When you open that up, the first thing you see is the 
different varieties of fruits and vegetables we have and the approximate 
date they will be ready. On the back, all five growers are listed. We are 
located within a mile radius of each other. I'm the old man of this bunch-
the rest of these guys are young, progressive farmers. We really hand
picked who we wanted to start our fruit and vegetables growers association. 
There are other people involved in U-pick, too, but they don't work at it 
like these five growers. Three of these other growers are here with me to
day, and we all go to Michigan State. We're also up to Purdue every chance 
we get to see what they have to offer us. 

We really do work at it and the amazing thing is the spirit of co- .~ 

operation that's involved. If you come to my farm to pick strawberries and ..,. 
I'm out of strawberries, I'll actually send you right down the road to a 
competitor. But, if you drive 35 miles to come to my farm to pick straw
berries and I'm picked out and send you back, you're never gonna' come back 
anyway. So, through this spirit of cooperation, we have really built up the 
trade in our community. 

Getting back to this National Food Day--they wanted us to set up a 
booth on the Fourth Street Mall in Louisville and actually sell the differ
ent kinds of produce we have on our farms. This was on April 17, and we 
would have to buy anything we wanted to display there. So, we told them we 
would rather not sell anything, because (if they were going to have the 
amount of people coming that they thought they would) it would be impos
sible to do. What we did is get a sample of each fruit and vegetable that 
we have available on our farms, and we also handed out these brochures. We 
told them they could come to the farm and pick their own or, on some items, 
we would have it already picked. 

The first day we handed out over 4,200 of these brochures, and all 
summer long these things were popping up (because of the map on the back 
side). It really worked out well for all of us that worked on this National 
Food Day. There was a tremendous crowd of people there. I think we had 
over 12 people who worked our booth, and they were really jumping--handing 
out brochures. 

We participated in two other nutrition days that they had in Louis- ~ 
ville. At each one we handed out over 2,000 brochures, so we feel like 
this is one of the better things we've done. If you're a new customer at 
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our farms, when you leave we'll make sure you take back five or six broch
ures with you to spread around. I don't hand out my own card to try and 
get you to come to my farm; I hand out this brochure that belongs to our 
coop, and the rest of them do the same thing. But, as I say, it's a spirit 
of cooperation that's almost unbelievable. I don't believe there's one of 
us, at any time this year, that had something we needed picked that didn't 
get picked. 

I remember one of these growers in his first year involved with a U
pick farm in strawberries. Nobody knew he had strawberr~es to pick. One 
particular day at strawberry time, I went over to his farm about 9 o'clock 
on a Sunday morning to see how he was getting along. The man had two cars 
there, and we had a tremendous crowd of people. We're not hurting--we had 
berries that needed to be picked, but we weren't hurting. So, we closed 
ours down and sent everyone to the other farm, and they picked every berry 
that he had to pick that day. That bunch of people who went there went 
back home satisfied because he had some beautiful berries. From that time 
on, every berry he had to pick was picked, and it just worked out real well 
for us. 

I think you can go to any of the other four growers and see fields of 
strawberries that look like this--they are weed free. I like to say that 
we hand pick these growers; we're just a little particular about it. If 
I've got a successful U-pick operation and you've come to my farm to pick 
berries, if I'm going to send you to somebody else, I want you to be satis
fied. If I send you to some weed field, you're not going to have any use 
for me, either. Everybody works at trying to keep these fields neat and 
clean. We don't sell very many berries already picked, but what we do sell 
we pack in 8 quart containers. We probably could sell an awfully lot of 
berries like that, but we don't advertise berries already picked. We would 
rather have it as strictly a U-pick operation. 

This is a variety of berry called Red Chief. We like this really well 
for U-pick. There may be some berries that out-yield this strawberry, but 
as far as quality and ease of picking go, we like Red Chief. It's got a 
real long fruit stem that's easy for the customer to get to. Probably 80% 
of our acreage is in Red Chief strawberries. 

I'd like to show you why we encouraged other growers to get into U-pick 
with us. This slide was taken in 1973. This particular year we only had 12 
acres of green beans; that field you're looking at has about two acres in 
that particular planting. This picture was taken at 8:30 in the morning and 
the nmnber of people picking just green beans, not other things on the farm, 
was 726 in that dawg-gone field! You figure other operators have their 
troubles, too, but you have days when you absolutely get overrun with people. 
You can hardly control them. So, by having four other growers in our area, 
whenever we get more than what we can handle, it's no problem sending them 
a fourth of a mile, or a half of a mile, down the road to another farm. 
We've had customers going to another farm thank us for what we did for them. 
It's just been a good spirit of cooperation on everybody's part. When you 
get days like this picture shows, it just sets you crazy. If you'll notice, 
on the left side of that picture cars are parked along the county road, and 
we don't like to park cars on the county road; it makes for a traffic jam. 
We can park 276 cars off of the road. 
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This is how we transport people out to pick green beans, sweet corn, 
whatever. That's the chasis from a housetrailer, 8 foot wide and 25 foot 
long, and low to the ground. Even an elderly lady can step up on that 
trailer without too much trouble. This is really a family-type thing--
my wife and our five children work at this to no end. That's my boy on 
that tractor there and he doesn't do any plow jockeying on that tractor--
the fastest he'll ever go is 3 1/2 miles an hour. 

I really believe that one of the main reasons our U-pick operation has 
been successful is because of my wife and my five children. I guarantee 
that everyone of them will put in 15 hours a day, 7 days a week; from berry 
time until we get frozen out in the fall. Many people ask me how I get my 
kids to work like that, and I guess I really don't know. But, they are 
really good at it. They work at it. 

At the end of that patch is another of these trailers like you saw 
people riding on. We had 160 bushel of potatoes that we were going to sell 
over that weekend, but at 9:15 in the morning we were out of potatoes. So, 
we had to do something about getting other people into U-pick operations 
with us. Normally we let people pick their own sweet corn, but we had so 
many people that day that we couldn't just turn them loose. We had to take 
some of the Mexican migrant workers that work for us on our farm and start 
them picking sweet corn. They hadn't picked sweet corn before (of course 
they knew how), but we put them on piece work and paid them 15¢ a dozen, so 
we could do something with that crowd of people. About every 12 or 15 min- ,,.... 
utes, we'd bring a load of corn in. We tried to count the corn out ourself, ~ 
but we couldn't do it. Somebody would stick money in your pants pocket, or 
your shirt pocket, and want 10 dozen--we just couldn't keep up with them. 
So we told people, "All right, you count your own corn. But just be as fair 
with us today as we're trying to be with you." Really, I still say that 99% 
of the people are honest. I don't believe we got hurt that day, but it was 
just an absolute rat race. We actually saw a customer wanting 10 dozen ears 
of sweet corn, but there was no way they could count 10 dozen before that 
wagon or trailer was empty. Women would lay corn right on the ground and 
just spread eagle over the top of it! 

This is a little bit off my subject, I guess, but we encourage people 
to bring children to our farm. We never turn a child away from the field. 
They can go in the field any time they like but on this picture here, we've 
got a lady and her three children, she's got 4 bushels of green beans there. 
There's no way a lady is going to park her car in the hot sun, let me tell 
her that she can't take her kids in the field (they've got to stay in the 
car), and go out there and pick four bushel of green beans by herself with 
the kids crying and screaming. Even if you have a playground area, you've 
still got a problem. I say, let them go to the field because, if you tell 
that mother what you expect of her children, 90% of the time she'll cooperate 
with you. 

This slide shows you the kind of advertising that we have done. In the 
Sunday editions of the Courier-Journal and the Louisville Times (which are 
the two biggest newspapers in Louisville), they have what they call the ~ 
magazine section and every Sunday they feature a special vegetable or meat 
or fruit. The picture you see on the right of those strawberries 
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made up into that shortcake cover a complete page. I think that's about 
12" wide and 16" high. Then it's got berry pickings. Underneath that 
column where we've got the strawberries covered up, there are different 
recipes as to how to freeze strawberries. Three months in advance, we got 
hold of the Courier-Journal and told them we wanted to buy that half page 
ad that you see. It was $530, just a one shot deal, but we had five growers 
involved so we only spent $106 each. This ad was run about a week before 
strawberry season began, and you would be surprised at the different people 
that came out to our farms to pick strawberries with that map. I think 
that is one of the best pieces of advertising that we ever did. It has 
worked out really well for us. 

Also, we almost always run an individual ad in the classified section 
of the Courier-Journal. They have a column under "Good Things.to Eat" and 
most of us keep an individual ad in that every day, all season long. Of 
course, we change it from time to time according to what we have available. 
The ad is only about 2 1/4" wide, and our ad only takes up about 9 spaces, 
and it cost us approximately $140 for two weeks. But, I don't think it 
does anything for us like this type of ad. After our experience last sum
mer, I would say next summer we will run at least four of these kinds of 
ads in the magazine section of the Courier-Journal. They'll feature sweet 
corn and green beans, maybe combined, and apples. We're going to try to 
catch this ad everytime something like that is available for us. We men
tion things other than strawberries in our ads, too. If you notice on the 
right it says, "Come to the farm, pick your own. Save up to 300%. We 
also have berries already picked, plus 850 acres of other fruits and 
vegetables in season·for canning and freezing, including peas, green beans, 
sweet corn, cabbage, 'tomatoes, apples, peaches, peppers, pickles, potatoes." 

Peas have really been a surprise for us. I don't know how many other 
U-pick farms fool with peas, but we started with peas three years ago. This 
past spring we had about six acres of peas out, and three other growers had 
about 14 acres between them, so together we had about 20 acres of peas out. 
That sounds like an awfully lot of peas (we thought it was a tremendous 
amount of peas), but they picked us all out of peas the first day before 
10 o'clock! We charged $6 a bushel for peas, pick-your-own. I admit, it's 
really been a surprising item for us and it's really been a good one. 

We've got a bank down in Louisville, and they really push these gardens 
down there. They leased a bunch of ground, and then rented these garden 
spots out--I think they were 40' x 80' or something like that. They plowed 
the ground, disked and worked it down for the people who wanted to plant a 
garden there, and charged them $20 for it. That thing was on TV and radio 
(it got all kinds of TV exposure) and we got kind of shook up. So we run 
this ad in the paper, "Why worry about a garden?" We really got a response 
out of that; it was amazing. It cost $150; divided by five, it cost $30 
each. 

Another thing we found about forming this organization was that it's 
awfully hard for a radio station, a TV station, or a newspaper to really 
push an individual. When we formed this organization, we were on tele
vision four different times this summer--most of the time on the six o'clock 
and 11 o'clock news. We got tremendous coverage. I think there was a total 
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of seven different articles in the newspaper--front page every time. Well, 
I tell you, you won't get that for an individual. But, for a group like 
this, it just worked out really well for us. We pay for several ads, but 
we get a lot of free coverage too. Thank you. 

UTZINGER: Thank you very much, Mr. Huber. We have a number of resource 
persons this afternoon who are going to be sharing ideas with us and, Mr. 
Huber, we certainly thank you for sharing some of your experiences. Hope
fully, after we hear from our resource people, you will have some questions. 
So, our planned procedure will be to ask our resource persons to come for
ward and we will have a question and answer session later. If you have 
questions, please jot them down and we will get to them. 

I've heard that a dedicated procrastinator is a fellow who puts off 
until tomorrow the things he's already put off until today. I'm real glad 
that you haven't procrastinated so long that you decided not to come to 
the Roadside Marketing Conference this year. We're real delighted to have 
you with us. You know, in our Extension offices, we get lots of questions 
from people who have had some success marketing fruits, pick-your-own, and 
they want to know what the opportunities are for marketing vegetables, pick
your-own. I think this is an area that we all need to learn more about, 
and share ideas about, and certainly we got a sample of that from our first 
speaker. As you will notice in your program, our next speaker is going to 
be dealing with this business of vegetables that sell pick-your-own. To 
help us with this topic, we're going to call upon Mr. Pearl Walker. 

Mr. Walker hails from Davidson, Michigan. It seems like we have a lot 
of Michiganders on the program this year, but as I checked with Mr. Walker 
about the exact location of Davidson, he indicated that he was just east of 
Flint. So, that will help pinpoint his area. The operation is a 300 acre 
farm where they grow some strawberries, but it is mainly a vegetable opera
tion. Mr. Walker has been in the business for some 20 years, and he sells 
such vegetables as green beans, peppers, tomatoes and other pick-your-own. 
I'm sure you're all interested in hearing from Mr. Walker at this time. 
He's going to discuss the topic of "Vegetables That Sell Pick-Your-Own." 
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"Vegetables That Sell Pick-Your-Own" 

Pearl Walker 
Walker's Farm 

Davidson, Michigan 

This is my first time with the Ohio group, and I think we're going to 
learn a lot here. Just as soon as I get this speech over, that's when I'm 
going to start learning--I've been worrying about this all the time! But, 
one interesting idea I liked was that of Mr. Huber about cooperation be
tween farmers. That's what we need badly. Not very many sections of the 
country have cooperation like that between the farmers. In our area, not 
many farmers would get together and advertise that way. But, farmers in 
general across the United States need to get together, get organized some 
way, and cooperate. 

We operate 300 acres in Davidson, Michigan (this is about 9 miles east 
of Flint). We don't have too many farmers in that area and have 150,000 
people around a five-mile area of us. We've been in the business for about 
20 years. It's a family operation--one of us does one thing, one of us the 
other. I do most of the farming and my wife handles the sales part of it. 
We operate as ready pick and pick-your-own. I'd say with pick-your-own, 
when the day is over; you'll have more money in your pocket than you will 
paying for picking and packaging. So, I think everything that we sell 
should be pick-your-own, but that's almost impossible in our area because 
there are some things that you just can't pick. We retail all of this 
produce that we raise on the farm to a farm market on the farm. 

In pick-your-own, almost any vegetable you want to have pick-your-own, 
where a lot of money is involved in picking, it is going to be pick-your
own. Labor prices are out of this world. You can get more money involved 
in a bushel of beans than you can sell it for. It's better if you just let 
them do the picking. They may take half a day to pick a bushel of beans, 
but that's still not costing you any money. You don't have to drop your 
prices much on pick-your-own, but the important thing is to have the vege
table they want. 

In pick-your-own, you have to have good quality. If you have a vege
table that is not selling in the store by the pound or by the peck, then I 
don't believe that you're going to sell it by the bushel just by letting 
people go out in the field and pick their own. You have to have a good 
quality and things that the people want. Another important idea is good, 
clean fields. People will go through mud knee deep, but they won't face 
weeds in a strawberry field. Many people have allergies and the like, and 
they just won't face weeds in the field. They just automatically think 
that you're not a farmer, there ain't nothing out there. Also, when you've 
got weeds in the field, city people have a lot of trouble finding what they 
are looking for. We had one person who wanted to pick green peas, and my 
wife told him to look on ~he other side of the fence line. He went up and 
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down that fence line looking on the trees for peas! I could spend all day 
telling of the experiences we've had with city people picking--for instance 
picking 8-10 lbs. of strawberries then saying "give me my 35<;: a pound." 

Strawberries are one of the main money makers all over the country in 
pick-your-own. You can get strawberries picked anywhere in the United 
States. We have more of a problem with too many people all coming at the 
same time. You have more problems with too many than you do with not enough 
people. Of course, we've never had any trouble with strawberries--now green 
beans and raspberries are another thing. When that weather gets really hot, 
then you start running into problems with pick-your-own, but never on straw
berries. We finish picking strawberries about July 5, and by then the 
weather is not really hot. 

The next item is green beans. We plant different varieties of green 
beans and lima beans. We pick all these; there is no way you can pick lima 
beans, the people have to pick lima beans alone. If they don't pick their 
own that's just a thing of the past. I haven't heard or seen any machines 
that will pick lima beans. 

Tomatoes are our third. The tomatoes we plant separate fields for pick
your-own. You want to get the people in there to pick as early as possible, 
but you can't let them pick in the same field from which you're picking 
those that go across the counter. Plus, we cage all of these tomatoes and 
all the tomatoes that we sell in the stand are No. 1 tomatoes. If you let 1~ 
those people in the same field that you're picking in, they know the No. l's ..,, 
too, and that's what they're gonna' get. 

Asparagus in our area is one of the better crops. I think this is going 
to be one of the money makingest crops that we have. We've got five acres 
that we'll be picking this year. We picked two acres last year. It takes a 
while, about 3 years on that ready pick, but we'll be picking five acres this 
year. It's an ideal thing for pick-your-own. Of course, you've got one 
problem in that you've got to control people--really close of them--so we 
pick by appointment only. They have to make an appointment to pick asparagus, 
and we've had a waiting list of two weeks. We take so many an hour, so we 
can handle them, because too many people are going to damage your crops. If 
you can control the people, you don't have any more damage than if you pick 
it yourselves. If you let too many in they are grabbing this and that, try
ing to get ahead of each other, and that's when you run into an awfully lot 
of damage. 

We planted one acre of peppers until 3 years ago. We raised 10 acres 
last year, which wasn't enough. You can get a good price for it. If people 
want to pick it, they're in love with that pepper. We have sold 25 bushels 
of peppers in one day to one family. And, they will not damage a pepper 
plant. If you put them in strawberries, if they don't care about straw
berries, they'll damage it. Whatever they're picking, they like that vege
table and they're gonna' take care of it for you. Peppers are a real easy 
plant to break over when you're picking, but most of the people that pick 
take better care of it than your own pickers who sit there and pick. 
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We have three acres of raspberries. We're picking raspberries inbe
tween strawberries and tomatoes, so we don't mess with raspberries too 
much. You can sell all the raspberries you want picked, but you can't get 
them picked. I always figured after a man picked a quart of raspberries he 
earned it, so I didn't feel like charging him. We just have them for con
venience. If you've ever picked raspberries, you know. If you've got to 
pick a quart of raspberries, and then pay 75¢ for them, you know you're 
gonna' die! 

We also raise about 12 acres of cabbage, 12 to 20 depending on the 
year. Cabbage is a really good crop for pick-your-own. A lot of people 
cut those big heads. They want big heads and they store them. There's 
an awfully lot of cabbage used in our area. We have a long season--we can 
start with early cabbage and still be picking cabbage in November. In the 
last few years it's been a really good paying crop for us. 

Cauliflower is another of our crops. There must be at least 10 times 
as much cauliflower sold now as there was three years ago. People deep fry 
it, cook it every way they can think of. I'd never eaten cauliflower in my 
life until two years ago. I'd raised it, and I didn't think that stuff was 
fit to eat. But, I never ate anything as good as cauliflower with cheese 
sauce; that's really fine. All those years I didn't think you could eat 
it! I was born and raised in the south and some things I raise because 
people wanted it, but I had never tried it myself, and cauliflower was one. 
We have cauliflower at least twice a week now. 

We don't pick any sweet corn at all. There's just too much waste in 
sweet corn and on our fields. We raise sweet corn on another farm about 3 
miles from where our stand is. We've got this black bug there and, once 
that corn husk is broken, they'll be in there within an hour or so. It 
doesn't cost you that much to get corn picked; we figure it costs us 25¢ a 
bag. We have four boys who pick it and bring it to the stand. So, we don't 
have an awfully lot of money involved. Sweet corn has never been a problem 
for us to have pickled, so we never have it U-pick. We raise 20 acres of 
muskmelons and we raise watermelons, too, but we don't have pick-your-own 
melons either. I never have heard of anyone who has pick-your-own melons. 
I'd like to hear of the experiences of anyone who has ever tried to raise 
melons on a pick-your-own basis. 

That's all I have this afternoon. Thank you. 

UTZINGER: Thank you very much, Mr. Walker. You sound like a real good vege
table salesman. I think we'll get in one more speaker, and then we'll have 
a stretch break. Does that sound agreeable to everybody? I heard the other 
day that it is what you learn after you know it all that really counts. So, 
I guess we're all learriing here this afternoon. 

Our next speaker really doesn't need any introduction, because he 
changed his mind and stayed home! No really, he did show up. In fact, he 
was here bright and early, as he is every year at the Roadside Marketing 
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Conference. He is certainly a very good supporter of our Ohio programs 
dealing with fruit and vegetable marketing. Our next speaker comes from 
the area of Lexington, Kentucky--Joe Garrett of Garrett Orchards. Joe 
represents the sixth generation on the home farm, and I guess the orchard 
was actually started in 1900 by his grandfather. Joe has been in the 
present business since 1948. He indicates that he is a graduate of Cornell 
University and serves on the Board of Directors of the Dwarf Fruit Trees 
Association. He's had a lot of experience in this business of marketing 
fruits and vegetables. Joe, we're real pleased to hear from you at this 
time. 

t 
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"Strawberry and Dwarf Fruit Tree Pick-Your-Own" 

Joe Garrett 
Garrett Orchards 

Versailles, Kentucky 

A Slide Presentation 

That's a real tough row to hoe, believe me. I almost got upstaged 
by some friends from Virginia because I had given some parts of this 
speech in Virginia and they recognized me. But, I'll still use the same 
introduction--Welcome to you from Kentucky, land of fast horses and beauti
ful women (or turn it around the other way, if you care to). There's a lot 
said about revolutions at this Conference, and my own word of advice to you 
is beware of these revolutions--they may turn in to actual routs or, as a 
matter of fact, they may become a matter of you being drummed totally out 
of the corps. (That's a little bitter thing there.) 

I think it is helpful when someone is talking to give your location 
and your environment. We are known as Garrett Orchards, an unimaginative 
name identifying us. Our location is 12 miles west of Lexington, Kentucky; 
and Lexington is due_south of Cincinnati about 80 miles. That gives you 
some idea. We're right in horse country--they call them horse parks now 
because this seems to appeal to the government a little more and they don't 
encroach upon us with their highways. I am surrounded with cattle, tobacco, 
and corn growers, but no fruit whatsoever. So, we are blessed with no com
petition from other fruit growers, but I will say there is competition of a 
sort, and it is competition for people's time. When you are in an area 
where there is no fruit grown, people aren't really thinking of fruit and 
vegetables. You have to really compete for their time. You have to grab 
them away from the shopping center, and this does take some doing and pro
motion. 

The crops I raise are crops most you here raise. We raise strawberries, 
about 16 acres; 15 acres of sweet corn; 2 acres of tomatoes; 4 acres of 
beans; 2 acres of cantaloupes; and 25 acres of bearing apples. We're still 
pretty small, but we don't need to be large because our prices are up and 
we're making a pretty good profit, give and take the seasons. 

Our clientele are very nice people. They're shopkeepers, people who 
are self-employed, unusually nice people. We have very few of the ethnic 
groups, and by that I don't mean to say anything bad. It's just that some 
of the foreign people have a different kind of communication with us, and 
we have no communication problems with our customers. 

We do have a uniqueness to our soil, I think. It's a morey siltland 
soil, and it has a strong capillarity (which means that it will give up its. 
moisture quite rapidly) and also it has good percolation capacity. As an 
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illustration of this, this sunnner we had 3/10 of an inch of rainfall from 
the first of July to the 15th of August, and we were really suffering on 
our tree fruit. We had 53 inches of rain this year, so it gives you an 
example that distribution is sometimes terrible. So, we do need some sup
plemental irrigation; we don't have enough of that. I do want to describe 
to you briefly the trellis concept on fruit and why I got into it. I don't 
want you to think I just latched on to it in a news story. 

I really went into it pretty fully before I decided to do it. One of 
the first things I did was visit Tom Chudleigh in Canada, whose father had 
gotten this started back in the SO's. It simply means growing very small 
trees, Malling IX, on wires. There are various ways of training them, 
however. The justification for this was that suddently, in 1970, we needed 
to expand rapidly because of a very rapidly growing market--our snowballing 
demand. We also looked at this as a need for a pure system for U-pick be
cause U-pick seemed to be one way to bypass the need for a lot of packing 
house equipment (which we didn't have). So, we thought we could bypass a 
lot of expense by having a customer-pick. We wanted no ladders whatsoever, 
so this means a small tree and a tree trained to wires or some such. 

The efficiency of the Malling appealed to us. For instance, the rough 
rule of thumb is 20 leaves on a Malling wire will produce one apple, where
as 40 on a standard are required. The need for training is there anyway; 
if you talk about a 106 you need to spray it or something. If you do a 

.. ~
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little bookkeeping on this you'll find out that you can really spend a lot ~ 
of money on spreaders. So, you're into about the same amount of money when ~ 
you consider the lasting availability of the wire that's always there, the 
effect--you can spread it, you can use it for support, too. That's our 
justification; maybe it's a rationale, I don't know. The wire does turn 
out to be almost as cheap. 

The best advice I got on this whole thing was from a man before his 
time who planted a trellis orchard and didn't know what he was doing. Of 
course, it turned into a mess. But the man who took it over told me, "Gar
rett, whatever you start on, stick with it to the end until you find out 
it really can't work. But, don't be switching with the wind. Stick with 
it." I've done that and I think that is going to be borne out as good ad
vice. 

Another thing that appealed to me about this system of trellis is that 
it did suit itself admirably to mechanization--to a systems approach. By 
that I mean you can set your machine. You can train high school boys or 
girls to go in and tie certain branches--it can be used with a systems ap
proach. Another thing we did do was to plug an inner planting of straw
berries into this thing because we felt we had to have something to pay the 
bills while the apples weren't producing. This turned out very well. The 
high initial cost of this operation does count out to around $2,500 an acre, 
up to a breakeven point. It does zone your strawberry pickers to an extent 
with the wires, and that may also be an advantage. 

At the same time we expanded to four other locations for strawberries, ~ 
and this does seem wild. It is wild. We did this to satisfy a temporary 
need for capital, and it was the quickest way for us to gain new capital. 
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Also, as someone has already mentioned, you may have the bull by the tail 
here, but you can get out of these other locations if you come to the point 
where you find out you've got to level off or you've got the capital needed. 
You can get out of the other locations and still keep your home place going. 
Again, the word "zoning." It does zone your clientele; by that, I mean you 
can appeal to different parts of the town. You can have a location on one 
side of the town for strawberries and another location on the other side for 
strawberries; you can get more total trade out of four locations with the 
same acreage as you could have with one. This may be an answer to Joe 
Huber's problem, although they are trying to do it with different people. 
But, you can get into very severe trouble with too many people. I worry 
about this as much as Joe does, although this spreading of people has 
helped quite a bit. 

I would like to describe the Armstrong Mill location (which is near 
Gene Cravens' nephew's place, by the way). It has become almost an in-town 
market. It's three miles from a shopping center, and it does appeal to 
weekday people (people who want to make a short run) and it's very good from 
that standpoint. Our location 12 miles from town is more of a weekend type 
of thing. People tend to bunch up towards the weekends, and that's hard to 
break up. So, we have had better success in weekday trade from Armstrong 
Mill with strawberries and vegetables. In direct selling,in U-pick, why do 
we do this? Certainly the chain stores have a new attitude about their 
pricing techniques--they're pricing to make profits now on fruits and vege
tables, whereas before they were loss leaders. This gives us an advantage 
to make more money on direct selling. Also, with the new concern for more 
food, there is much more thinking about the need to go out and get food. 
There is no longer a subsidization, and this is a bitter point with me. For 
years we subsidized the rest of the economy with cheap food. I simply re
fuse to ever sell cheap for this reason, if none other--that I'm not going 
to subsidize the man in town who wants to trade refrigerators every two 
years. He's going to have to buy a refrigerator and make it last four, and 
he's going to have to pay me the going profit. 

There is need for retailing uniqueness. The chains are admirably sharp 
in imagination in retailing. They have beautiful displays, but they know 
nothing about what they are selling. They know no varieties, nothing about 
use, or how to cook. This is the need we can fulfill, and it is very im
portant to customers. With U-pick, certainly we fill the need for recre
ation; we've all discussed this. It justifies a trip by the little woman. 
She. goes out, gets a half peck of apples from Garrett for $1. 75, comes 
back and uses two gallons of gas. Her husband says, "You drove 25 miles 
today for recreation," and she says, "Yeah, but look what I brought back." 
It's OK all of a sudden. Of course that half peck of apples is very ex
pensive, but they don't stop to think about that. 

Someone mentioned at one of these meetings that we are selling seasons, 
and not just produce. I suppose he meant that people are oriented to cer
tain things in their season--June for strawberries, August for melons, 
September for apples, etc. Maybe that's right; you can promote that sort 
of thing. 
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Almost everybody has a certain heritage in farm background, and they 

want to re-establish this occasionally, get out in the country. They don't 
want the back work, but they will work real hard for an hour. To them, it 
represents sort of a return to their heritage, and I think that's important. 
We spend a lot of our time on this in advertising and promotion. I think 
I'm more of an advertiser than a grower; it's exciting. In the newspaper, 
we use the classified section (as most of you do) and we use a column which 
we write once a week. We use radio, TV, a green sheet, and we use a 
telephone recorder; I'll discuss each of these a little more in detail. 

;,. 1 

We look at the classified section as a long term need, with long term 
results. You start advertising· in classifieds to get out notice of a crop 
coming; you don't do it for quick response. In the column, we have a subtle 
approach. We give a suggestion about our prices, but more than that I 
think we are attempting to get equal time for agriculture. We're trying to 
put agriculture on a par with the local chain store, or the local discount 
store. We're trying to give notice that, besides us, agriculture and food 
are there for them to go out, enjoy, and use. This is important because 
people have just so much time in the day, and they're being plummeled con
stantly through promotions. They need the subtle approach, not to be beaten 
over the head with a price. The subtle approach tells them it's a nice day 
to go to the country, it's a nice day to get out and pick a little something 
to justify a trip, etc. 

Also, in this column, if you care to do this sort of thing, you can ~ 
just write conversationally, and show your personality, your imagination ~ 

and your philosophy--I think that's important. You may end up feeling you 
wasted a lot of time, but don't sell it short. This gets into people's sub
conscious. They look at this thing as an article, and say, "I see where 
the fella says in the paper that frost doesn't always kill things. It's 
not the frost that kills, it's the freezing. I didn't know that." You can 
get going on some little scientific bent sometimes, and still get people's 
attention. It does keep your image before the public, and you need to do 
this. You don't want to loose your public, even though your market is going 
down in a normal period (like between strawberries, corn and tomatoes). You 
don't have much to sell, but you need to keep your image before the public. 
You also need to prime them for the coming crops. 

The radio is a quick response ad. The value of the repeat message, 
also. You repeat your message and it gets into the subconscious. They just 
start driving to Garrett's and they just don't know why. It's some little 
voice that you've drummed into them all along. I don't like to do too much 
of that, but it is cheaper than TV. TV has, of course, the wildest audience, 
and it's long term advertising. Make your own video, no matter how corny, 
because you're going to disassociate yourself from all the little reporters 
and announcers that almost talk like stereotypes. Make it corny, if you 
want; however, get your mug shot on there, that's your dandy. 

The last thing is the green sheet. You may wonder what a green sheet 
is. It just happened for us like Joe Huber's printed brochure. We printed 
one sheet showing all the crops, their approximate date of arrival to har
vest, and the approximate length of the harvest, whether it was U-pick or 
we-pick or both and our phone number and that was it. We printed 10,000 and 
they simply called to see what was going on the recorder. 
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The recorder is the last, by the way. Don't be turned off by this idea 
of a telephone recorder. If you're getting 350 to 400 calls a day, you can
not handle two-way conversations in a day's time. Also, the help will for
get to tell them things you want to tell them. They can't completely re
member everything. You've got a captive audience through the recorder. 
You've got to get on there, and then make it interesting. Change it with 
additions you have. Put animation in your voice--don't sing-song, "Gar
rett orchards has strawberries today. Come get them; they're 40¢ a pound." 
Simply put some animation into it and tell it like you're enthusiastic. If 
you aren't, put somebody on there who is. 

Selling technique, competition and pricing---we use the descending 
price scale, which means we start out at 40¢ a pound for single q~arts first 
this season, and we hold it because they're all big berries, they're beau
tiful, they're the first of the season, and everybody wants them. When they 
get a little more plentiful, we say 10-12 pounds, 38¢ a pound and on down if 
we need to. But, it's something you can use on the fly; you don't have to 
advertise it. If you have too few people at your patch, you can definitely 
push those people on to a bigger sell by telling them, "Look, we just put 
on a special. Why don't you just go ahead and pick yourself two carrie·s 
while you're at it and save yourself some money." It's an instant "on the 
go" way to increase sales. 

Somebody says to give them what they want. I take a dim view of this. 
Maybe it's semantics, but people don't know what they want. Simply because 
they get two or three varieties of apples (Goldens and Reds in the grocery 
store) they don't have a good comparison of quality of apples. You've got 
to say what you think is best and promote it. You can convince them, if 
you're truthful. Don't start talking about Rome Beauty as a wonderful 
quality apple, otherwise it will backfire on you. Don't be foolish. If 
you have 100 bushels to sell and someone asks if they are good, tell them 
they are wonderful to bake. But, if they say, "Do you like them?" say, 
"I don't care for them as much as I do some others." Tell the truth, but 
don't be foolish. You do have to educate people a little bit; I think you 
should--! think you owe it to them. They come to you to be educated; they 
don't come there to see a beautiful display like in a chain store. 

Describe the virtues of high quality, and always keep two grades 
available, just for comparison. If you have one grade, you're too high. 
If you have two, the second grade is no good. They won't buy the second 
grade, but it's got to be there. You can always run them inside later. 

Decide what kind of business you want to get into. If you want to be 
a resaler, be a resaler. But, I don't care to be just that. I like to 
keep the farm image; I want to see things that are indigenous to the farm. 
I don't want to sell Mexican hats at my farm; they don't seem to go with a 
Kentucky farm. However, some people might want to--that's their choice. 
But, I'm trying to keep things in good taste. I think you can spend a lot 
of time on fewer things and make the same amount of money. When you get 
into a lot of items, you're also getting into inefficiency, too. That's 
just personal opinion. 
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Make your help be polite, informed, and keep checking on them--not be
cause you distrust them, but simply because they forget and need to be re
minded. What kind of help do you hire? We use young and old alike, and I 
have a little prejudice against mom and pop markets for this reason. I 
think mom and pop need to be at the top management level. By that, I might 
mean going to the bank or I might mean sitting down at the books and fig
uring out some cost accounting. It's very nice and very homey and folksy 
for mom to be down there selling with her wonderful personality--I don't 
sell this short at all. But, very often too, she can get so wound up in 
this that she can't see the forest through the trees. You need to get away 
and look in on your business occasionally. 

We tried profit sharing with the help this year and it looks very good. 
We simply divide the number of hours we're open into the total gross, and 
we get a figure of a gross per hour. Then we take a percentage of the hour 
to pay for the help. So, if John Doe spent 30 hours one week working for 
us (we've got the figure of the gross per hour, and we've got the percentage 
times that), we pay him 30 times that figure. It builds an incentive for 
them to work a little harder building a display to bring in profit. 

The personality of the people working for you is more important than 
their efficiency. How they greet people, their enthusiasm, what they think 
of people, and their attitude are all very important. That's the way I 
judge new help when I'm getting them in. 

Pay well, and you have a better pick of people. Another thing I like 
to get across to my people is that they're not just working to please me, 
they're working to satisfy the needs of the system. We have a certain need 
here, we have a certain kind of market. We're doing what we need to do for 
the system. It's a cooperative effort. 

' ... 
. ---- i Needs, and plans for the future--we certainly need to learn how to 

handle people efficiently. We need parking lots, more of them, and we are 
going to go into wagons for transportation of the apple people on the big 
days. We want to keep cars out of the orchard; we don't like that idea. 
We want to avoid line-ups because that becomes too much like a chain store. 
It's very difficult to avoid, but it's worth really putting a lot of time 
on. 

Push neatness, certainly, for your place. Increase the variety. 
Stay with the things that are indigenous, that fit the farm scene. Go with 
premium variety; low producing varieties can sometimes sell at a premium 
and get you the same money per acre. I'm thinking about apples like Grimes 
Golden and maybe even York Imperial. In Virginia, people will back me up 
on this. York is a big, rough looking apple and all of a sudden kids love 
this firm texture to eat in October. So, you can promote this kind of thing 
and sell it. 

I have a few slides--this is one of Tom Chudleigh in Milton, Ontario. 
Tom inherited an orchard from his dad in the SO's, and he's gone on with it. ·. ·~ 
He's on wires, more of a round tree than we are, and doing a great job up ~ 
there. He has a wider row than we do (that's an 18' row) and his idea is to 
drive his wagons through there, picking up people as he goes. He has long 
rows, about 1000 feet long. Our idea is to have shorter rows and pick them 
up on the ends. 



-63-

This is in the fall of 1971, August I believe. We have strawberries 
interplanted; we started with the small graft and they're just now getting 
going. Those are Sure Crop strawberries, showing one year's growth on a 
benchgraft. They got very good growth on those, and pretty good rain that. 
year, too. We put the straw out, preparatory, to soak up moisture. We use 
this rake to strip the manure spreader, but we have the little superstruc
ture simply to keep the bales from dumping over the side or crossing over 
the top. It's very effective and you can cover two rows very well; it goes 
very fast. This shows you the bar across the top. 

This is a crazy thing--a root clumper. We got some free straw from 
Countway Farm (which you know has race horses), so we had to have some way 
of pulling it out of the truck. We tried a fork, but it was almost impos
sible to dig out that truck with a rack, so we got that fork on there and 
it was effective. 

I'm showing you a picture of picking and zoning effect again. You get 
your people down there and put three ori a row, one on the inside·and two on 
the outside. Those are four foot rows; we've since gone to three foot rows. 
That old gal's giving her some instructions. They bring out every kind of 
thing in the world, baby on the back. They bloomed.in 1974 in the spring. 

This is Stamen, in the spring of 1974, and it fruited up quite well that 
year. I don't like the shape of that; I didn't spread it and pull it down 
right. 

This is a little dark, but it shows some of the beautiful fruit you 
get from some of these things--extra fancy. This is Jonathan, and the peo
ple are walking down through there picking. We're into our second crop this 
year. I think these are Red Delicious, Millersburg on 26. We let them carry 
them in a basket the first year; we aren't going to contain it like someone 
else suggested. I'm interested in this deposit deal, though--! think I 
would like to go into that, too. Dark shot, but there's lots of fruit in 
there. These produced about 200 bushels in '74, third year from planting. 
They eat a lot out there; we encourage them too, because that encourages them 
to pick more. 

We loaded the people on a truck the first year, but we'll have wagons 
later when we pack more people in. These are just some shots of the Stamen, 
which got extra large. We had a little better pick because they were so 
large. You get this the first year, but you come out of it the second when 
they start to spur up a little more. Again, all extra fancy. These are 
very thin trees, they are just not very bushy. Sometimes they crack a little 
bit if you have too few in there. All the family can go out there and have 
fun. 

This next is going to strawberries. This is showing the cross berries 
we use. This is one of our best locations (not the best, but one of the 
best) and this is managed by a couple that is in a cooperative with me. 
This is the gal in the pith helmet, and she has a big time out there direct
ing people in the rows. We use a barn to sell in; they line up behind the 
barn and they have to weigh these to. go out, of course. This is just a crowd 
of people we had out there one Sunday; that's a seven acre patch. They're 
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just like bees--you have to get your people spread out. I think that's the 
main necessity. Get everybody in a row middle, and get them to pick as clean 
as they can. If you can't get them to pick clean, you have to run over it 
two or three times. We started a whole new bunch of about 25 people on a 
row end, and on the far right (that you can't see) is another bunch headed 
toward them. This is a certain psychology, and the way it works is that if 
you have a 100 foot row, and you have two bunches of people working toward 
each other, they pick more thoroughly. I don't know why, except maybe they 
think they're going to lose something if they don't pick them. It works, 
believe me. If you put them by themselves, with a long row stretched out in 
front of them, they simply race more. 

Those are Midway berries. They're too thick for us; they make too many 
plants. I think I'm going to quit it because that makes the berries small. 
But, it's a beautiful berry, wonderful quality. 

A cross path makes good accessibility to where you want to take your 
people. Every 100 feet you just take a lawn mower and mow a cross path. 
You don't loose very many berries, maybe a 15th of your acreage or something 
like that. But, it's worth it because you gain in picking. 

We got this near ideal system from Bill Fulton, who started this. You 
park your people in the middle of the patch and then start them out both ways 
through the cross paths. It works out quite well. This patch is by the 
Bluegrass Parkway junction with US 60. We have a sign showing both roads 
and it's quite effective. We hardly have to advertise here at all. We use 
this tray that has a handle and they'll come for two quarts, get guilt feel
ings about the bottom belly being covered, and go ahead and fill it up at 
least 3/4 full. The psychology usually works. 

This is a melon patch and we have a road completely around the whole 
thing. We mow two paths (you can see the people lined up on one of the 
paths) down through the middle on a diagonal, because that's the way we had 
to set the road because of the hill. It works quite well; we go down one 
side and then start around the other side. We get that whole thing cleaned 
out. 

Well, I just wanted to illustrate to you that this fruit growing busi
ness should be fun. This happens to be one thing I like. Keep that in the 
back of your mind--whatever you do, however hard you work, have fun at this 
business of growing fruit. Thank you very much. 

UTZINGER: Thank you, Joe, for your fine presentation. 

Our next speakers are a husband and wife team from Cherry Avenue Farms 
Limited, Beamsville, Ontario, Canada. The present operation has a history 
dating back to 1799, and today includes 114 acres of orchards with some 23,000 
fruit trees. Fruits are in season at the Cherry Avenue Farms Limited from 
late June until the middle of October. 

We are pleased that Liivi and Sam Moyer could be present to share some 
ideas on pick-your-own marketing. At this time we will hear from the Moyers. 
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"Planning and Operating Pick-Your-Own Sales" 

Sam Moyer 
Cherry Avenue Farms Limited 

Beamsville, Ontario 

First thing I would like to do is bring greetings to you from everyone 
in Beamsville. Beamsville is located about 20 miles from Niagara Falls, 
about a mile and a half from the south shore of Lake Ontario, and about 65 
miles from Toronto. 

I just discovered an interesting thing. As you know, we are in a very 
moderate climate; it's very warm in the winter. Since we're only 35 miles 
(as the crow flies) from Toronto, which is the seat of our provincial legis
lature, I was wondering whether some of that hot air from our legislature 
buildings drifts across Lake Ontario and moderates our climate? The last 
time we had a peach crop failure was way back in 1935. I understand that 
that was the year our legislature was closed for the winter! 

In 1971, as was mentioned, we first came to the Ohio Marketing Confer
ence. We got a great many ideas from this meeting, and when we got home we 
could hardly wait to-put some of these ideas to work. So, just before the 
cherries got ripe, we figured we could finally start advertising. We just 
had to let the world know of this wonderful new opportunity that was await
ing them. "Come out and pick all these beautiful cherries." So, according 
to what we learned here, we put display ads in the local newspapers, and 
inundated two local radio stations with commercial advertising. We thought 
this pick-your-own deal just great. We could pick up a newspaper and see 
ourselves, and we could hear about ourselves on the radio. My wife Liivi 
was stationed in the cherry orchard with a pickup truck, loaded with baskets 
and the scales, so she could administer to the expected hordes of customers 
that we were going to have. 

After two lonesome days without a single customer, we began to think 
that we had missed an important part of Dr. Cravens' program on effective 
advertising. But, we did have a few curious, local farmers driving up and 
down the road wondering what in the world was going on because they had 
heard the stories on the radio and the newspapers. Then I heard in the 
Beamsville barber shop what the story was. I heard that our cherries were 
all rotten, split, or wormy, and we were desperate and that's why we were 
doing it, supposedly. But, of course, that wasn't it at all. 

We weren't getting anywhere at all with this advertising, but we had 
to do something because the cherries were getting ripe. So, in desperation, 
I hired an advertising agency. That was great. I was interviewed, and they 
took pictures, and sent all kinds of press releases. Still no customers. 
By this time the cherries were really getting ripe, and we were really 
getting scared. 
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Well, we had learned what an advertising agency does, and we felt we 
might be able to do a better job with a personal touch. So, I went over 
to Toronto to the Globe and Vale, which is actually a cross country news
paper, and I spoke to the food editor. She came to the farm and did a 
story on our farm, and within hours of that story coming out in the Globe 
customers started coming for the first time. It was really that story in 
the Globe that got us started. I should add, too, that they did pick all 
the cherry crop that first year. ~-

Another very important thing that we learned from Dr. Cravens that 
first year (one of many) was that if you really listen to what the customers 
tell you, if you really listen to what they're saying, they will ~ell you 
what they want. So, one day I was walking across the yard and there was a 
little girl walking with her dad; I guess they had been out picking sweet 
cherries. I heard the little girl say to her dad, "You know, daddy, this 
isn't a real farm." Her dad said, "Oh, but it is a real farm." The little 
girl said, "No, it can't be because there are n;-animals." So, we got a 
little zoo--two donkeys, a shetland pony, two sheep, a couple of goats, and 
three rabbits. We had problems because of a population explosion in the 
rabbit department. It was one of our own kids who suggested we should for
get about the pick-your-own fruit and start a pick-your-own rabbit busi
ness! But, worse than that, it was very difficult to control the flies. 
We had picnic areas for these people (and we still do) and we felt that the 
disadvantages of the flies more than offset the advantages of the little 
zoo. So, even though it was popular when we had it, we don't any more. 

The next year, instead of a zoo, we got a fire truck. I could just 
imagine hundreds of kids saying, "Daddy, daddy, you've just got to take us 
back to that farm so we can play in that fire truck." And that fire truck 
was a great success. We rigged it up with a battery charger so the battery 
is always full, and the kids could blow the siren, turn on the red light, 
pull all the handles and work all the levers. They had a great time. They'd 
crawl all over that thing. In fact, it was so successful that we were afraid 
somebody was going to hurt themselves on it and we phased it out after that 
year. 

We were very successful with that newspaper story and we couldn't go 
back to the Globe that year because we were there the year before, so we 
felt we should go to the Star (which is the other big paper in Toronto) with 
something a little different. We knew not too many of the pick-your-own 
farms had a fire truck. So, we did go to the Star that year and we really 
lucked out. They did a full-page feature story in the entertainment section 
on the Friday before Labor Day weekend. We found out afterwards that, to 
have purchased it, would have cost a lot of money. Any of you who have 
done this through the newspapers know that the stories the reporters do 
themselves are really more effective than the little classified ads that we 
put in. 

We always use a guest book. It seems people like to sign their names, 
it's a quirk of human nature, and this guest books becomes the basis of our 
mailing list. We send at least one letter each year, and we have these let
ters done at a printers so they look nice. In this letter we point out 
changes that we have made in the farm, the yard, and so on, which we think 
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they will be interested in, as well as what the crops look like. 
to make it sound interesting and yet have sort of an agricultural 
it. We also include a copy of our brochure, which is right here. 

We try 
flair to 

On the inside, the most important part is the list of the fruits that 
we have for picking. Here is a map on the back which shows how to get to 
our farm, as well as some propaganda. This year we did something a little 
bit different with our mailing--we also included a questionnaire. This 
provided us with some useful information as to how many times people come 
a year, how many miles they drive on the average, whether they own their 
own home or rent, that sort of thing. The average distance, incidentally, 
is about 50 miles. We were mostly interested in their ideas on what they 
liked about the farm and what they didn't like. Although there weren't 
too many repeats of suggestions we could make, we felt that, from a 
psychological standpoint, they knew that we were interested in what they 
liked and they appreciated that. One response I got was a lady who answered, 
"Anybody that sends out a questionnaire should also send a stamped, self
addressed envelope." We sent out about 7,500 and we got back about 1,500, 
so they were really good at responding. Several said that they don't like 
us to get too crowded, but that's something we just really can't help. 

Our big effort this past season was trying to increase our weekday 
business. One effective way of doing that was simply our letter that we 
sent to them, telling them why they should come on Monday-Friday. It 
really worked, because we did increase our weekday business quite a lot. 

Also this year, -we tried providing some of our better local restaurants 
that catered to people outside the area with our fruit, which we provided 
them gratis. Many visitors into our area aren't even aware that there is 
tender fruit grown where we are. So, I had a bunch of these tent cards made 
(it folds over) and we asked these restaurants if they would place these 
cards at the table where the fruit was. They had the fruit right at the 
center table, and on the card read, "Fresh fruit for your enjoyment, compli
ments of Cherry Avenue Farms." Frankly, at the end of the year, we found 
out that the response wasn't really worth the effort. We probably won't do 
it again next year. As a matter of fact, it just so happens that I got a 
good deal on some of these tent cards if anybody is interested. 

As I mentioned, our big push this year was trying to hustle more Mon
day to Friday business. Now, we got the idea, because we are so close to 
Niagara Falls (between 19 and 20 miles), that we could draw some of those 
people. You may not be aware that last year 16 million people visited the 
Falls. We felt that the best way to get at these people was not by con
tacting large numbers of individuals, but rather by dealing through bus 
companies. We could have groups and deals through one person, say a charter 
operator, and have him draw the numbers in. As it turned out, we did not get 
as much traffic out of Niagara Falls as we did from Toronto. But, this meant 
that we would need equipment with which we could transport a bus load of 
people in comfort and safety to the farm. So, last winter I built a train 
(which you'll see--my wife will have pictures of it), and it's been quite 
popular. 
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During blossom time this year, we had large numbers of people on farm 
tours, and this continued through the summer. There's no question whatso-
ever that these tours helped a great deal to create better understanding 
between city and country people. On the tours, we tried to point out some 
of the costs and some of the work involved in farming. Many times, after 
the tour, people would come over and say they could better understand why 
the cost of our food has to be what it is. There was one farm tour that I 
won't forget. I was all done, and a little old lady came up to me and 
said, "You know, I hear that they don't pay you people on the farm too 
well, I think you're a real nice man, and I want you to have something." 
She dropped a quarter in my hand! You know, there is no question that her 
heart was in the right place. We get quite a number of visitors from other 
countries, and these people are always welcome. This helps us do our small 
part in creating a better international understanding. 

One of the disadvantages of the bus groups and the large number of non
buyers that we have coming in is that it tends to interfere with our pick
your-own business. It is really the pick-your-own that puts the bread and 
butter on the table. Perhaps we are losing sight of our main objective to 
sell more fruit, even though these people do buy farm related products, our 
own fruit and so forth, in the shop. But, it's really the pick-your-own 
that is the important part of our business. 

Our pick-your-own customers like the orchards to be attractive. We 
cultivate all the orchards until the end of June, and then sow our rye grass ~ 
cover crop (which we keep mowed so that the orchards are a delight for peo- ~ 
ple to walk through). Our farm is 125 acres, 65 acres of that is in peaches, 
with the balance in sweet cherries, sour cherries, pears, plums, prunes, 
grapes, apricots, nectarines and raspberries. We thin all of our peaches 
by hand, we don't use clubs, so that our customers find the real big peaches 
that they like. We do pick all these crops pick-your-own. The pick-your
own customers are not allowed to pick the last peaches off the trees be
cause, as you know, the last ones to be picked are the center of the tree. 
They are not as good in flavor; often times they are kind of fuzzy looking. 
So, we pick those with our own people and wholeale them. But, we don't 
wholesale them under Cherry Avenue Farms name. Just before an orchard is 
picked clean, we switch them over to a new orchard. 

We have eleven varieties of peaches, one coming after another, so that 
our season in peaches lasts from the third week of July through the third 
week of September. The customers are provided with new eleven quart bas
kets. When a customer leaves with a new container he rides home with a 
package he can be proud of. We encourage people to return these containers 
so that they can be used again, but we ran into too many problems when we 
tried giving a refund. 

We enjoy talking to people who run pick-your-own, especially in this 
group, because it was done here (as I said) that we really got the en
thusiasm a few years ago to start this pick-your-own. We really think it's 
tops. ,...,.. 
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Now, I should maybe say a little thing of a personal nature here. 
Just exactly a week ago today, my wife and I celebrated our 13th wedding 
anniversary. I did a very appropriate thing for a 13th wedding anniver
sary--! completely forgot about it! Consequently, ever since that time 
I've been trying to be ultra careful in everything I do to try to get 
things squared again. For that reason, I think it is highly appropriate 
that I stop talking now so that my wife can have at least half the time, 
and preferably a little more than that, to maintain harmony in our house
hold. My wife and I work together well; she looks after one part, and I 
look after another. It's kind of a general thing and it's really a lot of 
fun; we enjoy it. I'd like now to ask my wife to come up and show you some 
slides. 
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"Keeping Customers Happy" 

Liivi Moyer 
Cherry Avenue Farms Limited 

Beamsville, Ontario 

A Slide Presentation 

Thank you, Sam. You're forgiven. Good afternoon ladies and gentle
men, and a Happy New Year to you. I'm going to show you some slides and 
try to show you how we, at Cherry Avenue Farms, attempt to make our cus
tomers happy. 

The customers like to find their way to the farm easily. We try to 
help them with clear, legible signs. This sign reminds me of a story. 
When our little boy was only 3 years old (Sam had just put up the sign), 
we were driving out the lane and he turned to me and said, "What's the 
sign say, Mommy?" I said, "Cherry Avenue Farms, Sam Moyer and Sons." He 
said, "Why not Monuny's, too?" I told him Mommies didn't count and he said, 
"Count to ten, Mom." After I did, he said, "See, Mom, you count." 

Everything look~d like this yesterday when we left; it's all in winter 
hibernation--we do get snow. Blossom time itself is a time of happiness 
and beauty. Customers are invited to come, park, and enjoy the blossoms. 
Sam built a special train last year, and here he is giving blossom tours. 
The train is mainly used to take customers to and from the orchard when 
picking fruit. It is 42' long and carries 48 people (a whole busload). 
It is low and safe for the customers to get on and off. It also has a 
built-in PA system, which you saw in the other picture. Anyone driving the 
train is able to instruct the customers while they are going to and from 
the picking, thus adding a personal touch. 

The farm market, which we call the Tuck Shop, is in the center of the 
yard. Here the customers are where all the action is. From here they can 
see the barn, the house, the parking lot, the lawns with picnic tables and 
a lot of shade trees. The farm and the buildings are old; Sam's fore
fathers came from Pennsylvania, and they settled in the Niagara area in 
1789. Some of the buildings date back to 1801. Unlike most farm markets 
and the pick-your-own operators, we have not built any new buildings, only 
adapted the old buildings to suit our pick-your-own and farm market. The 
old Farmerette Camp became the Tuck Shop. In order to make it festive and 
lively, we added the barn beam and did a little wallpapering. Here I am 
adding the festive touch--in plain words, wallpapering. 

In the spring, the farm gets well-groomed and ready for the season with 
plantings of annuals, shrubbery and roses. Roses get trinuned, lawns get 
mowed, and the fences and picnic tables get a new coat of paint. (This is 
cage tomatoes in our garden.) Customers like to see an orderly, colorful, 
clean, and friendly place. 
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The fruit ripens and hectic days begin. Visitors from all parts of 
the world come and enjoy a little of nature's beauty and bounty. They ar
rive by cars or by buses. We love the challenge and try to provide an en
joyable experience for them. It increases our understanding of the city 
dweller and their understanding of the farm and the farmer. 

A farmer is becoming somewhat of a celebrity these days. Have you ever 
heard of farmers giving autographs? Here is Sam in his glory talking about 
the farm and farming. When he had finished, several of the people came to 
him and asked him for his autograph! Here is the small snack bar in our 
Tuck Shop where we serve doughnuts, cider, tea, and coffee. The customer 
can get refreshed or he can just relax under the shade tree after picking. 
The old building surrounding the farm yard reminds us much of our past. 
Customers are genuinely interested in the history and the nostalgia of all 
our heritage. By describing each building and its uses in the past, and 
uses now, we keep them interested and create a historical image they can 
remember about Cherry Avenue Farms. 

It is truly a family farm, and the three little Moyers are the 8th 
generation on the farm. They are a great help already. Starting from the 
bottom up, their job is to keep the grounds and the parking lot litter free. 
Here is the biggest kid of all on the day he acquired his new toy--a brand 
new firetruck. 

Peach picking time starts at the end of July and we have peach picking 
for about nine weeks. Where else can the customer get fruit direct from the 
tree? The perfect answer to freshness and quality. In the past year, some 
customers initiated something new--peach picking parties. Friends and 
relatives congregate on Cherry Avenue Farms, pick their peaches, have a farm 
tour, and then go to someones house for a swim and refreshments. We hope to 
capitalize on it this year and suggest they do that in our letter. This is 
a new form of entertainment. 

During the peach picking season, customers can also pick other fruits. 
Like Sam mentioned, they can pick apricots, nectarines, plums, raspberries, 
and even seedless grapes. This provides the customer with a variety of 
fresh fruit. When the customer is in the orchard picking, we make sure 
that there are planety of containers in the orchard, for those few extra 
peaches that the man could not resist. The fruit the customers pick are, of 
course, the best quality in the world and he has had a lot of fun picking it. 
All the fruit is weighed. We found this to be the fairest method for every
one concerned. 

Constant change keeps the customers happy. They love to see what you 
will do for them in the new year. One of the things on our 1976 list for 
customer wants is a water fountain. We have clean, screened water in our 
washrooms, but a water fountain would be more fun for the kids, and also 
more sanitary. 

The customer is the most important person to us. Our existence depends 
on them. As they leave our parking lot after an enjoyable and hard day's 
work picking fruit, we say (on a sign) to them, as I say to you now, "We 
hope you have a pleasant day." Thank you. 
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UTZINGER: Thank you very much, Mr. and Mrs. Moyer, for that very fine pre
sentation. I think we just saw a good example of a husband and wife team 
in operation. As we look over the participants of our Roadside Marketing 
Conference, I think we have many good examples of successful family opera
tions that have made roadside marketing go. We do thank you for your fine 
contribution. 

This morning, and at other sessions of roadside marketing conferences, 
I've heard a lot about bargains, and I think you have, too. What is a 
bargain? Here is one definition that may fit: A bargain is something you 
can't use at a price you can't resist. That's a bargain! 

I think we'll all agree that balancing customer numbers with the 
available product harvest is a pretty important aspect of the operation. 
Our next speaker is going to bring us some insight on this particular sub
ject. Willard (better known to us as Bill) Breon started his farming op
eration back in 1947, following some military service where he served in the 
Intelligence Corps. Bill and his partners were initially specializing in 
potatoes, doing a very fine job of growing this particular commodity, and 
then over the years shifted their operation and cropping program to the 
point where they now produce 24 acres of strawberries. Also, they have 400 
acres in cash grain. 

Bill has a fine operation; it's always a pleasure to go over to West 
Lafayette, that's about 70-75 miles northeast of Columbus. Bill grows a 
lot of fine strawber~es each year. As an indication of his fine business 
and managerial ability, I would like for you to know that he is also presi
dent of a bank in Coshocton, and I think that speaks well, Bill, of your 
managerial abilities. Of course, while Bill is spending some time in the 
bank he does have a fine assistant manager that helps keep the PBF opera
tion going. I'm sure you'll all be interested in hearing what Bill has to 
tell us about "Balancing Customer Numbers and Available Product Harvest." 
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"Balancing Customer Numbers and 
Available Product Harvest" 

Willard Breon 
PBF Farms 

West Lafayette, Ohio 

Jim, I appreciate your fine introduction. The title of the spe·ech 
indicates more depth than I'm going to give to that particular part of it. 
As I look over the speech I'm going to give, I think I should have picked 
the title, "Mistakes I have made in the Strawberry Business." I think it 
would be a better topic. But, I do enjoy being here each year at this 
meeting. I'm pleased today to sit here and listen to this succession of 
speakers, particularly as we read our newspapers and get our daily fit of 
depression and down in the dumps from things going on in the international 
scene and locally in our own country. Yet, when we come to a meeting like 
this and see the tremendous opportunities that exist in agriculture and the 
free market system (which is, I think, really demonstrated here by listen
ing to some of these fine people tell about their operations), it's en
couraging to me. I'm very glad to be here. 

Thinking back sqme 16 years to the first meeting that was held in 
this series of conferences, I recall the handful of people here at that 
time. To see how these meetings have grown and developed through the 
years is a real tribute to the people on the staff at The Ohio State Uni
versity, and particularly to Gene Cravens and Jim Utzinger. I want to ex
press my appreciation for all of the work they've done in this area during 
the years. I know we're running over time, and I'll just say very briefly 
what I have to say because most of it is not really new to you. 

We did start our strawberry business back in 1949 and, as Jim said, 
it was mainly to get some diversification into our farming operation which, 
up to that time, had been specializing in the potato business. We planted 
five acres of strawberries, not really knowing what we were getting into. 
We got along pretty well the first fruiting year, having planted an addi
tional five acres that year. Our intention was to pick these all for the 
fresh market, and we got along pretty well. With the 10 acres to pick in 
1951 I awoke one morning and realized that we were in real trouble getting 
these picked. We had 150 kids out there working, and half of them required 
more supervision than we could give to them. We had three or four trucks 
running around delivering berries. I thought, there's got to be some better 
way to do this. So, we put a little ad back in the paper (this was over 
twenty years ago) and it was surprising the results that came from that. 

We've been in the pick-your-own business ever since then. Our acreage 
has gradually increased. Ten years ago we were still picking about 50% of 
our crop for the fresh market, and 50% pick-your-own. But, as the years 
have gone by, we have more or less stabilized at about 85% pick-your-own. 
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Our acreage has stuck at about 24 acres for a number of years now. As 
labor has gotten more and more difficult to obtain, it's just a natural 
outgrowth of this type of business to get into the pick-your-own area 
which is increasing in popularity every year. 

We are a little different in some respects from most of the other 
farms which have been described to you here today because we are not in 
an area of a high population concentration. Our county has roughly 
33-34,000 people in it. Jim told you we're about 70 miles east of Colum
bus. Coshocton is the county seat (a town of about 15,000); we have two 
other small villages in the county. Our farm is located on the eastern 
edge of one of these villages, the village of West Lafayette--a town which 
has a population of around 2,000 people. So, we are not as close to a 
center of large population as many of you folks are. We have pick-your
own operations within an hour's drive--there are probably half a dozen. 
So, we get local people, primarily, who come repeatedly to get a dozen 
quarts to eat with their families right through the fresh season. We have 
a lot of people who come and pick berries for resale; this represents a 
pretty good share of our business. They'll come with their families and 
maybe some hired help. A number of markets and groceries in our area hire 
people to come out to our farm and pick strawberries which they, in turn, 
sell on the retail market. Of course, we welcome this kind of business, 
just like we would any other pick-your-own business. 

We also have a lot of people who come from a distance, once or twice 
a year; we have a lot of people coming from Cleveland and Columbus. I 
think last year we had a dozen different states represented. People build 
up a relationship year after year and come with their families to pick up 
as much as 300 to 400 quarts to freeze. Sometimes they'll bring their 
neighbors and so on. So, this kind of describes our operation. 

This business of fitting the crop to the people is always difficult, 
and I'm sure it~ as difficult for the rest of you as it is for us. But, 
it is one reason we have continued picking for fresh market. We do try to 
keep on hand good, capable pickers on whom we can rely because it does pro
vide a means of picking when you have a surplus or when you don't have 
enough pick-your-own people at certain periods of time. 

Another thing we do is to use the newspapers and the radio. Since 
most of our traffic is local traffic, we've developed a very good way of 
controlling our traffic by using the radios and newspapers in conjunction 
with our harvest operation. We run a series of ads prior to harvest time 
indicating that strawberry season is soon coming and giving some infor
mation on what we have available, the location of our farm, and so on. 
As the picking time approaches, we then start picking for the market with 
some of our own pickers. Of course, this stimulates local interest among 
people just waiting for the season to start, and we let these people pick 
and this gets us started. Then, when the volume builds up to the point 
where we feel we can advertise, we start with our local paper. The next 
day brings a horde of people out, and we're really on our way. From then 
on, we use the radio twice a day. We have a spot on our local radio station 
at 6:25 in the morning and one at 5:25 in the evening, just before the news. 
We give the current crop conditions and the prospects for the next day. We 
also advertise in the newspaper. 
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If you want to find out what the situation is at the farm, you can 
either call on the telephone or simply listen to the radio at these two 
periods during the day. We change the phone message each day and, if we 
have a time when we are pretty well picked down, we'll indicate this and 
suggest that people wait one or two days. If the reverse situation exists, 
we have a little message that tries to describe the situation as we see it 
on a daily basis. So, this has been a good thing for us. 

We're open seven days a week (we stay open on Sunday). Years ago we 
went through trying to be closed one day a week, and it just didn't work 
for us. Too many people come from too far away, so we are open every day 
from 7 a.m. to 7 p.m. 

I think the basic principles in handling our customers, as we have 
found them, are: (1) Have plenty of parking space, which we try to do by 
having parking in the middle of our picking area as close to the fields 
as possible; (2) Have polite help and good, attractive people working for 
you (I personally like to use college age girls, or competent high school 
girls, in this area, and dress them so they are recognizable). Everyone 
working for us in the fields has on a red smock, or red T-shirt, and a 
green cap; these people are recognizable. They also have name tags. A 
couple of years ago, when we were at Charlie Thompson's farm in Wisconsin, 
I noticed all of his people had little tags with their first name and this 
really struck me as a great thing. We've been doing that ever since. I 
think that illustrates a point--one of the biggest advantages of coming to 
a meeting like this is to pick up ideas. There's no more cooperative group 
of people in the world than a group of farm people willing to share infor
mation about their o-WU problems. 

We pick everything in quart baskets. I know there is great difference 
of opinion on the matter of weighing fruit or weighing berries, but we 
found it fits our situation best not to weigh the berries. We pick them in 
quart baskets, which is what our market clientele seem to prefer. We try 
to police a bit. We don't get nasty with anybody, but if they're filled 
too full we let them know. The good will that's generated by being polite 
to your customer and not stopping to weigh everything or sell it by the 
pound is the way to do it. I know this isn't the way a lot of you do it, 
but it works for us. 

We also have folders, describing our operation, location and how to 
get to it, varieties we raise, and so on. I'd be happy to leave some of 
these here if anyone wants to take a look. 

Looking at the business, I would have to say our main problem we're 
faced with today in improving our business and making it more efficient 
lies in improving our techniques to get more fruiting years out of our 
berries. We're presently getting two years, and I would like to get three 
or four. We have had fields where we've gotten up to four years of high 
yield, with good quality berries. It is one of our main objectives to get 
at least three years out of all of our fields, and perhaps four down the 
road (in view of the increased cost associated with new plantings). 
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Disease and weed control is a continuing problem, of course, We have 
never had a problem with red stele until the last couple of years, and 
that's a distressing situation. I know many of you are faced with it, also. 
We are going to have to at least limit our production to red stele resistant 
varieties, which is what we're into right now. We're doing work on fumiga
tion, of course, as many of you are. We have been fumigating to one de
gree or another for 15 years. We've been using Vorlex for a number of 
years, and this past year we've been doing some acreage with methylbromide 
cloropicrin and it appears this is going to be quite an effective method of 
disease and weed control for us. 

We've raised 27 different varieties, at one time or another, and I'm 
sure this is no different than most of you have because it's a problem of 
constant evaluation. New varieties are coming out all the time, and I'm 
surprised that what does best for us may not be best for my neighbor. Don 
Becker in New Philadelphia, just a few miles north, likes completely dif
ferent varieties than we do. 

For mulch we're using something that might be a little different than 
some of you. We have a number of corregated paper mills in our area and 
they use a lot of pulp wood. In connection with the preparation of the 
chips for the paper business, they debark the logs. The shredded bark prod
uct which results from this process we found to be a good source of mulch. 
We have not used straw for a number of years. We used to use crushed corn 
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I've got a few slides to show, and I'll run through this quickly. This 
is an aerial view of our farm operation; this particular block of land is 
about 150 acres. Our strawberry operation is right to the front end of 
this. The picture is several years old; we now have three or four parking 
strips clear through the farm where we have a system of roadways. De
pending on which field we are picking, the cars are parked right on the 
edge of each individual field. The berry area now goes about half way back 
the farm. You'll see along the lane there a little pump house which is our 
source of irrigation. We have an underground line which runs the length 
of the farm and we use portable sprinklers for irrigation and frost control. 

This is really what got me into the pick-your-own business. This slide 
was taken about 20 years ago, and it's the first fruiting year we had when 
we weren't able to keep up with the market picking. We had to start pick
your-own. So, that demonstrates what many of you have found--labor is 
harder to get and this pick-your-own market is really a good market, but 
it's been developing over a long period of time. 

This type of operation is still with us. I just put this in to remind 
many of you younger than I that this was the only way we had of keeping 
berry fields weed free, and it really took a lot of labor. 

This is one of our fruiting fields a few years ago. We were using 
ground cobs for mulch at the time. Same field showing our irrigation set
up there. 
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This is just last year; this is a field of Guardians that had been 
fruited one year, then renovated, and sprayed to control weeds. This is 
in September last year, after one fruiting had been taken off. This field 
will be fruited for the second time this next spring. 

That's a familiar sight to all of you, I'm sure. A few years back we 
had 20°-21°temperature; pretty good protection. 

This is just an example of one of our fields and the type of picking 
that goes on. The picking for fresh market that we do is operated out of 
a covered trailer business that you see in the center of the slide. We 
box up our flats and load them in a truck and haul them away to make our 
deliveries. That's a nice shaded area to work in. 

This is one of the parking areas that we have. We have three sodded 
strips like this which run through our fields. This field has been fruited 
this past year, and just been renovated and rotovated, ready for mulch 
this winter. This is a second fruiting field which has been fruited two 
years, and we'll be mulching that--getting a third year next spring. 

This is an experiment we had going on 15 years ago in conjunction with 
the university on some initial fumigation trials. You had to do a narrow 
strip, skip a strip with a narrow tarp layer, then do another one, then come 
back and do the areas inbetween. Over the years, of course, that evolved 
into this sort of thing, which I'm sure many of you use. 

This is last fall on our farm. We're putting on a methylromide clorop
icrin mixture and tarping it innnediately after application. The field in 
the background is a field of Guardians which we've fruited for three years 
and we're holding over for another year. 

This is a finished, four-acre field which was fumigated and tarped 
this last fall. That's the young man who helps me on my field, Wendall 
Waters. We've developed a good relationship and, since I don't have any 
sons of my own going into this business, I want to preserve it. As time 
goes on, I'm hoping that this relationship we have will continue success
fully. Thank you·very much. 

UTZINGER: Mr. Breon, thanks for sharing some experiences of your very fine 
operation. Willard has also left some brochures on the table for any of 
you who might like a copy. 

It was suggested that we give the audience an opportunity to interact 
with our resource persons. So, if our resource persons would be kind 
enough to come forward at this time, we'll give you an opportunity to get 
some of your questions answered. Who has a question for our panel? 

_Q. WHEN YOU WENT INTO THE PROFIT SHARING SYSTEM, MR. GARRETT, WHAT PER-
CENTAGE DID YOU PAY ON THE GROSS? A· Simply, we were open 1300 market 
hours, we divided that into total gross (which was around $25,000--strictly 
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a drive-in market, no building even). Then, we got an average gross per 
hour we were open. We took 5% of that to pay to each employee for each 
hour he or she worked. It totaled about $1.05 an hour bonus. I paid them 
this at the end of the year after the market closed. I paid them a base 
rate of $2 an hour (there are still people working down our way for $2 an 
hour; $2.25 is more like it). Three dollars is a little high for a going 
wage for that kind of work, and they were tickled to get the final $3.05 
total. We use any age except teenagers, which we did use on just a straight 
rate. 

_Q. ANYONE GROW PEAS PICK-YOUR-OWN? A. I believe I can answer that 
question. We grew peas for about three years. We raised our peas in a 40" 
row spacing. We picked in bushel baskets and they would average about 40 
pound per bushel; we charged $6 a bushel. A. We pick peas in the same 
way; we don't charge by the pound, but by the bushel. We charge so much a 
bushel, and you're talking about green peas, right. We plant 36", almost 
all our crop is either 35" or 36"; we don't go to that wide row. It's 
funny, we use the same planter to plant more seed. !· (Garrett). I 
might comment on damage to the vines--I was very surprised they didn't 
damage the vines worse. You might get this with another crop, as I men
tioned to you earlier. I had a very well-behaved crowd of people. They 
went through three times and picked them and I was amazed; I thought they 
would pull them up because everybody says this. We have trouble getting 
yields in Kentucky, though. We just get too hot too early and our yields 
fall off. 

UTZINGER: WOULD ANY OF OUR PANEL CARE TO MENTION VARIETIES THAT HAVE BEEN 
PARTICULARLY GOOD FOR THEM? ANY PEA VARIETY? A. Well, I like the Lin
coln pea, in the green pea. We get good production out of that and the 
earlier pea is a bigger pea. The Lincoln pea is a good quality pea, too, 
in our area. A. For what it's worth, as far as variety goes, we've 
tried a number of varieties in Ottawa County. As far as we're concerned, 
Greater Promise is just far beyond anything else we've ever tried. The 
quality is excellent. 

_Q. WHAT KIND OF SALES SHED DID YOU HAVE FOR PICK-YOUR-OWN? A. It was 
made on a welded frame with a wooden floor, welded 2" pipe uprights, and a 
roof made of l" pipe with a galvanized and wooden sheeting across. We had 
canvass mounted on that which could be pulled down in bad weather. It's 
about 38' long--just working height so you could stand and work comfortably. 

_Q_. DO YOU PAY YOUR OWN CHILDREN TO WORK THE FARM? A. No, not really; 
they get theirs at the end of the year, like Joe's people. My kids never 
ask me for money. They know where the money is and they help themselves, 
and they're more than fair with us--they really are. At the end of the 
year there is x number of dollars put into a savings account for them. 
We've found this works out better for us than paying them; we feel like if 
we pay them, they would probably blow 70% of it. But, they're fair about 
helping themselves to the till. We know what's going on there. What they 
get depends upon the kind of year we've had; I think they're all tickled to 
death. A. Most of the time there are at least 10 to 12 people in the 
fields, supervising, and at least three of these 10 or 12 are my children. 
My oldest son is 20 years old, my oldest girl is 19, the next girl is 17. 
Normally they are in the field, and they are very good about correcting 
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people without hurting anybody's feelings. My second oldest girl moves 
around the field (she doesn't have a particular place in the field where 
she stays) and she's real good with kids. I think that's the big differ
ence there, because our children are involved, and take an interest in it. 
!· I'd like to comment on what type of person I think does well as a super
visor in a strawberry patch. I'm sure you won't like it. To my way of 
thinking, big men are gentle men (this is a terrible generalization and 
I'm sure you won't like it), and they don't have to prove anything to any
body. They can whip most everybody, so they wind up being gentle, yet 
firm. I think that is the philosophy you have to use in the strawberry 
patch--gentle yet firm in getting across to them that they get out if they 
are impossible, and make sure that you back it up. A. No only that I 
can think back a few years ago to when I had a little man in my strawberry 
patch and he was just the opposite of what you described of the big man. 
He picked some kid up by the scruff of the neck once and shook him. I 
don't ever want that to happen again, because that little boy's father was 
about 10 times as big as the little man that shook the little boy up! It 
is not a good situation to be in legally, either. 

_Q_. WHAT DO YOU DO ABOUT LIABILITY FOR INJURIES? A. (Moyer) We have 
a definite advantage in that regard over what is the case in many places in 
the U.S. For some reason, our laws are a bit different. They're not quite 
as oriented to suing as those down here. However, we use a lot of ladders, 
especially in sweet cherries, so we get as much in liability insurance as 
we can. We've been sued several times, but so far we haven't had any real 
problems with it. We just get as much insurance as we can. A. I think 
I would echo his same comment. You need to get in touch with your insur
ance man and get booked up. We've been fortunate; we've never had a law
suit. A. We carry what I consider to be an adequate amount of liability 
insurance; of course what is adequate today is probably not adequate. But, 
we have as much as we can carry and we've never had a problem. We do have 
insurance coverage on accidental happenings and crop coverage as well, 
which certainly is necessary. 

_g_. WITH ANY OF THE CROPS THAT YOU RAISE PICK-YOUR-OWN, DO YOU HAVE TO 
FURNISH A SPECIAL TOOL FOR THEM TO PICK IT? A. (Walker) No, we don't 
furnish any. Just take asparagus--bend it over and it breaks. We don't 
furnish any tools at all. 

_g_. WHAT ABOUT MY CLAIM AGAINST A PRODUCT YOU SELL? A. I think I'm 
correct that our insurance would cover us on a claim brought against con
sumption of a product in which someone finds a foreign object, or any 
suit against chemical damage and so on. I know specifically it covers 
damage from staples in boxes and things of that sort. 

_g_. HOW DO YOU CONTROL YOUR ASPARAGUS PICKING, MR. WALKER? A. (Walker) 
Well, we try to get it before it gets high. That way you can eliminate it. 
But, asparagus is one crop that you really have to be there with them. 
You've gotta' be right on top of it; if you don't, it'll get out of hand. 
For one thing, they skip it and it'll get too big. You know in two days 
asparagus goes from where it should be picked to up here; then you have a 
problem. 
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g_. HOW MUCH DO YOU CHARGE FOR ASPARAGUS A POUND? A. This year we got 
42¢ a pound, they pick. (We only picked two acres this year; we'll have 
five next year.) You've got more customers than you've got asparagus right 
now. Asparagus in Michigan used to be a big crop, but almost everyone has 
quit raising it. In the western part of the state they raise a lot of 
asparagus for processing, but in our area all the asparagus now is pick
your-own. These are small acreages--five acres, three acres, sizes like 
that. 

_Q.. WHY DO YOU SELL STRAWBERRIES BY THE POUND? A. When I put that ad 
in the paper, I saw an ad where a certain supermarket was advertising straw
berries, so much a pint. I took that pint and weighed the thing; we sell 
strawberries by the pound and we were over 300% cheaper than what they were! 

Q. WHERE DO MOST OF YOUR CUSTOMERS COME FROM; HOW FAR DO MOST TRAVEL? 
A. {Moyer) They drive 50 miles one way. Most of the customers come from 
Toronto, or Toronto suburbs; that's about as close an average as we can 
come. You might be interested, the longest distance we know of was a fel
low who had driven 500 miles (from way up north somewhere). On top of 
that, he had to get off an island that he lived on. He came twice. They 
should come on Mondays or Fridays because we have many people on Saturday 
and Sunday that we can't handle them as well; it's very crowded. We try 
to tell them that on weekdays, truthfully, it's much more relaxing, and 
they have a better selection. 

_Q. AFTER YOU FUMIGATE YOUR STRAWBERRIES, WHAT DO YOU DO WITH THE COVER-
ING? A. The tarp is a 10' wide, ten mil polyethelyne sheet. If anyone 
can find-a use for it afterwards, I'd like to know about it! There is 
none. It's removed by hand, or there are various mechanical ways that have 
been tried. It's pretty much part of the fumigating operation, and it's 
dispensable, not usable. A. We don't burn it; we put it in the land fill. 

g_. HOW DO YOU cur YOUR TOMATO CAGES AND WHAT VARIETIES DO YOU USE? 
A. Well, we take a 60" piece of wire and cut it in two; that leaves you 
two legs to stick in the ground. We cut the cages 42" long and hook them 
up. Usually our pick-your-own is late in the season, so we use a late 
variety tomato. We just happen to use Jet Star, which we think is one of 
the better ones from the Harris Seed Company. We are very careful on the 
amount and type of fertilizer we use; we use a low nitrogen fertilizer in 
the cages or we would have problems. 

_Q. HOW DO YOU HANDLE THIS GROWING CONCERN OF ORGANIC PRODUCTION? ~· (Gar
rett) I think a lot of growers make a mistake on this, but you can minimize 
the hassle. Start by keeping an open mind. Stop being rigid; the more 
rigid you are, the tougher they are. Put them on the podium--what's your 
idea on this? We had a little symposium in Lexington last fall on organic 
gardening, and they talked about cow manure being the source. Well, I 
posed the question, "What about the quality of this cow manure? Where has 
that cow been grazing? Where are you going to get a pasture that's never 
been treated?" They didn't have an answer. Sometimes they really get 
backed up badly, but stay gentle with them, and stay reasonable but firm. 
Stay open, and they'll generally discuss things openly with you and be 
very receptive to your ideas. But, if you get rigid, they'll just fight 
you to the door. 
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_g_. DO YOU REALLY HAVE TO SPRAY 15 TIMES? A. My dad has a little or-
chard and was in the orchard business several years ago. Now, he's been 
watching me through the years spraying 15 or 20 times and says, "You're 
spraying too much; you just spend all your time on the sprayer. Why don't 
you cut back a bit? You surely don't have to use all those. I've sprayed 
this orchard five times this year and look at the beautiful apples I've 
got." I told him we'd see. This year he sprayed 10 times, and it's the 
worst crop he's ever had. So, there you are. A. I think there's the 
matter of definition involved here, and I agree that this matter of rigidity 
is bad. I have yet to meet anyone violent about organic gardening that 
could give me a good definition of "organic." This is what it all hinges 
on. I think we have as much responsibility as anybody to get across the 
idea that, if we're going to eat in this world, we have to have some good 
agricultural practices. These practices are going to involve chemical 
treatment and fertilizers. Used in a safe, sane way it's an educational 
process, and we have a responsibility to take part in it. 

_g_. MRS. MOYER, YOU SHOWED SOME VERY FINE SIGNS THROUGHOUT YOUR PRESENTA
TION. I WAS WONDERING, DO YOU AND MR. MOYER DO YOUR OWN SIGNS, DO YOU GET 
SOME HELP FROM YOUR NEIGHBORS, OR DO YOU HAVE AN ARTIST IN THE COMMUNITY? 
A. (Moyer) There is a farmer on the next road who does most of the signs. 
We tell him what we want, and what type of lettering we want. He's good. 

_g_. WHAT DO YOU DO ABOUT THE COST OF YOUR CONTAINER? A. (Moyer) We 
absorb the cost of the containers. My idea is that, even though these con
tainers are expensive, they are a relatively small percentage of the gross 
value of the sale. Retailers (grocery stores and everything) sure don't 
skimp on their containers and their packaging, and I'm sure there's been a 
great deal of research done on the part of many, many of these companies. 
I'm sure they've come to the conclusion that it doesn't pay to skimp on the 
packaging, and we're just simply trying to copy what they're doing in this. 
A. Also, there is a definite competitive advantage to furnishing the con
tainer. A lot of growers still require the strawberry pickers to dump 
their containers. You can advertise, "Containers furnished; pay by the 
pound." Very quickly you'll get across to them what a pound equals. You 
can put a quart of strawberries on your scales and show them it weighs a 
pound and a half. I think this is a competitive advantage, plus the fact 
that you can engineer the container like you want it. For instance, we 
had a container made for these apples that is only a half bushel, when 
heaped. At this meeting last year there was a gentleman quite concerned 
about over-fill. My question to him was, why hassle about this? Simply 
get a container made without any printing about it being only a half 
bushel, then there's no trouble. Don't sell this idea short. It is peo
ple's tendency to heap up, so let them have that fun; don't deny them. 

_g_. WHAT VARIETY STRAWBERRY DO YOU PREFER, MR. MOYER? !=_. (Moyer) Our 
current, big volume producer is Guardian. We also like Red Chief, and 
we're raising quite a few Sunrise as an early variety. We're looking for
ward to Early Glow (although we haven't fruited any of that yet) as being 
preferable to Darrow; but at the moment, Sunrise is our early variety. 
We raise no late varieties; we gave that up some years ago. There is one 
other thing I forgot to mention on this pick-your-own thing. We've de
veloped quite a business in different groups coming in and picking straw
berries as a fund-raising mechanism. I think this is something that can 
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be developed in any community. We have a number of band boosters, foot
ball mothers, little league fathers-in-law, and I don't know what, that 
come and use us as a vehicle for their annual fund drive. They'll bring 
SO people out one morning, and maybe 75 another morning, and pick berries 
for resale. This has worked well for us. ~· (Garrett) Guardian has 
been very disappointing for me, although this year it made money. It's 
very disappointing in a wet year, because the flavor is way off. A lot of 
growers are still growing fruits to sell and not to eat, and I don't like 
that philosophy. Red Chief has a very good flavor. It's a little dark, a 
little small, late berries and it's a little hard to find. They also 
stick down deep in the plant. It's a beautiful berry, flavor wise though. 
Midway is a wonderful quality berry, but it gets too small in Kentucky be
cause we have too long a season. It makes too many plants for picking. 
Sunrise is a nice, early berry; beautiful, bright, stands up, easy to pick. 
There is no good berry; there is no perfect berry today, as far as I'm con
cerned. !:._. (Huber) Well, like I said, Red Chief is probably our biggest 
variety that we raise. We also raise quite a few Sunrise for an early berry. 
Right now, I think it's probably our best berry. We tried Guardian, but 
I'm disappointed in Guardian. I don't like the flavor, I don't like the 
looks of it, but it yields. I'm like Joe--if you're going to sell something, 
sell something you'd like to eat yourself. 

_q. ANY OF YOU GROWERS GROW RED COAT? A. (Moyer) We used to grow Red Coat, 
but didn't this year. A. (Garrett) I planted 500 plants of Red Coat 
three years ago, but they-just didn't do a thing for us. Of course, we're ·~ 
quite a bit further south. Year to year, there is quite a bit of differ- :..,. 
ence. This last year was unusual--we had what we felt was the best berry 
crop in our locality in about 15 years with Red Chief which (for us is not 
really known for being an excellent yielder). We picked a little over the 
equivalent of 12,000 quarts to the acre. 

UTZINGER: I know we have lots of other good questions which didn't get an
swered, but I think we do need to conclude our session. I think you'll agree 
we heard six mighty fine presentations this afternoon. Won't you join me in 
expressing our appreciation to our panel for their contribution? I hope you 
did profit from our session. The trade show is now open, so please visit 
the exhibits. That concludes our session. 
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TRACK II 

MARKET OPERATORS 

STANG: My name is Elden Stang. I'm an extension professor in the Depart
ment of Horticulture at Ohio State. I have the pleasure today to chair 
this session on roadside market operation. I'm sure you will enjoy our 
speakers. 

First, I would like to present Don Hill whom I understand has an ex
panding operation in producing and selling fruit both pick-your-own and 
in his retail market. Dorr-

(Unfortunately the recording failed and it is not possible to provide the 
remarks of James Lincoln, MACMA, Lansing, Michigan on "Developing an In
formation and Product Distribution System for Roadside Markets" who was to 
be the first speaker.) 

"Integrating Production, Roadside Marketing 
and Pick-Your-Own Selling" 

Don Hill 
Montrose Orchards 

Montrose, Michigan 

My wife Sandy and I work about 200 acres of producing fruit, most of 
which we sell directly to the consumer. Our main crop is apples, but in 
addition to these, we grow sweet and sour cherries, plums, pears, and blue
berries. We start our marketing season with the cherries in early July, 
which are sold the U-pick method. This year our old sours put on a tre
mendous crop, which was evident early, and prompted us to improve our mar
keting procedures. We purchased a cherry pitter in late June, and went 
into a rush building program to put up a 24 x 32 barn with power and water 
supply to house the pitter. This was accomplished by the 7th of July, when 
we started our U-pick customers in the sours. To our pleasure and amaze
ment, the service of pitting increased the movement of the cherries at such 
a rate that we sold our total crop in eight days and had moved a tonnage 
increase of 50% more than we had ever sold before. 
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The other fruit which we sell by U-pick method is the blueberry. 
Notification of the picking date for the start of harvest is accomplished 
via a mailing list. This list is maintained and added to each year, but 
any customer who hasn't shown for 3 years is dropped. Presently, this 
list consists of over 12,000 names and when this many cards hit the mail 
boxes our traffic at the farm really starts to roll. 

The blueberry planting is 1/2 mile back in the farm and our drive 
which enters through our market parking lot takes our customers through 
apple trees, past plum trees, through our park into the berry patch. In 
this area we have 1 1/2 acre parking lot for the customers. The customers 
are limited to natural control points at which they enter the patch. At 
these points we set up a simple table with a beach umbrella for shade, a 
scale, our cash tray and invoices. From here the customer is ushered out 
into the patch so we know they have good picking and we also know how far 
we have progressed through the patch and when it's done. On checking out 
of the patch, all berries are weighed and sold by the pound. 

On leaving the patch, customers are encouraged to visit our new sales 
room which is an addition to our apple cold storage and packing shed. This 
sales room is 24' by 105', which is three times as large as the room we op
erated from for the past 15 years. To take advantage of the numerous peo
ple coming to our farm during August, we have been growing many early 
varieties of plums and apples. To complement the fruit on the corner, we 
buy peaches to help complete our line. 

With the extra space in our sales room we have added extra items to 
complement our traditional fresh apples and apple cider which we have from 
late sununer to mid spring. The first thing inside the door are the home
made, rough cut redwood cabinets, in which are found jams, jellys, syrups, 
honey, popcorn, etc. Next are displays of apples followed by our new 
bakery corner. Our initial thoughts were for donuts and fruit pies, but 
the oven salesman talked us into a proofer for bread. His wisdom proved 
better than ours, as pie sales would never pay for the $3,500.00 oven, but 
bread is a very good mover and brings customers back. This oven has 12 
shelves which rotate and allow the customer to view the baking progress. 
They will watch and wait for fresh baked bread to come out of the oven, 
while waiting they invariably shop and pick out more of the other products 
to take with them. 

The automatic donut machine has been an immediate success, as the 
donuts sell easily along with the fresh apple cider. Progressing down the 
rear of the sales room are about 40' of solid display of apples, all bagged 
in 1/2 peck, peck, and 1/2 bushel bags. Just before reaching the checkout 
counter an open display cooler for cider and an open display freezer have 
been added. The frozen fruit line is new with us, and has been slow to take 
off. Our first display in the freezer being all 30# tins moved very slow, 
next we tried the 8# plastic packs, which moved better, but the real cus
tomer acceptance at this counter has been the smaller packs which we put 
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Right next to our exit we have a 16' bulletin board on which we post 
some news articles, but the main use is to display letters when we receive 
from students who have visited our orchard. Each fall we have many school 
classes tour the farm to view the fruit in production, the cider mill, the 
cold storage, and the sales and packing processes. These students want to 
come when you are the busiest, but we feel they are worth the inconven
ience as many bring their parents into shop on the weekends, and this is 
what we really want as this is what our business depends on--satisfied, 
paying customers. 

For years we put up gift packs for the holidays consisting mostly of 
fancy tray packs in 1/2 and one bushel boxes and a few 1/2 peck and peck 
baskets. I have always been a strong believer that quality fruit alone in 
a basket was adequate and would sell well for gifts, but I wasn't prepared 
for what a little celophane and a bow would do for gift sales. Again, 
against my better judgement I let a salesman talk me into some celophane 
and bows to try. To my amazement the sales of gift baskets more than 
trippled. I sometimes had the feeling customers would look at the basket 
with the celophane and bow, and try to figure out who they could give one 
to. 

STANG: Thank you, Don. We will hold all questions until after our last 
speaker. Next we will have a report on a survey of New York State Retail 
Markets by Dr. Phil Minges, Department of Vegetable Crops, Cornell Uni
versity. Dr. Minges-- --
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"Survey of New York Roadside Markets" 

Phil Minges 
Department of Vegetable Crops 

Cornell University 

A Slide Presentation 

I asked in a questionnaire if people in a regular business were in
terested in U-pick operations. I'm sure this has increased considerably 
since '69, and I wouldn't be surprised if the number more than doubled in 
the next five years, but surprisingly there were over 1000 of these re
ported in 1969 and around 1500 in 1974. So, this represents a good in
crease in the number of people that were getting into retail marketing on 
a small scale. Approximately 2400 people in New York are involved in 
selling some of their produce by direct sale to consumers. This makes a 
pretty good-sized audience for extension service in New York, and a good 
enterprise from the standpoint of the fruit and vegetable industry of the 
state. I'd estimate, rather conservatively, that there are at least $35 
million in produce type sales. 

One interesting thing is that many of these markets started as 4-H 
projects, or projects to help kids raise a little money. By the time the 
kids left home, the project was too big for the parents to drop and they 
got into it in a serious vein. Many got started as vo-ag projects. This 
fellow pictured on the cover looks like a school boy, and he does all his 
marketing (he sells around $4-$5,000 worth each year from one acre). 
Here's another small beginner--this was started by a couple of young fel
lows that wanted to get into the business. After they're in business, many 
of them become a bit more permanent, and it's really amazing what some peo
ple can do. 

This fella now grosses in the neighborhood of $3-400,000, but I think 
maybe I gave him the idea to get started a number of years ago. At that 
time he was getting the truck loaded to take to the market and I raised 
the question, "Why do you haul your stuff in and sell it to this market, 
and than have the supermarket haul it back out and sell it to your neigh
bors?" He looked at me a little puzzled, but the next year he happened to 
bid in on this little roadside market. Now he sells sweet corn and quite 
a number of other crops, and his biggest problem is keeping family around 
to help run the market. He's left kind of high and dry. 

Another market that's been developing over a number of years--he's a 
very large potato grower, but also grows fruits and vegetables. This mar
ket has been in business about 25 years near Rochester. Here's a market 
that's primarily apples. The owner is rather active in many of the or
ganizations in New York State dealing with fruit. He also grows a few 
vegetables, but he's a better apple grower. 
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Many markets are now getting into a supermarket aspect where they 
sell many other items in addition to their fruits and vegetables. It's 
rather expensive, and these have been shown quite a bit today to earlier 
costs. There are many different ways these have gotten started--this is 
a converted old barn. You can see, it wasn't very long before he ran out 
of parking space. You get four or five cars at first, and pretty soon 25 
and more, and then you begin to realize that these things need to be 
thought out to a greater extent. 

This fella started off rather small. He was primarily in vegetables-
he's in a hail belt and gets hailed out about one year out of two on the 
average. So, he's into bedding plants also and this gets him over be
fore the hail storms create a problem. He has a few vegetables now, and 
concentrates on the bedding plants. He has around 15-16 plastic houses, 
as shown here. 

This small operation is one I used to be part owner of. This sign is 
what I wanted to show here--something kind of handy to have along the road 
so people could see what he had on U-pick each day as they drove by. It 
helped quite a bit in getting them to stop. This was the U-pick pea field, 
and we also had U-pick potatoes. When we were through for the day I knew 
darn well we made a lot more on U-pick than what we picked and repacked for 
stores. 

Strawberries are, of course, probably the main fruit U-pick crop in :~ 

New York State, and it sounds like that's true here. I don't think it will '1/////11 
be too long before strawberries in the store will be a thing of the past, 
at least during the season. This grower, as you can see, had quite a few 
pickers (this was a weekday) and he was charging 50¢ a quart, which is a 
pretty reasonable price. Massachusetts was running 75¢ a quart U-pick this 
year. A few growers are higher, but most of them run either 50¢ or 60¢ a 
pound. I am surprised that the police department hasn't gotten after them 
on the parking. This is a weekday; the Sunday before he had 1000 cars parked 
along this road. This shows more of that crowd, and his check-out counter. 
I think he weighs them now and this is one of the problems. 

I wanted to show you that roadside markets are not completely a United 
States affair. One other country that has quite a fe.w of them is the 
Philippines. This is a picture taken in the Philippines showing several 
tropical fruits--cloves, mangoes and papayas. Notice the three markets 
close together. I was told that when the first market was successful the 
other two figured it was a good place and they located there too. At 
least it gives the customer a choice. This one I took in New Zealand. 
They're just getting started in roadside marketing and U-pick in some of 
these other countries. This was the first roadside market that opened 
in New Zealand. This shot was taken about five years ago of the first one 
in Australia. Vegetables are frowned upon for U-pick or roadside market
ing because the farmers' association has gotten the city of Melbourne to 
put up a new vegetable produce market, which cost quite a bit of money. 
They were committed to having their members sell through that market, and 
as a result they frown on having anyone going to roadside markets. This ~ 
fellow lived about 100 miles from Melbourne and it occurred to him that it 
was silly to haul his stuff into Melbourne and go through the market to 
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have somebody else haul it back next door and sell it through regular 
stores. Anyway, he opened his market about seven years ago, and in two 
years he grossed over $100,000, which illustrates it works well in 
countries other than in the United States. 

I have to admit there.are pretty good markets in New York. This mar
ket sells a lot of produce, and they do a very good job in plant vege
tables. That's the end of the slides; just a few more comments. 

One of the interesting things is that we don't have bedding plants 
anymore, just in 15 or 16 major counties spread around the whole state. 
Next Thursday evening I'm meeting with a group of growers, with 65 road
side operations that we've paid no attention to. This will be the first 
meeting we've held with them in quite a few years. Up to now they've had 
processing tomatoes and a few snap beans, but they are interested in re
tail selling. Forty-nine counties reported U-pick operations, and I'm 
sure this is going to increase. Distribution is pretty good around the 
state, but there is still room for more roadside markets and U-pick op
erations. Many markets in New York are adding bedding plants, as was 
mentioned this morning. And, in the past two or three years, they've 
added vegetable plants. I think this has eaten into their profits just 
a bit, because when they sell these then more people grow their own. 
But, perhaps it balances--they make more money sometimes selling the 
plants than they would out of the produce. 

One thing I would like to see in New York is a better job of selling 
good plants. Other features are just as important as quality. Maybe some 
of you have read my articles (occasionally I'm a vegetable grower)--I 
press the difference in young plants vs. old plants or hardened plants 
with flowers on, pinky tomatoes and so on. There are times you'll get 
five to ten times the yield from a young plant vs. an old plant that has 
flowers. It's very sad that some people that sell horrible transplants 
for $1 a plant when they could sell younger plants much cheaper. There 
is less growing time on a plant that is going to produce something to make 
a meal. I don't know about Ohio, but in New York I would like to see more 
plant growers put quality in the type of plants they're selling. The fact 
is, flower plants are much better if they don't have any flowers on them! 
They sell better with the flowers on, but you'll make a better plant, 
better growth if the plant has no buds, and they'll take off better through 
the middle part of the season. 

Many of our roadside market operators are specializing a bit. They're 
finding it hard to grow 25 or 30 different crops and do an efficient job, 
so in many cases they buy produce from neighbors who are specializing. 
Many growers now specialize in supplying roadside market operators. It 
works out very nicely, and I think more and more of this will be done. 

The U-pick, I mentioned, is increasing. It's not an entirely new 
thing--! was involved in U-pick 41 years ago, in strawberries. I was sur
prised at that time to have people drive 65 miles or more just to pick 
strawberries (this was in the depression). I sold them for 5¢ a quart, 
and I'm sure I made more money off of them than when I was getting 15¢ a 
quart at the wholesale market. 
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We also have a sort of modified U-pick in New York now. We had one 
grower selling brussel sprouts. Well, if you've ever picked brussel 
sprouts you know it's a heck of a job. But, you can buff brussel sprouts 
and they'll fill out from the bottom to the top pretty well (this is what 
they do for commercial processing production). Then, he's cutting these 
stalks off and putting them in pallet boxes at his market. The first year 
he sold one acre of brussel sprouts that way. People come to the pallet 
box, pick out the one they want, or several, and check them out. This 
year he had three acres of brussel sprouts and, incidentally, brussel 
sprouts can be quite good if they're picked fresh, but they're lousy when 
they lay around a store and look yellow. There is a big difference, and 
I think this is what people are finding out. Matter of fact, the only 
vandalism I had on my variety trials last year was with brussel sprouts. 
I planted them along the road and one night half of them disappeared! I 
can only reason somebody likes brussel sprouts. Anyway, this grower is 
doing this now with cauliflower--letting people pick their own heads from 
the pallet box. It saves handling and packaging for the store, and it 
gives the people the feeling that they're half way inbetween in this har
vesting thing. Next year he says he's going to do it with U-pick potatoes. 
He thinks it is a lot less fuss and bother to do it that way. He'll have 
the potatoes and bags down by the boxes, so they can pick out the potatoes 
they want. He started with his kinds--kind of a 4H project--and he now is 
growing 154 acres this year for a roadside market. 

I would like to emphasize that quality certainly counts. Quality re
lates to both freshness (harvesting at prime) and also high quality va
rieties. There is a big difference in varieties and many times the va
rieties we use connnercially have to be hardy enough to pick and are not 
always the best quality. I don't think this is right. 

As a last remark, a little cornrnercial--the New York Roadside Market 
Conference is to be held in Syracuse this year on February 3 and 4. The 
Wednesday session will be a workshop session on merchandising, put on by 
a merchandising group at Cornell. Thank you very much. 

STANG: We're going to change track a little bit now for our final speaker, 
Mr. Byron Russell, from the Add-A-Light Division of the Columbus and 
Southern Ohio Electric Company. He will be discussing "Use of Lighting to 
Improve Your Market." 
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"Use of Lighting to Improve Your Market" 

Byron Russell 
Columbus and Southern Ohio Electric Company 

Columbus, Ohio 

Some of you are familiar with, and some of you know, what is cheapest 
is not always the best. You' re all familiar with incandescent lighting-
that's the standard light bulb you have at home, the flood lights in the 
ceilings here. They're incandescent. They've got many good features--you 
turn them on and they come on, they've got good color primarily, they're 
relatively inexpensive, and you can install them personally. But, they're 
a very inefficient light source, if you've got a lot of them, and they can 
be expensive to operate. You get about 21 lumens per watt out of incandes
cent. 

Now, let's go to another light source--mercury vapor. I think you've 
all seen that. We have it on our freeways. Maybe you have a farm light 
at home, that's generally mercury vapor. It's 2 1/2 times more efficient 
than the incandescent lamp is. That's quite a savings right there, but 
it does have some drawbacks. There is a warm up time involved; if you 
turn it off it takes _quite a while to restart. It has good features-
it's a long-life lamp. (it will last 20,000 hours--if you burn it from dusk 
to dawn we're talking 6 years around this part of the country), you get 
good color rendition (almost as good as fluorescent) and that source is 
2 1/2 times more efficient than incandescent. 

Another light source that you're all familiar with is fluorescent 
lighting, flourescent lamps. Here again we've got 68 lumens per watt, or 
a lamp which is three times more efficient than what you have here in the 
ceiling. In other words, we could get the same light from one-third the 
power consumption if this room was lighted with fluorescent lights. With 
the high cost of electricity today, and the higher cost we're going to 
have in the future, these things have got to be considered. Fluorescent 
lamps have a long life (we're talking 16-20,000 hours), they've got good 
color rendition, and come in several different colors. They have a draw
back in that, when you try to use them in cold weather or outside, they 
don't work too efficiently •.• in some cases they won't even light, and if 
they do they produce very little light. 

Today I'm going to mention a couple of light sources which you may or 
may not have heard about, but will see a lot of in the future. One of 
them is metal A-line. It's a lot like mercury vapor--looks like it (the 
average individual wouldn't be able to tell it from mercury) but it's 50% 
more efficient than mercury. It may cost a little more, but not much 
more, and has the same characteristics as mercury as far as starting it. 
It's got good color rendition, and a long life (16,000 hours). Here again 
is a lamp which is four times as efficient as incandescent--that's quite 
a savings when you figure things out. 
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Now, the last light source that I'm going to talk about (there are 
others available, but they wouldn't apply in any operation that I could 
think of that you would have), is a high pressure sodium. On some of our 
freeways you've seen it; it's sort of a yellowish, golden light (the man
ufacturers call it the golden light--to me it's rather yellow, some people 
consider it red). It's an extremely efficient lamp; it produces five 
times as much light as an incandescent lamp, two times as efficient as the 
mercury lamp. So you see, you're getting a lot of light with very little 
investment. This is power watts. There is a warm-up time on this lamp 
of two to three minutes. As I mentioned before, the color of it is a 
little on the yellowish side. But, it has a long life (20,000 hours for 
400; it comes in the 1,000 watt size with a little shorter life). It's 
a very efficient lamp. 

Now, I mention these lamps thinking in terms that when you're selling 
merchandising, I don't care whether it's dry goods or farm products or 
gifts, color becomes very important in the sale. What I have in the two 
boxes you see up here are four different fluorescent lamps and they're dif
ferent colors. We've got cool white lamp, the warm white lamp, and the de
luxe version of each one of these. I'm not showing these to you trying to 
sell fluorescent, I'm trying to show you that different light sources have 
different light rendition qualities, and it's something that you must be 
concerned with if you're merchandising. So we have a light and this green 
colored plastic that you might see in many farm products under these two 
different light sources. You can see quite a bit of difference in the 
color. In one case we have standard warm light on one side and standard 
cool light on the other. Cool light, or the cool light sources, give you 
better color on green. You get a yellow light there. Now I'll switch to 
a deluxe lamp. On the green, it didn't have any particular effect. But 
let's look at a cooler color, blue. All of the cool colors look better, 
generally speaking, under a cool light source. You see quite a difference. 
On this side we have the warm white lamp and it shows a color of blue that 
you don't see at all with a cool white lamp. Let's change that color to a 
warm color now. You see, the cool colors look good under the cool light 
source and warm colors keep their color under the warm light source. Both 
the deluxe warm and standard warm look pretty good. The deluxe warm would 
compare very favorable with the standard incandescent, which we have in 
the ceiling, and it's been sold by some of the companies as home lighting 
lamps, but the deluxe and warm white make red and warm colors look ex
tremely well. Here's another warm color with a slightly different effect. 
If any of you sell meat, or tomatoes, and you want a nice red color, turn 
on a red light. If you want a blue suit, turn on a blue light. Colors 
are a lot like your lighting. 

Color is very important in any retail operation, as you can see. I 
heard a man mention earlier that the cellophane helped to sell a package 
that he put out. Maybe he used the proper lighting or maybe he changed 
some of that along with it. Many times that can be an influence. 

Let's talk for a minute about interior lighting when it comes to 
roadside markets. We're not talking about a very small market; you don't ~ 
have inside lighting in an extremely small market. But, if you get inside, 
you're more concerned about the light source. If you've got a heated area 
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which is going to be used the year round, we can very well use fluorescent. 
It is a good choice for inside any kind of a retail operation where the 
temperature is warm enough to light the lamps, about 50°F. And, you'd get 
the light out of them that they are designed to produce. We've seen quite 
a change in the lighting in some of the stores. In Gold Circle, they're 
starting to use 400 watt metal A-lights. They're more efficient. But, if 
you've got a small operation with less than a 10' or 12' ceiling, you . 
couldn't use it. You'd be better off with the fluorescent, and fluorescent 
would be the answer in most every case. Incandescent, again, for any long 
hours of operation the cost is prohibitive. The short life of the lamps 
also contributes to the high cost of incandescent. 

We wouldn't design an interior for less than 50 foot candles. Many 
of you have less than that, but some of you have a lot more on the in
terior of your stores. There are a lot of grocery stores that will go 100, 
but when you get less than 50 foot candles in a store, you can't get proper 
distribution of lights. You're light level is too low, and they're so con
centrated that it becomes spotty if you try and design for much less than 
that. Now, fluorescent is a good way to do that. As far as display light
ing on the inside, that might be a place to work some incandescent in. 
Adjustable spotlights could very well be used on feature displays. Accord
ing to the Illuminating Engineering Society, any feature display should be 
lighted to about five times the brightness of the general overall lighting. 

If you're talking about a year round operation, several hours on the 
average, then you've got to go to the mercury, metal A-light or high pres
sure sodium, the incandescent flood lights, the quartz floodlights. Lots 
of people are under the impression that the quartz floodlight produces an 
awfully lot of light; it really doesn't. It's an incandescent lamp, it 
appears bright and sometimes makes a glare. But, don't confuse glare with 
light. It's true that you can have a lot of glare with little light pro
duced, and that's what happens. Of course, the best way to light your 
parking lots is with floodlighting, possibly mercury vapor floodlights on 
poles. In many cases a couple of poles on either side of your lot where 
you pull off the road will do a fairly decent job of lighting your market, 
if you're talking about summertime when you don't do too much at night any
way. In the wintertime, it will light your parking lot so people can see 
to get in and exit onto the highway safely. This is a very important thing. 

Most of the utilities such as ours have, for lease, mercury vapor. 
What we call them is area lights or security lights. It's something well 
worth looking into because, if you're not prepared to maintain them and 
you have to use a contractor, the expense can get quite heavy. It is 
worthwhile to make a comparison of the costs of supplying your own, and 
having the power company supply it, because the power is also included in 
the total cost or the rental cost of the light. If it should go out, they 
must replace it; you don't have to do anything but call them on the phone. 
Many of them have floodlights available for lease, as well as the mercury, 
dusk to dawn or street lighting units. 

Speaking in terms of the economics of lighting, lighting costs money 
to operate. The more of it you light, the more of it you have, the more it 
is going to cost you. We're talking now for the average farm market in 
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Ohio--4¢ a kilowatt hour. Many of you may or may not know what a kilowatt 
hour is or how we figure it, but I'm going to tell you an easy way you can 
estimate what the cost of your lighting is. Take the wattage of your 
lights, multiply that times the hours you operated, divide that by 1,000 
(that puts it in kilowatt hours), then multiply it by your cost per kilo
watt hour. So your wattage, say it's a 1000 watts and you operated for one 
hour is 1 kilowatt hour times 4¢--it's 4¢ to operate for an hour. You can 
do that with your inside lighting as well. I have some copies of a cost 
comparison made by one of the utilities. It happens to be for industry, 
but you can convert this to apply to your operation as well. They tell 
you about the efficiency of the fluorescent lamp, the mercury vapor lamp, 
and the metal A-light lamp, as well as the high pressure sodium. I'm going 
to have these booklets available, so if you want to take one of them you 
can. I think it can be helpful because your electric bill is going to be 
one of your big expenses in times to come. With that, I'll come to a close. 

STANG: Thank you very much, Mr. Russell. Now what we'd like to do is have 
our speakers come up for a question and discussion session. We'll have an 
informal discussion by the panel with questions from the audience. Do we 
have any questions? 

.Q. WHAT DO YOU THINK OF "GROW" LIGHTS? A. It makes no difference how 
you get the light. There may be some plants that it is critical with, but 
the intensity of the light is all that is important. Grow lamps give them 
a nice, pretty color; in fact they recommend them for African violets and 
they make them look great, but they don't grow them any faster than the 
others. Your standard fluorescent would be your best choice (warm light 
or cool white) because they produce more lumens per watt than any of those. 

_Q. WHAT DO YOU THINK ABOUT SKY LIGHTS? A. Sky lights are going to help; 
any light you can get you're not going to have to make up some other way. 
There can be a heat loss if they're not designed property for winter use. 
In many cases, they use double glass and this works quite well. 

_Q. I HAVE SOME FLUORESCENT LAMPS THAT WORK IN COLD WEATHER. A. They 
have what is called low temperature ballast and they use high output, or 
very high output, and they can get them to light if you've got them in a 
store room where it is not extremely cold, and there's not a lot of air 
movement. But, normally, they won't produce the same amount of light for 
you under normal temperatures. I've seen them used around shopping centers 
and there is just a very dim glow, the light output is low. Generally speak
speaking, you don't get the light out of them that you get out of the others 
in cold conditions. 

_Q. WHAT TYPF. OF LIGHT WORKS BEST WITH RED COLORS? A. Normally, that 
would be a deluxe warm white lamp. A deluxe warm white lamp is used around 
areas where you've got colors like reds that are important. I was going to 
say "around ladies restrooms" because that's what they use there. Ladies 
want to look good and these make them look best, in terms of complexion and 
so forth. 
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_g_. WHERE DOES THE SYLVANIA NATURAL LIGHT FIT IN? A. The Sylvania 
natural light is a premium lamp that Sylvania makes. -It's got a good 
color rendition quality and it would fit into that same area as the de
luxe warm white lamp. This is their interpretation of what they think 
is the best color rendering of any fluorescent lamp. Most manufacturers 
have one; the natural light is a trade name with Sylvania. 

Q. WHEN YOU SEND OUT POSTCARDS, DO YOU SEND THEM OUT FOR EACH CROP YOU 
RAISE? A. Our main mailing list (12,000) is for blueberries that come 
in August. This is the item we have in volume. When the sour cherries 
are ready to pick, we have a couple thousand names on this mailing list 
that we send out. These are the only ones, with the exceptions of a 
couple of hundred that we send notices to. The rest of the items we do 
not have U-pick, so there is no mailing service. The half-bushel bags 
we're using we got through the Olin Kraft Company, Owosso, Michigan. 

_Q. WHAT DO YOU DO TO THE BIRDS TO MAKE THEM STAY AWAY SO THE PICKERS CAN 
GET IN THERE? A. It takes a lot of work. There is nothing in my book 
that really works on removing birds other than the physical presence of 
people. We've tried the Avalarm, loud and long and this does not work, 
even in connection with fellows back there with shotguns. The starlings 
are the first to leave, but our state bird is a real preditor on the blue
berry and we see a lot of them. 

_g_. WHAT DO YOU DO ABOUT GETTING YOUR POSTCARDS OUT IN TIME IN CASE THE 
MAIL GETS ALL FOULED UP? A. Your sour cherries have a little more 
depth than that, and I've never had a problem with the mail. My wife will 
argue with me, but previous to our cherries being ripe, the cards are ad
dressed and printed, ready to go except for putting the date on the card. 
When we see that the cherries are going to be ready, it takes just a couple 
of hours to rubber stamp all the cards, take them down to the post office. 
There are always customers that say "I didn't get my card this year" and 
we believe them. Some of them stick together and some get in the wrong 
box and that sort of thing. But, we've had very little problem with the 
post office in getting the cards out. 

_g_. WE'RE DEALING WITH SWEET CHERRIES; I DON'T KNOW HOW MUCH DIFFERENCE 
THAT MAKES. BUT, BY THE TIME THE CARDS GET OUT THE CHERRIES ARE DONE. I 
WONDERED IF YOU HAD PROBLEM WITH THAT. A. We've had no problem with 
that, and our sour cherries (being quite durable) will be on the tree for 
a couple of weeks after we start. The same is true of the blueberry, as 
compared to strawberries and some other produce. The blueberry has more 
depth of picking time. If we don't get in on Monday, it's still hanging 
in there beautifully on Friday. 

_g_. DO YOU HAVE A BIG CROWD PROBLEM THE FIRST DAY, THEN? A. Very 
little. We try to get away from this by letting people know that they 
don't have to come the first day. But, when you see the number of cars 
in the parking lot, it scares you a bit. You'll find that there is usually 
no longer than a 10 minute waiting time, even on the first day. After the 
first day there is no waiting; it's just a matter of maybe one customer in 
front of you. There is a continual flow all day long. 
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g. DO YOU GET ANYMORE FOR YOUR FROZEN CIDER IN THS SlWiMER THAN YOU DO IN 
THE FALL WHEN IT'S FRESH? A. I do not. We set our price and we have 
stayed the same at $1.50 a gallon. We've been here several years and we've 
had five days this year when we've sold more in volume than we have in any 
season in the past. So, we can't argue. This answers your question as far 
as price is concerned. Myer's Thrifty Acres at the same time were adver
tising 89¢ cider, but still we're setting records on sales out of the 
freezer or fresh. It is frozen in the gallon and half gallon jug. 

Q. MR. LINCOLN, IN DISTRIBUTING INDIVIDUAL BAGS AND CONTAINERS WHERE YOUR 
INDIVIDUAL MARKETS WANT THEIR NAMES ON THEM, HAVE YOU FOUND THAT TO BE A 
PROBLEM? A. No, we just turn that over to Cordage; it's a direct con-
tract between the markets and Cordage for the most part (or any other com
pany they want to work with). But, we work pretty much with Cordage on 
that. So they work that out. 

g. ARE YOU STILL REALIZING A VOLUME DISCOUNT THAT YOU WOULD BE GETTING ON 
A TRUCKLOAD LOT IF THIS INDIVIDUAL WERE ONLY GETTING A NOMINAL DELIVERY, 
THOUGH? A. We tried to put some together and make up a truck load to get 
more of a volume discount, but it hasn't really worked this year. We need 
a little more work on that. Both Cordage and ourselves are going to look at 
this and see if there is some way to group some markets together in an area 
and put it on a truck coming directly to them and get volume discounts. 
We're playing around with it this year. We didn't really have enough time 
to do it properly, but we're going to take another look at it next year. ~ 

_q. DO YOU HAVE MANY INJURIES WITH PICK-YOUR-OWN? A. To date, I've had 
absolutely no injuries. We keep our cherry trees pruned down and we use 
wide-based step ladders only. I have had occasions where people have fallen, 
but usually it's from the second step. We allow no picking in the apples 
(our apple trees are old); we allow no inexperienced people in the apple 
trees at all. In blueberries, this is no hazard, and this is why I love 
picking blueberries more than cherries. As far as insurance, I've heard of 
other orchards requesting that people sign in at the orchard and pick at 
their own risk. To date, we've had no problems with our insurance company 
on this and we hope that we never do. 

_Q. HOW SHORT A GROWING TIME CAN YOU HAVE AND GET SATISFACTORY TRANSPLANTS? 
A. It depends a little bit on your methods of growing and whether you 
flower or direct. We've found that with direct seeding, like you use in 
feeding or other plants, you save about a week to ten days in growing time 
as compared to spotting. I usually feel it is best to go direct. Usually, 
the artificial mixes are a little faster than soil. I don't know if it's 
a feed factor or what, but usually this will save from 4-7 days. For my 
trials, and I'm not particularly concerned about getting that extra week or 
two, about 5 weeks under good growing conditions, good temperatures, makes 
a very desirable plant. This is a plant with about 5 to 7 leaves, about 
6-7 inches tall, and no buds or just starting to show the first buds. This 
makes your best transplant and it's also more uniform. Now, if you have 
plants about ready for the flowers to open or have an open flower, you will ~ 
gain a little bit in the time that you have your first tomato. But, if you ~ 
get a true tomato set on a plant within a week to 10 days of transplanting 
in the field, you quite often reduce your yields anywhere from 50% to 400%. 

' ! 

l 
I 
! , 



, 

c 

-99-

So, you've got to decide whether one or two early growths is worth several 
fruits later on. Maybe the best thing is to have a few older plants, but 
it shouldn't be over 8 weeks at best. Any tomato transplants over eight 
weeks is getting into what I call a poor plant. For peppers, 7 to 9 weeks 
is a good age; eggplant, somewhere inbetween. I find in my trials that the 
most uniform production per plant comes with the young plant. 

g_. HOW DO YOU HANDLE CHECK-OUT FOR YOUR U-PICK CHERRIES? A. The cherries 
are all weighed as they are carried out of the orchard. Some customers have 
their own containers, or we have pails that hang on the ladder to make it 
easier to pick. They pay for the cherries as they come out of the orchard, 
and they also pay for the pitting at this time. As we said, where they pick 
the cherries, we collect no money. If they want the cherries pitted, they 
pay for it. It is stamped on their card that they have paid the 2¢ per 
pound for pitting. At the building we have wide tables with the trays that 
have been set up with water so they can wash the cherries. (The customer 
washes his own cherries before they go to the pitter.) After the cherries 
are pitted, they are in a mashed condition. They go right into their own 
containers, or we have some plastic lined boxes that they can put them into 
to take home. 

g_. HOW MANY MARKETS THAT YOU SHOWED ARE MODIFIED FARMERS MARKETS? A. I 
would say almost 100%. In fact, I asked them not to put in those that were 
strictly purchase-type markets. Many of them buy produce either from a 
wholesale market or from other growers, but almost all of these markets pro
duce one or more of their own items. 

_q. TO YOUR WAY OF THINKING, WHICH HAS A BETTER CHANCE FOR PROFIT--US HERE 
OR THE BONAFIDE FARMER'S MARKET? A. Maybe it's because of my interest in 
Extension work with producers, but I favor producers. I like to see con
sumers get the best quality product they can. In a high population area 
(such as New York and lots of places in the east), roadside marketing is one 
way of getting the consumer much better products. I would like to see as 
many as possible of these either grown by the operator of the market or 
locally produced. Citrus is another thing. That's not nearly as perish
able a product. But, to palm off California lettuce as local lettuce is 
not good. If you want to label it as such, that's fine; two or three 
months a year if you can go with local produce. But, I'm mostly concerned 
with consumers finding out the vegetables are really good. 

_q. WASHING OF THE CHERRIES BEFORE THEY ARE PITTED, WAS THIS A DEMAND OF 
THE CUSTOMERS OR THE REQUEST OF HEALTH DEPARTMENT? A. I can't answer 
that except many of the oldsters that came in weren't going to have them 
pitted until they saw how they were washed, or could wash their own. So, 
we had spaces where over 16 people could work at one time washing their 
cherries. Many of these folks washed their cherries twice before they took 
them down to the pitter. They looked the pitter over closely before they 
let their cherries go through. The cherries that have hung on that tree 
all sumner aren't going to be the cleanest, not from the spray as much as 
from dust accumulation. Anything they pick out of their own garden goes in 
the house and gets washed. Many who weren't even thinking of having them 
pitted looked it over and had them pitted •. The person that loves cherries 
enough to go home and pit a pail of them, when they find out they don't 
have to go through that drudgery and if they're convinced the cherries are 
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as clean as if they took them home and did them in their kitchen, will come 
back in for a larger volume. It pays off very well, Our total crop sold 
when a lot of cherries in the area were left on the trees. 

_Q. WHAT KIND OF AN INVESTMENT ARE WE TALKING ABOlIT WHEN YOU PUT A PITTER 
IN? A. For the system we put in, we bought a used Dumply pitter that 
cost $1-:-soo. The total building cost us less than $5,000. We already had 
the water going by for the orchard trickle irrigation system, all we had 
to do was tap it and let run. So, there was no extra cost in this except 
a little water usage. The total cost we put in was around $7,000--to be 
in business, ready to go. We paid for more than half of that with the 
extra cherries we sold this year. I'm real pleased with it. 

_Q. DR. MINGES, HAVE YOU DONE ANY STUDIES ON GROCERY CUTTINGS ON BEDDING 
PLANTS AND THEIR EFFECT ON YIELD? A. I haven't done any studies on 
grocery cuttings on bedding plants, but other people have and I believe it 
works pretty well. But, there aren't any controls. If you retarded 
tomato plants, for example, use LR or something of this nature, quite of
ten they are held back longer than what you want. So, the control for the 
period is not very predictable. I think this has been part of the prob
lem. But, there are studies being done on in this. I don't know about 
flower beds, but I would say it is a little risky to use. It's better to 
try and feed at this time and not try to start in the middle of February 
to have good plants in the middle of May. That's almost impossible to do, 
even with retardants. Also, with tomatoes, there is good correlation be
tween fruit size and age of plant. Regardless, the younger plants tend to 
average higher, larger fruit than older plants. So, I think even with re
tardants you're not going to overcome this. 

STANG: I would point out that these gentlemen will be around after the 
meeting, and you're certainly welcome to ask them individual questions. 
We thank you for coming, and thanks especially to our speakers this after
noon. 
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BANQUET 

Master of Ceremonies: Don Green 
Willow Valley Farms 

Mansfield, Ohio 

Good evening, ladies and gentlemen. First, I have an announcement to 
make: After the banquet there will be a short program, including a movie 
entitled "Pack Your Own Chute." (I don't trust you guys that hand me these 
notes!) I'd also like to introduce Dean and Mrs. Roy Kottman. Would you 
stand, please? Very good. Next, I was told to say something about the ap
ple butter on your table. The guy that told me was about six feet tall 
(where's he at?) and I couldn't say no. He also wanted me to tell you that 
he is from Vogley Orchards. I would like to plug everybody back there, but 
the other people are pretty small! 

Before we get to the speaker, have you stopped and reflected this year 
about how many dumb things happened to you? I was in the short course this 
afternoon, and a gentleman there said that one of his customers was going 
along his fence line looking in the trees for beans! I get it two ways, 
being also a fireman for the city of Mansfield every other day. A lady 
called the other day and said, "I've got a fire," and hung up. Also had a 
lady call and say, "I've got a little fire. Would you send a little fire 
truck?" The captain is a nicer guy than I am. I would have said, "Well, 
you want a little fireman to go with it, or do you just want us to coast it 
down the hill and you catch it at the other end?" We had a gentleman call 
one day and say, "My car is on fire." That would take one pumper and two 
men; sounds reasonable, doesn't it? Except he forgot to tell us that it was 
in his garage and the garage was attached to his house. Some lady called 
and said, "I've got a fire in the house, but I'm not going to tell you where 
it's at unless you tell me you're not going to send a fire truck." The 
only thing I could figure was that she was embarrassed that she had a fire 
and didn't want us to come screaming through her neighborhood to put it out. 
Again, the captain is a nicer guy than I am. I would have said, "O.K. lady," 
and I would have hung up! The captain finally sent an assistant chief and 
a car. She had a fire all right, in the kitchen, in an apartment house in
volving 80 other people. 

So, I go to the farm and I think I'll get rid of some of these nuts. 
But, I had a lady come out with her little boy and say, "We want to pick 
strawberries, but we didn't bring our stepladder. Will you furnish one?" 
I said, "Lady, why don't you call the fire department?" I had a couple go 
walking through the raspberry patch and come back saying, "There wasn't a 
strawberry out there!" 

You ever have a bad call? You've had a bad day anyway and you get a 
caller knocking what you've sold. Have you all had this, or is it just me? 
Had a guy call and say, "Got a couple of melons at your place the other day. 
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Both halves were rotten on each one." I said, "Well sir, I know it's a 
long way down here (it's only three miles from town, but they make a big 
deal out of it--like traveling four hours), but you come out and I'll give 
you four melons for those two." He thought a while and said, "The corn 
wasn't any good either." 

Your speaker for this evening is Roger Masquelier. He sent me a biog
raphy, and I called to tell his wife to make sure that he didn't send any 
photographs. He sent them anyway, three of them. Man, all I can say is 
are you ugly! Whee! He was born, it says, October 5, 1916, in Pennsylvania. 
He went to high school in Pennsylvania, and then attended the Carnegie In
stitute of Technology. He's from my home town, unfortunately; he started 
with Westinghouse in East Pittsburgh, but moved to Mansfield in '39 as sales 
manage~ of its major appliance division. Now retired. Without any further 
adieu, please welcome Mr. Masquelier. 
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Roger Masquelier 
Mansfield, Ohio 

I want you to know what a pleasure it is to be the second featured 
speaker on your evening program! Not that I'm embarrassed by being intro
duced by what's-his-name. 

Don asked me to be here because of my background and because he knew 
that I knew all about it! I didn't really know that much about it.· As a 
matter of fact, the only thing I know about farms is that when we were just 
kids, my wife was one. She lived on one, that is. She wasn't my wife then; 
we were just fooling around. She saw me going by one day with my saddle 
shoes on--I was from town (three miles closer to town than she was)--and she 
thought I was a city kid. My father taught me not to fool around with girls. 
He told me that if I fooled around with girls I was going to turn to stone. 
I didn't really pay much attention to him; I was only eighteen when we were 
going together and I thought girls were just soft boys. Once when her folks 
were away we sat on their back porch and first thing I know (she was, well, 
she was a farm girl) she was real close to me, had her arms around me, and 
she was kissing me and all. I'm a lot older than you are, but, that was when 
I first learned to appreciate the ability of women to sell. My wife said to 
me, "Why don't we get married?" And I said, "Why don't we just keep on doing 
what we're doing?" And, I've learned in the business world that people who 
are successful are generally those that either have the assistance of their 
wives, or they are assisting their wives. There's not too much difference 
between those two things. If you're ever going to be successful at anything, 
you've got to make it a joint operation; both of you have to know what's 
going on. 

I've always been worried that I wasn't quite sure what was going on. 
But, my wife has been sure. When we see groups like yours that come to
gether like this to talk about your business, when a husband and wife team 
come to find out how to do marketing together, we know you're going to be 
much more successful than if you try it by yourself. I think it's so im
portant that we all recognize this. 

I'm going to pass out a card about that helper of yours, fellas. It's 
all about women. The title of the card is "Woman," as I read it to you I 
suggest that you think of your helper, your customer, and the person you do 
your business with in these terms. 

Woman was created from the rib of man. She was not made from 
part of his head to top him, nor was she made from his feet 
to be trampled on. She was created out of his s.ide to equal 
him, under his arm to be protected by him, and near his heart 
to be loved. 

Now if you like that kind of slop, fellas, pick up a copy of this card be
fore you leave tonight and give it to your wife, your girl friend, or whoever 
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you mess around with. It will get you a lot more attention and interest 
than a bouquet of flowers, a box of candy, or even a jar of apple butter! 
Because women are emotional. No matter what they say about equality, women 
are still more emotional than men. They are the moral guardians of our 
total economy. They are the ones who are impressed with this sort of thing. 
I suggest you older fellas only take one card! 

Tonight I would like to talk to you a little bit about women, a little 
bit about marketing, and a little bit about some of the things that I think 
are important to all of us. One of the things that I think is most impor
tant in the kind of business you're in is that you're really satisfying 
some deeply seated needs of people. Today the movement is back to this or
ganic thing. I always thought I knew what organic was. I was never overly 
excited about it, because I always thought it was a lot easier to do with 
chemicals--I know absolutely nothing about growing anything. I have a brown 
thumb. I've been very successful in avoiding the work you have to do to be 
in your kind of business. But I've come to the conclusion that the problems 
we're having today are quite simple; just a matter of understanding what 
we' re all talking about. One of the speakers today said, "Well, the way you 
tell whether to spray an apple tree or not is to just leave one of them un
sprayed and let everyone look at it." That's probably the best way I can 
think of to explain what it is we're up to in growing things. I know that 
our contemporaries say the way we're going to solve the whole thing of the 
world is by reducing the amount of energy we're using. This is great except 
we're creating more and more people who use energy, and we're going to find 
some way to take care of them. We can gain some ground by conservation, but 
we are not going to quit making people, and we'd better find ways to heat 
them. 

Now, they talk about how we're going to use solar energy. It's free! 
Yeah, it's free; all we need do is buy the equipment to make it useable. 
Right now we can't afford it because the price is much too high. About the 
only way to really solve the energy problem is to reduce population, but 
there is a lot of misunderstanding about that. We've got a fella in our 
town that came home one night to find his wife had quit using her pills; she 
heard he bought a condominium! That's pretty bad, but it demonstrates that 
we're going to have more and more people with us no matter what we do to 
stop it. There's no way we can restrict the population growth, and we're 
going to need energy to solve those problems. 

Everybody has different ideas, we just don't understand what the words 
are. We've got.an artist in our town who paints nothing but landscapes. 
One day a neighbor girl came to him and said, "You know, I admire your work 
so much, I'd like to have you paint me in the nude." He said, "I don't do 
that kind of thing. I do landscapes." She said, "I don't care, I'll pay 
you $500 if you paint me in the nude." "Nothing doing," he replied. She 
said, "All right, I'll pay you $5,000." He said, "All right, I'll do it. 
But I'm going to have to leave my socks on 'cause I've got to have some
place to put my brushes." If we don't know what the words mean, we don't 
know how to solve the problems. A doctor in our town had a man come to him 
saying that he wanted a physical. The doctor told him to strip to the waist, ~ 
and he took his trousers off! So, you can see that we really haven't defined 
even the simple words, and here we're talking about things with each other 
and using very complicated words. 
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You won't believe this, but we lived in Oklahoma for a short time and 
they had an Indian out there who had three wives. All of these wives were 
with child at the same time, and, because he was a wealthy Indian, he gave 
each her own teepee in which to have her child; on the floor of one teepee 
was the skin of a deer, on the floor of another teepee was the skin of a 
bear, and on the floor of the third teepee was the skin of a hippopotomous. 
When the babies were born, the squaw that gave birth on the deer skin pro
duced a baby girl, and the squaw that gave birth on the bear skin produced 
a baby boy. But, the squaw that gave birth on the hippo skin gave birth to 
twins, a boy and a girl. That's when it was first discovered that the squaw 
on a hippopotomous is equal to the sum of the squaw on the other two hides ••• 
Yes! 

I think we've all got to start learning what the other guy's words mean, 
or else we've got to translate things. Like Don said, he was asked if he 
provides a stepladder for picking strawberries. So, it's mostly a problem 
of understanding what the problems are. Now, I've spent a good deal of my 
life traveling; I wasn't home a lot. My wife, having this interest in farm
ing, said, "Why don't we get a few chickens?" I said it was all right with 
me. So, she bought about 100 chickens and told the guy she wanted to buy 100 
roosters, too. The fella that sold them to her told her that really wasn't 
necessary, that wasn't the way it worked, but she said, "Well, I do though. 
I know what it's like to be lonely." So, this is the kind of problem we 
face every day. 

Don was going to go in the chicken business, too. He went down to our 
local chicken co-op and bought 100 chickens. Three days later he went back 
and told the guy who sold them to him that they were all dead. The guy said, 
"We never had that happen before, but we'll replace them." Don came back a 
week later and said these all died, too. The guy asked what on earth he was 
doing to them, and he said, "I don't know. Either we're planting them too 
close together or too deep." 

Because it is so important for us to know what it is that the other 
fella is talking about, and it is so important in your marketing business 
that your customers know what you're talking about, we have produced and 
have available for distribution tonight {printed at great cost to us, on 
heavy stock, suitable for framing, but available to you at no cost), our 
quotation by a famous, anonymous author, whose name I am unable to recall. 
What he said was this, "People who think they know everything are partic
ularly aggrevating to those of us who do." As I said, these are available 
for you tonight at absolutely no cost, but at a great cost to us. 

Once we understand what the problems are, then we have to start working 
on the solutions for them. When we do understand problems it becomes easier 
for us to translate these ideas so that people can understand. I think it's 
important to people to understand how to translate an idea that you're trying 
to sell. What is it that you have to do to be able to project a story or 
project an image of what it is you have to sell? 

Most people who are in the selling business feel that they have to un
derstand their own problems; they have to understand their own product. 
Those of you in the resale business have to get that information from 
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somebody else, but most of you are in a business where you grow your prod
ucts yourself, and you can become inspired with what it is that you grow. 
I heard one man today say, "I grow as if I were going to eat it myself." 
That's the reason why people come to your market. It's not because you live 
out in the country (like three miles from town); it's not because you have a 
brilliant and outstanding personality. It's because they think, or they 
know, that you put a little bit of yourself into what you grow. It's be
cause you're so inspired by what you do that you're able to project that 
feeling to them. That is why a roadside stand, or a roadside market, is 
such an easy thing for you to merchandise. When you say it's good, you know 
it's good--you know how it got that way. That's why being inspired to do 
the right thing, having faith in what it is you do, is the most important 
function you perform for your customer. 

When I think of faith, I see this little Italian lady from our town 
who goes to St. Peter's every morning to say her rosary in front of the 
Virgin. Now, one day they were painting the ceiling on the church and the 
painter saw this little Italian lady come in and he thought he'd have some 
fun with her. In his deepest voice he leaned down and said, "I'm the Lord. 
Ask and it shall be received." She went forward to the statue of Christ and 
kept saying her rosary. So he tried it again, and said, "I am the Lord. 
Your prayers will be answered." She glanced over at the statue of Christ 
and said, "Shuta your face; I'm talking to your Mama." That's the kind of 
faith it takes. If that's the kind of faith you have in what you're sell
ing, if that's the kind of faith you have in what you do, that's the kind 
of statement you have to make about what it is you're selling. 

Out of all the sales features you come up with to get somebody to buy 
something, believing in what you do is probably the greatest thing that can 
happen to you. Once you have this faith, it's a lot easier for you to sell 
your product. But, once you've learned the problems of your customers (as
sociated with a farm produce business), and once you've learned to talk to 
them in terms they can understand, and once you're inspired about what you 
want to talk about, then you'd better get excited about it. And, if you can 
get excited, then people are going to be more excited about what it is they 
buy from you. That's one thing I've noticed about roadside marketers--they 
are really excited about what they have to sell. They get that way because 
they understand what it is they have. That's why it is so important for 
you to come to meetings like this, and share what has worked for you with 
your neighbors. 

I noticed during the program today that the folks who came down from 
Ontario really transmitted to everyone in that room the projection of how 
they feel about their products. I'm sure that each of you feel the same 
way about your products; it's just a matter of how you translate this. You 
have to be inspired; you have to work together to make it happen. The im
portant thing to remember is that we inspire each other when we come to a 
meeting like this. Of all the things that Ohio State does to improve the 
welfare of the citizens of this state, this Conference is probably one of 
the best and most productive things they do. And they assign their top 
people to work on it! But, this is really what it is all about; getting 
people together to talk about problems and explaining what it is you do to 
make it work for you. That's why people that get together and come to 
conferences like this inspire each other. 
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~ Here's a little inspiration for you from some famous anonymous phi-

' 

losopher: 

Sometime when your egos in bloom, 
Sometime when you take it for granted 
You're the best qualified in the room, 
Sometime when you feel that your going 
Will leave an unfillable hole, 
Just follow this simple instruction 
And see how it humbles your soul. 

Take a bucket and fill it with water, 
Stick your hand in it up to the wrist, 
Pull it out and the hole that's remaining 
Is the measure of how you'll be missed. 

You may splash all you please when you enter, 
You can stir up the water some more, 
But stop and you'll find that the water 
Looks quite the same as before. 

The moral of this quaint example is to do the best that you can and be proud 
of yourself but remember--there is no indispensable man. 

Now, from things that I heard today, I was assured of the problems you 
face. They are unique to your industry. Let me caution you, however, that 
my management told me when I solved all the problems that I faced on my job, 
they would no longer have any need for my services! The only reason you're 
doing the job you are, and the reason you are as successful as you are, is 
the degree of your success in solving the problems presented to you. Because 
it is so difficult for you to dream up your own new problems, we have a free 
list of problems to make it easier--so you don't have to go out of your way 
to find your own problems. They were written by a man named Murphy and are 
called Murphy's Laws. 

1. In any field of scientific endeavor, anything that can go wrong, 
will. If there is a possibility of several things going wrong, 
the one that will go wrong will do the most damage. 

2. Mother Nature always sides with a hidden flaw. 

3. If everything seems to be going well, it's obvious you've over
looked something somewhere. 

I've now come to what I like to think is the high point of my part of 
the program--the halfway point. Just kidding around; a light attempt at 
humor there! What I would like to suggest is that once we understand prob
lems, once we know what words mean, once we have an ability to inspire our
selves and inspire others with what it is we do, it's a little easier for 
us to get a story across. Now the only problem is that getting any kind of 
a story across involves a learning process. The folks here at the University 
are well aware of this, and have developed their own techniques for doing it. 
But, if we can only explain to people what it is we're up to, what it is that 
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we're trying to do for them (and still have them thinking that's what we're 
trying to do for them), wouldn't it be easier for us to get customers to 
understand what we're talking about? The most amazing thing about this is 
that most of the people we talk with understand what we're doing, but we 
just haven't been able to get the idea across. It wasn't the apple in the 
tree that caused the problem in the Garden of Eden, it was the pair on the 
ground. Once we understand the problem, once we know what people are look
ing fbr when they come to us, once we are able to translate ideas and things 
that we do so they can understand it (and we are inspired to do something 
about it and have the capabilities to translate it), it's always easier to 
get ideas across. 

All right. For my final act, the ability to understand, the ability 
to be inspired, the ability to inspire each other, the ability to work to
gether as a husband and wife team, the ability to get an idea across, the 
ability to get excited about it, all come down to one thing. That's know
ing enough about it and having the enthusiasm to make it work. That famous 
philosopher, Fred Gwyn, laid down the principle that you've got to have ap
peal as well as power in your voice; you've got to convince the hogs you've 
got something for them. Now, you don't do business with hogs, you do busi
ness with people; but the philosophy of dealing with people is the same as 
dealing with hogs. The reason it is important to Fred is because he's the 
world champion hog caller. Fred would not be the world hog caller if he was 
not exactly excited about what he was doing. That's why this quotation is 
so important to us. As an aside, let me point out to you that last year, 
1975, Fred lost his title to a woman! 

Now, I came tc talk to you tonight about being inspired, being excited, 
being able to translate, being able to make people understand and getting them 
excited about what you are dong. The whole reason for having that all to
gether is to make one thing possible for you, and that is to have fun doing 
what you are doing. You can have a great farm operation, a roadside market 
that is unbelievable, profits and everything; but if you're not having fun, 
I feel sorry for you. I've never had a job in my life that I didn't enjoy 
doing, which may account for the number of jobs I've had! But, I can't 
imagine getting up in the morning and worrying about how I'm going to have 
to go to work. And, the reason my jobs are fun is because I make sure that 
they are. Let me tell you my philosophy, and if you agree with it, help 
yourself to it. 

This is the beginning of a new day. I've been given 
this day to use as I will; I can waste it or use it 
for good. What I do today is important because I am 
exchanging a day of my life for it. When tomorrow 
comes, this day will be gone forever leaving in its 
place whatever I traded for it. I pledge to myself 
that it shall be gain, not loss. Good money holds 
success, not failure; therefore, I shall not regret 
the price that I paid for this day. 

Pretty soapy, sentimental stuff, but I suggest to you that if you don't like ~ 
mine, make up one for yourself. It does make it easy for you to have fun 
doing what you're doing if you enjoy it. You know, Don decided he was going to 
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propagate his own cattle down where he is doing his farming and raising 
a few cows. He went out and paid $7,000 for a bull. But, two weeks ago he 
told me that the bull couldn't do his job, so I asked him what he did about 
it. He said, "Well, I called the vet and he gave me this little bottle of 
pills. I gave the bull two pills the first day and two pills the next day, 
and by the third day he was out there working again." I said, "Don, what 
were those pills?" He said, "I don't know what they were, but they were 
about the size of an aspirin and they tasted like peppermint." Now, if 
you believe enough and you can tell your story well enough, you have fun 
doing it! And, you've got an unbeatable deal going for you. 

It was a real pleasure being asked to talk with you tonight. Thank 
you. 

GREEN: This place is like a junk yard, with his handouts all over! I tried 
to find out where.he hid all that stuff. I was going to do away with it be
fore he handed it out, but he hid it before I got in the room. That's un
believable! Good night. Don't forget the movie. 
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WORKING WITH PEOPLE 

Laurence Taylor 
L.J. Taylor, Inc., Consultants 

Hillsdale, Michigan 

ERVEN: Good morning, ladies and gentlemen. I hope you enjoyed our "eye 
opener" movie. My name is Bernard Erven and I am with the Department of 
Agricultural Economics and Rural Sociology at OSU. I'll be serving as your 
chairman for this morning's session. 

Our speaker is Mr. Laurence Taylor from Michigan. He is the son of a 
wholesale produce manager; some of you, I am sure, can identify with the 
atmosphere in which he grew up. He is a graduate of Michigan State Univer
sity and until 1965, he was Vice President of Hillsdale College. From that 
time on he has operated a private consulting service handling, among others, 
the SuperMarket Institute, CocaCola and Green Giant. His topic for this 
morning is "Working with People." Mr. Taylor, we are delighted to have you. 

TAYLOR: Good morning; I have one scant hour to work with you; I am going 
to use the blackboard (which means that those in the cheap seats are going 
to have a heck of a time seeing) and I am going to use the screen likewise. 

Seldom comes the chance to be introduced as "the son of a produce man." 
My father and mother's household had a rising time of 4 o'clock in the 
morning and, therefore, about 9 o'clock for bedtime. Little did my departed 
parents know what they did to my future marriage! I married one of the 
night people--she doesn't begin to run until 10 p.m. and at 9 p.m. I begin 
to sag. Early on we discovered we had to have one of those big beds or 
separate ourselves, because at 5:30 a.m. the old produce man was out of bed. 
So, there are things that can change your whole life! 

I have two sections today with you--this first in the general session 
the program people chose to call "Working with People." I chided one of 
them as being a former clergyman, because the smart clergyman always has a 
broad general subject. You see, if the signboard says, "Moses in the Bull
rushes," you sort of expect that he will talk about Moses. But, if it says, 
"Lost in the Wilderness," if he feels like finding Moses he can, but if he 
wants to talk about the people, well, that fits too. 

"Working with People" ••• ! had breakfast with and adjacent to nice peo
ple this morning--one gentleman from Ohio, and one from Michigan. They 
looked like gentle folk until I heard them talking about having to figure 
social security for 70 people in one man's case and 50 people in the other. 
My breakfast partner was saying that if he could live his life over again 
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he would go .back to Michigan State and become a psychologist. Then I asked 
him questions about his management of his people, and I discovered the 
scoundrel is already practicing without a license! It may be that if I run 
down anytime this morning, I will call Oscar Dowd up front and ask him those 
same questions over again, because he is a real smart guy, and he has the 
best kind of smarts that I know--he doesn't know that he is that smart. 
Some of us aren't that smart, but we give off that we are! 

"Working with People" .•• How many of you work with, have charge of, 
less than ten people? How many between 10 and 20? 30 people? 40 people? 
50 people? More than 50 people? Look at this, my friend from Xenia. Some 
of you work with a few people; some of you work with many. But, all of you 
work with one group that is not included in the subject matter assigned to 
me--the customer. So, I would like to look at working with people, but to 
start I want to find out from you what kind of problems you are up against 
when you work with people. 

We have one fine, young couple that arrived here early and took the 
front seats--you ought to have some special acclaim for that. Then we have 
Mr. Ed Mason, from Golden Glow Farms Country Market of Lake City, Pennsyl
vania. Debbie Reback from Mt. Vernon--would you turn and look at Earl Ty
water from Franklin, Tennessee. I would lik you three to turn around in 
your chairs and chat with the three behind you. The first thing you ought 
to do is give your name and place; with that out of the way I will have an
other assignment, but let's do that first. It just happens that this is 
like shooting ducks in a barrel on this side, because the seats are three, 
three and three. Now, if you turn and nobody is there, maybe if there were, 
they wouldn't have anything to offer anyhow. 

Let's just demonstrate with the first row. Gander your necks around 
and group off--remember, you are doing three-three-three. Look at this, I 
told you that Tywater is a fast worker! He has Debbie by the hand; he is 
not paying any attention to the others at all--watch him! Now, would the 
third row turn to the fourth row, see what they are doing? For a couple of 
minutes, get acquainted. Who are you? What do you do? Where are you from? 

How many of you met somebody who's name you didn't know? Good. If I 
didn't do anything else, I've gotten you some kind of a new alliance. A 
friend of mine, Michael O'Connor, head of the SuperMarket Institute, says 
that any meeting put on by his organization should produce three things. 

1. A new friend. 
much out of the program 
that he can pass on, or 
answer. 

He points out that many people don't get near as 
~s they do out of meeting someone who has an idea 
has a question that he would like to have you 

2. One new idea. Our problem is (especially those of us who attend 
conferences infrequently) that we say "It costs a lot of dough to get me 
all the way from Connecticut, by George, and everything better be tip-top." 
Life isn't like that. I trust that when you close this event, you will 
look back on your notes (both mental and physical) and say to yourself, 
"What is the one idea that I could take back to my establishment and do a 
better job?" If you have one, you are lucky. Some people don't get one. 
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3. A higher opinion of the industry which you are a part of. I got 
that this morning, when I talked to you from Ohio, Xenia, and Mr. Dowd. 
These are older men; these are men who have worked. They have different 
backgrounds, they have different ideas, and they have rather large opera
tions • 

Now, would you go back to that little group where you started. In this 
instance, you are going to have about four minutes. Would you answer this 
question--What is your number one problem in dealing with people? I say it 
that way because, if I say, "What is your problem with your employees? that 
limits it. If I said, "What is your problem with customers?" that limits. 
"What is your biggest problem at home?" maybe you have a 16 year old you'd 
like to kill, and that is against the law (and so permanent!). What is your 
biggest problem in dealing with people? Just swing back to whence you came, 
and you get four minutes. If called upon, your group ought to be able to 
give us one of those points. OK, four minutes. 

Reed Varian, of OSU which is an educational institution--has been very 
much down since New Years Day (inside joke--Woody, I love you), is going to 
attach himself to a piece of chalk and just use key words to capture down 
the types of problems you face in working with people. 

1. Responsibility. Bill decided it was the heavy responsibility of 
what to do with them; how to handle them, etc. 

2. Lack of unde~standing. This morning's Today Show said that Los 
Angeles has decided that, henceforth, nobody can graduate from a Los Angeles 
high school without being able to read. But in order to be fair, they aren't 
going to make it apply until 1979! 

3. Communication. 

4. Getting them there. Just getting people to show up. 

5. Honesty •. 

6. Keeping cool with the customers. 

7. Filling the need. 

8. Mutual benefit--customer and company. Mutual satisfaction. 

9. Interpretation of the paycheck--this lady has a very interesting 
one. Understanding all the benefits that are on that paycheck because they 
think you take it and put it under the apple tree. Sense of values of the 
paycheck. (Ruth wants that paycheck in there and, by golly, we'll get it 
there. The interesting thing is that she has been a "crook" for a long 
time--Ruth Crook from Delaware, Ohio. The Crooks are always watching other 
people to be crooked.) 

10. Appearance. You mean how they look--the non-crumb bum type. 
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11. Lack of consumer knowledge, customer expectation. 

12. Interpretation of ads. 

13. Employee interest. (You don't dare say you hope to get them in- '# 

terested in the job!) 

14. Culture. Now Don, what do you mean?" (Don Green): "Well, I find 
that in dealing with people from another culture, it is really hard to un
derstand what their needs are (as far as their cultural needs and how they 
come across to me)." Cultural backgrounds. Understanding not the money 
needs, but just the kind of people they are when they don't have beards! 

One problem seems to be how to find employees. And, after you have 
found and hired them, how do you get them to come back again? Or, when they 
have worked one day at some of the stuff I have heard the men describing to
day, how do you get them to come the second day because they did work? 

Honesty--keeping cool with the customer. I paid the gas bill yesterday, 
and the fellow just ahead of me was giving the girl a lot of gas (that was 
free) about his bill. She said, "Yes, sir. I'm sorry, sir. Yes, sir. You 
are right, sir." Finally he left, and she looked at me, a customer, and 
said, "Whew--customers!" Whatever I was going to say to her, I decided 
against it after that! 

Filling the need of the customer; filling it to the mutual benefit of 
both customer and company. People selling come out of a background where 
wooden nutpegs used to be sold. Where, if you want the customer to come 
back again, there has to be a mutual need filled. 

The value of the paycheck. What is involved in that? My wife used to 
say, "What do all those things mean on the bottom of the check?" And I'd 
say, "I don't know, but I trust the college." Her response was, "I don't. 
I don't." So, I had to go back and ask what FICA meant. 

Appearance--personal appearance. I heard Mr. Dowd tell about his op
eration with blueberries, where he has hostesses. What do you suppose? He 
looks and tries to hire the girls who go out for the beauty queen contest, 
provided they are smart, and then he gives them training. He is looking for 
that fine appearance. 

Customer knowledge. 
friend here is suggesting 
customer, either, and you 

The customer is not always knowledgeable, but our 
that sometimes you aren't knowledgeable of the 
don't get mutual benefit. 

Interpretation of the ad; of what a product is. "I bought those apples 
and they didn't eat worth a dime." They weren't eating apples to start 
with, but who knows that? 

Employee interest. How do you get the employee steamed up to the job? 

Cultural background--the different cultures that you may hire to work 
with you. 
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Having done that, I would like to give you a little notion of why all 
these things exist. My father (with eight grades of school) I am sure 
would say, although he never saw me do this, "You don't mean to tell me that 
you charge people for saying it?" Because, Dad would say it is just plain 
horse sense. A friend of mine and I, he has hair, a Slovak background and 
is a Catholic, all different than me, have written a book about the subject 
I am going to pursue. It is called, "Why Do You See It That Way?" In ask
ing questions of the gentlemen from Ohio and Michigan at breakfast, I was 
really finding out how they see things and why they see them that way. Be
cause, no two people see anything the same way. Isn't it funny? 

This is where my dad would say, "What else is new? Doesn't any darn 
fool know that?" The strange part of it is that, very often, the smarter 
you get the less aware you are of that. I have spent a lot of my life 
around Ph.D. 's. They are very fine people {some of them can't find their 
way unescorted to the men's room), terrific in their particular field, but 
they don't see that other people see differently from them. I would guess 
that the concept that I am about to sketch for you is easier for you to un
derstand if you have worked with a whole mish-mash of people and have come up 
against the phenomena. Let me quickly describe it. 

Naturally, I am an artist. There is an individual (on blackboard)--an 
individual from the word go, and maybe even before the child is born. The 
individual begins a never ending perceptual experience. Everything he sees 
is new. You have seen it; he hasn't seen it. I flew to Bermuda last sunnner 
to see my daughter, son-in-law, and three grandchildren. Little Laura, 2 
years old, was there and I was anxious to see if she had changed. I rushed 
into the room and I came on too hard (that's wrong with kids), and the little 
girl began to cry. That broke my heart; I'd never caused my grandchildren to 
cry until that instance. My daughter said, "Dad, take off your shades. She 
doesn't know you." I took my dark glasses off and the tears ended and a 
smile appeared and she came to me. That little thing changed her perception 
of me. We spend our lives looking at different persons, different individuals. 
We have gone through almost a revolution which concerns the whites and blacks 
in this country because whites looked at the blacks in a certain way; they 
looked at us in a certain way. 

Mr. Dowd said it is necessary to train people. Some of them never ran 
a cash register or a cash drawer; most of them don't know about the product 
they've got. So~ they have a lot of new things they have to learn about. 
But, just think of all the things that you have seen and identified with 
that you don't even question. I can imagine if my grandmother, who died in 
the '20's, were to come back and sit in my house while I went over to a 
box, turned a dial, and a face came on, grandma would be shocked! She 
didn't believe the Model-T would last, and certainly she would have trouble 
with things. 

Problems--a child has problems. Isn't it funny that we build up the 
notion that childhood is a blissful experience where everybody is happy. 
Enjoy it, little kiddy, while you can. I watch my granddaughter (who is 6 
and has a wild personality) spit out exactly what she thinks. When her 
other grandmother (who is given to heaviness and has gray hair) came once 
she looked at her and said, "I thought the young grandmother was coming, not 
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the old one." For some reason, her grandmother on that side does not care 
for Lisa! I was reading to the two older children who are three years apart 
(8 and 5) when Lisa got a little tired of the reading. She kinda' drew back 
and looked at me--"Grandpa, do you know you have a bawd head?" B-a-w-d--I 
knew what she meant, but I said, "I have a what?" She s:iid, "You have a 
bawd head." And I said, "What does that mean?" She slapped me on the ex
posed territory and said, "You got no hair up there." Now, the boy must have 
known that for 8 years, but he never said anything. Lisa has problems. All 
her life she will make cracks about the dress of the boss' wife or some other 
dumb thing. 

These are the four things that one can perceive--see, I mean see, hear, 
smell, touch, taste, relate to, emote about. It is not quite exact, but I 
will draw it as if it were the eye. Back here in the old noggin is a section 
of the brain called the cortex. Everything you have ever seen, any problem 
you have ever had, any person you have ever meant, has made an impact and an 
impression right there, and it conditions everything you see, everything you 
do, everything you feel, everything that you hear. My wife is a concert 
pianist and my son composed music when he was 4 1/2. The college president 
once rode with me to Chicago; after he'd dropped off to sleep I found the 
radio station that had classical music. I was enjoying it when he awakened, 
sagged there for two or three minutes, and then said, "Do you really mean to 
tell me that you like that garbage?" I love the guy, or I would have let him 
out, because this was beautiful music. It comes out of my background, my 
wife, my children and the things that I am accustomed to listening to when I 
am all alone and I don't want to be alone. Now, there is a whole set of laws 
that govern this way of seeing. 

Now, take a black boy who has never seen anybody work in his family. 
He is not real sure who his father is (he has never said much about that)·, 
his mother has lived on welfare for the 14 years that he is old, and her 
mother lived on welfare in her family. He doesn't understand the meaning of 
follow through; he doesn't understand the meaning of responsibility. Nobody 
told him anything about showing up. A check when it is put in his hand is 
something he never had written to him in his life. It is very easy to say, 
"The trouble with these dumb blacks is that they don't know from Shinola." 
And, what a terrible, terrible thing to say about yourself, if you say that. 
You don't understand the process. You have been privileged to put within 
your lens and within your computer box some rather remarkable things. You 
understand the importance of hard work. You know the difference between 
profit and loss. You know how to organize your time. 

Years ago in the 1950's I had an audience of 760, all black girls from 
11 southern states; they were the equivalent of the white Future Homemakers 
of America, they called them New Homemakers. As the white women picked me 
up at the airport, they said, "Now, you have never worked with blacks, so 
we need to tell you some things about them." And, they did. One of the 
things was that they are never on time. So, Monday morning, I went to the 
meeting early (this was my first mistake). No one was there. It was sup
posed to start at 9, when about 40 or 50 came, and the whole thing got going 
after 10. (Incidentally, the white women didn't show up until 10 o'clock.) 
These people don't have any sense of time, so therefore why blow an hour? 
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They went through the opening gambit that such groups do, and then it 
was my turn. I told them I was going to work with them three mornings; they 
were going to work in workshops three afternoons. I said, ''I don't work 
with young ladies like you very often; I work almost always with adults. I 
can tell you girls that adults do some awful things in meetings." Then I 
told them how adults will wait in a lobby and someone has to say, "Hey, 
we're starting." They come in and always sit in the back. Then they get 
scared if they are supposed to participate in anything. How you can put 12 
men in a corporation and one man will be a half hour late, so 11 men lost a 
half hour because one was late. I got through with them, and I said, "By 
the way, I don't want to be unkind but I noticed you were an hour and ten 
minutes late. Young ladies, do you recognize that you represent 16,000 
girls that would have loved to come here, and this morning you wasted 756 
hours of your time? Please don't do that again, and I apologize for the 
fact that this is what we have taught you. Tomorrow, let's start at 9." 
At noon the white ladies had lunch with me. They laughed and said, "Good 
luck, brother." Shall I tell you something? They were there the next morn
ing, most of them, at 8:15. At noon they were to break into 30 different 
discussion groups, but my dear white friends said, "You were lucky this morn
ing, but wait until the afternoon. They will all take off." So just before 
lunch, I gave them the old pitch again--what is expected of a delegate and 
why it is that they must go to these meetings. Why they must take notes. 
Then I walked my little fanny off in Tuskegee Institute buildings counting 
each girl--15 girls didn't show. Is there someone in the house who has been 
a teacher? Have you ever gone to a teacher's institute or convention? If 
the taxpayers knew how the teachers attend those sessions, there would be 
a taxpayer revolution.. They go to hear Norman Vincent Peale, and then they 
crawl out and go shopping. You see, people need to be taught some things. 
You can't expect someone to walk in off the street and you say, "You grad
uated from high school. Fine. Start." That may be the reason why they 
shouldn't start. 

We are saying that everybody views his world through a screen, through 
a grid, which is of his own making. These are, as it were, laws of action. 
Some of you understand them and you never heard about them in your life. 
My 8th grade educated father was a psychologist, and he couldn't have spelled 
psychology if it meant his life. But, he practiced it; and many of you are 
doing this. Read from the top left to the right with me. "No two people see 
anything the same." The good Lord put that uniqueness in us. It is simply 
impossible, even for identical twins, to see alike. The reason, of course, 
is up here in the sketch I made. My experiences and yours are not identical. 
One twin's experience is not identical with anothers. 

If you live with another person for 50 or 60 years, you may be able to 
understand each others uniqueness. My wife's uniqueness lies in the fact 
that she had a different father and mother than I did. I have said that 
most of the problems I have with my wife brew from the fact that, if she had 
been in the home of my father and mother, she would have been brought up 
straight. You know, in most cases marriage is a conspiracy. The wife and 
her mother have decided that you are worth taking a risk on. And, if you 
give these two long enough, they will shake you up so that everything will 
be OK. No two people see anything the same way. Do not be surprised when 
you call your sales force together and offer them a wonderful idea, if they 
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do not burst into tears and fall at your feet to thank God for your bril
liance--it just doesn't happen. No two people see anything the same way, 
and you have to expect this. 

You see things largely through your self image. My little Laura 
spends her life seeing the majority of people, things, problems, and ideas 
as challenges--opportunities to be successful--a kind of pleasant exper
ience. So, if she makes a mistake, her mother or dad can say, "Come on, 
honey. Let's try it again. I know you can do it." On the other hand, 
things can be different for a person who spends his whole life with people 
around him who say, "You are stupid. I could expect you to bash the fender 
on the car. Your brother Harry would never do that (you'd like to kill 
Harry)." You can condition your child to fail in school, if you do this 
right. When he brings home his report card, never commend him or anything 
that is good. Jump on him for things that are bad, and do it consistently. 
If he fails a course, tell him how much money it costs to keep him in school. 
Tell him how you were going to send him to college, but he is becoming such 
a dope that you don't know if you should. He may oblige you by accepting 
your diagnosis and dropping out. Fortunately, in effect, he may tell you to 
go to hell. That is how some people succeed, in spite of their parents. 
Maybe there are some parents around here like that. 

We tend to see the other fellow through our image of him. Bill, you 
know, insulted me right off by saying that I was so darn short I ought to ~ 

get up on the platform. Fortunately, I am not disturbed by that. But, I ~ 
can tell you that very often I will deal with a client who, when confronted 
by me at the airport (he's never met me), looks down and says, "My God, you 
aren't Larry Taylor?" I say, "I have been for years." "Let me carry your 
bag." He is afraid I will get a hernia on the way to the car. Usually, when 
he finds out I am reasonably human, he says, "Shall I tell you something?" 
I could stop him there and bet him $5 I know what he is going to tell me. 
Then the guy says, "Frankly, I expected a guy much bigger than you are." 
Now, I don't know about you, but I'll take me because they don't expect much 
of me. You big guys get up and you'd better deliver, boy. 

Everything you see is tempered by your past experience. I can give you 
a formula on how to be a hated older person. To your daughter, tell her 
that nowadays children aren't brought up the way they should be. Tell the 
dumb grandchildren how smart your group was, etc., etc. Eventually you will 
be voted the one not to come for Christmas, and the kids will be the ones to 
vote. Past experience is wonderful. I can make a speech because of past 
experience. We get so many things that are ingrained because of past exper
ience. 

Let's consider MOOD. We see things differently at different times. 
For example, my wife--she is up and down like a roller coaster. I got news 
for you--all of you are moody. I am not moody, but you are all moody. A 
Greek philosopher said it, "No man can step into the same river twice, for 
both he and the river have changed." I love Lisa because of her independ-
ence, but my daughter had to teach me to deal with Lisa. She said, "Dad, ·"' 
don't be so jolly and don't go at her at breakfast. Lisa is the type who ~ 
doesn't wake up for a while. You ought to know; she is just like Mother." 
People are different at different times. We learn to be the kind of person 
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we are. We see with our values. Oscar told me that he just doesn't take 
a pretty face, a beauty winner, because she is beautiful.· He wants to know 
if she is smart and wants to know something about her background and her 
family. ·He is looking into her values. 

We see things that are familiar to us. This dogs you all the time when 
you try to teach somebody something. You get a brand new person who has 
never been near your kind of operation and, as Jim and Oscar said this morn
ing, you have to teach them a whole new language. As a wholesale produce 
man's son, I know that yours is a mysterious area. My dad could talk to 
melons and they talked back. I go to buy a melon and I say to myself, "I 
wish Pop were around because he would pick the right melon." He understood 
this vast amount of information, which became a specialty for him. 

A person sees as he wants to see. "If Dowd thinks I am going to go 
out there and bust my butt for him, he has another think coming. Do you 
know that yesterday he took in 1000 clams in this place? No wonder he can 
live so high on the hog." Oscar would say, "Thank God, I made it. I can 
pay my employees and maybe I can get the mortgage a little lower than it 
has been." But we see what we want to see, and the problem is how to get 
the person who works for you to want to see. That is the second part of 
this--FEELINGS. A person colors everything with his feelings. What is a 
fact? A fact is anything that I believe enough to defend. During the 
election when Mr. Humphrey was vanquished, I used to have fun because I 
would travel aroundthe country listening to people say, "That Humphrey. 
He is the biggest blah.bermouth I ever saw." Then I'd say, "How long have 
you known Mr. Humphrey:?" And he'd say, "What in the hell does that have to 
do with it?" Let's don't have any of the facts; don't confuse me. I have 
my mind made up. You see, we do that with our feelings. Mr. Nixon spoiled 
this illustration for me. They used to say, "Would you buy a used car from 
him?" Now, I think they would say, "Do you want to buy any used tapes?" We 
see things with our feelings; we complete the incomplete. 

Nature cannot stand a vacuum. A thing has to be completed. First time 
I was ever on the expressway in Los Angeles (a country boy on the expressway) 
their speeds began at 70 and I was scared silly. Shall I stay in the center 
lane and,if so, how do I get out of it? Do they turn off on this only on the 
right, or do they sometimes turn on the left? In the meantime, I am looking 
for my exit; I saw it seven times. I was looking for LaHabra and I trust you 
know that most of the towns are named La something. I made four or five 
false starts to get off, and then discovered it wasn't LaHabra at all--I saw 
what I wanted to see. Eventually I saw what I didn't want to see--the police
man hauls me over and I say, "Sir, I am a stranger. I am lost." He said, 
"I knew it. I have been watching you. What are you looking for?" I told 
him and he said, "It was 12 miles back." I didn't see what I should have 
seen when I had the chance. We tend to complete the incomplete. If a work 
crew has a sparker in it who works as near to 60 minutes an hour as one can 
these days, the odds are that the new person will complete the incomplete. 
"Here I am supposed to do like this; here I am to be a part of it." On the 
other hand, if he goes in and sees people goofing off, he may be a heavy 
worker for a week, but then he says to himself, "I'm nuts. What am I working 
so hard for? I can't be president." 
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We tend to simplify or complicate the things we don't understand. When 
you give instructions to a young fellow who has never worked in your area 
before, the danger is that out of your past experience, your self image, your 
uniqueness, you have learned how to do things and do them well. So, you ex
pect everyone else is like that, too. In comes this kid--he looks better 
than you ever did and he is an honors graduate from the high school. You 
say, "I don't think I'll need to give you much advice or information, now." 
That was mistake #1, because he went out and simplified the job, or found a 
short cut. Or, he went out, complicated it, and came back and said, "I 
don't think I am cut out for this. I don't think I'll be here tomorrow." 

We tend to see everything as a general pattern, and then we focus in on 
what makes the difference. Every person has a hot button. I watched Oscar 
this morning with the nice little girl who waited on us. Oscar said to her, 
"Did you fill my coffee or did somebody else?" And she said, "I filled it, 
sir," He said, "I kinda' knew you did, but I just wanted to say that you do 
a good job." He wasn't making time with her; he is just an honest kind of a 
guy. Now, Oscar didn't see her face. I looked at her face. You realize 
that most people get up not only with the coating on their tongue, but also 
with a coating on their dispositions--especially if they had to go to bed at 
9:30 to keep warm. This little girl probably got more yipes, grips and 
bitchen than she got anything else, and here is one of those nice old types 
who says to her, "You are doing a good job." Now, I bet she focuses on that 
because not too many people tell a waitress she did a good job. Most people .~.· 
don't even know who their waitress is. ... 

We remember things in a serial order--we tend to remember the first and 
the last in a series of things. This is a psychological fact. The reason 
we remember the first one is that our minds are clear. Why do we remember 
the last one? Because it is the last one. If you are going to give in
structions to somebody, for heaven sakes, don't make the most important 
thing to do in the day number 4 in a list of 6--they'll forget it. You 
might better say, "Those first 5 are very important, but this is the one 
without which we ain't going to succeed. Let's do that." We remember the 
first and last in a series of things. 

What do you do when you first see an employee in the morning? "Charlie, 
I notice you didn't get that job done over there." And Charlie says to the 
other boy, ''Did you catch that (gives your initials sometimes) S.O.B. never 
sees anything good. I get reamed out every time he shows up." A lot of us 
have gotten into this kind of habit. We are all Mr. Efficiency, so we rush 
out and say, "Hey, you didn't do that." Remember, the first thing ought to 
be the best thing you've got in your personality. The last thing, too. A 
fellow has worked very hard, he has done the job the way he thinks he ought 
to do it, and then you come and say, "Tomorrow I want you to do it better 
than you did this morning." So, his last words before he goes home to his 
wife, or his mother or whatever, are a bawling out. We remember the first 
and last experiences. Be sure that the fellow or girl that you hire has a 
successful experience on the first job that they tackle--they will remember 
it the rest of the time they are there. If they fail do you give them the ~ 
second job with an "I hope you do better on this than on your first one and ... 
then next day say, "Im putting you back on the job you did first--you won't 
blow it like you did before will you?" 
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I have been describing you and me. I am older than most of you, yet 
I do not have to be what I am. I can take the negatives in that group of 
laws and change them if I choose. It all depends on whether I permit my
self to have a new experience. The only way we gain a new outlook is 
through new experiences that lead to new perceptions. That is the only 
reason I can think of for coming from Hartford, Connecticut to Ohio State 
or any other place. 

ERVEN: Thank you very much. We are going to have a break and divide into 
three groups. 
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TRACK I 

BUILDINGS, FACILITIES AND PARKING 

WATKINS: Good morning, people. For those of you who don't yet know me, I 
am Ed Watkins, Extension Economist with the Ohio Cooperative Extension 
Service at The Ohio State University, and I am your chairman for this ses
sion on facilities and buildings. With our panel this morning we're going 
to look at how buildings, facilities, etc. affect the goals of your market. 

There are many factors that contribute to the making of a successful 
market along this line. One is the creation of a pleasant atmosphere for 
the customer. If you have a nice place, they'll enjoy it, trust it, wander 
around and see what you've got. You must expose these people to all of the 
products and services you have to offer--that's essential in a farm market. 
One of the things we look at,especially when the market starts to grow, is 
how you can get products well-distributed to every corner of the market. 

The functioning of your market must allow you to merchandise at an ac
ceptable cost; maximize your time and the labor that you hire; get the job 
done as quickly as possible. Another, provide an environment that you are 
proud of--this has an·important rub-off effect as far as your employees and 
customers are concerned. This rubs off on your employees and they like to 
work there. 

O.K., now I'll bring on our first panelist. Mason McConnell has a 
market in Portage County, and I would guess that Mase has probably the most 
country setting than any of the three panel members. He has fairly re
cently completed the switch from wholesale to retail marketing. The farm
stead sits back off the road, and he built a market out on the state high
way (he has recently enlarged it). He's an apple grower; fruit grower. 
With that, I introduce Mason McConnell of Portage County. 

Mason McConnell 
McConnell Apple House 

Ravenna, Ohio 

I didn't expect to be first this morning, because I know these other 
two fellows have a lot more to say than I do. Maybe I'm on first so they 
can get me off first and find out what the others have to say! 

Portage County is a rural county, but it also has the reputation of 
being the fastest growing county in the state, operation-wise. As Ed 
said, the area we are at is very rural, there is land all around us. Our 
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house and so forth are located off the road and that is a handicap for us-
~e can't just run down to the market. But it has one advantage--nobody 
bothers us. 

Now, Ed said that we were in the wholesale business and we were, but 
I've been selling apples retail for almost six years. For a number of 
years, we sold retail at our packing store, and it was a headache until 
I'd look at the number of people who came from 6 o'clock in the morning 
to midnight to buy apples. 

We sold a lot of fruit all the time we were selling wholesale; my 
brother and I were in partnership. In 1964, for several reasons, he 
talked me into handling it all and the wholesale part was cut and we de
cided to build a market. We built just a plain pole building, 40' x 24', 
with wood siding and aluminum roof. We insulated it, not for refrigeration, 
but just to try to keep it a little cooler in the sunnner and not freeze in 
the winter. 

Right off the bat we found out that it wasn't big enough. So, the next 
year we put what I call a porch in front so we could display stuff outside. 
It ran all along the front, 10' x 40'. After two years we enclosed most of 
the porch, and in 1970 we added a 24' x 34' addition to the north front end. 
In 1974, we added a 10' x 64' storage room in the back, so now we had a 
44' x 64' building with the sales part 34' x 64'. 

The parking lot has been enlarged about three times and will now hold 
around 50 cars. That was one of the mistakes we made at the start, we 
didn't make a big enough parking lot. That's something you have to have-
a large parking lot--but they also want one that's close so they don't have 
to carry the stuff so far. 

We primarily sell apples and cider; we call it the McConnell Apple 
House and that's what it is. Most years we have raised enough apples for 
our total supply, but a couple of years we had to buy extra. We are now 
almost 100% retail. We wholesale a few Rome's, but that's the only thing 
we've wholesaled for six years. We sell apples, cider, and peaches (we 
raise quite a few peaches but we have to buy some to supplement our supply). 
We also sell plums, and we have to buy some of those. We raise sweet corn, 
tomatoes, peppers, squash, and pumpkins. We don't raise pears or grapes, 
but we do buy those. We also sell maple syrup, honey, and popcorn. In our 
commercial days we were a member of a food cooperative out of Pennsylvania, 
and we would sell their products. Now we are zoned residential, so we are 
really not allowed to go into the commercial end of it. 

The market has been growing every year. Our sales volume has gone up 
every year and we are proud of it. It's a family operation; my brother and 
I have been the management for a number of years; we have a sister who has 
done everything to help us, and our two wives operate the apple market. My 
son-in-law is working for us (and I have a son in high school yet), so that 
makes it a family operation. When we get old I don't know what's going to ~ 
happen. 
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Our facilities are real simple; just a plain, old building, painted 
white. We have some big signs on the front of it to show that we're proud 
to be in the roadside market business. 

WATKINS: Alright. Now, we shift over west a couple of counties or so from 
Mason McConnell's location and we get to Brunswick, Ohio. As far as mar
kets are concerned, Bill used to claim he was on the edge of a metropolitan 
area; I think maybe the edge has grown by him now. He is very much in the 
metropolitan area, although just out of Cuyahoga County in Medina County 
used to be a rural setting. He still has his orchard and he's probably 
socked as much money into the market as anyone else here. At this time I 
would like to introduce Bill Eyssen from Mapleside Farms, Brunswick, Ohio. 
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William Eyssen 
Mapleside Fanns 
Brunswick, Ohio 

A Slide Presentation 

Good morning. Well, a lot of you have seen our market and I certainly 
want to extend an invitation to any of you going north to stop in. We're 
off Route 71 and we're open until 6:00. 

I had to do some thinking about this presentation today, because I had 
to go back to some very primitive ideas. What happens to the customer as 
he's driving along the road? Maybe he's looking for apples, cider or 
peaches, and he sees our sign (our sign says "Mapleside" and underneath it 
has the three divisions, "The Apple House, Cheese House, Flower House"). 
All of a sudden he thinks of apples, he pulls in, and he sees a real nice, 
neat place set on a nice, asphalt drive, where his car doesn't fall into a 
hole. He's ready, he's receptive. He looks at the building and it looks 
inviting. It says, "Come on in. We've got a good quality product." 

As I'm saying this, I'm not egotistical. I'm just thinking maybe this 
customer is the person to which future business is going. In our case, we've 
tried to build our building so that we invite them in. We not only have a 
product to sell, but we have a certain amount of entertainment. So, the 
customer says to himself, "Let's go in and see what they've got." 

With this in mind, day or night, they enter a lodge-type store (with a 
fireplace, incidentally). Some of you have probably seen this fireplace, 
it was on the Sears ad during the holidays. Our customers recognized the 
fireplace--they notice such things. We want to create a certain amount of 
atmosphere, and in our case agriculture is the most prominent thing we want 
them to think about. They come in, relax, and buy products like potatoes, 
honey and apple butter. But, they also have maybe a half an hour or so that 
they would like to spend with you. 

In the type of business that we have at Mapleside, they're not only 
coming for a product, but they're coming to stay for a while. They can walk 
into the packing room and look down on the operation of apples being graded. 
We probably entertain them for quite a while in this way. All the time they 
are there they see things and the more eyes that see things, the more they 
will buy. 

Now I'd like to show some slides, and I believe this first one is our 
first store, which incidentally is now an ice-cream parlor, where we sell 
ice-cream from April to the end of November. Behind this during the apple 
seed festival we present musicals on the front lawn, and also behind this 
we have parking facilities for about 100 cars. We built this type of store 
because we wanted to go inside with our displays. This is the entrance to 
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our Apple House--double doors which are open in the summer time (if it's a 
cool day. they are closed). Incidentally, air conditioning helps a lot in 
roadside marketing to keep things fresh. 

In our discussion about facilities and buildings, you want to think 
about entrances and exits, not only to your parking lot. but to your store. 
If we've made a mistake at Mapleside, it's the fact that we've got too 
many doors exiting out of our store. You know the fact that I'm alluding 
to, that people pick up things and don't pay for them. This is going to be 
more of a problem in the future, and we may have to go to a centralized 
checkout system, using these doors only as emergency exits. Another thing 
that perhaps we're lacking is sufficient outside lighting in our parking 
lots. A lot of us are selling after dark, and our customers need the op
portunity to find the driveway, pull into the market, and feel comfortable 
about it. We have a four foot wall in front of our store, and I've had 
three cars come down over that wall because they couldn't find the entrance. 
It's my fault; I should keep some good lights out there so that they can 
find that entrance after dark and pull into the store. I don't think you 
ever have enough parking. Do you provide enough parking for the high 
points of the year (which in our case is six or seven weekends), or do you 
just pull them all in as fast as you can, putting them all over in kind of 
a carnival-like atmosphere? It is very expensive to build parking areas and 
use them only six or seven weeks out of the year, so we park them on grass 
and other big areas around. 

This is the Flower House entrance. You go up a level and step down 
into that room; of course, my wife entirely decorated it. These are some 
of the displays on the inside. In talking about facilities, buildings, and 
so forth, another facilities some of you should think about is lavatories. 
Do you provide them for the customer? Remember, I said the customer stays 
just a little bit longer in this kind of store, and naturally they are going 
to want this facility. If you ever entertain Golden Agers from a Greyhound 
bus (we give them a free glass of cider), be prepared to have these fa
cilities available, because they like to use them before they leave. 

Check out this area in the Apple House--the pickle barrel there in 
front. Type of lighting is very important, as is cleanliness. You just 
can't elaborate long enough about cleanliness. People want a good quality 
product, and they want a good clean store. 

This is the Cheese House area, where you step down into the Cheese 
House. We serve the customer about 100 different kinds of cheeses--you 
can always find a piece of cheese for that all American apple pie. Inci
dentally, if you're not promoting the bicentennial this year, you're really 
behind times. The tree to the right we promote during Johnny Appleseed 
season. People come to see it and it makes the store more interesting. 
This is what the ice-cream parlor looks like now, and you can see the Apple 
House down in the other area. 

This is our grading area where they can stand on the upper level and 
watch the grading operation going on. Very seldom do people say, "Do you 
grow apples here?" They know that we do. The cider mill is where my son 
works and makes fresh cider every day. There is an observation window from 
the parking lot where they can watch this operation. 
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If you don't have a flag pole, you're behind times. You should really 
have a flag pole for your operation. People like to see a flag flying-
they know you're open, and they know that you're patriotic. There is the 
fireplace area where people congregate and drink hot, fresh cider. 

We never seem to have enough space. I think you folks are in here 
today because you're thinking about some type of expansion. You probably 
do have room, if you know how to merchandise, how to utilize that area. 
Certainly, you don't want to keep a beautiful back room for just storage 
of materials. You want to get them out in the store, and then you want to 
make them available for the people who shop. So what do you do? You look 
at the areas of your store that might be dead areas and utilize them to the 
fullest before you build another building or an addition. That's what we 
all have to look at. 

WATKINS: Something crossed my mind while Bill was speaking about lighting 
in the parking lot. As some of you know, I work with people who own and/or 
operate their own roadside markets, and I've had people tell me this year 
they had a conflict in the state this year with the energy conservation pro
gram. Two market operators increased volume 30% from last year by doing one 
thing--turning up the lighting in the parking lot. By increasing foot 
candles, people feel secure after dark. When they get out of their cars, 
they can see their footing, and they can see their car when they come out of 
the store and not fear being mugged. That's the conflict. You think about 
cost and conservation of energy, but you also have to consider productivity 
of your markets--how to make customers feel sale and comfortable to they'll 
want to come back again. So, I'll throw that out to you people who do op
erate after dark. This is definitely a factor in customers feeling com
fortable before they get in your market and after they walk out the door. 

We move a little further around that metropolitan area to Bill Penton 
in Lorain County. His family has been growing and his market has been grow
ing. And, with that, I think I'll just bring Bill Penton up here. 
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William Penton 
Penton's Country Market 

Lorain, Ohio 

A Slide Presentation 

Everything has a learning experience in it; like a speaker said ear
lier, if you get one idea at this session, this thing is worth triple the 
cost. This man said, "Put a flag pole in your yard." You know, I've been 
thinking of that for a year. In fact, it's the first thing I'm going to do 
when I go home. I've got an ideal place for a flag pole. So don't be dis
couraged if you feel this whole thing has all been useless and hopeless. 
Somewhere, somehow, you're bound to get something out of it! 

Anyway, back to the topic at hand. I think you all realize that the 
initial roadside market was either a wagon with a parasol or four posts 
and a roof. In a sense, when we start moving away from that, we're kind of 
defeating our purpose, because that projects the farm image which is the 
reason we're all here. If it weren't for that, we would be nothing but Big 
Bear, Fisher Fazio, and the rest. For every action, there has to be an 
equal and opposite reaction, so you've got to start analyzing why you are 
doing that. 

Let's cite an example. In my area, there's Miller's Melons--most of 
you are at least familiar with Melvin and his family operation. You know 
what their market consists of? It consists of a dump table (which is prob
ably twice the size of this podium), a couple of trees, and a real ambitious 
wife. Those people probably retail more in muskmelons and watermelons than 
anybody else in the state. Now, there are some other large operations in 
the point game, but they sell a heck of a lot of stuff with nothing more 
sophisticated than a dump table. Every year, from the first of August 
through September, they're in business. The latter part of September they 
seed the lawn again and it's beautiful the following year. So really, 
you know, what's it all about? Why don't you do that? 

The only way I can justify that is with a couple of groans. In the 
first place, you want a little convenience, not only for yourself but your 
customer. You want to satisfy your own pride and ego--it is the only way 
I can justify it. Or else you make enough money that you don't want to pay 
income tax on, so in order to bury it somewhere you build more facilities. 
I found that to be a factor, too, oddly enough. But basically, when you 
left the four posts and the roof (or the wagon and the parasol), you were 
moving away from your original intention. So you have to make compensations. 
We've made attempts at keeping the whole atmosphere, using weathered barn 
siding, etc. in the things we've done. 

This morning. I would like to convey to you my idea of roadside market 
buildings, facilities and layouts. Number one would be this idea of park
ing. We've kicked this around for years and my ideas today developed from 
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ideas I got here. Initially, people drove up in the front and parked-
diagonally, parallel, or in all configurations. If you had more than 
three customers you usually had a traffic jam. Well, I discarded that a 
number of years ago--actually, we're not selling used cars, we're selling 
farm produce. Therefore, my basic concept is you don't park the cars in 
front of the building. If I were building again, I would build as close to 
the street or curb line as the building code would permit. 

The building and the produce is what they want to see; they don't want 
to see cars. Move the parking lot to the side of the market; it gives you 
a lot more flexibility. Usually the farther out laterally you move, the 
farther you get from your basic building--it doesn't lend itself to a good 
traffic flow pattern. I don't care what you do with 40 some foot in front 
of your market--I defy you to make some sort of pattern out of it. I don't 
say that it's impossible, but it's difficult. By taking an area to the 
side or rear of the market, you've generally got room to expand the market 
and expand the traffic pattern. 

This is of the utmost importance, and I think Bill will verify that. 
This is 500 foot of headache on a sunny Sunday in October. People park 
their automobiles in all different manners, and sometimes you wish they all 
rode bicycles. But, unfortunately the automobile is another problem on 
which our business is based and you'd better be able to provide for them. 
Put the building out by the road, and the parking lots to the side or the 
back. 

Provide for adequate flow, that is flow of people and flow of things. 
In merchandising, we hear a lot about that and I can't deny it's very im
portant. But, equally important is that the customers, your people, and 
merchandise all have areas to flow in and out of. Recently I've come to 
the conclusion that a loading dock in the back should be all on the same 
level; not any steps or even a curb at the entrance--everything perfectly 
level, everything on pallets. We're getting a big enough truck that we can 
haul merchandise out of the wholesale market on pallets (that means a 
small semi) and unload at our market the same way with a hand dolly. We can 
handle four times as much merchandise at half the effort, simply with pal
lets and a semi. The whole thing didn't cost much and it makes sense. 

I'll show some slides now to illustrate a few of my remarks. That was 
taken a number of years ago of a Model-A Ford and a chicken coop--and that's 
about as primitive as you can get. But, sometimes as I say, you can't do a 
whole lot better than that. In the next step, we did away with the chicken 
coop and put up the four posts and roof. You have the traditional parking 
lot in the front there, with everything pretty much as I described it. I 
was unmarried and mother and I operated the market; I think it was 1956. 
Then we moved on to the next step with the new roof and concrete. We still 
employed the front sloping stands, and the parking lot is still in the 
front. The next step, of course, is to decide to close the market in. 
Finally, we weathered it long enough and put up the overhead door, bricked 
up the pillars, and had traffic congestion in the front, and we'd gone down ~ 
the same path as almost everyone else. Then you start to get ambitious, and 
you think you need a larger structure in the rear. We got some cement blocks 
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and away we went. The building grew and we felt so proud; we started out 
with a card table and now look at us! We were going farther and farther 
into debt, but the ego was growing so one compensated for the other. 

How many of you have seen this thing before? You know, stresses and 
plywood, the whole bit? That was about the darndest thing I ever saw. I 
couldn't even believe it myself when I saw it rising; my wife, too, had to 
gasp as she wondered, "What have you done now?" Ultimately, it came into 
being, although it looked sort of like a mushroom. We weren't too much at 
architecture, but we were hell for stout, so we kept at it, kept building 
and painting. You know, this is one fact I might mention. If you're going 
to start into a nighmare like this, you'd better have a competent artist 
close by. In our case I had a neighbor carpenter who's been there for 
20 years and suffered through all of my dreams and agonies with me. His 
one piece of sage advice was don't put in too many nails because in no more 
than two years, you're going to be pulling it down again. Invariably, it's 
always been true. Really, it was a nighbmare; I'll admit it. But, it was 
the best I could do with my limited abilities and so on. 

Ultimately, we moved on. The parking lot is on the side now; unpaved, 
just the usual run-of-the mill sort of thing with slag, ruts, dust and so 
on. Then the great day crune when we hired a real contractor (my youngest 
daughter) to lay the concrete. That was a thrill to see that first block 
of concrete going down around the outside. Then, marvel of marvels, the 
greatest day in the history of anyone that ever build a roadside market 
arrived and the blacktop truck drives in. I'll confess, that was a great 
experience and a great thrill. But, I've got one piece of advice. We 
have discovered something since, and that's, of course, chipping and seal
ing. Chipping and sealing is nothing more than putting down a layer of fine 
slag, taring or asphalting it, putting on a layer. of chips with a little 
larger slag, and then the contractor rolls it. That's, of course, what's 
on most of the rural township roads. That chip and seal surface, if used 
property with sufficient drainage underneath (that's the secret to any coat
ing material you put in a parking lot) will give you a surface at a fraction 
of the cost of blacktop----the poor man's blacktop job. If you're contem
plating some kind of expansion, I urge you to investigate sealing because 
it's a much cheaper way to go. Concrete is number one in cost, blacktop 
number two, and chip and seal is way back in line. If I ever have a new 
lot, I would let it lay for at least a year or two (doing nothing) and let 
it settle, then at the end of that time I would chip and seal it for a year 
or two and assume it's more or less permanent. If so inclined, I could 
then put the permanent seal on it. 

Moving on, we enclosed the back end of that toadstool and utilized 
that for storage and so on. We're just now in the process of enclosing 
this area--that's going to be our primary sales area. It will be all glass 
on this end; our entrance and exit doors will be there, and the other end 
will be closed. 

These are our two buildings just after the completion of the "back 
service building," as we call it. Actually, the white building to the rear 
was not intended to be a sales building at the time we built it in 1967. 
We built it primarily to use for storage and any other purpose that we need. 
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We take our home-grown merchandise there, sort it and work with it. (We 
have our coolers there, too.) We weren't necessarily planning all these 
things at the time we built it, but we did think a bit in terms of the 
future. In the ensuing years since 1967, we have put office space there, 
toilet facilities for both men and women, a farm shop, and most recently 
we're closing in the area under the roof and the area closest to the present 
market structure will become sales area. So, even though we didn't envision 
these things at the time we built, we were lucky to have built the structure 
large enough to accommodate features or facilities that we now need. 

In this picture, you get an idea of the parking situation at this par
ticular time, just after the completion of the back building. Our parking 
was more or less the conventional slag type structure; in the summer when it 
got dry and dusty, we made efforts to oil it. I remember a particular fiasco 
we had one year. We called on a local firm to oil the driveway for us as
suming they would use the same type of material we had used, that was drain 
oil, but their interpretation of oil was some kind of an asphalty base ma
terial. They came out and put it on and where in the past when we put it on 
in a matter of a few hours it would soak into the surface and it was pretty 
well dissipated and you could walk on it without having a lot of it stick to 
your feet, the material they used was actually tar and it lingered on for 
days. You can imagine the problems it brought to us, as people got out of 
their cars and stepped in it and tracked it into the market. I can still 
remember that as one of the dark eras of the business. We laid planks down 
parallel to the parking areas so people could step on those and I didn't 
learn until years afterwards that actually the materials they put down was 
an asphalt and under normal circumstances they put a coating of slag or chips 
over it. There was poor communications between the contractor and the con
tractee so to speak and as with a lot of other things we learned the hard way. 
Before the day when we got around to the paving of a more permanent nature, 
everything we had built had been finished with concrete floors, but we had 
never really gotten outside to do any kind of work simply because it wasn't 
expedient in terms of time and money. Finally came this year, I would guesti
mate that was about 1970, we hired a contractor who you see here hard at 
work, with our 3 year old daughter. You can well imagine how four children, 
aged 3 through 8, facilitate an operation of this kind. Of course, there is 
one thing that they do contribute--any number of hierogyphics, dates, and 
names strategically placed anywhere that happens to be handy so that the 
generations to come will have a permanent record of what happened at this 
time. I hired a man under contract to put concrete in the front of the mar
ket and then over on this side where the photographer is standing to put in 
the blacktop. The man did pour the concrete and was making the preparations 
for the blacktop when I became so dissatisfied with the quality of work he was 
doing I discharged him at substantial cost to myself because if he was going 
to continue the same quality of work with his blacktop job in no way did I 
want to live with that the rest of my life. So in midstream we engaged the 
services of a more reputable firm in the community and needless to say in the 
ensuing years that was probably one of the better decisions I had made. It's 
the same old story, it's live and learn you know. If you could take life and 
turn it around and run the movie backwards in some fashion it certainly would 
be to your advantage. Anyway, here we are, the day of days, the hour we had 
been awaiting since we stuck the first four posts with a roof in the ground-
that is, of course, the day the blacktopper shows up. It goes without saying 
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that we did very little ourselves for a number of hours the first day be
cause we were so fascinated by the realization of a life-long dream. 

Now, at this point I don't want to sound like I know it all or I'm 
so experienced that there is nothing for me to learn. But, I'll have to 
say that as the years go on, and the parking lot becomes a matter of course 
like everything else, you do take it for granted. You don't think much 
about it anymore, which is to say the next time that people come to pave 
some more or do some work it won't be nearly as exciting; but any of you 
who have accomplished a goal in life can appreciate that--the second time 
around never has the charisma that the first experience had. Anyway, in 
a matter of two or three days, we had what we considered to be acres and 
acres of blacktop. In reality it turned out to be a spot about 120' x 100' 
which, quickly calculated, would give you just over a quarter of an acre. 
Just watching those trucks roll back and forth and seeing that dream come 
true as the blacktop was being laid was probably one of the more exciting 
aspects of our marketing experience to the present day. Here is our mush
room on the pavement in the back, and you probably have a number of ques
tions in your mind as to how that structure came to be built in its rather 
unusual architectural form. At this time we did have reasons for it. 
Actually, we were building two structures in one. One was an outdoor de
livery area; we thought that having lots of open area with just a roof 
would facilitate going in and corning out with the trucks and machines. Of 
course, times and situations change and our business and business methods 
and techniques changed considerably until we found to our advantage in 
later years to close in the breezeways. In this picture we've closed the 
back area of the building in, and we've now made a workshop there to draw 
things together. Although not in this picture (because the construction 
is just now underway), we have enclosed the area to the left, which would 
be the front breezeway, and this more or less ties all the buildings to
gether. It has been a distinct disadvantage over the years to have the 
sales building in the front and the service and storage to the rear, with 
a 28' breezeway inbetween; that's exactly what it turned out to be, par
ticularly during that time of the year when the weather is not all that 
desirable. This year we've closed in both ends of this area, and we are 
utilizing the open space as sales area. Although it was never in the or
iginal plan, as many of the progressive movements were not, but we have 
been able to utilize the facility that we built for an entirely different 
purpose. We've been able to utilize it to an advantage until we felt that 
the move we're making now is in the right direction. 

That about brings us to the present day, and here you get an idea of 
what the whole thing looks like. We have lined the lot and established a 
parking technique or traffic flow. Maybe, if you're just beginning in 
the business and have not more than five cars at your parking facility at 
a time, this has never become a problem to you. But, I can assure you, 
as time passes and your building, business, and traffic increase, this 
will become a number 1 problem. We found that having an established 
traffic flow and a traffic pattern has been a terrific asset to our entire 
operation. 
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Another element of this, with a little imagination, becomes a pertinent 
fact. Mrs. Housewife is driving down the street and thinks about stopping 
at your market that day, but has not definitely made it a part of her itin
erary. When she approaches,the traffic bottleneck is such that it just 
turns her off. You can readily imagine her sentiments at that time, and 
what she is going to do is go right on by. By the same token, even if you 
have a lot that is relatively full of cars, if things are orderly, and there 
is not a terrific tangle and mishmash of direction, she will more than likely 
pull in and you've got yourself another customer. You can pretty easily put 
yourself in her position. Even if you had intentionally come to shop at 
this market, you wouldn't want to fight this jungle atmosphere, and chances 
are good that a casual customer would go on by. If things are moving and 
orderly, your chances of enticing another person into the lot are that much 
greater. 

Another consideration is the liability which is involved in this sit
uation. All of you are well aware of the fact that whenever you, as an in
dividual, have a business and people come onto your premise to do business 
with you, you are liable for any number of things. Irrespective of whether 
they do them and it's their fault, ultimately you're the fall guy in the 
situation. Therefore, it behooves you to try and anticipate these things 
and do everything within your power to prevent them. No matter what we do, 
sometimes people in automobiles do some things that nobody, and I mean no-
body, could anticipate. The idea here is that the more things we do, the /~ 
fewer these incidents are going to be. I can't emphasize enough the fact ~ 
that you should do everything within your power to make traffic flow and 
traffic pattern that facilitates keeping traffic moving. 

That concludes my presentation. I certainly appreciate your attention, 
and now I turn the mike back to Ed Watkins. Thank you. 

WATKINS: Let's move right on to the question session. 

_Q. HAVE YOU ENCOUNTERED ANY PROBLEMS WITH ZONING RESTRICTIONS? A. We 
have a little zoning problem (getting increasingly sharp in some communi
ties) of signs and sights at a particular location--not on what people may 
choose to do, but what they may sell. 

g. DO YOU HAVE A CONFORMING OR NONCONFORMING PERMIT? HOW DO YOU WORK IT 
WITH THE TOWNSHIP TRUSTEES? I UNDERSTAND AS A FARMER YOU CAN SELL YOUR OWN 
PRODUCE, BUT, AS YOU EXPAND AND AS PENTON SAYS, GO YEAR ROUND, HOW DO YOU 
GO ABOUT CHANGING ZONING FROM AGRICULTURAL TO COMMERCIAL? A. I can only 
speak for myself. It so happens that our township, even though it is in the 
city, originally was zoned all industrial, which put us in a very favorable 
position. I might make mention that, at the time, my brother was the twon-
ship zoning inspector! A. We are in an area zoned residential. We have ~ 
three days each month where we sell only our own agricultural products, and 
zoning has no effect when you sell your own agricultural products. We sell 
a lot of popcorn and it works well for us, as far as zoning is concerned--I 
think every member of the zoning board is buying the stuff! 
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_Q. DID YOU HAVE TO GET A BUILDING PERMIT? 
and built the building and that was it. 

A. We did not, we just went 

_Q. DID YOU HAVE TO HAVE AN ARCHITECT LAY OUT PLANS OR HOW WERE YOU GOING 
TO DO IT? A. If it's a public market, you are advised to. !=_. This area 
has never been clearly defined in the state of Ohio, to the best of my 
knowledge. If you're buying and selling 50% or more, then you become clas
sified as a commercial operator. In the east, you have a few different 
definitions for this "commercial" than we do. I don't think this is taken 
to be of great importance out here. A. In our case, we are classified as 
commercial; however, we hang on to that agricultural label because 50% of 
our income comes from the farm and things that we grow, even though we have 
cheese, ice-cream, and things that you buy outside the farm. However, if 
we get a zoning permit, it would have to be a commercial zoning permit. 
We've started with a cold storage and packing room (which is agricultural); 
we didn't need a permit for that. To build our storage we had to have an 
architect draw our storage and have it approved down here in Columbus. In 
1972 we built a cider mill and cold storage, and attached it to our present 
storage. We had to have approval from Columbus for that; even though it was 
an agricultural building, it was attached to a conmercial building. We're 
fighting it right now. We've called ourselves "agricultural" right along; 
we found out different. 

_Q. WHAT IS YOUR EXPERIENCE WITH SHOPPING CARTS? A. As Paul pointed out 
in his talk yesterday, one of the smarter things we ever did was use shopping 
carts. If you're even thinking about it, quit thinking and do it. There 
are three basic sizes-of shopping carts, and we started with the small and 
intermediate ones. But, this fall I bought a number of the large ones at $5 
apiece at an auction, and they are a pain. So, beware when you get shopping 
carts that they are the small ones or the intermediate size about 3000 cubic 
inch size. A. I feel that the shopping cart gives a bad image. If I 
want to be like a supermarket, I will be like one. But, I don't want to 
lose the image of a farm when people come out to the country. You make your 
money your way, and I'll make it my way. 

_Q. DOES A COLD STORAGE QUALIFY AS A BUSINESS? A. If it cannot be con-
verted to another use, it can be considered as a business credit. 

_Q. MR. EYSSEN, I NOTICE YOU BREAK OUT YOUR CHEESE AND ICE-CREAM, AND THIS 
MEANS MORE HELP, MORE LABOR. ISN'T IT BETTER TO COMPACT IT ALL? I NOTICE 
THE OTHER FELLAS COMPACT THEIR SALES. WOULD YOU EXPLAIN TO ME WHY YOU'VE 
DONE THAT? A. Well, I think this works out well if you have different 
types of sales. The Gift House is heated; our Apple House is not, except 
for the fire place that you saw in the picture; the Cheese House is heated. 
I think cheese is a cleaner type business, so when you walk into that room 
it is cleaner than our Apple House, where we have potatoes and people 
shuffle back and forth there from our parking lot. I like this type of 
selling. The ice-cream parlor was separated because it was our first store 
and it had different hours than we had. It's open later at night, so we 
close the main store at 6 and the ice-cream parlor is open until 10. If I 
had it to do over again, I would do it the same way. People like to walk 
into different markets and that's exactly what those rooms are--different 
types of selling. 
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_Q. HAS ANYONE, TO YOUR KNOWLEDGE, EVER EXPERIMENTED WITH LIMITED COVERAGE 
PARKING FOR INCLEMENT WEATHER? A. I haven't seen any. The packing room 
can be kind of a drive through, and I wondered if anyone had thought about 
that. In bad weather you would drive your cars through the packing room 
and out the other end; there are some people doing that. I can see Bill's 
point, you don't want all these cars setting in front of your building, 
however that's why we park them in front. We have flowers, trees, and so 
forth so we haven't lost too much of an aesthetic feeling for horticulture. 
But, we had to expand to the sides and the rear of our building for parking 
anyway. The customer, as you know, wants to drive in that front door; they 
will just not walk two feet. A. We park in both sides and front. In the 
front of our parking lot, my sister developed some rock gardens. A year ago 
she planted some of these big quartz in one rock garden; they must weigh 
around 150-200 pounds each. The biggest talk we had all fall was about 
those quartz when somebody stole them. 

_Q.. DO YOU HAVE INSPECTORS COME TO YOUR MARKETS? A. We have an eight-
day inspector that licenses our bakery operation. He also inspects coolers 
and makes sure we've got everything on pallets. Maybe some of you aren't 
aware of it, but there's a state ordinance that anything in a cooler should 
be on a pallet. He also checks our restrooms and makes sure we have a sign 
there that says, "Please wash your hands." 

WATKINS: All right. If you want to talk individually to these people, 
they'll be around. I think it's about time to cut it off. Let's give them 
a hand. 

\ 
I 
' 
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TRACK II 

EMPLOYER/EMPLOYEE RELATIONS 

"Motivating Your Employees" 
Laurence Taylor 

Hillsdale, Michigan 

ERVEN: We will go ahead with this second section. Laurence Taylor (you 
were with him the first session of this hour) is going to talk with you 
about motivating your employees. 

TAYLOR: Thank you. Again, I am going to use the blackboard. Is there 
anyone here who wasn't present in the main session? I was speaking out of 
this little book that a friend and I wrote and maybe the way to begin (for 
the sake of the gentlemen who were not in the other session) is to read 
from the front of the book. 

Every person lives in his own world. He builds it almost 
unknown to himself. What he lets into the windows and 
doors of his being, his perception, trigger in a most 
crucial way his reactions to that world and become power
ful factors in shaping his life. For his interpretation 
of what he sees, hears, smells, tastes and touches can 
light up the world or make it dark, open his mind or close 
it to his personal prejudices. How he faces new things, 
how he learns, how he communicates, how he is motivated 
depends on what he sees. 

The motivational process is much like the process of eating. As the 
grandfather of three, my wife, my daughter and myself are very anxious 
that the three should eat the right kind of food. You know the struggle-
the kid won't eat vegetables or salad, or he wants chocolate cake and more 
chocolate cake. So, we are very concerned about our physical health be
cause, in terms of that health, as somebody wrote, "You are what you eat." 
Injest food, digest food, eliminate the waste, and what is left is you! 
The same process can be applied to perception. 

A child is fed a hit and miss diet of perceptions. I'd like to meet 
Archie Bunker's father and mother, because Archie was fed a diet of all 
starches or something. He did not get a balanced diet. We should be 
greatly concerned about that child of yours, mine, grandchildren, in terms 
of what they see, what they hear, what they taste, what they touch, what 
they relate to, and what they smell. A child ought to have a chance to 
smell beautiful flowers; some children never have the chance. 

I referred earlier to my interesting granddaughter, Elisa. Last Sep
tember we went to one of those wonderful places in Pennsylvania--a great, 
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big farm that specializes in dairy products (has its own operation). You 
can drive five or six miles away from town and here is this magnificantly
done farm. The big store is in front of the barns, but they are smart 
about the fact that the modern kid doesn't know one end of the cow from the 
other (almost) and doesn't know what the process is for any of this. So, 
they have a maternity ward for expectant mothers and you can go in and see 
the calf being fed by its mother. They have a calf barn (as Elisa refers 
to it, "the place for the baby cows") and they have the big milking op
eration. On the way to this farm Elisa, who is wise to the world at six, 
was giving advice to Laura, who was not quite three. She said, "Laura, we 
will see the cow babies first before we have the ice cream; you see, they 
stink." Lisa has had the experience of going into this kind of thing and 
realizing that the final product is much better than the end product--the 
cow's end product. 

What do we feed our children? What do we feed our employees? What we 
do depends in great measure on whether they succeed or fail. You can de
liberately set about to make your child fail--don't produce anything of a 
sense of belvnging, make his environment hostile, don't give him any new 
experiences, see to it that he does the mundane things, see to it that he 
feels insecure so that he is never really sure. Incidentally, a lot of 
children have this happen when parents have a knock down and drag out fight 
about the fact that they ought not live with each other and the child faces 
that uncertainty. Help him to have a favorable self-image. Help him to 1~ 
look at himself kindly. The number of times a mother says, "Oh dear, I .,. 
did hope that you'd have nice legs. You got mine, those big fat things. 
I've had to hide them for years. Am I glad they have pants suits." What 
a terrible thing to teach a girl! How much better it would be to talk 
about her wonderful smile and how she lights up the room. Well, we do 
frmny things. 

Now, all of this adds up to motivation because the kindling for moti
vation is in a person's perceptual pattern. Let me first give you my notion 
of what motivation is. First point, a person is always motivated for some
thing --good or bad. You see, we keep saying, "What 11e needs is to be moti
vated." What is it that he is doing? He doesn't work. If you put him out 
in a crew he'll lower the efficiency of that crew by about 60% just by 
having him there. He talks against the company, the farm, whatever. He is 
late. He is a clock watcher. He is chronically ill, etc., etc. So we say, 
"What he needs is to be motivated." He is already motivated, but he is moti
vated not to work. And, he is extremely successful at it. Here is the clue. 

A person is motivated as he sees. Why should I work hard for a man who 
does not appreciate the work? Why should I work hard for a man who, every 
time that I hear him talking to outsiders, boosts about how many bushels of 
apples he picked, how much they sold for. I catch the notion I am there to 
help this bum get rich. I am motivated as I see you, as I perceive you, and 
I am motivated as I see myself. I am motivated as I see the job. Some peo
ple work just because that is the only way to eat, and they do it honorably. 
Other people don't work because that is also a way to eat. Some people work ~ 
because they love customers. 
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Years ago (1954 maybe) I went to work in Boston for a supermarket 
chain called Elm Farms Food. I asked if I could see three stores--the best 
one, the poorest one, and one inbetween. They took me to the best one, and 
then we saw the middle-sized one. In that experience I met a fellow named 
Bob Kilroy, a handsome fellow. He had been a carryout boy, then a clerk, 
had gone to Boston University and gotten a degree, and came back, and was 
serving his first stint as a store manager. I said to him, "What do you 
like most about your job?" He said, "I love customers. I get a big kick 
out of satisfying the needs of customers." I happen to take a weekly 
magazine called Supermarket News and last week I read in the "Newsie Notes" 
that Robert Kilroy had just become president and bought the Imperial Chain 
in Dayton, Ohio. So, I wrote him a note and said, "It is a long way from 
a carryout boy to the presidency of a chain, and I remember that your 
drive was to love customers. I hope you haven't forgotten it as you become 
president." 

A person is motivated as he sees and as he values, because you see the 
process is a simple one. You look at something aad you say, "I'll eat it," 
--the process of going through the cafeteria line and coming to the desserts. 
You notice that most cafeterias put those gooey, rich desserts first because 
if you take too many things and then see it, you'd say, "Oh dear, I wouldn't 
have room for that." But, if you take the dessert first, you tend to fill 
it out. I look at a piece of pecan pie for 95¢, and I won't buy it. My 
great-great-grandfather was born in Ft. Williams, Scotland, where a whole 
dumb pie used to cost 50¢. Also, that wedge has 600 calories in it, easily. 
So I look, and I make .a value judgment. I perceive something and then I 
say, "No way, I am not having it." But, this is what we do all the time. 
Even the child makes choices--shall I go out and play football with the 
buys, or shall I work on the examination which is going to come up tomorrow? 
(You know who is going to wiu that one, unless he has learned to make value 
judgments.) A person is always motivated and he himself decides you can't 
mctivate someone from outside. 

Now, we have long worked on the theory that you can motivate either by 
kicking in the rear, or handing out money. But, that is not motivation-
that is movement. It doesn't touch the person's motive, unless he is a 
crass money-grabber. If he is, whatever you pay him is not going to be 
enough to keep him very long--he'll go grab it elsewhere. And punishment 
is not going to motivate him very !ong; there are some exceptions, but that 
is a general statement. He decides, not you. You are not going to get your 
child to work harder for grades in school because you didn't finish high 
school. So what. If you push the kid, he might even say he knew that--
you didn't have to tell him! You can't get a kid to hit the books because 
he is going to college. Presently, he is interested in getting out of the 
freshman class alive! College is too far down the road for him. 

A person defines his own motivation, and this is internal. Nobody 
tells what makes him run, what he is looking for, what he is driving for; 
motivation is more internal than external. You hire a young person, and 
that pP.rson make~ an tremendous impression on you. Whenever you are there 
that person is digging, covering, picking, jumping, and everything else . 

. That person is the one who says, "My, we are doing well, aren't we? Didn't 
we have a big sale yesterday?" And you say to yourself, "I'd better watch 
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him; there is a comer." The funny part of it is that right along side him 
is somebody who outworks him three to one, but he just doesn't bother with 
the public relations. And, he works when you aren't there, which is more 
than the first fellow does. Sadly, quite often the one who gets promoted 
is the first one. We are quite easily taken in. 

Motivation is also self-initiated. A person is a self-started in 
terms of "motivation." I am talking about a word, the root of which is 
motive--not movement. You can get movement by scaring people, pushing peo
ple, threatening people, fighting with people; but that is just movement. 
The real question is whether they are working as hard when you aren't there 
as they do when you are. True motivation is the kind of thing that comes 
from within. I hired a girl to be an executive secretary; I didn't know 
she was just 21 years old. She was a poised, handsome girl, who seemed 
to have everything. I told her when she started working that the vice 
president of business affairs (whose office was next to mine) had a secre
tary who was an old timer. I said she may have some trouble with her--be
cause she tends to be cranky, and a perfectionist. I just warned her that 
she may have some trouble. About a month later (I was in after being gone 
a week) the older woman rapped at my door. I said, "Come in and sit down, 
Lucille," and she said, "What I'm going to say, I don't have to sit down 
for." Now, if you have ever had that kind of experience, you know she is 
not announcing the second coming of Christ. Lucille said, "It is Julie." 
I thought, only ~month and she can't get along with Julie or Julie with >~ 
her. She said, You have got to do something about that girl. She works ...,, 
too hard. You know, by law you are required to take a coffee break; she 
will not take a coffee break--she says it is nonsense and all it does is 
break up her morning or afternoon." Then she said, "You may not know this, 
but she works much harder when you aren't here than when you are here. You 
interrupt her. She has her work outlined. She knows what he has to do, and 
she does it." Now, this girl had something inside her that made her do this. 

Everybody, even the bum in the bowery, has a goal. If you say, "I 
don't have any goal," that is your goal--not to have a goal. I listened 
to someone being interviewed, a woman in her 80's and she said, "If you 
don't know where you are going, almost any road will get you there." I 
trust Mr. Dowd will forgive me for using him as an example again, but I 
talked to him at breakfast. He has•many part-timers, people who hope they 
can save their money and go to college. He has some part-timers who are 
helping to get a kid through college, or helping Dad pad out the exchequer 
so you live in these days. A person has goals, but very often those people 
don't have goals that coincide with the company goals. In many instances, 
school janitors hate kids. You know why? Because they dirty the dumb 
joint. He never stops to think that, if the kids weren't there to dirty the 
place, nobody would have to hire him to clean it up. In the supermarket 
business, quite often a young stock clerk is mad at the customers all the 
time, because the dumbbells get in his way. The kid parks himself right in 
front of the sugar section and stays there. When people ask for sugar, he 
grudgingly (and slowly) gets out of the way, and it is evident that you are 
bothering him. Nobody told him what a customer means to an establishment. ~ 
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Now, let me see if I can counter these. The person develops himself. 
The person opens or closes his own mind to new things, new ideas, his own 
incentives, and you can't do much about it. How many in this room are 
parents? Order your kid to get good grades. Order him to be courteous. 
Order him to eat exactly what you think he should eat. Good luck. Now, 
there used to be a day if the old man said, "Eat it," you ate it and that's 
all there was to it. I prefer to go along with nature because nature says, 
"I perceive this to be something that I do not like. I will not take it." 
After all, isn't that very often the thing that makes our religion? You 
look at evil and reject it. The same principle is involved when it is a 
plate of spaghetti or spinach and the kid won't eat it. Therefore, the 
whole principle is a good one. The problem is how to help the person find 
the right goals in the first place. Let me make some suggestions. 

What you really have to do is redirect motive power. Everybody has 
got it. Sadly, there are some of us who feel that God annointed a few of 
us to be hard workers, to have high goals, to set good standards, while, un
fortunately we feel the majority of people who show up at our front door 
looking for work have none of these. Incidentally, the older generation has 
always thought this--even the ancient Greeks and Romans. But, the problem 
is to help that person who comes into your establishment and wants to work 
with you to grab on, and redirect the power that he has. 

If a person is always motivated by how he sees and what he values, you 
don't have to be the seventh son of a seventh son to know what you should 
do. Find out how he sees and values. The only way you can do that is to 
question people, preferably before they start working for you. If you have 
lived a reasonable length of time, and if you are skilled in asking ques
tions, you can find out how a person sees and how a person values. Let me 
give you a sample. Mike used to be the academic dean. One day he called 
me. "Mike speaking, I am interviewing a young fellow who is applying for 
a job in the Music Department. He is to teach. Would you come over and 
meet him?" What Mike really means (the young fellow is listening) is would · 
you come over and give me your opinion of how this fellow will function. 
This was 1963 and the first thing I notice is he is lean and lank. I start 
with, "Do you mind if I ask you some questions? If you are going to be part 
of our family, I would like to know some things. Where were you born?" He 
said, "Near DeMoines." I said, "Were you born on a farm?" He said, "You 
better believe it. The best 400 acres anywhere around." I said, "That 
means you must have worked on a farm." He said, "You don't know my Dad. 
You no work, you no eat. Simple as that." "Well," I said, "I don't need 
to ask you the question then of where you earned your first dollar?" He 
said, "I'll answer it anyhow. I sold the heifer I raised for 4H Club. 
I'll never forget, I cried all the way home." I said, "Have you worked on 
the farm since you left it?" He said, "I've taught for a long time, but 
from time to time I take the wife and girls and we head for home. I work 
on the same basis I used to--we get room and board if we all work." I for
got I ask him one more question, "What has the little dinky beard got to do 
with your teaching?" He laughed and slapped his tigh, "My wife told me to 
shave that thing off before I applied for a job. I have been on vacation. 
Also, I don't have much of a chin and I thought this might improve me. Come 
to find out it didn't improve me a bit. I'll shave it off." I was ready to 
hire him. I was hoping we would have somebody in the Music Department who 
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had other interests in his background that would allow him to be an all
around person. Incidentally, this fellow is the hardest worker that we 
ever had, and a most successful person. 

Find out how the person sees and values. Just a few questions--what 
work experience have you had? I've never worked before. That means some
thing to you, doesn't it? Find out how the person sees and values, and 
then help him see good choices for his efforts. In other words, let him 
see what in the heck this thing is about. Begin right off by challenging 
the best that he has got. Let him know what is expected. In too many cases, 
we ask, "Are you alive? Will you work for what I can pay?" (Charlie, I 
got another pigeon.) And somebody, one of the employees, is supposed to 
train him. Incidentally, you know what that employee usually says first? 
"Don't work your butt off, kid. You'll make us look bad." You see, you 
let somebody else handle his choices. 

Remove his fear of failure. You have done whatever you do for a long 
time. To you, any fool can do it. Why do you down-grade yourself? What 
a tremendous amount of information you have to have to do successfully what 
you do. The kid comes in, he has never done this, and he sees you doing 
things, handling the phone, handling the customers, settling a problem, and 
he says to himself, "I'll never be able to do this. May not come back again." 
We don't take time enough to let a person receive the new by education. I 
was delighted to hear Oscar Dowd talk about hiring new people. I was glad ,~· 
to hear the friend from Xenia talk about what an owner's role is in train- ~ 
ing people and making sure that they understand what it is all about. Here 
comes a fellow bringing his way of seeing and his way of valuing. If it 
definitely clashes with yours, don't hire him. You folks ought to know that 
when you put a bad apple with the good ones and then even if you take the 
bad apple away, you never, never cure the damage. Find out first whether 
that person belongs with you as nearly as you can in the short time that you 
have to relate to a person before they start with you. Remember, the time 
to relate to an employee is before he starts and innnediately after he starts. 
Once he works a week he is an old timer and he won't listen to you anymore. 

Show your support. "I am 18 years old. I have never done this kind 
of thing before. For heavens sake, don't think that I am so smart that 
you can give me a quick briefing and then leave me alone. You need to check 
on me. You need to find out how I am doing." Mr. Dowd told me, some people 
are introverts. They are a little scared dealing with customers and handling 
money. He told me about this girl who had this kind of a background. She 
worked at other things and then he said I have a stand out on I-94 (Mr. Dowd 
is from Michigan), how would you like to run the cash register. She said, 
"Oh, Mr. Dowd, I get scared at doing things like that." And he said, "So 
does almost everybody. Naturally you wouldn't do it until we have given you 
some training." And he said every day he made it his business to go and find 
out from others how she was doing, find out how she thought she was doing, 
and then give her feedback. "Everybody tells me you are doing great; I watched 
you here, you are getting to be a regular" and eventually that girl got so 
she could handle a thousand dollars in a day and end up right on the penny ~ 
and I never forgot to tell her what I thought about anybody that could do it. 
You see, show your support. Very often the veteran is forgotten. The good 
person is forgotten. We don't forget the guy who is goofing up, but we for-
get the person who is succeeding. 
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Evaluate. Now, I don't think you should send away to some psychology 
department and get fancy sheets on how to evaluate the employee; I think 
you ought to do it the same way you evaluate a crop or a display of apples. 
You know enough about people so that with just 2 or 3 questions you should 
be able to evaluate a person. How are you doing? What do you like about 
the job so far? What do you think you do best? Where do you need help? 
Just those say to a person that when you hire somebody you don't forget 
them. A mystical, wonderful process that continues when you are born and 
doesn't end until you die allows you (through your perceptual processes) to 
see things and say, "I like it; I dislike it; I fear it; I can handle it; I 
wouldn't handle it; it is thrilling; it is frightening"--whatever. This 
particular process is very personal; you don't ask me about my perceptual 
processes, and I don't ask you about yours. When I interviewed Mr. Dowd 
this morning (it was a wonderful chance to find out how one of you operates), 
he told me more about himself than he did about the subject matter that I 
was pursuing. 

Set the example. It interests me to see the boss who goes into a meet
ing of his management and gripes that people are not following through in 
the work force, people aren't working as hard as they should, and so on and 
so forth, and his meeting has to end at 11 o'clock. He doesn't tell them 
why--because at 11:15 he is due on hole #1 at the golf course and he will 
spend the rest of the day there. Somehow he thinks that nobody knows he 
does this, but they do. They also know, therefore, that he doesn't practice 
what he preaches. Now, I don't have anything against your playing golf if 
you have been successful enough to do it. But, be smart enough to let the 
people know you are doing it as part of your reward. It is pretty tough to 
even bring up children by telling them what to do and then constantly demon
strating the very opposite. Much of our generation has been in this spot. 

Let me come down to the classic formula for motivating people. In 1957, 
Peter Drucker wrote a book that has become a classic for many. One chapter 
in it is called, "Employing the Whole Man." My father used to talk about 
how many "hired hands" they had on the farm. Mr. Drucker says you can't 
hire a hand--that is your mistake. You have to employ the whole man. You 
are a good strong kid--you are going to be carrying the crates from here to 
there. So, what did you hire? His back, his muscles? He is a big kid, who 
cares whether he is smart or not? Who cares about anything else? All you 
want is someone to carry that stuff from there to there, and get paid for 
it. Drucker said this has become an ingrained thing that is bad for the 
person who is doing the work and the person who hires him. You must treat 
people in such a fashion that you employ the entire man. I am going to 
share with you the steps Drucker and I, because I have changed some of it, 
advocate in hiring a whole man: 

1. Know your own objectives. That sounds nuts, doesn't it? If I 
asked those of you who own your business to come up front and tell what 
your objectives for your company are, do you know what you might answer? 
To make a profit. That answer is the curse of the free enterprise system. 
That is the reason kids say they don't want to have anything to do with the 
economic system. We are tongue-tied and inarticulate about what we are after. 
I sat with five men, brothers, who own equally 10 supermarkets. These 
supermarkets do about 5 million dollars a year each. I asked these five 
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brothers, "What is your objective in your company?" And one of them spoke 
up and said, "You dummy, it is to make a profit." I found out that all 
five of them could find no better answer for running magnificantly designed, 
beautifully run stores than to make a profit. And I said, "I hate to tell 
you this, but you have disappointed me badly. I have been in your stores. 
I thought you run them to serve the customer." "Well," they said, "of 
course." "But you said you ran them to make a profit," I said. "Well--yes." 
You see, they had never thought it through. If the only thing you can say 
to your employee is, "We gotta' do this right so we can make a profit," who 
is we? That is an editorial we? "You've got to do everything I tell you so 
I can make money." I wouldn't buy that. I am supposed to do everything you 
say and more, after you underpaid me to start with, so you can afford that 
Buick Electra? No thanks. What are your objectives? The consumer movement 
is saying--hey, remember us? We don't want short weight. We don't want poor 
quality. We don't want mistreatment. We don't want to be flim-flammed, and 
you said, "I never do things like that." But, as long as your mind says that 
the only reason for you to be in business is to make a profit, your objective 
is not transferable to an employee, unless you have a profit sharing plan. 
Many people don't have a profit sharing plan that they know about, but they 
are sharing. What can you say to the guy that sneaks out to his car at 
lunch with a quart of this, a gallon of that, a bushel of this and that be
cause he knows darn well that you are not paying him what he thinks he should 
be paid. Know your objectives, and believe them. Practice them. The 
president, now chairman of the board, of a chain of 55 stores in Georgia, a 
client of mine, never has a meeting with his people when he doesn't remind 
them why they are in business. And why are they in business? Customer 
satisfaction. These people, across the years, have come to the complete 
conclusion that the only reason for being in business is to serve the cus
tomer, and they act that way. They set up a store that way. They care for 
the customer that way. They deal with each other in terms of an attitude 
and enthusiasm that is for the customer. And that is because their presi
dent knows his objective; he practices them and completely believes them. 

2. Explain objectives to your employees. What are you trying to do? 
What are you after? Shouldn't an employee know that? It becomes your job 
to show the difference between the way in which you and your competitor op
erates (I trust that there is always a difference, and the employee needs 
to know this). The kid says, "I don't think I need any training. I worked 
for John Smith on the other side of the county for two years." No two 
people are the same and no two companies are the same. Explain your ob
jectives. 

I am thinking of the new person you hire in your business. Challenge 
him to grow to and with the objectives. After all, you don't want anybody 
on board working for and with you who doesn't represent the kind of value 
system that you represent. You are in a position to say, "Customers are 
tough to satisfy. We have some problems here that you will come to under
stand. In spite of that, we are constantly working and we challenge you to 
work with us." This needs to be done all the time. Incidentally, good 
football, good athletic coaches do this all the time. They keep telling 
people, they run the films of last Saturday or Sunday's game; they show 
where they did things well; they show where they did things poorly, because 
their objective is to lead the league, do a good job, etc. 
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3. He must know what you expect of him. Before a fellow gets a check, 
he should understand what is involved in it. A person ought to know what is 
expected of him and some of that is given, we expect anybody who works here 
to come on time, to punch out on time, we expect this, we expect that, we 
expect the other. That is the policy. Incidentally even that particular 
thing is quite often left to chance. Even that people have to learn from 
somebody else besides the boss. The minute a man is hired, he goes out to 
work and asks, "How much time do they give for lunch?" He has just left the 
boss, what kind of a boss is that fellow? If you just say, "We start here 
every morning at 7 o'clock. Your particular operation will be through at 
5," and so on, all you have done is to give him the Ten Commandments--this 
is written. But, you are hoping that you can share some things with him, 
and that sharing is participation. You say, "Your record shows that you are 
a reasonably smart young fellow, and I hope that you will not just stick to 
the job at hand. Whenever you get a new idea, let's talk it over." So the 
fellow comes to you with an idea; he just did something illegal, fattening, 
and unAmerican. He produced an idea. Presumably, that is the free enter
prise system. In many cases the recipient of the free enterprise system 
gives Hell to anyone who uses it. Very often the older you are, the more 
you reject new ideas--"You were just hired, just get out there and do what 
you are supposed to." He might have saved you a thousand bucks. But, he 
goes back to the other fellows and says, "The old slob is just exactly what 
you said he was." This fellow has some things on his own in terms of his 
job description. 

4. Some things you told him, "This is the way to do it." You go out 
and watch him and, hoLy smoke, he isn't doing it that way at all. Your 
temptation is to run in and say, "Hey, I told you to do it 1,2,3,4--you are 
doing it 5,2,3,4,1--how come?" Instead, shut your mouth and watch for a 
while, and you'll discover something. He took some simple routines and made 
them more effective, more efficient, more productive, and it fits him. He 
ought to know that you expect him to be creative, you expect him to be 
thoughtful, you expect him to produce a better result. 

5. Let him perform. One of the dangers that all bosses face is that 
they tell a fellow what he is supposed to do, tell him how to do it, and 
then put him on his own, and then five minutes later they are back saying-
no, no, not that way. The same bosses who say, "Naturally, you will make 
some mistakes; I make mistakes," aren't going to let him make a mistake; they 
are going to make sure he does everything right. I can tell you, a kid comes 
to college at age 18 utterly unprepared to make one decision. Quite often 
Pop sees to it that he doesn't have to because he comes himself. He pays 
the fees himself, he sends him so much money a week, he comes up every three 
weeks to make sure that little sonny boy is doing things right. You can 
almost guess that that is the way he handles his employees, too. When my 
daughter got ready to go to the unversity, we sat down and figured out, she 
figured out how much money she'd need, right down to the last as far as she 
could see it, and I'll never forget it, because I borrowed the money for the 
first term and gave it to her in a cashier's check. The reason that I did 
that, was that she was going back to East Lansing where there was one bank 
and they knew me and they would say you are Larry's daughter, we will give 
you special treatment. She went as Nancy Taylor. One of my friends said, 
"What will you do if she blows all her money in the first two weeks." I 
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said, "That is her problem. Either she will have to quit and come home or 
she has got to stay there and work." At the end of the year, one Sunday 
morning, she said at breakfast, "Mom and Dad, we didn't discuss one thing. 
What happens if any of my money is left over?" My wife and I flashed a 
glance to each other and came to the same conclusion without saying a word. 
I said, "Honey, are you in agreement? I think Nancy that if you have money 
left over it is yours." She said, "I thought that would be the case; I have 
$180 in the savings account at the bank." When she married in her last year 
and she finished the college in three years, she was just 20, the young fel
low wasn't 20 for three months and the neighbors in our town gave us--how 
stupid could you be to let this happen? Kids, what do you know, this, that 
and the other. I knew some things about her that others didn't know. I 
knew that she could stick by a policy. I knew that she was a sharer, she 
participated and I knew that she created ideas. We let her perform. Not 
many of us today let our children perform, and we don't let employees per
form. 

6. He must know how he is doing. One of the great yens an individual 
has is a desire to know how high he stands. The wife says, "Do you love me, 
Charlie?" And he says, "Of course. Why do you suppose I work my back end 
off like this?" What in the world did she ask the question for? She wants 
to know how she is doing. The kid wants to know how he is doing--"Look, 
Daddy, what I did in school today." "Go away, I am working on my income 
tax." Oh, you fool. A child is looking for somebody to say he did right. 
This is the chance to sit with that person, not only to find out what he did 
wrong, but what he did right. People need to have that pounded home--they 
are doing something right. It is so easy to keep laying it on about what 
is wrong. 

That leads me to my closing bit of information. You remember that 
little chart that I showed, "Self Image--a person tends to be motivated out 
of his own self image." Let's take a look at what it means. Self image can 
be positive. A man from the University of Florida wrote a magnificant book 
and along with three other fellows. He said this wonderful thing "Just to 
survive in days like this, a person has to feel liked, wanted, capable, 
trusting, secure. Just to survive. If, in general, you feel liked by most 
people, if you feel you are accepted by most people, if you know you are 
capable of something that gives you pleasure and reward, you probably are 
trusting and you probably feel secure. If so, you have a positive self 
image. You can't feel trusting every minute of every day. There will be 
days that you say, "How did I get in this business?. I must have been a 
fool." Some customer will work you over for something that happened two 
weeks ago, and you'll feel badly rejected and disliked. But--in general, 
you know the word enough. Fortunately, not every customer dislikes you. 
Fortunately, not every customer rejects you. Fortunately, you can do 
enough things well and you quality. 

Now, people come to that conclusion for different reasons. A person 
comes to work in a morning when things have gone wrong for him back at 
home. The last thing his wife said jars him the whole day long--she made 
a threat that she is going to leave him and so forth. That particular day 
he may feel disliked and be very difficult to deal with. The problem is 
when a man is like that ~very day and you have to deal with him. No use 

l 
I 

l 



-149-

of me offering any kind of an idea to him; I tried once and he knocked me 
down. "He hasn't liked me since the day I came to this place." Now when 
a person talks like that--he may be right. That may be the exact feeling 
you have; you don't like the bum and you'd just as soon he left. But, in 
many cases, you are fighting a phantom, he may have gotten this feeling 
from his father. He may have gotten it from his home. He may have gotten 
it from bad experiences with another employer, and you have to pay for the 
sins of others. You remember that Oscar Dowd offered the girl the cashier's 
job and she said, "I can't do it." Now, he didn't say I'll pat you on the 
back and I believe in you; he said, "I wouldn't ask you to do this job 
without giving you some training." He didn't want her to develop a nega
tive self image from the mistakes made which could allow her to go and say, 
"I want out, see Mr. Dowd, I told you." 

·suspicions enter into the picture. Some people count their fingers 
after they shake hands. Some people are very insecure. I use Charles 
Whitman as a prime illustration of the negative self image. He was finish
ing his doctors degree at the University of Texas and seeing a psychiatrist 
because he had problems. He went to the chairman of his committee in his 
last lap of working on his doctorate and said, "I am going to transfer out. 
My grades aren't good enough--B plus." You can hardly be better than that. 
One day he killed his wife as she slept, and then went down the street three 
blocks and killed his mother. He toted a foot locker up into the monumental 
tower in the center of the University of Texas. That was the day 40 people 
were shot; 16 died, including Mr. Whitman. The reporters went to the 
psychiatrist and said,_ "What can you tell me about this fellow?" The doctor 
said, "I could have to.ld you this might happen because everytime he came 
here he said he was going to go up in that tower and kill somebody." "Why 
didn't you phone the police?" asked the reporter in disbelief. Listen to 
the answer--"If I phoned the police every time a student came in here and 
told me he was going to go up in that tower and kill somebody, they would 
take my phone out." We have a whole harvest of young people who we have 
put on this side instead of this side. This is poor philosophy. This is 
poor goals. This is perfectionism. Brother, you haven't lived until you 
have made a mistake and your mother or dad has said to you as a little fel
low, "I'm for you. Don't worry about it; let's work it out." A person can 
have a self image that is positive with the right kind of food. 

Your job is a simple one. It is to live so that you can keep your own 
head high and say, in general, "I like me." Remember that the fellow who 
went to Jesus and said, "I get lost in those Ten Commandments. Can you re
duce them down?" Jesus said, "Sure, I'll put it in two.shorties so that you 
can remember them. 

1. Love God and love Him with everything you've got. 

lf II 2. Love your neighbor as you love yourse • 

Now, a psychiatrist or psychologist would say, if you don't love you and 
you live with you, how in the hell can you love anyone else? That is a 
tough job. But, if you can love yourself and then express that same thing, 
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you may do more than sell vegetables and fruits at a roadside stand. Some
body may be able to say you came along at the time in his life when he felt 
the worst, and gave him the right turn. It is more than getting people to 
work to make you money; it is to help people be complete persons. 

Thank you very much. 

' 
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TRACK III 

RECORDS AND ACCOUNTS 

"Accounts and Records for Effective Management" 

James Jiambalvo 
Department of Accounting 
The Ohio State University 

I was talking to a friend of mine yesterday and I mentioned that I was 
giving a lecture of sorts to a group of roadside market owners. He told me 
that it better be good because you people may have your own idea of how to 
dispose of rotten fruit! That is understandable, because I think for many 
people accounting is somewhat boring, as well as somewhat mystifying. Yet, 
it is absolutely essential for productive management. 

First, I'd just like to describe the situation a business organization 
faces. It is surrounded by a certain economic environment which specifies 
the demand for your goods and the cost of the goods which you are going to 
sell. Those things are now controllable by you, and this sort of consti
tutes a hostile environment. In other words, if your company is not managed 
productively, you probably will attain a level of profits unacceptable to 
you, or actually a loss. Facing stiff competition (which I am sure you do 
in a market which deals primarily with produce) you cannot really afford in
effective management. So, the two ways that accounting can help you in 
dealing with this hostile environm~nt is through planning and control. 
These are the two major areas which I am going to consider today. 

First, let's take a look at what might be a typical statement of rev
enue and expense for your operation or an operation similar to yours. To 
start, we have sales at $32,150; those are fruit and vegetable sales, other 
food sales (donuts, bakery operation), and miscellaneous sales (plants, 
Christmas ornaments, etc.). Then we deduct the cost of those goods sold 
($15,560 for fruits and vegetables; $2,150 for other foods; $1,785 miscel
laneous), and the difference between sales and cost of the goods sold we 
call gross margin. Now we deduct the other expenses of the business--for 
example, hired labor, family labor, containers, packages, advertising, de
preciation of utilities, insurance, miscellaneous--and we come up with net 
earnings of $6,636. 

Now, this net earnings statement is one you are familiar with. If you 
have an accounting service, this is the statement which they give you yearly 
or, at best, monthly. As an aid to management, what good can this statement 
do for you? I would suggest that, by itself, it isn't doing any good what
soever. For example, what good is it to know that you had roughly $42,000 
in sales? It is just a figure standing by itself unless you have some 
standard to which you can compare it. One of the first things you want to 
do is try and develop a standard, and that is one of the functions of a 
budget. 
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In this handout, I have developed what might be a budget for a company. 
What is a budget? This is simply what we plan to have take place in the 
coming year. We start off with the same form that we have with the revenue 
and expense statement, and then we simply insert into this statement the 
planned figures for the coming year. I have listed the figures for 1975, 
and they can appear in the budget for 1976. How are we getting these 1976 
figures? This is an individual matter for management. Your accountant 
cannot tell you, "Well, this is what your plant sales should be." It is for 
management to decide. 

Let's say that we are trying to set a goal for ourselves which is dif
ficult, but attainable. We budgeted an increase in sales to fruits and vege
tables of about 10%, that gives us $35,365. Then we go down to other foods-
let's suppose that our company is anticipating further development of our 
bakery operation. So, we budget a goal for ourselves of $15,000. Then we 
go to miscellaneous sales. We see that was $3,560 again. We say, "Well, it 
is a difficult goal, but it is something we can attain." There is perhaps 
another 10% increase, so we budget sales for $3,916. 

Now, what is going to happen to the cost of goods sold? What should we 
expect to happen? Well, if we are going to have more fruit and vegetable 
sales, obviously we are going to have more cost of fruits and vegetables. 
We see that the cost of fruit and vegetables sales have gone up from $15,550 
to $17,160. Other food sales have also gone up, and again we would expect 
(if we are increasing sales from $7,200 to $15,000) the cost of sales to go 
up. Now, how did we get that $4,436? Again, it is a matter for management 
to decide. Try and estimate what your cost of sales will be. One sort of 
"rough and ready" way to do it is to just compare the ratio of cost of other 
food sales in the previous year to sales in the previous year, and then multi
ply that ratio times the $15,000. In other words, we are saying that the 
ratio of the cost of sales to sales probably will stay constant. So, if we 
are budgeting the level of sales at $15,000, we should expect the level of 
cost of goods sold to be about $4,436. 

We do that same procedure with our other expenses; for example, hired 
labor, family labor, containers, and packages. In the previous year, the 
$1,187 is about 2% of sales. This year we have also budgeted an expense for 
containers and packages of about 2% of sales, so we expect the ratios to stay 
fairly constant. One thing you will notice that has not increased is 
depreciation. It was $400 and it is still $400. For practical purposes, 
depreciation really doesn't increase that much from year to year. For ex
ample, you buy a car for $2,000, you expect to have a 5-year life, with 
$400 depreciation a year, right? That depreciation is not going to increase 
next year; it will only increase if you buy an additional automobile, truck, 
or machine. Some expenses will stay constant, and others you expect to in
crease along with your planned increase of sales. 

Now, what have we done with this budget? First of all, it is pretty 
easy to prepare. We can use the same format that we have used already with 
our income statement. What we have done is set a goal for ourselves. I am 
interested in psychology and I know from psychology that human performance 
always increases when goals are set, as long as the goals are difficult but 
still attainable. Never set a goal which you know you cannot obtain. As 
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long as it is realistic and difficult, you will strive to make goals and 
your performance will probably improve. 

A further use of this budget is in the area of control. We have been 
talking about planning, but we can also use this budget as a control device. 
In this overlay, what we have listed is now the actual revenue and expense 
for 1976. We are comparing this to the budgeted revenue and expense, which 
we planned on. Now we have a comparison between the planned performance 
and actual performance. By comparing those two we can get a fix on how well 
we are controlling our enterprise. In other words, if we are not meeting 
our plan or if there is at least a good indication that there is something 
going wrong, that is generally known as the "Principle of Management by Ex
ception." You look at the differences between planned performance and actual 
performance, and based on this difference you take some action. 

Let's see what we have here. We had planned previously fruit and vege
table sales at $35,365, and we have actual fruit and vegetable sales of 
$34,270. Would you consider that a major difference? I doubt it; that seems 
pretty reasonable. So, we probably are not going to investigate this dif
ference. In other words, it is a reasonable difference. In fact, we have 
been fairly successful. Our previous sales were only $32,150, so we have 
increased it something over $2,000. We should be fairly well satisfied with 
that. 

Now we go to other food sales. We have budgeted $15,000 for expanded 
bakery operations (hypothetical bakery operations) and we see that, actually, 
we had other food sales of $18,550. Again, we are going to be pretty satis
fied with that, right? In fact, we have exceeded our planned performance, 
so in that sense we can be fairly well content with the way our business is 
proceeding. Likewise with miscellaneous sales. We see that we had planned 
sales of $3,900 and actual sales were $3,800, so again that is fairly reason
able. 

Let's now take a look at cost of goods sold. You see, by looking at 
the differences between planned and actual, that we do have a problem here 
in cost of goods sold. For example, under other foods; our planned cost of 
other food was $4,436, which is roughly 30% of $15,000. We see that other 
foods cost of actual goods sold is $6,278, about 35% of actual other food 
sales. In other words, we would expect it to go up, but we didn't expect it 
to go up quite as much as it did. In investigating this difference, what 
could possibly happen? Well, there might be some waste or over-ordering; 
we might have a supplier whose prices are too high and if we changed to an
other supplier we could get this ratio back to some more reasonable level 
(the level it was last year). So now we see the Principle of Management 
by Exception in action here. We see a significant difference, we analyze 
it, and (based upon it) we are going to take some action. 

Finally, we go down to miscellaneous cost of goods sold and we see that 
that seems way out of line. In other words, it was $1.963 (the amount we 
budgeted), and it has gone way up to $3,256, in spite of the fact that mis
cellaneous sales were actually lower than planned. So, we probably have a 
problem there. Again, we are either over-ordering or there is some waste 
or pilferage involved. At least, by comparing budget and actual performance, 
we have an idea that something is wrong; something is out of control. There 
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is a problem here in that this statement is prepared, at best monthly. You 
really don't want to wait until the end of the month to find out if some
thing is going wrong with your business. You'd probably want a fix on that 
at least weekly, or perhaps even daily, and one way you can do this is by 
comparing sales for this day (or the week) with your past sales. That is 
probably something which you all do; or, if you don't do, it would probably 
be a very good idea to start. 

I have prepared what might be a hypothetical sales comparison. We 
have the date, the year, and the day; and I suppose that day is important 
because you would expect sales to increase on a week-end around Friday than 
on a Monday, for example. We see the amounts listed and then we see the 
date for the previous year (on a different date, but the same day). Now, 
I am not quite sure that you would want to do that, but it seems reasonable 
to me that you would want to compare the same days of the month with each 
other. 

Now we come to what I consider a crucial point. We are trying to ex
plain why sales increased or why sales decreased, and this is probably the 
most important part of your sales record. Now we are developing a history 
of the company and you can go back to these records and see the historical 
development of the company. Let's take a look at the first date--July 1. 
We have sales of $360; last year, on that same day, we had sales of only 
$258. So, if we just compare dollar amounts, we might think, "Well, boy, 
we are really making some progress--we have really increased our sales." 
But, if we notice from last year's sales sunnnary that it rained on this 
day, that might indicate that we should increase sales this year; that is 
nothing out of the ordinary, we are not necessarily making any progress. 
Now, we go down to July 2 and we see the sales were $322, and last year 
sales were $364. Now can we conclude that our performance was worse than 
it was last year? Well, again, if we look at the comments that last year 
July 3 was closer to the 4th of July, and we'd expect sales to increase 
around holidays. Again, your performance is probably right in line. We 
can go on down the list. Again, on this Monday we had sales of $265; last 
year we had sales of $305. Really, we are not too sure that performance 
is any worse because it rained last year. These comments seem crucial to 
me to develop a historical record of your performance. 

What we have been looking at is whether or not your company is in con
trol or out of control. But, one thing you would probably like to do is 
make sure that your company stays in control in the first place. What were 
some of the problems we talked about earlier when we looked at the surprising 
increase in miscellaneous costs of goods sold? We said it could have been 
due to over-ordering or waste. Let's say it is due to over-ordering. How 
could we correct this situation? One thing we might do is prepare a daily 
ordering board. Ideally, what would we like to order? We would like to 
order exactly the amount which we can sell, but we don't know what the de
mand is. In other words, we are facing an economic environment which is 
uncertain. Let's say that we were considering a market survey to try and 
predict demand at each level of price. A company would have to be almost 
the size of the Fortune 500 company to justify something like that. What ·~ 
we have to do is look at some satisfactory method of forecasting sales or 
try to come up with some satisfactory method of determining demand, I 
think that this might provide us with a satisfactory method. 
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Let's keep a daily order report. Now, I would imagine that each day 
some of you do order goods. You don't order each day, but once a week or 
every other week. When you do order goods, you should prepare an order 
report and this report should list the items you bought, the quantity, the 
supplier of the goods and the most crucial item--some comments. In other 
words, later we can see how were we able to sell those goods, whether we 
ordered too much or ordered too little. Go back to that order report and 
make some comments. In this way you will develop a historical record of 
your purchases and you will get a good fix on the appropriate amount to 
order. 

Let's take a quick sample and look at apples. We bought 16 bushels 
(quality orchard) and the comment was that it was a large purchase because 
the apples were on sale. I am sure you could come up with a better comment 
than that, but at least it indicates that next year on this date we don't 
want to place a similarly large order again unless apples are on sale. 

Instead of putting comments, when you go to order next year at this time 
take a look at this daily order report and look at the next daily order re
port. Let's suppose that we ordered 7 bushels of readers and on the next 
order report we find that we ordered only 1 bushel. What would that imply? 
Well, we over-ordered the first time, and you don't want to make that same 
mistake. Besides putting comments down, just look at order reports in their 
historical order and that will give you a fix on the right quantity. Prob
ably one of its most important functions is picking up items that you pur
chased very infrequently for comments. Around Christmas time, trying to 
sell flowers and on the 10th purchased 2 dozen poinsettias from Dale's 
Plants; later there were comments that these were ordered too early (in 
other words, the demand doesn't really peak until around the 15th or 20th) 
and the plants were in poor condition, but the quantity was about right. 
Now, next year around the 10th, we'll go back to this order report when 
considering our Christmas goods and wait until the 15th or 20th and also 
consider changing our supplier (the plants were in poor condition). We 
have a historical record that shows that, in some respects, this supplier 
isn't too trustworthy, and we also have a fix on quantity. I am sure a lot 
of you rely on your memory, later you may find that your memory has failed. 
There is no one that can do this better than the one who is running the 
business, because they really have a fix on what the causes for these dif
ferences are. 

(Question from audience.) How do people that grow their own produce 
handle this type of record? If you have a retail operation and a growing 
operation, the best thing to do is to keep separate records for both. When 
you go out and spend time on the farm, you should keep track of your hours 
and allocate all the costs. Hopefully you have set up some sort of salary 
for yourself--allocate that cost to your growing produce so that you develop 
a dollar amount to the cost, which indicates the cost of the goods that you 
produce. It is fairly complicated. 

Another way is to credit the farm with what the items would bring if 
sold in the wholesale market and charge the roadside market this price. 
This is a fairly simple process because there is a known wholesale price 
that you could get if you sold it. 
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I am not too familiar with the problems of roadside markets, but I do 
know that a lot of you wonder whether you make your profit on the produc
tion or on the retail market. The only way to find out is to keep separate 
records. Then when you do know what is more profitable, you may want to 
allocate more of your time to the more profitable activity. If your retail 
operation is the more profitable, you might want to consider buying wholesale 
and backing off somewhat on your producing operation. But, you can't pos
sibly get a handle on that unless you have separate records. It is a lot of 
additional work, but it can be worthwhile. 

Let me summarize quickly what I have done. I indicated you can plan 
for your operation by taking a typical income and expense statement and 
putting in projected figures. This is a four step process--(1) set stan
dards or budget, (2) compare the current performance with the previous pe
riod of performance and the standard performance, (3) analyze the cause of 
any significant differences between actual and budgeted figures, and (4) 
take some action. That is the essential planning and control process which 
you have to engage in to be a really effective manager. Let's entertain 
some general questions. 

HAHN: Good morning, ladies and gentlemen. Let me introduce myself--I'm 
David Hahn, Associate Professor in Agricultural Economics at OSU, and I'm .~ 
your chairman for this morning's session. Now, I think we want to open this ..,,, 
up for general discussion. The thing Jim is trying to focus on here is that 
1975 is over. If it was a good year, that's great; if it wasn't so good, 
that is too bad. Whether you stay in business or not depends on what hap-
pens in 1976 and in 1977. Some of the information that can be most helpful 
to you are the things that Jim talked about--what happened in 1975? What 
happened in 1974? This can give you some insights. But, what he really 
has been pushing is this activity of planning; not just sitting around and 
waiting to see what happens, but trying to plan your own destiny. One of 
the good ways to do that is through records. So, what he has tried to do 
is set the general stage for a format that might be followed. Do you have 
specific questions concerning your own operations? 

_Q. CAN'T I JUST USE MY REGISTER RECEIPTS FOR MY RECORD? A. So, you 
take your cash register tapes, post them in some ledger for the day, sum
marize those for the week, and then summarize them for the month? Then 
you make comparisons between this week and that week last year? I am 
curious, do you make comments in the book regarding weather, ads, etc.? 
You do. Good idea. It works for you. 

_Q. I DON'T THINK ONE CAN ALWAYS PLAN EVERYTHING--THINGS DON'T ALWAYS WORK 
OUT THE WAY YOU PLAN. A. That is quite true, but you don't want to lull 
yourself into thinking that there is nothing you can do about a problem 
and so not plan. Some plan is better than no plan at all. It is better to ~ 
make a try at one. Again, I think if you stick to the format of the income 
statement (or whatever you want to call it), it is really easy to compare, 
given your own knowledge of your own company. 
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.Q. WHEN YOU GROWN YOUR OWN, HOW DO YOU ARRIVE AT A COST OF GOODS SOLD? 
A. Somehow, you have to come up with a figure that indicates the cost of 
producing that amount of goods. This statement I showed you would be used 
not by a producer, but by someone that was engaged in strictly a retail op
eration. Being a grower, you would take all these other expenses (hired 
labor, family labor, not advertising and containers and packaging, but in
surance, utilities, and probably miscellaneous) and allocate those into the 
cost of the goods sold. Of course you can get an approximation by using a 
price you could get if you sold the item on the wholesale market--and 
charging the retail market this amount. If you are buying from a wholesaler, 
those costs to the roadside market are already embedded in his selling price, 
but they are not going to be in yours for what you produce unless you al
locate them. That is exactly what you have to do. 

_Q. I THINK THE SALES SUMMARY THAT YOU PROPOSED (ESSENTIALLY, JUST A COM
PARISON OF DAILY OR WEEKLY SALES) IS INAPPROPRIATE BECAUSE OF CERTAIN ECO
NOMIC CONDITIONS. THE DEMAND MIGHT FLUCTUATE, OR HIGH INFLATION RATE COULD 
DECREASE DEMAND, ETC. IN LIEU OF THIS, WE SHOULD GO TO SOME CUSTOMER COUNT 
FOR THE DAY AND COMPARE THAT TO LAST YEAR ON THAT SAME DAY. A. That is a 
good way to judge your performance. I would agree with you, but I still 
would not abandon the sales comparison, especially in the produce business. 
What if there is some sort of bug kill or you had a bad crop; probably demand 
is going to go down. But, you would probably see the same number of customers 
coming through your store and you would want to keep a handle on this. Again, 
although you didn't suggest it, we are making the implication that you 
shouldn't do away with the sales summary either. As far as sales summary, 
that is something a lot of you do in more detail. Some of you keep track of 
the number of customers and items actually sold, and the physical quantities 
as well as the total dollar amount. That is a very good idea, if that is 
what you are suggesting. 

_Q. I'VE BEEN USING A CASH ACCOUNTING SYSTEM--WHAT ARE YOUR THOUGHTS ON THAT? 
A. Get away from a cash accounting system, which I imagine you are using and 

·go to an accrual counting system. In cash accounting, you don't have any ex
penses until actual cash is expended. But in accrual accounting, you recog
nize an expense the minute the bill is payable--the minute you order the 
goods you get an expense. Let's say that you use utilities for the month, 
even though the utility company hasn't billed you, the expense is recognized 
for the month--not the period in which you pay the bill, but the period in 
which you used up the service. You don't have to get permission to do it 
for your own benefit, but you have to get permission to do it for tax pur
poses, unless you want to keep two sets of books (that, essentially, is the 
only way to get a handle on where you are economically at any given point in 
time). You could probably develop some rough-and-ready feel for what your 
expenses are. You know what goods you have used up, in spite of the fact 
that the bills haven't. come in. I am pretty sure you have an idea of what it 
is going to cost you, or you wouldn't have ordered the goods or services. 
Every operation is an individual setting, and you have to fit your record 
keeping to your own individual operation. 

_Q. I HAVE NEVER KEPT RECORDS--WHAT CAN I DO NOW TO MAKE UP FOR THIS LACK? 
A. One thing you can do, in a case where you have not had historic records, 
is to see someone else with a similar kind of operation who has some records. 
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You will gain some insights. Obviously, you can't go across the road and 
talk to your competition, but if you go to the next county (to someone who 
is not in competition with you) and tell them what your problems are they'd 
probably be willing to sit down, talk with you, and tell you about the 
unevenness of some of these expenses. That is probably a good reason to 
have these types of conventions. 

Q. WE ARE RUNNING ABOUT 10% OF HIRED LABOR FOR SALES IN OUR RETAIL MARKET, 
AND I QUESTION WHETHER THIS IS HIGH OR LOW. I AM CURIOUS--YOU PEOPLE WHO 
HAVE YEAR-ROUND OPERATIONS AND HIRE LABOR TO DO MOST OF THE RETAIL WORK-
IS 10% WHERE YOU ARE OR ARE MOST OF YOU DOING BETTER OR WORSE? WHAT DO YOU 
FIGURE FOR LABOR COST IN YOUR MARKET? A. Roughly, I figure 10% for 
labor, 10% for overhead (which includes packages, electricity, and the rest 
of the incidentals) and I hope to end up with 10% for me. I am not being 
critical of your operation or my operation, I just want to see where I am in 
comparison with the group. A. (Show of hands of those running below 10% 
on labor for the year.) 

Q. WHEN YOU SAY YOU ARE GIVING SOMETHING AWAY, ARE YOU GIVING IT AWAY AT 
COST OR ARE YOU GIVING IT AWAY AT COST PLUS 10% FOR LABOR? ARE YOU GIVING 
IT AWAY WITH 10% FOR LABOR, PLUS 10% FOR PACKAGES? WHAT IS YOUR GIVEAWAY 
PRICE? TO BREAK EVEN, SHOULD IT BE COST PLUS 20%? A. The breakeven 
point depends on the volume. If you are selling 3,000 gallons of milk a 
week, and only marking it up a nickel a gallon, that is still $150 a week. 
I'll be darn if I can't refrigerate and handle my milk for less than that. 
So, it depends on the volume. If you are moving only 100 gallons a week, 
you can't do it--you'd have to make 15¢. You are going to have to figure 
how much it costs you to handle e~ch gallon of milk. Don't make it just 
an automatic thing--they are filling the cart with other things, and you 
are waiting on them anyway--quit looking at it that way. Figure you can 
break even on it. If you are breaking even on that $150 a week (a nickel 
on 3,000 gallon) and using it as a promotion, then you are selling a lot 
more of those 49¢ lb. peaches ($25 a bu.) that I was talking about yester
day. If I were to take my milk, put 20% on it, and then run an ad I wouldn't 
attract anybody to my store with milk. With the kind of volume we do on 
those items, because we do give them away, it is not at all necessary. 

Q. WHAT'S YOUR PERCENTAGE SPENT ON ADVERTISING? A. I wish I knew ex
actly, but I think it is about 3%. Many times I am actually making money 
on these items! Like I mentioned yesterday--"giving away" cucumbers at 9¢ 
each is making $6. 00 a bushel on them. At 50 bushels a week, I was making 
$300 on C'.tctnnbers. So, if you throw that in with some things you are 
giving away, you are still making out. Overall, I am making a modest 
profit on my give away items. Everybody's situation is just a little dif
ferent, but we spend about 3% of gross, about $30,000 a year, on advertising. 

Q. I HAVE TWO QUESTIONS. ONE IS FOR THE PEOPLE WHO GROW THEIR OWN FRUIT 
OR VEGETABLES AND TRY TO KEEP TRACK OF HOW MUCH PRODUCT THEY ARE MOVING. 
HOW DO YOU KEEP YOUR RECORDS SO YOU KNOW, IN A GIVEN WEEK, HOW MANY BUSHEL 
OF ANYTHING THAT YOU MOVED? IN OTHER WORDS, YOU'VE GOT IT ALL IN STORAGE, 
AND YOU ARE SELLING LITTLE BITS AND PIECES OF IT DURING THE WEEK: HOW DO ~ 
YOU KEEP TRACK OF IT? THE SECOND QUESTION CONCERNS THE FACT THAT ALL FARMS 
ARE ALLOWED TO BE ON A CASH BASIS FOR KEEPING THEIR BOOKS. WELL, ONCE YOU 
GET INTO THIS MARKET ORGANIZATION AND START SELLING THINGS THAT YOU DON'T 
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GROW YOURSELF, AT WHAT POINT ALONG THE LINE ARE YOU GOING TO HAVE TO GO TO 
AN ACCRUAL BASIS BECAUSE YOU ARE NO LONGER ALLOWED TO BE ON A CASH BASIS? 
HAS ANYBODY HAD ANY EXPERIENCE WITH THIS? A. We keep a daily sales sheet. 
Our cash register gals just mark down what we are selling, and the price, 
depending on variety and grade. We also keep an inventory of our cider 
sales and at the end of the day we just total up. We do this on a daily 
basis, and the only time we don't do it is on Sunday, when we take an actual 
inventory in the morning and again in the evening. 

My problem is knowing my inventory on things that I am long on, rather 
than on things that I am short on. The things that I am short on, I am re
ordering all the while. As a matter of fact, we have order sheets for pro
duce that we are working off of twice a week. We are very aware of where 
we are. What I need to be aware of is the things I am long on, because 
that is my big promotion the following week. In other words, the way I keep 
my inventory straightened out is by running promotions on the thing I am long 
on. Last week I realized that, in the fruits that I ordered for fancy fruit 
baskets for Christmas sales, I overordered grapefruit. All the other fancy 
citrus (apples, pears, and things from my own cold storage) sold just about 
right, but I was long on grapefruit. So, I ran an ad, "6 grapefruit for 
49¢," which I about broke even on. Also, that will bring them in to pay 
the regular price for some of these other items that I am about right on. 
I also had a lot of Red Delicious from my own farm left in cold storage and 
I wanted to clean them up, so I ran an ad with a coupon, "lOll for 99¢." 
Consequently, by the end of the week, I should have my inventory back in 
control and maybe the following week move those two items I am long on. 
So, I work it from the other angle. 

A. Another advantage of volume is promotional items. With volume, you 
can control that easily because you just run overflow items the following 
week and you are back in kilter again. A. May I address myself to that 
gentleman's question on how to determine the cost of what you are producing? 
I don't think it has been really answered. We have an elevator coming up 
from our basement; we have storage in our basement. We are forced to bring 
our apples up, and this is a lot of extra work. So what we do is have a 
clipboard at the top, and everything we bring up we write on the clipboard. 
I have a record from the last five years of how many apples we brought up 
every day, all season. We do the same thing with donuts. We make donuts 
every day and keep track of how many batches we make and how many dozen we 
bag at night that we sell for day old. 

_g_. COULD YOU GO OVER THE CASH VERSUS ACCRUAL METHOD A LITTLE BIT MORE? I 
AM WORRIED ABOUT THE INTERPLAY BETWEEN THE TWO. AS I GET MORE AND MORE INTO 
A MARKET, AND LESS INTO A FARM ATMOSPHERE, IS THERE A CROSSING POINT AT WHICH 
SOMEONE IS GOING TO SAY, "YOU HAVE TO KEEP YOUR MARKET ON A ACCRUAL BASIS." 
IS IT ALRIGHT TO HAVE YOUR FARM ON A CASH BASIS? WHEN I HAVE A GOOD YEAR 
WITH APPLES, I LOVE TO GO TO THE MARKET AND BUY ALL MY MATERIALS FOR THE NEXT 
YEAR AS EXPENSES AGAINST THOSE SALES. I JUST KEEP SWAPPING THINGS BACK AND 
FORTH AT THE YEARS END AND IT IS A VERY USEFUL TOOL. BUT, SOMEHOW I FEEL 
THAT IS GOING TO COME TO AN END. A. I would imagine that almost everybody 
in this room is on a cash basis for keeping their books. Until you actually 
get the money, or until.you actually write the check, you haven't accrued it. 
But, most people in stores must, by law, be on an accrual basis; you have to 
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account for your inventory each year as you go. First, it was suggested 
that a corporation must be on an accrual basis, and I don't think that is 
absolutely correct. It really depends on the business you are in and the 
size of your business. I believe the regulations specify it on those terms, 
although I am not a tax accountant by any means. As far as having an ac
crual basis for your marketing operation, I think most like a modified cash 
basis. In other words, for most purposes you are on a cash basis, but you 
are on an accrual basis for inventory. This involves a year-end fiscal-
that's it, nothing more than that. So, it's really not much of a problem 
because you only prepare your tax return once a year, right? Take one 
year-end inventory and then you'll know where you are. You'll be on an ac
crual basis, for inventory purposes. 

We are farmers, and I know that (as farmers) we get a backlog of our 
income and expenses. It took us two years to work this out and get rid of 
the things we bought last year that we are paying for. Next year, our ac
crual method is going to work a lot better. We also now have an accountant 
who is working with us, and things are coming out much better. 

_q. I AM SURE THAT THIS YEAR EVERYONE FEELS LIKE HIS OWN SITUATION IS THE 
TOUGHEST IN THE WORLD. BUT, IN OUR PARTICULAR OPERATION WE HAVE A REAL 
PROBLEM. TALK ABOUT KEEPING TRACK OF YOUR TIME FOR EACH CROP THAT YOU 
RAISE--WE RAISE 41 DIFFERENT VEGETABLES, PLUS ALL OF OUR FRUITS. WE OPER
ATE U-PICK, A RETAIL MARKET, AND A WHOLESALE MARKET. WE HAVE DAYS 
WITH 1200-1400 PEOPLE ON OUR FARM. YOU ASK ME IF I MADE ANY MONEY OFF LIMA 
BEANS, I WOULD TELL YOU THAT I HAVE NO WAY IN THE WORLD OF KNOWING. DOES 
THE EXTENSION SERVICE IN OHIO HAVE ANYONE THAT WOULD COME TO A PARTICULAR 
FARM TO TRY AND HELP IN A SITUATION LIKE THIS? A. You'd probably have 
to talk to Gene Cravens; I am not with the Extension Service, so I can't 
speak with authority. There is a record keeping approach for the major 
crops, but when you've got 41 different ones ••• ! am sure that there is 
someone who would come out and help you. One thing we've got to keep in 
mind is, we are not trying to build an elephant gun to shoot a mouse. But, 
by the same token, it may be pretty important to know if you made money on 
lima beans last year or not. While going by the seat of your pants is one 
way to get into serious trouble, the benefits may not outweigh the costs. 
You have to look at the individual situation. If lima beans are pretty in
significant (4lst on the list), they may make no difference. It keeps the 
guys busy when they are not doing something else. But, if it is critical, 
maybe we better take a hard look at that. You ought to be able to get a 
handle on it, if you so choose. It just depends on whether it is important 
enough for you to go after it. A. I'd like to use the cash basis for 
Uncle Sam, but every year (the fir;t of January) I take an inventory to 
find out what the business is doing. As far as inventory and record keep
ing is concerned (from day to day), I like to put down the date we ran out 
of apples--that is our main thing. Of course, if we run out there is no in
ventory, and no problem. With produce, we just sell what we raise and then 
go back to raising again. As far as budget, who can tell (within a dollar 
a bushel) what apples are going to sell for next fall? If I raise 15-20,000 
bushel and it costs me $3.50 to raise them, if I can sell them for $4.50, 
that is fine. If I get $5.50, I've done real well. But, if I get $3.50, I 
have wasted my time. No one can write tomorrow's headlines or these budgets. 
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!· I think our concern with the budget always involves uncertainty; we 
don't know what the next year is going to hold. But, if you sit down 
and force yourself on paper to project some numbers, you will have a better 
feel for what your business is doing. One of the things this is going to 
force you to do is dig back in the shoe box and see what you did last year. 
!· The year before last, I had some extra help at home and decided to put 
out a few soybeans. We put out 5 acres, had the guy come in and combine 
them, took them to the mill, and made $1,500. I thought, "Gee, these other 
farmers are really making it." So, this year I put out 40 acres of soybeans. 
Now the universities tell us, on the average, it costs $4-$4.60 a bushel to 
raise soybeans. Well, I've got some soybeans that won't bring $4, less 
storage, now, where a year ago I sold them for $8 or $8.20. A budget would 
not help. A. I think we are looking at the situation about the farmer 
who made quite a bit of money by not raising pigs. His neighbor decided 
that, since his neighbor made quite a bit of money not raising 10 pigs, he'd 
not raise 40 and he'd probably make more! 

HAHN: We've got time for about two more questions. 

A. I didn't have a question, but I wanted to comment on that man's lima 
beans. I think that sometimes we have to treat farm products like Mr. Fri
day treats his milk--some of these things we don't make money on, but they 
are getting the people there if that is what they want. You've got to look 
at the total product line and see what lima beans contribute. 

A. I just wanted to comment that most of us are content at the end of the 
year to, rather than make a budget for next year, compare this year with 
last year. If we are ahead, we are content. But, we didn't set any goal, 
so we don't know how far we could have gotten and that is the thing. Every 
one of us is guilty of just sitting back and saying, "As long as we beat 
last year, we are going ahead." But, we are not setting that goal and 
shooting at something, and I think that is where we are falling down. 

HAHN: I suspect if Jim got that message across, then he will have accom
plished most of what he wanted to do. History is not going to tell us what 
we are going to do next; you've got to have a goal to be aiming for. His
tory does, however, tell you a little about where you have been and it does 
give you a starting point. 

Jim has put quite a bit of work into this exercise this morning, and I 
think he has done a good job. I have enjoyed participating with you. Hope 
you have a good lunch. 
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CONSUMER PANEL: REACTIONS TO PRICING, QUALITY, ADVERTISING 

Afternoon Chairman: Dennis Henderson 
Extension Economist 

The Ohio State University 

I never fail to be impressed in the interest and enthusiasm that is 
shown in this Conference on the part of the participants. It's a most im
portant Conference and my hat goes off to my colleague, Professor Cravens, 
for coming up with a very excellent program year after year. Incidentally, 
for those of you who don't know me, I am Dennis Henderson. I'm on the 
staff at Ohio State in the Department of Agricultural Economics and Rural 
Sociology and also the Ohio Cooperative Extension Service. 

As we talk about Professor Cravens, I can't let the mike go without 
telling a tale out of school on him. Most of you who know him know that 
he is also quite an avid golfer. Of course, it requires a great deal of 
confidence to be a good golfer, and he has it. I remember one day in par
ticular when we were out golfing in a foursome. We had played a full 17 
holes and were up to the eighteenth tee. In his normal style, Professor 
Cravens was leading off, and he was the first golfer off the tee. The 
18th hole was about 200 yards across water, and then another 30 yards up 
onto the green from the edge of the water--about a 230 yard drive to get 
across the water and onto the green. Professor Cravens, standing up on 
the tee to be first off, looks across that 230 yards and says to his 
caddy, "Give me a nine iron." Well, I happened to be standing very close 
and I overheard him. I said, "Gene, you're kidding. You're not going to use 
a nine iron for a drive like that?" And he said, "Oh, I'm confident. 
No problem." So I said, "Well, I've got a 5-spot that says you won't 
make it." And he said, "OK, you're on." The other two in the foursome 
overheard the conversation and thought that sounded like a pretty good 
thing, so they took a piece of the action, too. So Gene's all settled 
down ready to make this drive across 200 yards of water with his 9 iron. 
He's addressing his ball with his 9 iron in hand, confident as always. 
But, he begins to hesitate just slightly. He turns to his caddy and 
says, "Give me a used ball." 

I think we'll get this afternoon's session underway. We have what 
promises to be a very fitting session for winding down the Conference. 
It's one I think you'll all be interested in. To kick off the afternoon 
program, we have a consumer panel which will be reacting to various mer
chandising strategies by roadside marketers. To moderate our panel, and 
to introduce our panel members, we have the Assistant Director of the 
Ohio Cooperative Extension Service, and Associate Director of the School 
of Home Economics at Ohio State University, Mrs. Naurine McCormick. 
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CONSUMER PANEL 

Moderator: Naurine McCormick 
School of Home Economics 

The Ohio State University 

Thank you very much, Dr. Henderson. We certainly are pleased to be 
here (we think!). Certainly, the producer-distributor-marketing consumer 
function does have some interrelationships. We, as consumers, sometimes 
think we know it all. I've said to our panel on more than one occasion 
that those of us who work with the general public (and this is you as mar
keters) deserve gold stars, because the cussidness of the general public 
is well-recognized by any of you who are in a business. Occasionally, 
it's even recognized by those of us who work in educational programs. 

We hope to express some opinions of consumers that may be useful to 
you. Our game plan is that we'll make some comments as a panel in the 
beginning, and then we will open up for questions. So, as you listen to 
some of our opinions, if you have a very gross reaction you will have an 
opportunity to be heard. 

I think that the concerns that consumers have about price, quality, 
food, advertising, and procurement of a daily diet, are really very similar 
to the kinds of concerns that those of you in the marketing industry have 
as well. I have assured our consumer panel that there are no right answers 
and no wrong answers. They may express opinions and feelings freely and 
I assume that, if they are too free with those opinions, one of you will 
cut them down to size! We all need to "loosen up" a little bit. This kind 
of panel is a bit more difficult than sitting across the table during lunch 
and interrupting each other. I've assured them that they are free to in
terrupt, but they ought to be fairly lady-like about it. 

I've also assured them that most of you are in the food marketing in
dustry. But we, as consumers, look upon all of the kinds of products sold 
in roadside markets as potential for our dollars. What I'm really saying 
is that when you drive down the road there are candle markets, antique 
shops, food markets, honey salesmen, bedding plants, souvenirs, greeting 
cards, cider, you name it. I have, over a number of years, ridden with my 
husband down the highway and he ain't gonna stop at any of these! And so 
as a consumer, housewife, homemaker, it becomes my first strategy to get 
my husband to stop. After that, I worry about what it is that I'm going to 
buy and how it's displayed. So, Point #1 is that we, as potential con
sumers have wants and opportunities--potential buying that is somewhat dif
ferent from the individual who is driving the car. That is why some of us 
shop as groups, and come to the roadside market two or three in a car to do 
whatever shopping we have in mind. 
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We're going to zero in on food today, but I'm sure you're aware of the 
many kinds of markets that are running competition for our dollars. I'm 
going to let the panel members introduce themselves and tell a little about 
themselves in order that you can pick them out as personalities. This way 
you'll feel more free to direct your questions to an individual. I am also 
conducting a survey (which I do whenever I have an opportunity in front of 
a meeting of this size), so I'll proceed with my survey at this point. How 
many of you read Ann Landers? Come on, I'd say Ann has quite a following 
in this group. One of the most interesting and humorous columns that Ann 
ever put out is the one that ends with, "Lady, I hope your team wins." Oh, 
I'll have to tell it. There aren't enough of you who know that story. 

Several years ago someone wrote in asking about doing housework in the 
nude. The woman talked about the great freedom of doing her housework in 
the nude, so Ann put the letter in the column. Very shortly after that 
she got a bunch of other letters (which she also put in her column) des
cribing all kinds of incidents from homemakers and housewives who practiced 
that particular operation. One of the letters said, "Girls, don't do it 
anymore because this is what happened to me." This particular woman had 
sent the husband off to work and the kids off to school. She had an arm
load of washing and went down to the basement to put the laundry in the 
washing machine. While she was doing that she noticed the pipes were 
dripping from the ceiling above her head. She looked around, saw her son's 
football helmet hanging there, and she put it on to protect her new hairdo. 
At the same time it occurred to her that her housecoat wasn't too clean, 
so she took it off and dropped it in the washing machine with the load of 
laundry. About that time, the meter reader came in the back door. She 
looked around for a place to hide and there was an ironing board in the 
corner, next to the meter, so she squatted behind that. The meter reader 
came down, read the meter, and as he was going up the stairs said, "Lady, 
I hope your team wins." Now that's where we are this afternoon! We hope 
our team wins. With that, I'll begin with you, Vicky. Tell a bit about 
yourself, where you're from, and how you happened to get into this. 

HARTLEY: That's not fair to start with me; I never heard that story be
fore! I'm Vickey Hartley. My being first is partly chronological--I 
must be the youngest and most inexperienced at this game called homemaking, 
having been married less than five years. I live in Madison County with my 
husband, John, and son, Scott (who is about 19 months old). I am a member 
of a homemaker's Extension group in Madison County and have been for about 
two years. 

I'm overwhelmed by this large group. I think many of us on the panel 
came not 100% aware of what we were in for. But, we're excited about it 
all the same. 

As many other families today that happen to have a little extra ground, 
we do some of our own gardening. But, there is no way (on a small scale) 
you can produce everything in the way of fresh produce that you will con- ~ 
sume as a family. So, as a result, I also do a certain amount of marketing 
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at roadside markets. In my particular situation, we have a long-estab
lished fruit market in my home community that has a very good reputation 
for high quality fruit (although most of the food is brought in from the 
larger market in Columbus, I suppose). In addition to that, I have a 
small grocery and farm market that's within a mile of my home, so I shop 
there for a lot of my emergency needs. Also, this would be the place I 
do most of my regular marketing as such. I just can't resist the tempta
tion to buy a bushel of whatever happens to be in season wherever I am 
when on vacation. So, in the summer time I will end up with peaches if we 
go north, and if we go south I end up with citrus fruit. So, I think in 
terms of my marketing, I am very much average. 

BEERY: I'm Emily Beery. I'm married to a man who's a Mobil distributor 
in Pickaway County, and I have a son, 18, who works with his father. I'm 
now President of Extension Homemakers of Pickaway County. I understand 
that Pickaway County has its good share of roadside markets, of which I 
have my favorites (I'll tell you why later). I do most of my fruit, but 
I don't do canning. 
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HUFFMAN: I'm Doris Huffman, from Powell, Ohio. I live on a farm, and I ! 
used to be a farmer's wife, but now I'm a farmer's mother. That's a little f 
bit harder. I have two sons, 17 and 18 years old, who farmed 1000 acres I 
this sunnner. My husband has both retail and wholesale recreational vehicle ~ 
businesses and, in his travels, he is a compulsive roadside _market shopp~~-----,--..,, : 
So, I'm in a better position than these other ladies because he will stop · 
as long as they're growing something out back. So, that tells you some- , 
thing. [ 

I 
My daughter and I do extensive gardening. Living around Columbus all 

my life, I've been sort of an amateur consumer educator to my city friends. 
I try to be humble about it when I tell them all the superior qualities of 
fresh produce, where they can get it, and what they can do with it. But, 
I enjoy telling them because I think the biggest problem in marketing is 
education of the buyer. 

MILLER: I'm Ann Miller from Plain City, Ohio. I'm the mother of seven 
children, so everything we buy is by the bushel or by the fifty pound bag-
as large a quantity as we can get. We do a lot of canning, freezing, and 
our own gardening. We raise a lot of our own strawberries, but we have 
gone out and picked them ourselves at other places. It's going to be an 
interesting afternoon to really talk with all of you and find out what we 
can do for you, and what you can do for us. 

TIMMONS: My name is June Timmons; I'm from Pickaway County. I have two 
children. I'm originally from Kentucky, where my grandparents provided 
us with all of our farm vegetables and things for canning. I've been here 
for eight years. We used to live in a small trailer park where I had to 
shop at the markets in order to do my canning. Now we have a small acre, 
very small, and we do raise some of our o"Wn things, but I still visit the 
farm markets. I hope we can help you today. 
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McCORMICK: We know that some of the questions that come to your mind might 
concern how important are price and advertising; how important is it to 
provide consumer materials, canning information, and other things at the 
market; whether or not we as consumers are brought in by displays, special 
services--things of that sort. So, I'm going to start by asking Ann what 
really prompts her to shop at a roadside or farmers' market and, when she 
does shop, what prompts her to go back or refuse to go back to a par
ticular market. 

MILLER: I think the main reason I go to a market is because I can buy in 
quantity, and usually the larger the quantity you can buy at a particular 
time, the cheaper it is. The reason I go back to a particular market is 
because of its friendliness. If you are carrying a child and have another 
child whose hand you're trying to hang onto, it's nice to have someone who 
says, "I'll have someone help you with that" or "Can we carry this out for 
you?" This saves you from having to take the children to the car, and then 
go back and carry the produce to the car yourself. If you've ever tried to 
carry a 50 pound bag of potatoes, you know how heavy that can be. It's 
just nice to have someone who's friendly, has a smile on his face, and likes 
the job he is doing. And, the job he is doing is a good job because the 
place he is doing his job in is relatively clean, there aren't a bunch of 
bugs flying around, and there's no rotten so-called produce to be sold. If 
I see grapes that are hanging down in a beautiful group or bunch, I would 
certainly buy some, just because they look so pretty. But, you know, if 
there's some rotten ones with the beautiful ones hanging there, I probably 
would walk right on past. So, I think these things are why I would go back 
to shop certain markets. 

HUFFMAN: My husband likes a knowledgeable salesman (being a salesman him
self)--someone who knows his product and can tell you something about it, 
for instance, when it was picked and so forth. If this means your ten year 
old son, that's all right with him, because he would be honest and tell you 
that the melons had been laying there for so many days. Some people who 
produce their own products spend their time working in the fields and with 
management, and hire some kid down the road to run the stand. I think that's 
the worst mistake you can make. If you're in the stand, you're going to 
sell more. 

We were talking at lunch about buying melons. I know you're supposed 
to thump a melon, or smell it, or do something. But, what does that tell me? 
If I'm canning tomatoes, I want tomatoes that either have high acid or low 
acid, and I want someone there to tell me what they have, what I can do with 
it, if it's going to be good, or if it's not going to be good. I can thump 
and I can smell, but I don't know what that tells me. 

This may be jumping ahead a bit to another topic, which I'm sure we'll 
touch on, but I think one of the advantages of shopping at a farm market 
type of business is that you're avoiding all the excess packaging that we see 
so much of in modern supermarkets. I'd rather to be able to pick up a hand
ful of green beans, put them on the scales, and say, "I want this many for 
my family." I don't want some produce manager deciding how much I want. I ~ 
also would rather buy fresh produce. I know that, unless you actually know 
who's doing the growing and are willing to do some intensive investigation, 
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you'll never know. Like many people, my husband and I are into this sound 
nutrition, or organically grown type produce. We grow our own produce 
organically and we use the barest minimum of chemicals. I would like to 
be able to shop and buy merchandise that I know has been grown the way I 
would grow them, if I had the time and opportunity myself. 

McCORMICK: June, I would like to ask you if you would tell your "cucumbers 
story." 

TIMMONS: I was a cashier at a very well-known supermarket. I was sacking 
and you know how a cashier sacks--boy, you really get a talent. Well, I 
picked up a cucumber and whish, right out the door! I went chasing out 
after it. I don't like waxed cucumbers. When I buy cucumbers, I don't 
want them waxed, ever. 

McCORMICK: I suspect that when most of us buy anything, we really are 
influenced by the display. Would you like to comment on some of the kinds 
of things that you see, and displays that help you to buy? Comment on any 
that give you a "going away" feeling. You commented on the spoiled pro
duce. What other kinds of display really help you to buy or not buy, 
Emily? 

BEERY: I lost my gift of gab today; you all scare me! Well, at my market 
everything is grown there. There is nothing shipped in. They kind of 
spoiled me; I rely on them to tell me what apples bake and what potatoes. 
I's a very organized market, but there aren't a lot of displays or extra 
display items. I don't know what else I can add to that. It's just that 
it's all very well-organized in its little departments. And, everything 
is washed. They have a very good reputation. 

McCORMICK: I'm really surprised at how little comment is made about price. 
Do one of you want to talk about price and how that influences you? 

I don't want to talk about price, but can I go back to the display 
aspect? I'm thinking along with what Emily said. I know that the market 
in London has a high quality reputation. When I go in there, most of the 
produce that requires refrigeration is in a refrigerated area. In addi
tion, he has a very fine mist spray, and I just have the feeling that 
lettuce is crisp even before I've taken it home and put it in my tupper
ware crisper. It's something that appealing to me. 

Well, since I've got the mike, I'm enticed by a special. Every so 
often the market that I shop puts a sign on their front door saying, 
"Head lettuce, 3 heads for $1." Well, we' re big salad eaters, so I always 
stop and buy three heads. If the sign said 39¢, I would probably buy one. 
Now, that's crazy--there's not much difference; but I guess they call 
them loss leaders when it's 5 lbs. of sugar for 30¢ and things like that. 
A leader item will bring me into the store. But, generally speaking, if 
I want something specific, there is a particular market I go to. When I'm 
having a nice dinner and I want baking potatoes, I go and I buy exactly 
how many potatoes I need for guests because I know these are going to be 
the finest potatoes I can buy. I pay a good price for them, and I'm will
ing to pay a fair price for appropriate quality. 
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In the metropolitan area of Columbus, I'm sure apples are purchased by 
price (according to what I read in the newspaper). What they don't realize 
is customers will drive to Johnstown or places north to buy apples that are 
25¢ cheaper than the apples closer to Columbus. So, I think they do buy 
according to price for things like apples. (I only hope that whenthey get 
to Johnstown the quality is as good!). Now, when it comes to fancier 
things that aren't so common (things they buy for a party, etc.) in the 
Columbus area they'll pay the price as long as the quality is outstanding. 
Of course, we're in a fortunate situation in Columbus. We do have people 
that want the quality and will pay the price, plus the fact that they don't 
have any idea what things cost anywhere. They'll pay $2.50 for a little 
basket of tomatoes, and there is no way you could sell them a bushel. So, 
we do have these benefits in Columbus. People will buy a bushel of apples 
for the price, but then they'll pay an un-Godly price for tomatoes, just 
so they get something fancy for their party. 

McCORMICK: When you talk about price, we have to remember the amount of 
time and energy educators have put into trying to help people learn what 
is called "comparative shopping." I'm curious whether any of you call one 
or two markets and find out what the price of items is before you make your 
trip for shopping? Do you check around three or four places for what sweet 
corn costs the day before you're going to do your canning or freezing, or 
do you just go one place and buy whatever they have there and proceed from 
that? Can I call on you, Ann? 

MILLER: Yes, I do call different places. In our area there are at least 
three markets that are reasonably close to us, and we can now call Columbus 
from Plain City without a toll charge. But, I'm also willing to call 
Marysville (which is a toll call) to find out prices at the Ohio Orchard 
before I make the trip there. I'm willing to go one direction or another 
direction to get the product that I'm after. I want to know where I can 
get the best price, if I can order it, and if they can deliver it when I 
want it delivered. If I need it at 8 o'clock in the morning, and you can 
deliver it, you've got a sale. My time is very organized, or I try to keep 
it organized. I can't be up until 3 o'clock in the morning freezing corn 
because somebody couldn't deliver it until 7 o'clock that night. You've got 
to be able to get that product when you want it. If you can't, you call 
around and find who can deliver it. You know their quality is good by word 
of mouth. In our area, that's basically how we know who's got what. We 
do have a couple of flyers also where people advertise free, but not all 
of them advertise. So, you learn who you can depend on, and who you can't, 
who's going to cheat you, and who's not afraid to dig down to the bottom 
of that container to show you those grapefruit, oranges, or apples on the 
bottom. If he's willing to pull out that rotten one and throw another one 
in, you know he's not afraid of his product. If he doesn't do it, then you 
should be kind of leery. Within a week, if three-quarters of the bottom is 
gone because it's contaminated, and all these little fuzzy things are crawl
ing around on them, you just don't go back. You've got no use for him. 

McCORMICK: I'm sorry I took her to lunch! Dr. Cravens will be, too! Any
way, this business of doing comparative shopping brings up the point of 
how do we know, as consumers, where to seek information? You mentioned 
flyers, Ann. I appreciate that. Some markets do get out flyers--some come 
in the mail addressed to occupant, some are distributed in grocery stores. 
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You mentioned word of mouth. I'm curious whether or not it's possible to 
improve that cormnunication system between marketers and consumers. How 
does the word get spread? 

Naturally, I have a different viewpoint because I'm married to a local 
newspaper publisher. They publish just local connnunity newspapers, about 
five of them. So, it's deeply ingrained into my buying habits to patronize 
our advertisers because it's good business. If I were buying in quantities 
like Ann does (my family of three is far different from her seven children), 
I would very likely do the same thing she does. But, in just buying my 
weekly needs, I look at the newspaper ads, and compare the prices. I'll 
compare even the big groceries' prices with what I can get at the market. 
This is the only comparison I do, and it is really done through printed ad
vertising. This is probably the easiest available way, if you have a paper 
coming into your home. 

McCORMICK: I'm interested, Ann, in whether or not you pass the word to your 
friends when you have good luck? 

MILLER: Yes, very definitely. There are several of us in the Plain City 
area who shop various markets. If we find a particularly good buy, say 
potatoes in 50 lb. bags for 7¢ a pound, we'll go get them. We have one 
market near us that has dried kidney beans. We buy kidney beans in the 
institution size cans. Since I'm home all day, it's nothing to put them in 
a crock pot and let them cook. You can get them much cheaper dried than you 
can already processed and canned. Also, you wonder when you buy them at the 
grocery store, how many hands they've gone through and how many people have 
handled these beans, or whatever. If you get it from the market, you can 
see them dipped out of a burlap bag. You take them home and wash them your
self, and you might even find a rock occasionally. You can process it like 
you want it processed, not how somebody else decided it should be processed. 

HUFFMAN: Speaking of comparative shopping, my husband will stop at every 
fruit stand between Columbus and the Ohio River and compare the melons. 
Then he buys them on the way back. I do wish, if you're going to put a 
sign out saying "Five melons for a dollar," that you wouldn't put those 
junkie melons out there as a come on. Why don't you put out your best· 
produce, so I'm impressed and stop to look at what you advertise? Why don't 
you figure out a way to advertise the very nicest melons you have, and then 
when I stop and look at them I might end up buying some of your other melons, 
if the price looks good and they aren't too old. But, why don't you adver
tise the best that you have, rather than the worst that you have? We're so 
disillusioned from stopping and looking at junk melons. Did you know that 
you can freeze melons? They freeze beautifully, especially if you put them 
with grapes and lemonade. 

McCORMICK: Doris, this group advertises the best melons they've got. Now 
shame on you. 

HUFFMAN: That must have been one of those Indiana trips! 
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McCORMICK: We've talked a good bit about the market. I'd like to talk for 
a few minutes about the pick-your-own proposition. I have not been out pick
ing strawberries for many years. I grew up on a farm in Iowa where you 
earned your pin money by picking strawberries, and when I went away to col
lege I said never will I stand on my head in a strawberry patch again--and 
I haven't. But, I have youngsters who think the pick-your-own deal is a 
great one and do participate. I know a lot of people in my neighborhood 
watch for ads in the paper stating when pick-your-own things are available. 
Have all of you done pick-your-own? All of you have except Vicky. One of 
you who owns a patch of something better zero in on her so she gets that 
experience! Let me start with you, June. What kinds of things do you like 
about a pick-your-own operation? 

TIMMONS: I swore I'd never pick strawberries again when I left Kentucky, 
but I've been picking strawberries. I don't mind picking my own things, if 
the price is right. If I see that I am making a genuine savings, then I 
will spend my time picking them, but I will not pick strawberries for a 
savings of a nickel or a dime a quart. I have to either freeze or make 
preserves out of those strawberries, and that's my share of the work. If 
I'm just going to save a nickel or a dime, then I'll pay someone else so 
that when I get home I still feel like putting my strawberries up. When 
you have small children, it's difficult to pick-your-own because the straw
berry patch looks like it's already preserved. It's a mess. I won't take 
my children any place to pick strawberries and I'd appreciate it if no one 
else would because it messes it up for the next guy. 

I like to do pick-your-own strawberries, apples, and pears. I think 
it's one of the greatest bargains going, unless you are charged by the pound. 
Then you've got to figure out how much a quart of strawberries weighs. Is it 
really a savings? One person you talk to says a quart weighs two pounds and 
another says a pound and a half, maybe. You've got no strong guidelines to 
go on. But, when it comes to picking apples, pears, and this kind of thing, 
I really think it's fun. I enjoy it, and I think it's a good way to get out 
and work off some of your frustration. You can put the children with grandma 

. or somebody, and you've got a good excuse to get away. Personally, I enjoy 
that kind of work. That kind of thing is fun and I like to do it. If you 
can give us a bargain, I'm all for it. 

HUFFMAN: Listening to my city friends speak, I imagine pick-your-own is 
probably here to stay in the Columbus metropolitan area. And I think this 
gardening thing is too. The nice thing about city people starting a garden 
is when it flops. It makes them so eager (they wanted that so bad), they 
go to the roadside stand and buy after they've had their failure or after 
someone steals the tomatoes they grew. They wanted those tomatoes so bad, 
the family was so excited about it, that they'll go to the roadside stand 
and buy the tomatoes. This gardening thing is here to stay in the fore
seeable future. Of course, the farmers have always done it, but I think 
the city people are finally coming around, too. They're not laughing at 
us anymore. 

Personally, I'm not for pick-your-own. I just buy a certain amount. 
I went out and picked once, and took two little nieces and I'll never do 
it again. 
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McCORMICK: If you took two little nieces, these folks hope you'll never do 
it again! 

One of the things that Doris infers in her comments is that there are 
lots of people who've gotten into the gardening, food preservation, canning, 
and freezing kick who have very little understanding or appreciation of how 
plants grow and mature and how the produce matures. They are used to seeing 
all one size and packing in the store, and they don't understand that they 
don't grow that way. One of the farmers I talked to in the Dayton area who 
had peas as a pick-your-own proposition said he didn't believe he'd do that 
again because people just tramped them to death. But, fresh peas, new 
potatoes, or something we all had when we were kids are a come on for many 
families and they'll go a long way for them. Some of these kinds of things 
are not very profitable, but others may be very profitable. How do you get 
that kind of information to people, other than the newspaper ad? Have you 
had any other experience of being notified where pick-your-own is available? 

McCORMICK: How far would we, as consumers, go to participate in pick-your
own? 

Well, Pickett Cherry Farms puts ads in the Delaware newspaper, and 
that's pretty far from us--probably 60 miles--it's almost to the lake. So, 
I suppose it depends on the produce. People around Columbus drove many a 
mile for apples this year; they really wanted those apples. 

Personally, I'll drive quite a ways to pick-my-own, if it's something 
I want. If I want grapes, and I want to pick my own grapes, I'll drive a 
long way to get them. 

McCORMICK: You made reference to the per pound cost, when the usual con
tainer you are used to is the quart. As you go to the pick-your-own 
situation, what kind of help would you like to have from the management, 
what kind of containers would you like to work with, what kind of instruc
tions would you like to have? I expect you've had experiences where you've 
had good help and felt good about it. 

In the paper it says, "Come pick your own apples, grapes" or whatever, 
so I usually call that particular place (if I can find a phone number) to 
find out what's expected of me. Am I supposed to bring my own containers; 
or will you provide the containers? How much are those containers going to 
cost me? If I don't like your price, can I bring my own containers? Then 
when I get there, I want someone who knows what he's doing to say, "This is 
your row lady. Don't dodge rows or jump from here to there." Everything 
is organized and goes along in a nice, straight pattern. You don't have 
all this frustration of one person trying to be Mr. Nice Guy watching Mr. 
So and So reaching across and getting his strawberries. I just don't like 
that. I like to be assigned and know what I'm supposed to do, and I'll be 
glad to pay for what I've got. But, I want to know what my responsibility 
is and there has to be someone there to .tell me. I don't want to feel like 
I'm walking off with something when that's not my intentio~. 
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McCORMICK: I think we'd all agree with that. You have a preference in 
terms of being assigned a certain row or quantity so that you have the feel
ing that it's a business-like operation. The other request that comes up 
regularly from consumers is help for recipes for preparation, canning and 
freezing, and serving the produce that is purchased. In our Extension pro
gram we're seeing more and more of the grocery store asking for recipes they 
can display, or the connnercial company doing leaflets and displaying them 
with their products. I'm curious about you as a group--do you like to have 
information available in the market? Do you pay any attention to it? What 
do you expect from the proprietor? 

TIMMONS: I'm not familiar with a lot of vegetables, and until last year I 
had never tasted zuccini, I saw them, but I didn't know what to do with 
them. It's the same way with eggplant. I would appreciate if someone had 
just a tiny pamphlet, or even a little piece of paper with just one recipe 
on it, or if they would give you ideas on how to care for it--when I get 
home do I cut it, wrap it in cellophane, wash it, what do I do with it? 
Even the more common vegetables like tomatoes--! know how to prepare and 
can tomatoes, but people from a different background might not know this. 
Any little hint given on any of the vegetables would be so helpful to the 
housewife. 

Basically, I agree with what June said. I'd also like to know just 
how many servings I can expect to get out of that particular item. Like 
eggplant--it's not a familiar vegetable, as far as our family is concerned. 
ln fact, I don't know how to cook it. ·~ 

Speaking of vegetables, how many of you here own a radar range? I 
just want you to know that the best vegetables you'll ever eat in your life 
are cooked in a radar range. Now don't get me wrong--I'm country, always 
have been and always will be, but I live close to Columbus. But some peo
ple buy these radar ranges and the first thing they want to do is cook a 
big turkey or a big piece of meat in it. That's the biggest mistake of 
their life. Anything you can do as vegetable growers to promote the cook
ing of vegetables in these ranges is worthwhile, because some people won't 
eat vegetables. I've had visitors to my farm who just absolutely insist 
they will not eat spinach, until I go out in the garden, pick it, and cook 
it in a radar range. Then they ask for more. They just have the best 
flavor you ever tasted. Also, you can get them out of the refrigerator to 
heat up the next day, and you won't know they're leftovers. 

McCORMICK: I'm going to ask Emily what kinds of services market owners can 
perform for groups. You gave us an indication that some of the marketers 
had been so excellent in helping you with your group activities in your com
munity. 

BEERY: There are two that we really go to and they gave us such a good 
price. We had two Heritage Days and they had the cider cold and fresh. We 
didn't have to worry about storage, we sold it so fast. 

TIMMONS: Emily was talking about Pickaway County's Heritage Days back in .~ 
September. The lady who has the farm market made special plans for us to "If/II 
pick up the cider we were going to sell that day at 8 o'clock in the morning, 
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Saturday and Sunday mornings. We would have no way of storing the cider, 
and keeping it cold unless she provided us with her services. That's where 
I'm going to send anybody that needs a farm market, because she was good to 
us when we really needed it. Also, several years ago when I first moved up 
here I just happened to be in her market, and she had a whole bushel of 
tomatoes there with little black spots with a sign, "$1 a bushel, damaged 
tomatoes." She didn't try to hide the fact that they were damaged; she 
said they were perfect for canning. I canned I don't know how many quarts 
for $1. I remember this, and the services that she gave the Pickaway 
County homemakers during the time of our needs. She provided us with the 
storage for the cider, plus the fact that she got up so early Sunday morn
ing for us. And the price, you just wouldn't believe what she sold us the 
cider for--you'd probably fall off your chairs! But, she was very fair and 
we appreciated her services so much that we tell all our friends about her. 

I think June hit the nail on the head. The biggest service you can 
give the consumer is honesty. 

McCORMICK: Well, that opens it up for the questions that you people may 
have. You may direct them to individuals or you may just direct them to 
the group. 

_Q_. DO YOU CONSIDER PICK-YOUR-OWN AS RECREATION? 

A. MILLER: I don't consider it recreation~ Not.after you've chased seven 
children around. 

g_. IF YOU CONSIDER PICK-YOUR-OWN AS RECREATION, YOU SHOULD BE WILLING TO 
PAY A GOOD PRICE FOR THE OPPORTUNITY TO PICK-YOUR-OWN. WOULD THAT BE FAIR 
~OR YOU? 

A. HARTLEY: This should be Doris' baby because she's big on consumer edu
cation. Quickly, I'll say to you what I said earlier. I'll pay what I 
consider a fair price for quality, and it may even be a higher price than 
what I would pay somewhere else. Generally speaking, I don't think we're 
educated as to the grading of produce. 

A. I don't want to pay for cans; I don't want to pay for processing. If 
I can get it fresh, I will pay the price--plus the fact that we like it 
better. Generally, canned goods in the grocery store are too high priced. 
I don't want to pay a terrific price for something from California if I 
can get something comparable raised fresh here in Ohio. I'd rather buy 
local and not pay shipping charges. We raise a lot of our own produce, but 
we buy a lot of fresh things because that's the way we like to eat. However, 
I'm aware that we're probably not average. 

A. MILLER: Personally, I feel that I'm willing to pay a price, and I'll 
compare your price with any store and I'll compare the price within your 
store. If you've got apples for sale by the bushel that your pickers have 
picked, and you only want a dollar less for the apples I pick, then I buy 
your already picked ones. I won't go somewhere else and compare prices, 
necessarily; but if I decide to come to your place of business, I will com
pare your asking price to what you're asking of me. 
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A. I don't want to buy the seconds that Florida sends up to the grocery 
stores--! want to buy the good stuff like they have down there. I will 
pay the price for quality citrus fruit. 

g. I WOULD ASK ALL OF YOU, AS MERCHANTS, A QUESTION IN RETURN. HOW MUCH 
EFFORT ARE YOU WILLING TO TAKE WITH YOUR CUSTOMERS TO EXPLAIN THE DIFFER
ENCES IN THE GRADING? IT'S AN AREA THAT WE DON'T KNOW MUCH ABOUT. 

A. Any time we, as consumers, are willing to ask, the proprietor is will
ing to explain. Sometimes, however, the hired help is not familiar with 
the grading and not able to explain. 

A. I will verify what you've said because I have asked, and I've gotten 
very good replys. The people usually knew, but if the person I asked 
didn't know he was very quick to find someone who did, and they explained 
it very well. 

McCORMICK: Some of us do have some old notions in our head that if you shop 
at a farmer's market, the price ought to be cheaper. I think that those of 
us who work in education certainly do need to help consumers appreciate 
quality, grading, and things of this sort. 

_Q. WOULD ANN PLACE ANY ADDITIONAL VALUE ON THE QUALITY OF THE APPLES THAT 
SHE PICKS HERSELF VERSUS THOSE THAT ARE PICKED FOR HER? 

A. MILLER: No sir, because those that I pick for myself are probably of 
less quality from the standpoint that I can't grade them. So, I'm getting 
firsts, I'm getting seconds, and anything else. Whatever I pick off that 
tree I put in my container. I don't question it because I know that I liked 
what I picked off the tree, and I've got no qualms about it. I realize that 
if your pickers went through these apples I would have firsts and seconds 
and probably even some they would throw away, but I'm perfectly satisfied 
wi.th it. If I'm going to drive some place to pick my own apples, I'm most 
willing to pay a fair price. But, you know you're not going to charge me 
just a dollar less, because I'm not stupid. I know I'm not getting what 
you would sell me normally. 

_Q. DO WE, AS CONSUMERS, RECOGNIZE THAT THE QUALITY AT THE ROADSIDE MARKET 
IS CONSIDERABLY BETTER THAN IT IS IN THE GROCERY STORE, BECAUSE OFTEN TIMES 
THE HANDLING IN THE GROCERY STORE LEAVES SOMETHING TO BE DESIRED. APPLES, 
FOR INSTANCE, SIT OUTSIDE THE REFRIGERATOR AND ARE NOT HANDLED CORRECTLY 
WHEN IN THE GROCERY STORE. 

A. TIMMONS: Yes, I would rather pay you for your food than go to the 
grocery store any day. I've seen what happens in the grocery stores--I've 
worked with it--and I would rather give you my money and get the quality. 
I would rather buy your bananas and your eggs, especially. As long as 
I've lived here, I've never bought a dozen eggs in the grocery store; I 
always go to the farm market for my eggs. I would rather pay you for what 
I buy, than pay all the carry-out girls, the manager, and all those people 
at the grocery store. 
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McCORMICK: You evidently have convinced us, as consumers, that you are the 
best of food handlers. If we're really truly willing to pay more, then we 
must be expecting top quality from you and you must have done a good job of 
selling us something. 

_Q.. CAN WE PRODUCE OUR VEGETABLES IN THE GARDEN CHEAPER THAN WE CAN PURCHASE 
THEM AT THE ROADSIDE MARKETS? 

A. Well, it took me 19 years to grow a melon, and I'm still not sure I 
grew the melon because I did everything right or because it just felt sorry 
for me! There are some things, of course I've been gardening for 20 years, 
I've kind of gotten the hang of. But, generally speaking, around the 
Columbus area (with this famous clay ground that we have) a lot of the 
people are not saving money by gardening. You have to garden in quantity 
in order to save money, and you have to garden the things that give you the 
most for the least effort. Take cauliflower--it's such a hit and miss thing 
that I'd just as soon go to the market and buy really good cauliflower. I 
haven't gotten the hang of it yet. 

}:_. I think that you do save over buying the processed. But, I think I would 
not be willing to state that I could definitely produce my own food cheaper. 
But, my husband and I get satisfaction out of it that goes beyond price, and 
I think that is true of a lot of people. For that reason, I thirik we will 
continue to garden; but we will continue to shop at your markets, too. 

A. When we first moved to where we are now, my husband put out a very small 
garden. Of course, every year it increases in size, but we could't raise 
the garden without a $2,500 tractor! 

_Q.. IN RELATION TO PICK-YOUR-OWN, HOW DO YOU FEEL ABOUT HAVING YOUR CARS 
INSPECTED WHEN YOU LEAVE THE PATCH? 

A. If I expect you to be honest, why wouldn't you expect me to be honest? 
You ought to check my car; I really think you should, if you really feel 
that way. I would like to leave you so that you're happy that I'm coming 
back, as much as I would like it to be the other way around. 

A. Don't forget, it's your place of business. You worked hard for it, 
it's yours.· Of course, you want to please the public, but you have the 
right to make a few reasonable rules. So, go right ahead and do it and 
don't apologize for it. 

McCORMICK: · My feeling would be that, as a consumer coming into your place, 
I would like to know what those rules are in the beginning, and inspecting 
the car is just fine as one of the rules. 

_Q.. AS CONSUMERS, ARE YOU PRESERVING FOOD, CANNING AND FREEZING BECAUSE IT'S 
THE FAD AT THE MOMENT? ·AS MARKETERS, SHOULD WE BE PROMOTING INFORMATION, 
HELPING THOSE PEOPLE WHO ARE PURSUING A FAD? 

McCORMICK: I'd like to comment from the standpoint of our home economics 
program in the state of Ohio to show you how much of a fad it may very 
well be. Two years ago we used about 5,600 pieces of literature in the 
state of Ohio for canning, and food preservation. One year ago we printed 
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and distributed somewhere in the vicinity of 35,000 pieces. Last sunnner, 
we printed 250,000 pieces of literature in Ohio, as compared to what we did 
two years ago. You talk about people being into it--they certainly are. 
The interesting part seems to be that people in my generation learned to 
do canning from their mother. Then the next generation skipped, and it's 
the young generation (people in their early 20's) who have gone to food 
preservation. Many are using the instructions that my mother used. They've 
had very little personal experience, so they are seeking all kinds of in
forrnation--some of it that they are being forced to use being much out of 
date. So, the whole food preservation thing has helped to promote home 
gardens and do-it-yourself. At the same time, it's created a terrific 
amount of problems. One of my feelings about providing the general public 
with information is, if you're going to do it as a marketer, be sure you 
have up-to-date things to distribute to people because they really don't 
have much experience on which to base thei~ questions. 

A. When you talk about a fad I think of something that is fun, and any
body that has done canning as a fad has a lot of work ahead of them. But, 
it always pays off and it kind of grows on you. Even in our own county 
Extension club, there was a dire need for a canning clinic. So our club 
sponsored a canning clinic in our area and our agent talked for two days 
on different ways of canning different things. The response was tremendous 
and next year I'm sure we'll be having the same thing. As far as the fun, 
I just don't know. Canning is an awful lot of work. 

A. I think it's a great thing that has happened to America, and I think 
it's here to stay! I think the fad times for America are over for a while. 
There was some kind of a mystic, or whatever, on Bob Braun's show yesterday 
who predicted that we were going to have three years of good crops in 
America, and then five years of famine. I don't know where he gets his in
formation, but I just thought you might like to know so you could get ready. 
I think canning is here to stay. I spent some time in Europe this past 
summer and they never quit doing some canning. But, as I say, the big 
thing is education. If you have joint vocational schools in your area, I 
suggest you go to those people. They are very big in adult education, and 
they are very practical schools. Talk them into sponsoring adult education 
classes in the evening, cooperate with them, provide some vegetable samples, 
whatever. Anything you can do in consumer education and canning, so that if 
we're going to sell this product, we're going to have to educate the public 
right along with it. 

McCORMICK: She's saying some of you would make marvelous teachers for the 
adult education classes, so go offer your services. 

A. I would urge you, as everybody has said, to give the best information 
you can. It would seem to me to be to your advantage to make it become a 
habit and not fad in the future. 

_q. SHOULD FRUITS NOT BE SOLD BY THE POUND? AS CONSUMERS, YOU OUGHT TO 
KNOW THAT YOU ARE MORE FAIRLY TREATED WHEN YOU BUY BY THE POUND THAN BY 
THE QUART. • I 
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A. I think you've got the same situation with this pound versus quart that 
we're all gonna have with metrics. It's a matter of thinking. You're 
probably very accurate in your comments about why you do it. 

MILLER: That's my statement, too. It's just that you're familiar with 
quarts, but when you start talking about picking your own it's by the 
pound. So, you're trying to compare which way you're getting the best 
buy. You're gonna sell your product--but we have to spend our husband's 
money in the right manner. We've only got so many dollars to work with, and 
we want to get the best buy we can get, and that's it. 

_q. MARKETERS, PRODUCERS, AND DISTRIBUTORS ARE GOOD AND FAIR PEOPLE. IF 
CONSUMERS GET A BAD MELON, WHAT IS YOUR EXPECTATION? 

A. Usually, when I get home with some damaged produce, I don't wait until 
four days later. I immediately pick up the telephone and I explain the 
problem--that I was just in there, I just cut my melon, and it's really 
icky. I always get a good response--"Please bring it back." One time I 
said I'd bring the sales slip back, but I was told, "There's no need for 
that, we're just sorry for your inconvenience. Please bring it back and 
we'll make it good." I'll go back, but if I have any trouble at all in 
getting a replacement for something that is damaged, then I'll never go 
again. 

A. I buy in smaller quantities. I buy half a melon, so then I see it! 
Maybe it's good for me. But, anyway, I have one bad melon in about ten 
years at this one market, and they made it good. 

_q. ARE YOU WILLING TO PAY MORE IF IT'S ADVERTISED AS GROWN ORGANICALLY? 

A. I ought to answer because I'm already on the stump for being organic. 
I heard the groans when I mentioned it first, too. To be perfectly honest 
with you, yes, I would prefer to buy organic. But, where I am right now, 
I do not have it available. I have not gone to the effort to find the 
place where it is available. Therefore, I honestly cannot say to you I 
would be willing to pay 20% more to know that it wasn't chemically ferti
lized. I really can't honestly say that. 

A. We use tons and tons and tons of nitrogen. It's my feeling that it's 
the rain and the sun that make that plant grow, it isn't the chemicals, and 
I don't see how much more organic you can get than that. Of course, we're 
very careful and very serious about chemicals on our farm. But, it's the 
sun and the rain that uses what's there in the ground. On our farm we have 
manure, ashes, and we even hauled in sand and riverbottom dirt. I've taken 
28% liquid nitrogen in a paper cup and dribbled it around my plants (it 
burnt my tomatoes up, but I had wonderful melons). I still think it's the 
sun and the rain that make that plant produce a good product. 
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McCORMICK: I was wondering how I was going to get out of this. The gal 
says that we, as consumers, should feel free to share with you some recipes 
that might work well, or anything that we've learned about preparation of 
some of the products, or be willing to pass the word to some of our friends 
when good quality produce is available in the market. With that kind of 
give and take, we thank you for being so patient with all of us this after
noon. Thank you Vicky, Emily, Doris, Ann, and June. I'm so pleased to 
have five more friends, I hope. Thank you all very much. 

HENDERSON: Thank you, Mrs. McCormick and ladies. Let's get right to our 
next speaker, Mr. Thom Mezick from Western Reserve Apiaries in New London, 
Ohio. Now, I have to admit that when I learned of that this morning, I ex
pressed my ignorance and said, "Where in the world is New London, Ohio?" 
I have since learned it is in Northern Ohio, apparently in the Firelands. 
Mr. Mezick is the owner of the Western Reserves Apiaries; he comes thus with 
a background in bees. He is also a newspaperman--publisher of the New London 
Record and the Firelands Farmer (a name that may be familiar to many of you 
since· it is apparently an agriculturally oriented paper that covers about ten 
agricultural counties in northern Ohio). Mr. Mezick is going to speak with 
us today about the "Importance of Doing Your Own Thing." I am truly in
trigued by that title. 
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THE IMPORTANCE OF DOING YOUR OWN THING 

Thom Mezick 
Western Reserve Apiaries 

New London, Ohio 

Being the program finale is like being the guy who cleans up after the 
elephants as they fold the tent--leaves a lot to be desired. I am sure you 
all want to hear some about marketing, more profits, how to sell cucumbers, 
market cabbages, etc. I'd like to tell you a little bit about marketing 
honey, but they tell me I can't do it. At any rate, I am a beekeeper and 
right now I happen to be attending a management workshop two doors down. 
That provided a bit of a heart flutter just before lunch. Dr. Cravens was 
checking with me to be sure I was in town (I was). He saw me in a pair of 
jeans and a t-shirt; see we are not as sophisticated as you folks and I 
was eating lunch in my t-shirt, when he came in. He said, "You know you're 
on at 2:45" (this was at 1 o'clock). I said, "Yes, I am aware of that. Be 
there as soon as I change." He breathed a sign of relief. 

At any rate, my presentation this afternoon is "The Importance of Doing 
Your Own Thing," and I can't tell you how I arrived at that title. Earlier 
when I was contacted about a presentation for a roadside marketing confer
ence, I was going to call it "Parking Problems Indigenous to Roadside Mar
kets" or "How Do You Put Yellow Stripes in Gravel Parking Lots?". However, 
conversation with University officials determined that I didn't know any
thing about anything that wasn't my own. They carried that right on to say 
that I can tell you about doing my own thing, but I really don't want to 
talk about that--I want to talk about you doing your own thing. Something 
about practicing what you preach and that it says the importance of doing 
your own thing. I would like to tell you right here and now that that is 
a lot of poppy-cock: (1) I don't practice what I preach; (2) it is probably 
not important anyway; and (3) you all want to go home, because I understand 
the next thing on the agenda is adjournment and you are not interested in 
listening to a lot of things about me. 

I am an expert on farm marketing, and I have a friend who runs what I 
favorably call a "fruit stand" who would disagree with me. He thinks you 
are educated, and I think you are educated, too, because you educated him. 
I walked in one day and said something about, "Hey George, how is your fruit 
stand going?" He said, "Roadside market." Fruit stand - roadside market -
began to sound like a margarine commercial. At any rate, he believes it. 
He believes it is a roadside market and, because he thinks it is, it is and 
he markets that way. He markets very energetically and is an aggressive 
roadside marketer. He just doesn't wait for the folks to sorta' stop by, 
he actually gets them in there. I am sure many of you do the same. 
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Speaking of doing your own thing, I once met a roadside marketer who 
was really doing his own thing; he was really into it. He had met this 
18 year old beautiful, stunning blond (he is 90 years old) and low and be
hold he married her. He is doing his own thing. One day he met his doctor 
on the street and the doctor said, "Harry, what in the hell are you doing?" 
And he said, "I am doing my own thing." The doctor said, "Harry, do you 
know your own thing can be fatal?" Harry said, "If she dies, she dies!" 
But that sort of emphasizes something--there is a real positive attitude. 
That is one of the things we really want to talk about in success stories, 
attitude. The other is dollars. There are only two elements to success 
stories; I know there are people who disagree with me, but there are still 
two--attitude and dollars. Attitude is pretty easily handled; there is no 
real problem with attitude. It is all in the way you approach your busi
ness. I like to think of it in terms of a sign which we all see on the 
walls of executive assemblies, "Think Positive" in great big letters. (That 
is not to be confused with the sign which says, "Think Ahead.") I'd like 
to see one more sign underneath that says, "Act Positive." (Not to be con
fused with abbrasiveness--just positive.) This doesn't necessarily mean a 
smile; but it could and probably in every case would. But, you have got 
to think positive; you have got to act positive. 

Acting positive is something that is really difficult to do as a mar
keter sometimes. It is very tough to say, "I've got to put paint on this 
building." That is a heck of a note--you are looking at about $300 worth 
of paint and $700 worth of labor. That is not a very good way to face the 
spring, is it? But, on the other hand, you might look at that positively 
and say, "If I paint this building, we are going to make ourselves $2,000 
more this year." It becomes a lot easier to stand there with a brush in 
your hand. Call the guy at the paint store and say, "Hey, I'd like to have 
the loudest color you've got." I don't know if it is a good sales tune or 
not, but it sure is going to make people think about you. And that is im
portant too. 

We have this problem of thinking and acting positive right now. You 
have listened to folks from the University telling you how to run your 
business. They all say you need records and you need to consider to your 
very heart every decision you make. It must be studied. It must be looked 
at from the top side, the bottom side, the underside. You must do every
thing you can possibly do to research each particular problem. So, I tell 
these guys, "OK, now if you've got all the brush fires put out, who won the 
war?" Well, believe me, I think you win the war by acting right now--as 
long as you act in a positive manner. As long as you look at something in 
a manner that isn't going to harm anyone around you, or yourself, and it 
has no design in that direction. A positive action. A good way to look at 
things, perhaps with a smile. This is really the key to the attitude side 
of business. 

This brings us to the other side of success in business--to a thing 
called dollars. There are a lot of people in this country running their 
business like a hobby. I have hobbies too--some we talk about; some we 
don't. Some of them are better than others. At any rate, I don't run my ,~ 
businesses as hobbies, but I know a lot of people who do. They start with "flll 
a couple of beehives, and pretty soon they've got a couple of hundred 
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beehives. Then they are in the hobby of selling honey from the end of their 
driveway and pretty soon they make a little bit of money, so they put up a 
building so the wife has something to do. They treat this thing lacka
daisically--and that is not a positive act, that is not marketing, and that 
certainly is not going to provide a maximization of dollars for that busi
ness with.out any effort at all. If your business is a hobby with you, ·all 
you have to do is tell the IRS about it. They will quickly define for you 
what a hobby is and what a hobby isn't. They will do it graciously; just 
leave your name and an IRS agent will drop around the next week to discuss 
it with you. 

This practice of treating your business as a hobby in smaller businesses 
is a real problem. It becomes a problem because it hurts the people who are 
in business as a business. My particular business has a terrible problem 
with people giving away honey. If you happen to sell honey in your stores, 
you also have my problem. You inherit my problem every time a jar of honey 
goes from old Joe to old Joe's mother-in-law. You've lost a sale of honey 
or I've lost a sale of honey, and I'm not interested in losing sales. I am 
not interested in seeing your cousin walk into your market and you handing 
him a jar of honey, either, or a jar of pickles, or a bag of candy, or what
ever. In your business, you got to deal with it as a business. This isn't 
a lecture on economics, it is just connnon sense. You have got to handle 
this thing in a very businesslike manner. 

Just the other day, I heard that one professor's key to success here 
is a combination of the knowledge of business and business knowledge. The 
knowledge of the business--for instance, we are selling honey. We hope we 
are keeping some sort of records so that we can act positively as we go 
along. But it all boils down to one thing, and that is called profit. The 
dollars become the profit, that becomes your livelihood, that becomes your 
business. We make a lot of mistakes in there, too, but somehow, we take 
profit as the figure which precedes the bottom line. Believe me, that is 
not true at all. Profit is not exactly what you have left over at the end 
of the year, because you have April 15th coming along. Profit is what you 
have left after April 15. There is no such thing as a "pre-tax profit," 
as far as I am concerned. I am sure the economists here would disagree with 
me; they already have, I spent this morning with it. 

At any rate,! don't want to see people giving away what I am selling, 
and you don't want to. We have to teach them to treat their business as a 
business, too. I don't need hobby businessmen around and neither do you. 
It cost them money to grow whatever they are growing, and somehow they 
should put a value on their product. 

We must think of our business as businesses. Today, it is very popular 
that everybody communicates. We are just communication crazy. I will agree 
that we have to communicate, but I think the most important facet of com
munication is talking to oneself. You have to take a look at your busi
nesses, know where you are going, why you want to be there. You have to 
know a lot about what's happening in order to take this positive action, 
which is going to make your business instantly better. If you do enough of 
those right nows, it becomes a long-haul thing. ' 
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We have this business of goals; we have to understand our goals. Of 
course, you have heard this again and again, and I have too. There is a 
different concept in this thing, however. Anyone who has somebody working 
for them has a problem if they don't relate to that person what their goal 
is. I have several people working for me, but every one of them leave me 
to go out and make more money. We want to make money, too--that is what 
we are in business for. We are not in business because we enjoy it, neces
sarily. We are not in business because it occupies our days. We are in 
business to make money. And, if we consider it any other way, we are 
making a mistake. The folks in my organization know that we are in busi
ness to make money. They also know, through a dividend program that we 
have, how much money we made last year. Everybody is busy keeping their 
profits secret--we aren't keeping ours secret at all; we let everyone know 
how much we made. We even give them some money back on it. If we make 
$80,000 next year, they are going to get to share in the wealth. 

There is this little problem new businessmen encounter (and that is a 
very popular word these days) called after-market. Is anyone here really 
familiar with the economic term after-market? I always figured an after
market was what you sold to people after you sold to your cousin, your 
mother-in-law and your grandmothers. We are after the whole market. We 
don't believe in just the after-market, if we can help it. So far, we have 
been rather successful in helping it. 

Doing your own thing is sometimes tied up in innovation, too. In fact, 
there is not as much innovation in anything as we all would like. Innova- ~ 
tion is a lot of common sense and a lot of quick, positive thinking. For 
instance, you guys that sell Christmas trees--what do you do with them in 
January? I know a guy that sold Christmas trees every year and had been 
losing his shirt. Last year he sold live trees as pre-spring shubbery 
plantings. Now, he moved more in January than he did at Christmas. That's 
positive thinking; that is positive acting. He just trinnned them down a 
little, took the red bow off the top, stuck them out front and called them 
pre-spring specials. He sold a houseful! of them. Just call it positive 
thinking; actually it has a little common sense attached to it. It worked 
really for him. I disagreed with its integrity, but he managed to get his 
money back from his stupid Christmas trees that he got caught with anyway. 

With common sense, good communication, shared goals, a positive ap
proach to running your business as a business, thinking of it only in 
terms of attitude and dollars, these things are going to make your success 
story successfui. Being aggressive is certainly part of acting positive. 
Looking for a decent market is certainly part of acting positive. We can 
really talk about this thing not just in terms of thinking positive, but 
getting away with it, making the necessary moves, and acting in a very 
positive aggressive, assertive (not abrasive) manner. I think that you 
will find that is reasonably important in business. 

Last night was a long night for a lot of you. The guy who runs the 
stand similar to yours six miles up the road and you sat down and talked 
about all those problems you wouldn't talk about last sunnner. You spent 
time until 2 o'clock in the morning doing it. We do the same thing with 
bees, but you people probably make more sense. At any rate, there is a 
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lot more to it than that. I realize that you feel you are good marketers 
if you made any money last year; and if there was a year you should have 
made money, it was last year. With this nonsense of recession and infla
tion, anybody who was a businessman made a bunch. Believe me. So, all you 
rich folks who are doing it right, I'd like to tell you to continue on in 
that manner. I simply hope that, as you approached it, you think of your
selves as making instant decisions, positively. 

Speaking of that, doing your own thing really outlines it for you as 
individual marketers. There are not many guidelines that anyone is going 
to give you for your market. There are not even many overviews dealing 
with your marketing techniques that are really going to mean much to you. 
If you take your own technique, doing your own thing, and add my own thing 
to it (which is simply that instant, positive step that is so important to 
eliminate the brush fire problems) you can win the war later. That instant, 
positive step, added to your own technique, your own innovation, your own 
profit, your own livlihood, your own operation, may help you become a 
greater success than you already are in your own terms. 

My terms are called attitude and dollars; I am sure yours are a lot 
of things. Nothing appeals to me at the present time, however, more than 
those two things. But, I know you are all different. 

Speaking of own things, remember Western Reserve Apiaries. We do have 
bees, we do sell honey. We'd love to have all your stands in our little 
home. I'd love to tell you how low our prices are and what a great quality 
of honey we have, but I suppose I ought to forego that. Maybe you will see 
us around at the competitor stands and learn to appreciate our quality. 

I thank you. 

HENDERSON: Thank you, Mr. Mezick, for your insight and information. Well, 
I guess that about wraps things up for the 16th Annual Conference. We are 
glad to have the opportunity to be together with you all, and we hope each 
of you will join us again next year. 

Thank you all for coming; have a safe drive home. 
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ROSTER 

Registered Participants--16th Annual Ohio Roadside Marketing Conference 

January 4-6, 19 76 

EXHIBITORS 

*W. F. ALLEN COMPANY, Glenn Stadelbacher, P. 0. Box 15 77, Salisbury, Maryland 
21801 (strawberry plants) 

APPLACRES, INC., Thommie Engler, Route #1, Bedford, Indiana 4 7421 (cane sorghum, 
apple butter, honey, candies, nuts, etc.) 

BLUE HOLE HONEY FARM, Kathryn, Gregory and Melvin Myerholtz, Route #1, 
Castalia, Ohio 44824 (honey--chunk, liquid and comb) 

BOUNTIFUL RIDGE NURSERIES, INC. , June Alexander and H. George Kemp, Princess 
Anne, Maryland 21853 (nursery stock) 

BUCKEYE CONTAINER COMPANY, Charles Villard, Box 32, Wooster, Ohio 44691 
(corrugated containers for fruits and vegetables) 

CALICO COTTAGE CANDIES, INC., Mark and Leonard Wurzel, 9 Crescent Street, 
Hewlett, New York 11557 (equipment and ingredients for "homemade" fudge) 

*CANTON WOOD PRODUCTS COMPANY, David Klamer, P.O. Box 1047, Canton, Ohio 
44701 (wood barrels and keg, barrel furniture) 

CHEF PIERRE PIE COMPANY, Joe Greeneand James Malta, Box 1009, Traverse City, ~ 
Michigan 49684 (pies and apple dumplings) 

CORDAGE PACKAGING, Joseph Cannon, 66 Janney Road, Dayton, Ohio 45404 (paper 
bags, poly bags, labels, corrugated cartons, orchard supplies) 

FMC CORPORATION, Jack Headley, Steve Alpers, Jim Covert, 1224 Kinnear Road, 
Columbus, Ohio 43212 (agricultural machinery) 

FRUIT & PRODUCE PACKAGING COMPANY, S. H. Brann, Dave Shipps, Bob Parker 
(packages) 

HILLTOP ORCHARDS & NURSERIES, INC. , Barry Winkel, Route #2, Hartford, Michigan 
4905 7 (nursery stock and fruit) 

*HOLMES DISTRIBUTING, Larry Gray, Box 70, Millersburg, Ohio 44654 (Amish cheese, 
trail balogna) 

*HOL'N-ONE DONUT COMPANY, Don and Scott Hays, Robert Hull, 2018 E. 46th Street, 
Indianapolis, Indiana 46 705 (donut equipment and product, bread and pie equip.) 

*KENOWA ORCHARDS, INC., Phillip Saur and T. Beaubien Healy, 234 Tenth Street, 
Toledo, Ohio 43624 (apple cider concentrate, cherry-apple concentrate) 

*KREMA PRODUCTS COMPANY, Ross Bartschy Jr. and Sr.and Harold Dempsey, 996 
Goodale Blvd., Columbus, Ohio 43212 (peanut butter and dry roasted nuts) 

*MAPLE GROVE, INC., 167 Portland Street, St. Johnsbury, Vermont 05819 (maple 
candy, spreads and syrup; mint candy; maple sugar and vinegar dressings) 

MICHIGAN ORCHARD SUPPLY CO., Hal Willobee, P. 0. Box 231, South Haven, 
Michigan 49090 (orchard equipment and some irrigation) 

*MR. T'S WORKSHOP, Thomas Pagniano, 4835 Avery Road, Amlin, Ohio 43002 (hand- .,,,. 
crafted pottery and plant containers) ..,_ 

*MRS. SMITH'S PIE COMPANY, John Linnon, South &Charlotte Streets, Pottstown, 
Pennsylvania 19464 (frozen pies) 
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OHIO AGRICULTURAL MARKETING ASSOC. , Mr. & Mrs. Norman Witherspoon, 245 
High Street, Columbus, Ohio 43216 (fruit jewelry and promotional material) 

ORCHARD EQUIPMENT & SUPPLY CO., Mr. & Mrs. Norman French, Box 146, Rt. 116, 
Conway, Massachusetts 01341 (cider presses and stand equipment and supplies) 

*PACKAGING CORPORATION OF AMERICA, Leo Kalmerton and Larry Spahr, 1422 Packers 
Ave., Madison, Wisconsin 53 704 (6 qt. expandable breakapart berry tray) 

*PENNSYLVANIA DUTCH CO., Wayne and Janet Robinson, Mount Holly Springs, 
Pennsylvania 17065 (candy and gourmet foods) 

PETE PETERSON ASSOCIATES, Pete Peterson and Robert Heller, 24225 Beech Lane, 
North Olmsted, Ohio 44070 (cured meats, stone-ground flour and meal, cheeses) 

PLUMMER SUPPLY, Calvin Plummer, P. 0. Box 177, Bradley, Michigan 49311 (trickle 
and conventional irrigation, pruners, hedgers, orchard equipment) 

M. POLANER & SON, INC. , Hank and Beverly Milstein, 43 Burning Bush Lane, 
Levittown, Pennsvlvania 19054 (jams, jellies, pickled products, etc.) 

RAPP PACKAGING, 
(apples and apple packaging products) 

Z. M. REED, Zelah Reed, 10301 Lake Avenue, Cleveland, Ohio 44102 (specialty 
foods, candies, etc.) 

B.L. RHODES COMPANY, Mr. & Mrs. James Russell, 329 Park Avenue, Chardon, 
Ohio 44024 (cider, apple butter and jelly, apple syrup, orange jelly and syrup) 

RICHARDS MAPLE PRODUCTS, Mr. & Mrs. Paul Richards, 545 Water Street, Chardon, 
Ohio 44024 (maple syrup and candy, maple packaging supplies) 

SHERRETS SALES, Karl and Margaret Sherrets, P.O. Box 751, Sunbury, Ohio 43074 
(floor coverings) 

*SHOCO PRODUCTS, William Rowe, 47 Liberty Terrace, Buffalo, New York 14215 
(sign kits) 

*X. S. SMITH, INC., Gar Heads, 1067 Lomond Drive, Mundelein, Illinois 60060, 
(greenhouses, shade cloth material, heaters, fans, fiberglass) 

SUNNY FARMS POPCORN, Harold and Virginia Cooper, Route #2, Carroll, Ohio 
43112 (popcorn, popcorn supplies and equipment) 

*VOGLEY ORCHARDS, Gary Vogley, 6731 Shepler-Church, Navarre, Ohio 44662 
(orchard equipment and orchard supplies) 

WATER SUPPLIES, INC., Dave Bowser, 1260 Middlerowsburg Road, Ashland, Ohio 
44805 (Myers power sprayers) 

WHEATON POPCORN SUPPLY COMPANY, Robert and Ward Wheaton, 231 N. Fourth 
Street, Columbus, Ohio 43215 (popcorn equipment and supplies) 

*New to Conference this year. 



*Ackers, Kenneth, U.S.D.A. Crop Reporting Service, Washington, D.C. 20250. 
Adae, Howard and Alice, A & M Farm, R. R. #1, Midland, Ohio 45148. 

*Adkins, William, 3186 Tytle Rd., Waynesville, Ohio 45068. 
Ahrens, Philip, Ahrens Strawberry Plant Nursery, R.R. #1, Huntingburg, Indiana 47542. 
Aichholz, Tim and Sally, Aichholz Farm Market, 3456 Drake St. , Cincinnati, Ohio 

45244. 
Alecxih, Peter and Sally, Herr Fruit Farms, R. D. #2, Lancaster, Pennsylvania 17603. 

*Allison, Owen and Mabel, P.O. Box 3302, Burlington, North Carolina 27215. 
Andrews, Charlene and Linda and Ernie Fors hey, Andrews Fruit Barn, R. #6, Defiance, 

Ohio 43512 
Baedke, Donald and Mrs.; Mr. & Mrs. Greg Baedke, Community Orchard, R. R. #2, 

Fort Dodge, Iowa 50501. 
*Baker, David and Jean, Baker's Fruit & Flower Farm, U.S. 6, Kendallville, Indiana 46755. 

Baker, Myron and.Tillie, Maplewood Orchards, 3712 Stubbs Mill Rd., Morrow, 
Ohio 45152. 

Baker, Victor and Maxine, Sunnyslope Orchard, 14961 Millersburg Rd., Navarre, 
Ohio 44662. 

Beckett, Stewart and Patti, Old Cider Mill, 1287 Main St., Glastonbury, Connecticut 
06033. 

Beckwith, Charles, The Cider Mill & Gift Shop, 7471 W. Lake Blvd., Kent, Ohio 44240. 
Beggs, Sam; Ken Doberenz and David Hutteger, Pioneer Orchard's Market, R .#2, Box 

13A, Jackson, Missouri 63755. ~ 
*Bianco, Sally, OSU Student, 410 E. 12th Avenue, Columbus, Ohio 43201. 

Bihl, James, Bihl's Farm Market, R.#2, Wheelersburg, Ohio 45694. 
Bilton, Richard and Carol, Bilton's Berry Farm, R. D. #1, Hartland Center Rd., 

Collins, Ohio 44826. 
*Bishop, James and Mrs. , 1901 Ferguson Pike, Lexington, Kentucky 40511. 

Blake, Raymond and Janice, Balkes Orchard & Cider Mill, 17985 Center Rd., 
Armada, Michigan 48005. 

Blakeley, Ransom, 985 7 North 300W. , West Lafayette, Indiana 4 7906. 
Boose, William, Boose's Farm Market, R. #61, Norwalk, Ohio 44857. 
Bottcher, William and Mary, Bottcher Gardens, R.D. #1, Big Flats, New York 14814. 

*Bowdler, Harold and Kenneth Stillwagon, Harold Bowdler Market, 1800 E. Prospect Rd., 
Ashtabula, Ohio 44004. 

Boyne, David, Department of Agricultural Economics & Rural Sociology, The Ohio 
State University, Columbus, Ohio 43210. 

*Bray, James, Bray U-Pick, Star Route, Owensburg, Indiana 47453. 
*Breon, Willard (Speaker) and Wendell Waters, PBF Farms, W. Lafayette, Ohio 43812. 

Brethauer, Herbert, Steven and Douglas, Crawford's Campground & Farm Market, 
7968 E. National Rd., South Vienna, Ohio 45368. 

*Brinkman, Rex and Nancy; Bert and Delora Gatliff, Findlay, Ohio 45840. 
B roniman, Richard and Irma , Shamrock Egg Co. , 1101 E. U. S . 12 , Clint on, 

Michigna 49236. 
*Brown, Lawrence and Wilma, Browns Market, East Main St., Carmi, Illinois 62821. 

Buckley, Susan and Elaine Bronika, American Vegetable Grower; Dan Casseday,Ameri
can Fruit Grower, 3 7841 Euclid Ave. , Willoughby, Ohio 44094. 

*Bunn, Walt and Emily, Vineland Farm, R.R.#2, Winchester, Ohio 45697. 
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C Burfield, Roy and Joy, Burfield Strawberry Farm, Box 256, Bolivar, Ohio 44612. 
Burger, Delbert and Viola, Burger's Farm & Garden, 7849 Main St., Cincinnati, 

Ohio 45244. 
*Burkholder, Howard and Margaret, Burkholder Orchard, R. #4, Box 42, Harrisonburg, 

Virginia 22801. 
Burnham, Joseph, Burnham Brothers Orchards, R. D. #1, Berlin Heights, Ohio 44814. 
Burrer, Kenneth and Mary Jane, Spring Hill Fruit Farm, R. #2, Shiloh, Ohio 44878. 
Butler, George, Shirley, Todd, Wade and Susan, Butlers Orchard, 22200 Davis Mill 

Rd., Germantown, Maryland 20767. 
*Caldwell, Howard, Howard S. Caldwell Co., Baltimore, Ohio 43105. 

Campbell, Murray, Happy Apple Farm, R. R. #1, Carrying Place, Ontario, Canada. 
Cartee, William, Lake County Cooperative Extension Agent, 205 Federal Building, 

Painesville, Ohio 44077. 
*Carter, Homer, U.S.D.A. Crop Reporting Service, Washington, D. C. 20250. 
*Cashdollar, Donald, Asgrow Seed Co., 6S51 Poinsettia St., Grandville, Michigan 

49418. 
Chudleigh, Tom, Chudleigh's Apple Farm, R. #3, Milton, Ontario, Canada. 

*Clark, William and Jack Rudolph, SBAE, Inc., R. #1, Moorefield, West Virginia 26836. 
Cobbledick, Robert, Ministry of Agriculture and Food, Canadian Dept. of Agriculture, 

Vineland Station, Ontario, Canada. 
Cooper, David and Miriam, Cooper's Country Market, R. #1, Box 1021, Bucyrus, 

Ohio 44820. 
"'°*Cornell, Tom and John, Cornells Fruit Farm Ltd., R. R. #1, London, Ontario, Car~_. 
.. Crawford, Denver and Cheryl, Spring Creek Farms, Inc., 8120 N. Union Shelby Rd., ~-

c 

Piqua, Ohio 45356. 
*Croft, William and Carolyn; Don and Bonnie McFarland, Croft Farm Market, 1479 

Ohltown McDonald Rd., Mineral Ridge, Ohio 44440. 
Crook, Delbert and Ruth; Toyce Harsh, Del-Ru Strawberry Knoll, 3922 W. State Rt. 

#37, Delaware, Ohio 43015. 
Crum, Howard and Carol; Dave Dickerson, Crum's Berry Farm, 3314 Marion-Edison 

Rd., Marion, Ohio 43302. 
Crunican, Patrick and Bernice, Crunican Brothers, R. R. #2, London, Ontario, Canada. 

*Davis, William, Pallett Fruit Farms, R.R. #2, CaledonEast, Ontario, Canada. 
Davis, Bruce, Bon Day Farm, R. #1, Frankfort, Ohio 45628. 
Davis, Daniel and Debbie, R. #1, Mt. Vernon, Ohio 43050. 

* Davis, David, Davis Orchards, R. R. #1, Clayton, Indiana 46118. 
* Davis, Kenneth and Janice, Lancer Meat Processing Co. , 25 85 McKaig, Troy, 

Ohio 45373. 
* Davis, Robert, Cooperative Extension Service, 11100 Winton Rd. , Cincinnati, Ohio 

45218. 
* Decker, Don, Decker's U-Pick, R. R. #1, Decker, Indiana 4 7524. 
* Dent, David; Daniel Bell and Sophie_ Wutzke, Apple Valley Market, 1100 St. Joseph 

Ave., Berrien Springs, Michigan 49103. 
Diebold, David and Robert Essner, Diebold Orchard Market, P. 0. Box 75, Kelso, 

Missouri 63758. 
* Douglas, Kent, Bloomfield, Ontario, Canada. 
·Dowd, Les and Barb, Dowd Orchards, R. #1, Box 199, Lawrence, Michigan 49064. 

Dowd, Oscar and Irene; Mary Dowd Karan, Dowd' s Blueberries, 214 N. Gremps, Paw 
Pa:w, Michigan 49079. 
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*Dowsett, Vlilliam; Felix Dominici and George Moran , Lexington Orchards, P. 0. 
Bos 304, 6930 Peck Rd., Lexington, Michigan 48450. 

Ebbert, Jerome and Dorothy, Ebbert Fruit Farm, National Rd., St. Clairsville, 
Ohio 43950. 

* Elbon, Warren and Doris, Elbon Farm, 3 669 Oregonia Rd. , Oregonia, Ohio 45054. 
Erickson, Dee and Pearl, Erickson Orchards, Casco, Wisconsin 54205. 
Erven, Bernard (Speaker), Department of Agricultural Economics and Rural Sociology, 

The Ohio State University, Columbus, Ohio 43210. 
Erwin, J. W. and Mrs.; James and Eileen Erwin, Erwin Farms, 61501 Silver Lake Rd., 

South Lyon, Michigan 48178. 
Ewing, Doak and Mildred, Ewing Farm Market, R. D. 4, Cambridge, Ohio 43725. 
Eyssen, William (Speaker), Jane and Dave, Mapleside Farms, 294 Pearl Rd., Bruns

wick, Ohio 44212. 
Feller, Arnold, Jr., Taconic Orchards, R. D. #2, Box 66A, Hudson, New York 12534. 
Finney, Fred, Moreland Fruit Farm, 1618 Portage Rd. , \'\Tooster, Ohio 44691. 

*Ferri, Al, Al Ferri & Sons Apple Emporium, R. R. #2, Norval, Ontario, Canada. 
Foard, William, Valley View Farms Country Store, 11035 York Rd. , Cockeysville, 

Maryland 21030. 
Foote, George and John, Foote Family Farm, Cambridge Station, R. R. #2, Kings 

County, Nova Scotia, Canada. 
Frantz, Martin and Esther, Frantz Fruit Farm, 1450 Dayton Rd. , Greenville, Ohio 45331. 
Franzblau, Pearl, Golden Barn, 3431 Zeeb Rd., Dexter, Michigan 48130. 
Friday, Paul (Speaker) and Russ Brown, Farmer Friday's Fruit, R. #1, Coloma, ~ 

Michigan 49038. 
Friebel, Richard, Friebels Farm Market, R. D. #2, Wareham Rd., Shelby, Ohio 44875. 
Fritzsche, Carl and Cindy; Keith and Peg Field, Scenic Ridge, 2031 St. Rt. 89, 

Jeromesville, Ohio 44840. 
Fulton, William and Joyce; Janet Karnehm, Fulton Farms, 1709 S. St. Rt. 202, Troy, 

Ohio 453 73. 
*Garrett, Joe (Speaker), Garrett Orchards, R. #4, Shannon Run Rd. , Versailles, 

Kentucky 40383. 
Gaskill, Richard and Doris, Saline Orchards, 9365 Saline Milan Rd., Saline, 

Michigan 48176. 
*Gas tier, Ted and Donna, Gastier Farms, Strecker Rd. , Milan, Ohio 44846. 
*Gideon, Mark, OSU Student, 91 Chaucer Ct., Worthington, Ohio 43285. 

Gist, George (Speaker), Cooperative Extension Service, The Ohio State University, 
Columbus, Ohio 43210. 

* Gottenbusch, Wilhelm, Servatii Pastry, 3748 Paston Rd., Cincinnati, Ohio. 
Gould, Harold and Sandra; Pauline and Wayne Lannon, Atkins Fruit Bowl, 115 0 West 

St., Amherst, Massachusetts 01002. 
Green, Don (Speaker) and Marylou, Willow Valley Farms, 2495 Crimson Rd. , 

Mansfield, Ohio 44903. 
Green, Frank and Vera, Green's Orchard, 666 W. Chicago, Allen, Michigan 49227. 
Groff, Carlton and Carol, Groff's Orchard, R. #1, Box 184, Kirkwood, Penn. 17536. 
Gygax, Frederick and Jane, Rose Glen Farm, W267-S4098 Saylesville Rd., ·"" 

Waukesha, \'\'isconsin 5 3186. ""' 
* Hafle, Daniel and David, Hafle Vineyards and Winery, 2369 Upper Valley Pike, 

Springfield, Ohio 45502. 

\ 
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Hahn, David (Speaker), Department of Agricultural Economics and Rural Sociology, 
~ The Ohio State University, Columbus, Ohio 43210. 

*Hahn, Gary, Hahn's Farm Market, 3558 S. High St., Columbus, Ohio 43207. 
Hammond, Lee, Hammonds Green Market, 309 Lancelot, Lansing, Michigan 48906. 

*Hardin, Nestor, 2090Agr. Science Building, West Virginia University, Morgantown, 
West Virginia 26506. 

*Harding, William, Bernard's Farm Market, 10477 St. Rt. 729, New Vienna, Ohio 45159. 
Hartzler, Edward and Mark, Apple Hill Orchards, 1175 Lex-Ontario Rd. , Mansfield, 

Ohio 44903. 
*Hayden, Richard, Department of Horticulture, Purdue University, W. Lafayette, 

Indiana 47907. 
*Hays, Lloyd and Nancy, L. W. Hays Orchards, 3622 Middleton Rd., Columbiana, 

Ohio 44408. 
Henderson, Dennis {Speaker), Department of Agricultural Economics, The Ohio State 

University, Columbus, Ohio 43210. 
Henkle, George, 302 Bank Building, Lebanon, Ohio 45036. 
Herring, H. Burdette and Greg Meyer, Herring's Berry Farm, 4011 East Rd., Lima, 

Ohio 45807. 
* Hesche, Keith and Linda, Nelson's Welcome Orchard, 850 N. State St., Ionia, 

Michigan 48846. 
Hill, Don (Speaker) and Sandra, Montrose Orchards, 10253 Farrand Rd., Montrose, 

Michigan 48457. 
Hill, Robert, Department of Horticulture, The Ohio State University, Columbus, 

Ohio 43210. 
Hileman, William and Jean, Kistaco Farm Market, R. D. #3, Box 47, Apollo, 

Pennsylvania 15613. 
Hirsch, Frank and Becky; Mr. & Mrs. Joe Gadker, Hirsch Fruit Farm, R. R. #7, 

Box 384, Chillicothe, Ohio 45601. 
* Hochgesang, Gerald, Jerry's Berry Farm, R. R. #5, Box 242, Leganon, Indiana 46052. 

Hodge, Robert and David, Highland Orchards, 1000 Thorndale Rd., West Chester, 
Pennsylvania 19380. 

Holzborn, Albert Jr. and Joseph, Holzborn Farms, 780 Bowen Rd., Elma, New York 
14059. 

House, Charles, House's Market, R.R. #3, Wooster, Ohio 44691. 
Howard, Richard (Speaker), Cooperative Extension S.ervice, The Ohio State University 

Columbus, Ohio 43210. 
*Huber, Joseph (Speaker), Carl, Linda and Bonnie; Andrew and Marcella Stumler, 

Joe Huber Farm, R.R. #1, Box 648, Borden, Indiana 47106. 
Huffman, Allen and Marie; Lester Sears, Old Barn Fruit Farm, 72 75 Withrid St., 

Dayton, Ohio 45427. 
Hurd, Zeke and Linda, Hurd Orchards Apple Shed, R. #104, Holley, New York 144 70. 
Ivanchuk, Morris and Bunny, Orchard Glenn Farm Market, St. Davids, Ontario, Canada. 
Jalkanen, Chris and Clare, Willie's Farm Market, 24837 Center Ridge Rd., West-

lake, 0 hio 44145. 
* Jiambalvo, James (Speaker), Department of Accounting, The Ohio State University, 

Columbus, Ohio 43210. 
*Johnson, Andrew, CCC Fruit Farm, 14135 N. Old 3C Highway, Sunbury, Ohio 43074. 

Jones, E. Gail and Marjorie, Patten's Fruit and Produce, 1778 W. Main, Bellevue, 
Ohio 44811. 
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*Jordan, David, Jordan Orchards, 4 09 7 Tollgate Rd. , Batavia, 0 hio 45103. 
Judd, William and Betty, Judd's Farm Market, 10555 Dayton-Greenville Pike, 

Brookville, Ohio 45309. 
Jutte, Oscar and Suzanne, Jutte's Melons, R.R. #2, Ft. Recovery, Ohio 45846. 
Karnes, William and Kathryn, Karnes Fruit Farm, R. #2, Greenfield , Ohio 45123. 
Keairns, Raymond and Alice, 9 E. Second, Logan, Ohio 43138. 
Keyse, Glenn, Pat and Mike, The Old Mill Farm Market, 9 858 E. River, Columbia 

Station, Ohio 44028. 
King, Donald and Lucile, King Orchard, 578 E. Possum Rd., Springfield, Ohio 45502. 
Klopfenstein, Stephen and Lois Ann, Rittman Orchard, 13548 Mt. Eaton Rd., 

Doylestown, Ohio 44230. 
Knepley, Clayton, 1471 Fullen Rd., Columbus, Ohio 43229. 
Kohl, George and Dave; James Przybyla, Kohl's, 4005 N. Buffalo Rd, Orchard Park, 

New York 14127. 
*Kory, Sam, Yankee Road Orchard, 6040 Acres Rd. , Sylvania, Ohio 435 60. 

Kurtz, Raymond and Marie, Raymond Kurtz, 5828 N .Garfield Rd., Salem, Ohio 44460. 
Lane, James, Rachel and Dan, Orchard Lane, 2189 St. Rt. #235, Xenia, Ohio 45385. 
Lawrence, Dal and Isabelle, Lawrence Home Produce, R. #2, Findlay, Ohio 45840. 

* Lawrence, John and Dorothy, Lawrence Orchards, 2634 Smeltzer Rd. , Marion, 
Ohio 43302. 

Lehman, Norman and Marjorie, Lehman's Country Store, 24961 Detroit Rd., Westlake, 
Ohio 44145. 

* Leigeber, John, Crosby's Blueberry Acres, 205 6 W. 100 North, LaPorte, Indiana 46350.~ 
Lincoln, James {Speaker), Michigan Certified Farm Markets, P. 0. Box 960, Lansing, 

Michigan 48904. 
*Lohr, Andrew and Zandra, Lohr's Orchard, 901 Lohr's Lane, Joppa, Maryland 20185. 

Long, Ted, Wood Lynn Farms Ltd. , 324 Commissioners Rd. , London, Ontario, Canada. 
Loughman, John, Loughman's Farm Market, 1588 N. Sayers Rd., Troy, Ohio 45373. 
Lynd, David and Diane; James Hayden and Jim Stephens, Lynd Fruit Farm, 10991 

National Rd., Pataskala, Ohio 48062. 
* Makielski, Edward, Makielski Berry Farm, 7130 Platt, Ypsilanti, Michigan 48197. 

Manfull, C. L. and Sara, C. L. Manfull Fruit & Vegetable Market, Augusta, Ohio 
44607. 

* Marshall, John and Susan, Reger Orchards, P. 0. Box 5, Mt. Jackson, Virginia 22 842. 
Mason, Ed and Ruth, Goldenglow Farms Country Market, R. D. #1, Lake City, 

Pennsylvania 16423. 
* Masquelier, Roger {Speaker) and Edna, 510 V\T. Townview Circle, Mansfield, Ohio 

44907. 
*Mattox, Charles; C.R. Johnson, J. T. McCoy, Roy Cash and Robin Rosenbluth, F.P. 

Graham Experimental Farm and Training Center, R. #3, Box 95, Wadesboro, 
North Carolina 28170. 

Maurer, David, Maurer's Fruits and Vegetables, R. D. #7, Batdorf Rd., Wooster, 
Ohio 44691. 

Mayes, Charles, Virginia Dept. of Agriculture and Commerce, 2 03 N. Governor St., 
Richmond, Virginia 23069. ,,,._ 

McCarron, Patrick; Ellen and Fred Dierker, Wauconda Orchards, 1201 Gossell Rd., "111' 
'Nauconda, Illinois 60084. 

McCarty, Mrs. Ray, Mrs. James Mohr and Mrs. James Diamond, The Ohio Orchard 
Company, 19990 Orchard Rd., Milford Center, Ohio 43045. 
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~*McClelland, Cecelia, Lookaway Fruit Farm, 111 Sandusky, Fredericktown, 
Ohio 43019. 

McConnell, J. Richard and Jeannette; Don and Debbie Reback, George McConnell, 
Jim Fridrich, McConnell Berry Farm, 11421 Green Valley Rd., Mt. Vernon, 
Ohio 43050. 

McConnell, Mason (Speaker), McConnell's Fruit Farm, 4536 S. R. #14, Ravenna, 
Ohio 44266. 

McCormick, Na urine (Speaker), Cooperative Extension Service, The Ohio State 
University, Columbus, Ohio 43210. 

McNutt, William and Reed Varian, Ohio Agricultural Marketing Association, 245 N. 
High Street, Columbus, Ohio 43216. 

*Meier, Sil, J.G. Meier & Sons, 3337 Silver Lake Rd., Topeka, Kansas 66618. 

Meyer, Frederic and Iola, Waldo Orchards, Waldo, Wisconsin 53093. 
*Mezick, Thom (Speaker), Western Reserve Apiaries, 205 W. Main St., New London, 

Ohio 44851. 
Miesse, Frank and Irene, Bit of Heaven Farm, 2525 Yellowsprings Rd. , Springfield, 

Ohio 45506. 
* Miller, Bernard and Jane, Millers Orchard, 14 711 Clinton River Rd., Sterling, 

Michigan 48078. 
*Miller, Gary and Ervin, Miller's Country Gardens, 24'88 W. St. Rt. #37, Delaware, 

Ohio 43015. 
I/I"'"'. * Minges, Philip (Speaker), Dept. of Vegetable Crops, Cornell University, Ithaca, 
.., New York 13068. 

Mohlar, Willis and Eleanor, Orangeport Orchards, 75 72 Slayton Sett. Rd. , Ga sport, 
New York 14067. 

Mohr, Wilma and DeDe Mott, Mohr's on the Farm Market, 474 W. St. Rt. #571, 
Tipp City, Ohio 45371. 

Monnin, Roger and Phyllis, Monnin Fruit Farm, 8201 Frederick Rd., Dayton, Ohio 45414. 
Montgomery, Jack and Mary Ellen Weiker, Taylor & Sons, 3385 Limerick Rd., Clyde, 

Ohio 43410. 
Moore, Addison and Gayle, Moore's Farm Market, 33 Maple, Grant, Michigan 49327. 
Moore, Gerald and Cecil; Jerry Wyatt, Kentucky Vine Ripe Tomatoes, R. #1, Calvert 

City, Kentucky 42029. 
* Mosson, Nelson and Thomas Boyer, Mosson Fruit Farm, 1723 E. 430 S., Lafayette, 

Indiana 4 7905. 
Moyer, Sam and Liivi (Speakers), Cherry Avenue Farms Ltd., R. R. #1, Beamsville, 

Ontario, Canada. 
Mumma, Richard and Jonnie, Mumma Fruit Farms, 400 Shiloh Springs Rd., Dayton, 

Ohio 45415. 
*Nash, Rick and Kathy Widdud, Nash's Farm Market, R.R. #3, Hamilton, Ontario. 

Nunn, George, The Three Nuns, P.O. Box 623, Brentwood, California 94513. 
Ochs, Daniel, Ochs Fruit Farm Market, 1600 Lancaster-Thornville Rd., Lancaster, 

Ohio 43130. 
* Oostvogels, Peter, Talbotville Fruit Market, R. R. # 1, St. Thomas, Ontario, Canada. 

~ Palmer, Dean and Jean, Vita-Ful Orchards, 43687 Butternut Ridge, Oberlin, Ohio 44074. 
*Parker, Timothy, SteukFarmMarket, 1001 Fremont Ave., Sandusky, Ohio 44870. 
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Patterson, H. N. and Alma Carter, Patterson Farms, R. #1, Box 169, Woodford, 
Virginia 22580. 

Patterson, James; Carol Walton and Donna Butler, Patterson Fruit Farm, 11414 Caves 
Rd., Chesterland, Ohio 44026. 

Pavlocak, Paul and Rosemary, Hillside Orchards, R. D. #3, Box 105, Mt. Pleasant, 
Pennsylvania 15666. 

Payne, Larry, Payne's Fruit & Vegetable Farm, R. #3, Stockport, Ohio 43787. 
Penton, William (Speaker) and Gunver; John and Myra Carter; Emma Snyder; Garland 

Simpson, Penton's Country Market, 1333 N. Ridge Rd., Lorain, Ohio 44053. 
Pickett, Charles and John, Pickett Cherry Farm, Portland Rd., Bellevue, Ohio 44811. 
Phillips, Margaret and Paul, A.B. Phillips & Sons Fruit Farm, 30 E. Main St., 

Berlin Heights, Ohio 44814. 
Pifer, James and wife, Pifer Farms, Palestine, Illinois 62451. 
Post, Howard and Joyce; Rena Pierce, 8752 E. Findley Lake Rd. , North East, Pennsyl-

vania 1642 8. 
Price, Arthur and Alice, Schuyler Hill Orchards, R. R. #3, Paris, Ontario, Canada. 
Quinn, Mark, OSU Student, 173 Plymouth, Bucyrus, Ohio 44820. 
Radewald, Stanley, Radewald Farms, 4550 M-140, Niles, Michigan 49120. 
Ramsey, Fay, Loren's Roadside Market, 197 Tup Rd., Pataskala, Ohio 43062. 
Renick, Milton, Renick's Family Market, R.F.D.#2, Ashville, Ohio 43103. 
Rhoads, Brent and Kathleen; Steve Shaw and Donald Gose, Rhoads Farm Market, 

2263 Puthuff, Circleville, Ohio 43113. 
Rigelsky, Edward and wife, Rigel sky Fruit Farm, 14236 Akron-Canfield Rd., Berlin ~ 

Center, Ohio 44401. 
Rinker, Dudley and Mrs. Ray Rinker, Rinker Orchards, R. #2, Box 240, Stephens City, 

Virginia 22655. 
Robertson, Edward and Ellenrose, Robertson Fruit Farm, R. D. #4, Burgettstown, 

Pennsylvania 15021. 
Robinette, James and Mary Bethel; Patricia Stevens and Brian Trapp, Robinettes 

Apple Haus, 3142 Four Mile Rd., Grand Rapids, Michigan 49505. 
Rockwell, Robert, Rockwell Orchards, R. # 1, Barnesville, Ohio 43 713. 
Romano, Dolores and James, General Store, R. D. #3, West Salem, Ohio 44287. 
Romp, Bob and Loretta; Bob and Corinne Graf; Ken Cervenak, Holly Pritschau and 

Sue Kaczmarek, Danny Boy Farm Market, 24579 Lorain Rd., N. Olmsted, Ohio 44070. 
Roney, Thomas, Tuttle Orchards, R.R. #8, Greenfield, Indiana 46140. 
Ress, Richard and Mary Bess, Red Wagon Farm, 17030 E. River Rd., Columbia Station, 

Ohio 44028. 
Rothman, Leslie and Virginia; Dolores and James Snowden, Hidden Valley Fruit Farms, 

5542 St. Rt. :ff:48, Lebanon, Ohio 45036. 
Rower, Robert Jr. and Sr.; Ron Johnson, Rower & Son Co., 4650 Lancaster-Columbus 

Rd., Carroll, Ohio 43112. 
Russell, Byron (Speaker), Columbus & Southern Ohio Electric Company, 215 N. 

Front St., Columbus, Ohio 43215. 
Sage, Allen and Robert, Sages Apples, 11355 Chardon Rd., Chardon, Ohio 44024. 
Schantz, Daniel; John Carl, Barry Fenstermaker, Dennis Heilman, Dan Schantz Farm 

Market, R.:ff:l, Zionsville, Pennsylvania 18092. 
Scheel, Dan and Karen, The Elegant Farmer, R. :it3, Box 41, Mukwonago, Wisc. 53149. 
Schlater, Edmund and Velma, B & D Greenhouse & Produce, P.O. Box 558, North Star, 

Ohio 45350. 
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Schmucker, Martin and Amanda, Schmucker's Produce, R. #1, New Haven, Ind. 46774. 
Sharp, George, Mountain Green Orchards, Box 14, Washington, Virginia 22747. 
Shelton, James and Betty, Shelton's Fruit Stop, 1832 S. 11th St., Niles, Mich. 49120. 
Sleeter, John and wife, Hill High Orchards, Round Hill, Virginia 22141. 
Smith, Elton, Department of Horticulture, The Ohio State University, Columbus, 

Ohio 43210. 
Smith, Lot and Bettie; Anna Steele, Barb Beuchener, Amy Wilde, Larry Williams and 

Linda Morgan, Smith's Market, 3285 Watkins Rd., Columbus, Ohio 43227. 
Smoke, Steven and Brenda, Highwater Orchard, R. #3, Newark, Ohio 43055. 
Spiegelberg, Ruth, Spiegelberg Orchards, 6161 Middle Ridge Rd., Lorain, Ohio 44053. 
Squire, Earl and Beverly, Squire's Berry Farm, R. #1, Box 873, Burlington, Wiscon-

sin 53105. 
Stadelbacher, Robert and Charles, Blue Berry Hill Farm, Box 170, R. R.#2, Cobden, 

Illinois 62920. 
Stang, Elden, Department of Horticulture, The Ohio State University, Columbus, 

Ohio 43210. 
Steinbauer, James, R. E. Steinbauer & Sons, 3658 C.R. 195, Clyde, Ohio 43410-. -
Stemen, Raymond and Mary Louise, Ste mens' Orchard & Farm Market, R. #1, Ohio 

City, Ohio 45874. 
Stephens, Boyd, Horseshoe Ltd., Delaware, Ohio 43015. 
Stine, Robert, Pennsylvania Dept. of Agriculture, 2301 N. Cameron St., Harrisburg, 

Pennsylve nia 17120. 
Struye, Yves and Linda, Beyer's Orchards, R. #1, Malone, Wisconsin 53043. 
Stuckey, Gene and Rosalyn, Stuckey Farm, R. #3, Sheridan, Indiana 46069. 
Stuckey, Roy and Ruth, 1182 Hornbeam Rd., Sabina, Ohio 45169. 
Stutzman, Enos and Mary, Stutzman's Berries, R. #3, Box 112, London, Ohio 43140. 
Suter, Gene, Ron and Jerry, Suter Brothers, R. #1, Box 253, Pandora, Ohio 45877. 
Swabley, Mid, Swabley's Fruit Farm, R. #61, Norwalk, Ohio 44857. 
Sweeney, Charles, Hilltop Farms, R. #1, Cromwell, Indiana 46732. 
Swingle, Bennett, Homestead Hills Farm, R. #1, Philo, Ohio 43 771. 
Tarpy, Dan, Tom Tarpy' s Markets, Columbus, Ohio 43221. 
Tate, Donald, Tates' Melons and Produce, 3634 Feedwire Rd., Bellbrook, Ohio 45305. 
Taylor, Dean, Dean Taylor Farm & Market, R. #1, Springport, Ohio 49284. 
Taylor, Laurence (Speaker), L. J. Taylor, Inc., P .0. Box 292, Hillsdale, Mich. 49242. 
Taylor, Lyle, Fagley's Fruit Farm, 2679 St. Rt. #128, Bethel, Ohio 45106. 
Teague, Roger, Appleseed Orchard, 1504 St. Rt. #60, Ashland, Ohio 44805. 
Tehan, Timothy, OSU Student, 1847 N. 4th St., Columbus, Ohio 43201. 
TenEyck, Peter, Indian Ladder Farms, 50 State St., Albany, New York 12207. 
Thompson, Charles and Marilyn, Thompson Strawberry Farm, 14000 75th St., Bristol, 

Wisconsin 53104. 
Toothman, James, Pennsylvania State University, 2 Weaver Bldg., University Park, 

Pennsylvania 16802. 
Trapp, Michael and P. Mott, Amber Farms, P. 0. Box 2 5, Decatur, Ohio 45115. 
Tywater, Earl, Earl's Fruit Stand, East Main St., Franklin, Tennessee 37064. 
Utzinger, James (Speaker), Utzinger' s and Department of Horticulture, The Ohio State 

University, Columbus, Ohio 43210. 
Vance, Ralph, Farmers Market, Marshell Heights, Sevierville, Tennessee 37862. 
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Van Deusen, Orville and Christine, Apple House, Rt. #55, Front Royal, Virginia 226~ 1',' 

Vandemark, Vern (Speaker), Department of Agricultural Economics and Rural Sociology, 
The Ohio State University, Columbus, Ohio 43210. 

Varian, Ken and Virginia, The Apple Barrel, 6342 Orchardview Dr., East Canton, 
Ohio 44730. 

Warren, William, OSU Student, 3067 St. John Ct., Columbus, Ohio 43202. 
Watkins, Edgar {Speaker), Department of Agricultural Economics and Rural Sociology, 

The 0 hio State University, Columbus, Ohio 43210. 
Weikel, Homer and Helen, Weikels Farm Market, 6251 Trenton Franklin Rd. , Middle

town, Ohio 45042. 
Wiard, Pete {Speaker) and Scott, \Viard's Orchards, 5565 Merritt Rd., Ypsilanti, 

Michigan 48197. 
Wicker ham, Wayne and June, Wicker ham Produce, R. #1, Huntsville, Ohio 43324. 
Wickham, John and Anne, Wickham' s Fruit Farm, Main St. , Cutchogue, Long Island, 

New York 11935. 
Wieman, Derrith, Cornell University Student, 222 Cascadilla Hall, Ithaca, New 

York 14853. 
Wesler, Beryl, Wesler Orchards, R.R. #1, Box 384, New Paris, Ohio 45347. 
Williams, E. Gale and Ruth Beard, Williams Farm Market, U.S. 460, E., Carmi, 

Illinois 62821 .. 
Williams, Ellis and Hazel, Williams Orchard, R. #4, Box 95, Wytheville, Virginia 

24382. 
Wilson, Dennis, Hill Orchards Farm Market, R. #2, Box 153C, Caro,Michigan 48723. 
Wilson, Ned and Carl, Wilson's Hillview Farm, R. #8, Box 30, Newark, Ohio 43055. 
Wolff, Ken, Wolff Apple House, Inc., 81 S. Pennell, Lima, Pennsylvania 19037. 
Wollheim, John, Battleview Orchards, R. D. #1, Wemrock Rd., Freehold, New 

Jersey 07728. 
Woodford, Pierrette, OSU Student, 682 Riverview Dr., Columbus, Ohio 43202. 
Yacapraro, Jan, OSU Student, 1681 S. Old 3C Highway, Galena, Ohio 43021. 
Young, Carl; Dorothy McNelly, Dale and Marilyn Penewit, Young's Jersey Dairy, 

6880 Springfield-Xenia Rd., Yellow Springs, Ohio 45387. 
Youngs, Larry, Larry Youngs Farm Market, 11861 E Main Rd., North East, Pa. 16428. 
Zampini, James, Champion Garden Town, Box 122, Tr. #84, Perry, Ohio 44081. 
Zehr, Carl and Yvonne, Zehr's Farm Market, 3·330 Lockport-Olcott Rd., Newfane, 

New York 1410 8 . 

* New to Conference this year. 

Total participants registered for the 16th Annual Ohio Roadside Marketing Conference 
numbered 598. Of these, 332 were from Ohio. The remaining 266 were from 21 
states and Canada, with the breakdown as follows: Michigan, 54; Pennsylvania, 
33; Indiana, 29; New York, 22; Wisconsin, 18; Virginia, 16; Illinois, 14; Mary
land, 12; Kentucky, 7; Massachusetts, 6; North Carolina, 6; Missouri, 5; Iowa, 
4; West Virginia, 3; Vermont, 3; New Jersey, 2; Connecticut, 2; Tennessee, 2; 
Washington D.C., 2; Kansas, I; California, I: and Canada, 24. 
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