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QQ;\ WASHINGTON

Octcber 4, 1976

Last Day: October 9

MEMORANDUM FOR THE PRESIDENT
1 . egkuyVV~’//
{ e ( FROM: JIM CANNON
A o 1"“ 14 47
. ‘[7{ SUBJECT: H.R. 10339 - Farmer-to-Consumer Direct
/& 7 . Marketing Act of 1976

/{ C-/,t NS
é‘,,"/v{ Attached for your consideration is H.R. 10339, sponsored
;»//7 ’ by Representative Vigorito and 23 others.

The enrolled bill would direct the Secretary of Agriculture
to carry out a program to facilitate direct marketing

of agricultural commodities from farmers to consumers

and would supplement existing disaster relief authority

to provide greater Federal assistance in transporting

hay to drought stricken areas.

A detailed discussion of the provisions of the enrolled
bill is provided in OMB's enrolled bill report at Tab A.

OMB, Max Friedersdorf, Bill Seidman, Counsel's Office
(Kilberg) and I recommend approval of the enrolled bill.
Max advises that Representative Quie has called to
recommend the bill be signed.

CEA (Greenspan) recommends disapproval.

RECOMMENDAT ION

Sign H.R. 10339 at Tab B.

Approval Disapproval




EXECUTIVE OFFICE OF THE PRESIDENT
OFFICE OF MANAGEMENT AND BUDGET
WASHINGTON, D.C. 20503

0CT 2 1976

MEMORANDUM FOR THE PRESIDENT

Subject: Enrolled Bill H.R. 10339 -~ Farmer-to-
Consumer Direct Marketing Act of 1976
Sponsors - Rep. Vigorito (D) Pennsylvania
and 23 others

.Last Day for Action

October 9, 1976 - Saturday

Pur pose

Directs the Secretary of Agriculture to coordinate

a program designed to facilitate direct marketing
from farmers to consumers; supplements existing
disaster relief authority to provide greater Federal
assistance in transporting hay to drought stricken
areas.

Agency Recommendations

Office of Management and Budget Approval

Department of Agriculture Approval (Informally)
Office of Consumer Affairs Approval (informally)
Department of Health, Education,

and Welfare No objection (informally)
Department of Justice . Defers to Agriculture
Department of Labor Defers to Agriculture
Department of Housing and Urban

Development Defers to Agriculture
Council of Economic Advisers Disapproval
Federal Trade Commission No recommendation
Council on Wage and Price

Stability No comment (informally)
Discussion

The enrolled bill would authorize two separate and
totally unrelated programs: (1) farmer-to-consumer




direct marketing; and, (2) emergency hay assistance.
Each program is addressed below separately.

Farmer-to-Consumer Direct Marketing

H.R. 10339 would direct the Secretary of Agriculture
to carry out a program to facilitate direct market-
ing of agricultural commodities from farmers to
consumers including:

-- a continuing survey of existing methods of direct
marketing from farmers to consumers in each State;

-— the allocation of funds to State departments of
agriculture and the USDA Extension Service for
the purpose of conducting or facilitating
activities which will initiate, encourage, develop, or
coordinate methods of direct marketing from farmers
to consumers within or among the States; and,

-- annual reporting to the Congress concerning the
effectiveness of the Act.

The enrolled bill would authorize appropriations of
(1) such sums as are necessary for the survey and
reporting provisions and (2) $1,500,000 annually for
direct marketing assistance for fiscal years 1977
and 1978.

Emergency Hay Assistance

Under provisions of the Disaster Relief Act of 1974,
the Secretary of Agriculture now pays 67 percent (up
to $27 per ton) of the cost of transporting hay to
farmers in counties that have been declared major
disaster areas because of continuing drought. At
present, the Secretary is spending approximately
$43.7 million annually to provide such as51stance to
the 241 counties that qualify.

Effective upon enactment and for the remainder of fiscal
year 1977, the enrolled bill would require the President
to direct the Secretary of Agriculture to pay 80 percent



of the cost of transporting hay, not to exceed $50 per
ton, to farmers or ranchers located in designated
disaster counties. Although the cost of this provi-
sion would change as counties are added or subtracted
from the disaster roles, Agriculture advises that under
existing conditions the cost for fiscal year 1977 is
estimated at $8.7 million.

In reporting and testifying on H.R. 10339, the Depart-
ment of Agriculture expressed sympathy for the intent
of the legislation, but opposed enactment for several
reasons:

-- it is unnecessary in that existing law permits the
Department to undertake all activities proposed
under H.R. 10339;

-- it is economically superfluous in the absence of
any substantial demonstrated demand by the public
for direct marketing; no market impediments exist
to prevent the establishment of direct marketing
techniques; and,

-- there is little or no evidence to prove that
decreased consumer prices would in fact result
from this bill.

However, in its report on H.R. 10339, the Senate
Agriculture Committee argued that while the Depart-
ment may have adequate authority to undertake the
direct marketing activities, it had not done so.
The committee concluded that:

"... a concrete, legislative framework
is needed to foster close working
relationships between farmers and
consumers, two groups which have many
common goals and frustrations."

The emergency hay assistance provision was attached

to the bill during Senate floor action in a form that
would have required net Federal expenditures of several
hundred million dollars. Although Agriculture was

not successful in having the provision eliminated from
the bill in conference, it .did manage to substantially
reduce the costs of the measure.



Conclusion

Although we continue to have concerns as noted
above, we do not believe that the bill is so
objectionable as to warrant disapproval. The
direct marketing program that would be established
by the enrolled bill is very modest, and it is a
clear improvement over earlier versions of the
bill which would have required specific regional
projects in five different parts of the United
States. Moreover, H.R. 10339 is generally consis-
tent with existing Extension Service direct mar-
keting programs that are operating in 35 States.

Finally, while the emergency hay assistance provi-

sion seems to represent an unnecessary increase

in a Federal subsidy to farmers and ranchers, it

is relatively modest in cost and appears to be in
response to continuing serious drought conditions

in parts of the Midwest. As noted above, its

cost was substantially reduced as the Congress
attempted to reach a compromise with the Administration.

‘ M;,ﬁla,.,_

Paul H. O'Neill
Acting Director

Enclosures
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THE CHAIRMAN OF THE
COUNCIL OF ECONOMIC ADVISERS

WASHINGTON

September 30, 1976

Dear Mr. Frey:

With respect to H. R. 10339, The Farmer-to-Consumer
Direct Marketing Act of 1976, the Council of Economic
Advisers recommends that the President veto the bill.

The bill provides funds to encourage consumers to buy
their groceries in many different ways, excluding only
shopping in grocery stores. There is no reason to believe
that either consumers or producers would gain from this
wasteful program.

The program to increase the subsidy on hay trans-
portation into drought-stricken counties would help some
hard-pressed people, but the existing hay subsidy program
is adequate to this task. Nonetheless, the President in
his veto message should be careful not to appear callous
towards the hardships of livestock owners in the drought
areas. /

Mr. James Frey

Assistant Director for
Legislative Reference

Office of Management and Budget

Washington, D. C. 20503
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ASSISTANT ATTORNEY GENERAL

LEGISLATIVE AFFAIRS

Bepartment of Justice
Washington, B.¢C. 20530

October 1, 1976

Honorable James T. Lynn
Director

Office of Management and Budget
Washington, D. C., 20503

Dear Mr. Lynn:

In compliance with vour request, I have examined a
facsimile of the enrolled bill (H.R. 10339), "To encourage
the direct marketing of agricultural commodities from farmers
to consumers."

This bill would direct the Secretary of Agriculture
to conduct a survey of methods for direct marketing by
farmers to consumers and to sponsor programs to facilitate
such direct marketing. It would also increase from $27
to $50 per ton the maximum subsidy provided by the federal
government for the cost of transporting hay to emergency
relief areas. This increase is effective until October
1, 1977.

With respect to the direct marketing program, this bill
is less extensive than prior similar proposed legislation
(H.R. 7488) on which we have commented. There is a substantial
question whether the bill is necessary. The activities it
requires are largely informational and are already within the
authority of the Department of Agriculture. These activities
might also be undertaken by farmer cooperatives. However,
we do not perceive any substantial anticoupetitive effect
from these informational activities. We defer to the Depart-
ment of Agriculture as to the desirability of or necessity
for the special statutory authority provided in this bill.

With respect to the emergency hay program, the legisla-
tive history provides little factual support that an increase
in the hay transportation cost subsidy for the emergency
relief program is warranted. Again, however, we have no
basis independently to assess the necessity for this increased
subsidy. As an emergency provision, it does not seem to have
significant anticompetitive effects.



The Department of Justice defers to the Department
of Agriculture as to whether this bill should receive
Executive approval.

Sincerely,

Michael M. Uhlmann
Assistant Attorney General



U.S. DEPARTMENT OF LABOR
OFFICE OF THE SECRETARY
WASHINGTON

OCT 1 1976

Honorable James T. Lynn:
Director

Office of Management and Budget
Washington, D. C. 20503

Dear Mr. Lynn:

This is in response to your request for our views on
H.R. 10339, an enrolled enactment entitled the "Farmer-to-
Consumer Direct Marketing Act of 1976."

This Act 1is primarily intended to encourage the direct .
marketing of agricultural commodities from farmers and
farmer organizations to consumers and consumer organiza-
tions. The program would be administered by the Secretary
of Agriculture through the Extension Service. Activities
would include the holding of conferences on direct market-
ing, the compiling of applicable laws and regulations, and
the furnishing of technical assistance.

Since the program authorized in H.R. 10339 would not have a
significant impact on the programs administered by this
Department, we defer to the views of the Department of
Agriculture because of its more direct interest in the
legislation. We have no objecton to Presidential approval
of this Act.

Sincerely,




* 5 THE GENERAL COUNSEL OF HOUSING AND URBAN DEVELOPMENT
o WASHINGTON, D.C. 20410

0CT 1 1976

Mr, James M. Frey

Assistant Director for
Legislative Reference

Office of Management and Budget

Washington, D, C. 20503

Attention: Miss Martha Ramsey
Dear Mr. Frey:

Subject: H. R. 10339, 94th Congress
Enrolled Enactment

This is in reply to your request for our views on the
enrolled enactment of H. R, 10339, the "Farmer-to-Consumer
Direct Marketing Act of 1976",

The enrolled bill is designed to encourage the direct
marketing of agricultural commodities from farmers to
consumers, Under the measure, the Secretary of Agriculture
would be required to carry out a program to achieve this
purpose, including a continuing survey of existing direct
marketing methods and an allocation of funds to State
Departments of Agriculture and the Extension Service of the
Department of Agriculture to provide assistance for direct
marketing within the States.

In addition, section 8 of the enrolled bill would direct the
Secretary of Agriculture, in connection with any emergency
hay program for farmers or ranchers under section 305

of the Disaster Relief Act of 1974, to pay 80 percent of the
cost of transporting hay (up to a $50 per ton maximum) to

stricken areas., This authority would expire on October 1,
1977.



In our view, section 8 of the enrolled enactment is highly
undesirable., The Department of Agriculture is presently
carrying out an emergency hay transportation assistance
program, under which two-thirds of hay transportation costs
up to $27 per ton is being paid by the Federal Government.
In our opinion, section 8 represents a costly extension of

a program which presently is providing an adequate level of
assistance. We would also point out that existing law
provides sufficient flexibility to adjust payments under the
hay transportation assistance program, should circumstances
warrant such action. Since, however, H. R. 10339 involves
programs of primary concern to the Department of Agriculture,
we would defer to that Department’'s recommendation with
regard to Presidential action on the measure.

Sincerely

Robert R. Elliott
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* ACTION MEMORANDUM WASHINGTON" - LOG NO.:-
< Daig? October 2 Time: ©00pm
Paul Leach . g . N
FOR ACTION: Max Friedersdorf c¢c (forinformation): .01 Marsh
Bobbie Kilber Jim Connor
Bill Seidman ) Ed Schmults

Dawn Bennett

FROM THE STAFF SECRETARY

DUE: Date: October 4 . Time: noon

SUBJECT:
H.R. 10339-Farmer~-to-Consumer Direct Marketing Act
of 1976

ACTION REQUESTED:

For Necessary Action For Your Recommendations

Prepare Agenda and Brief

Draft Reply

% For Your Comments Draft Remarks

REMARKS:

please return to judy Jjohnston,ground floor west wing

Mo Drcron/
=

PLEASE ATTACH THIS COPY TO MATERIAL SUBMITTED.

If you have any questions or if you anticipate a
delay in submitting lthe required material, please

telephone the Staff Secretary immediately, Jaumes M. cm;‘:,,,
Ter the Presidss®




. s8L whiililh Quohk
ACTION MEMORANDUM WASHINGTON"; LOG NO.:

| Date: October 2 Timé: 600pm

Paul Leach . e < N,

Max Friedersdorf  ¢c (forinformation): ;. . Marsh
Bobbie Kilberg

OR ACTION:

Jim Connor
Ed Schmults

FROM THE STAFF SECRETARY

DUE: Date: October 4 : Time: noon

SUBJECT:

H.R. 10339-Farmer-to-Consumer Direct Marketing Act
of 1976

ACTION REQUESTED:

For Necessary Action

For Your Recommendations

Prepare Agenda and Brief

Dm_ﬂ Rep}y

-X For Your Comments Draft Remarks

REMARKS:

please return to judy johnston,ground floor west wing

| 10(y
’VO oércfk;n,

B fok,

PLEASE ATTACH THIS COPY TO MATERIAL SUBMITTED.

If you have any questions or if you anticipate a _

delay in submiiting the required material, please :

telephone the Staff Secretary immediately. James M. cannon"'
Fer the Presidrt
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ACTION MEMORANDUM WASHINGTON:] ~ LOG NO.:

Date: OCtober 2 . Time: 600pm
Paul Leach . p < 8.

FOR ACTION: Max Friedersdorf cc (for information): Jack Marsh
Bobbie Kilberg Jim Connor

Ed Schmults

FROM THE STAFF SECRETARY

DUE: Date: October 4 Time: noon

SUBJECT:
H.R. 10339~Farmer-to-Consumer Direct Marketing Act
of 1976

ACTION REQUESTED:

For Necessary Action For Your Recommendations

Prepare Agenda and Brief Drcxf.t Reply

-X— For Your Comments Draft Remarks

REMARKS:

please return to judy johnston,ground floor west wing

,é/f«w oua/éra »'

PLEASE ATTACH THIS COPY TO MATERIAL SUBMITTEb.

If you have any questions or if you anticipate a
delay in submiiting the required material, please

telephone the Staff Secrotary immediately. Jame
Ter the T

a— et —

S u‘ cmmon
rqsidrvt



- | 10/6/76
- 12:30 pem.

Trudy Fry showed the attached memo from
‘Mr. Friedersdorf to Dr. Cavanaugh.

Per Dr, Cavanaugh: No need to ''dex" to
San Francisco -- can just be

added to the bill file here,

cmf

AL



THE WHITE HOUSE

WASHINGTON
October 6, 1976

MEMORANDUM FOR: STAFF SECRETARY
FROM: MAX FRIEDERSDORF Jf b .

SUBJECT: Enrolled Bill HR 10339 - Farmer to Consumer
Direct Marketing Act of 1976

I submit the following comments as an addendum to HR 10339.
There are strong Congressional pros and cons on this bill.

Congressman Al Quie, Jim Abdnor, and Larry Pressler strongly
recommend the bill be signed to provide relief to drought
stricken farmers in the midwest.

In addition, the President has received a joint letter from
Senators Abourezk, Burdick, McGovern, Proxmire, Humphrey,
Culver, Nelson, Mondale and Clark urging the President sign
the bill. 1In the event of a pocket veto these Democratic
Senators could be expected to strongly criticize the Admin-
istration for its insensitivity to the upper midwest farmers
suffering from the drought.

Both Congressman John Rhodes and Guy Vander Jagt have been
contacted by the Republican opponent of Congressman Joseph
Vigorito (D-~Pa.) who maintained that the bill was passed

to assist Vigorito's re-election because Vigorito's Republican
opponent has charged that in 12 years in Congress Vigorito has
not had or sponsored one bill which has been signed into law.

Hyde Murry of the House Agriculture Committee believes the
legislation is substantively bad and if the President decided
to pocket veto, he would couple the announcement with the
statement that he was liberalizing the drought disaster
assistance program.

According to Hyde the bill affects four states, Minnesota,
Wisconsin, South Dakota and North Dakota and would raise the
assistance from $27.50 per ton of hay to $50 per ton.

I believe the perception of a pocket veto as anti-farmer
would over shadow any announcement of liberalized drought
disaster assistance. I recommend approval of the bill.

cc: Jack Marsh, Jim Cannon, Art Quern, Jim Lynn




941H CONGRESS HOUSE OF REPRESENTATIVES RepPorT
2d Session No. 94-1516

FARMER-TO-CONSUMER DIRECT MARKETING ACT OF
1976

SEPTEMBER 13, 1976.—Ordered to be printed

Mr. Vigoriro, from the committee of conference,
submitted the following

CONFERENCE REPORT

[To accompany H.R. 10339]

The committee of conference on the disagreeing votes of the two
Houses on the amendments of the Senate to the bill (H.R. 10339)
to encourage the direct marketing of agricultural commodities from
farmers to consumers, having met, after full and free conference, have
agreed to recommend and do recommend to their respective Houses as
follows:

That the House recede from its disagreement to the amendment of
the Senate numbered 1.

Amendment numbered 2:

That the House recede from its disagreement to the amendment of
the Senate numbered 2, and agree to the same with an amendment,
as follows:

On page 1, lines 4 and 5 of the Senate engrossed amendments, strike
out “September 30, 1978, and September 30, 1979” and insert in lieu
thereof and September 30,1978

And the Senate agree to the same.

Amendment numbered 3:

That the House recede from its disagreement to the amendment of
g'hfl Senate numbered 3 and agree to the same with an amendment, as

'ollows:

In lieu of the matter proposed to be inserted by the Senate amend-

ment, insert the following:

EMERGENCY HAY PROGRAM

8Sxe. 8. In carrying out any emergency hay program for farmers or
ranchers in_any area of the United States under section 305 of the
Disaster Relief Act of 197} because of an emergency or major disaster
in such area, the President shall direct the Secretary of Agriculture
to pay 80 percent of the cost of transporting hay (not to exceed $50

57-008 O
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per ton) from areas in which hay is in plentiful supply to the area
in which such farmers or ranchers are located. The provisions of this
section shall expire on October 1,1977.

And the Senate agree to the same.

JoserH P. VieoriTo,

Bor Bercrano,

Georce E, Brown, Jr.,

Freperick W. RicEMoND,

Paur FinbpLEy,

Jaumes P. JoHNSON,
Managers on the Part of the House.

Herman E. Tanmance,
GEeorGE McGoverN,
Hugerr HumPHREY,
Warter D. HuppLESTON,
Dick CLarxk,
Roerrt DoLE,
Mmron R. Youne,
Henry Brrumon,
Managers on the Part of the Senate.

JOINT EXPLANATORY STATEMENT OF THE
COMMITTEE OF CONFERENCE

The managers on the part of the House and the Senate at the confer-
ence on the disagreeing votes of the two Houses on the amendments of
the Senate to the bill (H.R. 10339) to encourage the direct marketing
of agricultural commodities from farmers to consumers, submit the
following joint statement to the House and the Senate in explanation
of the effect of the action agreed upon by the managers and recom-
mended in the accompanying conference report :

(1) Short title (Amdt. No. 1).

The Senate amendment amends the short title of the House bill to
reflect the present calendar year.

The Committee of Conference adopted the Senate amendment.

(2) Authorization of appropriations (Amdt. No. 2).

The House bill authorizes appropriations for technical assistance
in implementing the direct marketing program for only the 1977 fis-
cal year.

The Senate amendment extends the authorization for appropriations
through the 1979 fiscal year.

The Committee of Conference agreed to an authorization of appro-
priations through the 1978 fiscal year.

(3) Emergency hay program (Amdt. No. 3).

The Senate amendment adds a new section which requires the Presi-
dent—in carrying out any emergency hay program under section 305
of the Disaster Relief Act of 1974—to direct the Secretary of Agricul-
ture, at the option of the farmers and ranchers, to either—

(a) purchase hay in areas where it is plentiful, transport it into
the area where the farmers or ranchers are located, and sell it to
them at no more than $40 a ton; or

(b) pay the costs of transporting a farmer’s or rancher’s cattle
from the emergency area to a location where adequate grazing
land is available and then back to the stricken area within a rea-
sonable time after grazing conditions there have improved suf-
ficiently to support the cattle. No farmer or rancher would be
prohibited from selling or otherwise disposing of livestock after
they have been transported outside the emergency area; however,
if he does so, no return transportation payment will be made.

The new section added by the Senate amendment also provides
that—

(i) hay is to be made available under section 305 of the Disaster
Relief Act to help farmers and ranchers maintain their cattle
herds during any period such assistance is needed as the result of
an emergency or major disaster (as those terms are defined in sec-
tion 102 of the Disaster Relief Act. Prior to a determination by
the President that such a situation exists, a request must be made
by the Governor of the affected State) ;

3)



4

(11) a farmer or rancher may purchase hay under the pro-
gram sufficient to permit the maintenance of up to 180 days’ sup-
ply. However, the quantity of hay sold under the program may
not exceed 40 pounds a cow per day in the case of dairy cows; 20
pounds a cow per day in the case of replacement heifers; and 20
pounds a head per day in the case of beef cattle; and

(ii1) the Secretary may utilize the facilities of the Commodity
Credit Corporation 1n carrying out any emergency livestock feed
program under section 305 of the Disaster Relief Act.

The House bill contains no comparable provision.

In lieu of the language proposed to be inserted by the Senate amend-
ment, the Committee of Conference agreed to a provision requiring
the Secretary of Agriculture to pay 80 percent of the cost of trans.
porting hay (not to exceed $50 per ton) from areas in which hay is in
plentiful supply to disaster or emergency areas where farmers or
ranchers are located. The new section will expire on October 1, 1977,
Under the present hay transportation assistance program being con-
ducted under section 305 of the Disaster Relief Act, the Government
is providing up to two-thirds of the actual cost to transport hay (not
to exceed $27 per ton) to drought-affected areas in Minnesota, North
Dakota, South Dakota, and Wisconsin. Except for the increase in the
transportation assistance, the new section of the bill does not affect the
existing program.

, Joserr P. Vicorrro,

BoB Bercran,

George E. Broww, Jr.,

Freperick W. Ricamonb,

Paur FinNpiey,

James P. Jomwnson,
Managers on the Part of the House.
Herman E. Taumance,

Georce McGoOVERN,

Huserr HumpHREY,

Warter D. HubpbLesToNn,

Dick Crarg,

RoeerT DoOLE,

Micron R. Youxng,

HeNrY Brrimon,

Managers on the Part of the Senate.

O



Calendar No. 965

94tH CONGRESS SENATE { , REpPORT
2d Session No. 94-1022

FARMER-TO-CONSUMER DIRECT MARKETING
ACT OF 1976

JUNE 30 (Legislative day, JUNE 18), 1976.—Ordered to be printed

Mr. HupbrestoN, from the Committee on Agriculture and Forestry,
submitted the following

REPORT

[To accompany H.R. 10339]

The Committee on Agriculture and Forestry, to which was referred
the bill (H.R. 10339) to encourage the direct marketing of agricul-
tural commodities from farmers to consumers, having considered the

same, reports favorably thereon with amendments and recommends
that the bill as amended do pass.

SzorT EXPLANATION

H.R. 10339 is directed toward the encouragement of the direct mar-
lggltbling of agricultural commodities from farmers to consumers. The
11—

(1) requires the Secretary of Agriculture to carry out a pro-
gram to facilitate the direct marketing of food commodities from
farmers to consumers, for their mutual benefit, under which there
would be (a) a nationwide survey of existing direct marketing
operations; (b) an allocation of funds to the State departments
of agriculture and the Extension Service of the USDA, to pro-
vide assistance for direct marketing within the respective States;
and (c) an annual report by the Secretary on activities carried
out under the Act to further direct marketing;

(2) defines “direct marketing from farmers to consumers” to
mean the marketing of agricultural commodities at any market-
place established for the purpose of enabling farmers to sell their
agricultural commodities directly to individual consumers in a
manner calculated to lower the cost and increase the quality
while providing increased financial returns to farmers; and

(3) authorizes the appropriation of (a) funds in the amount
of $1.5 million for each of the fiscal vears 1977, 1978, and 1979,

57-010
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for the technical assistance provided and (b) such sums as are
necessary to conduct the annual report and nationwide survey.

COMMITTEE AMENDMENTS

“lé"?ﬁ(’)’n page 1, line 4, strike out “1975” and insert in lieu thereof

The Committee amendment is technical and amends the short title
of the bill to reflect the present calendar year.

2. On page 5, line 16, strike out the words “the fiscal year beginning
October 1, 1976” and insert in lieu thereof the following: “for each of
the fiscal years ending September 30, 1977, September 30, 1978, and
September 30, 1979”.

The Committee amendment extends from one to three years the
authorization for appropriations for technical assistance in imple-
menting the direct marketing program.

 Purpose axp NeED ror THE LreisLaTiox

H.R. 10339 provides for-a direct marketing program from farmers
to consumers to be initiated and coordinated by the Secretary of
Agriculture.

In recent years, an enhanced interest has developed among farmers
and consumers for direct farmer-to-consumer food marketing. In the
case of consumers, the interest results from consumer preferences for
fresh and unprocessed foods, and increased prices of food marketed
through conventional retailing channels. To many smaller farmers,
especially producers of fruits and vegetables, direct marketing can
mean increased financial returns and, in some cases, the continued
existence of the farm as a viable economic enterprise.

A program of direct marketing contains the promise of substantial
economic benefits to the Nation. The program will aid smaller farmers,
whose farms are interspersed with urban concentrations throughout
the more populated areas of the country, to stay in business. The pro-
gram will make it possible for more consumers to purchase fresh, field-
ripened produce, often at lower prices than are otherwise available.
Although the bill places primary reliance upon private individuals
and groups to take initiatives toward new methods of direct market-
ing, on an economically self-sustaining basis, it encourages flexibility
and innovation in those instances where direct marketing appears to
he feasible and beneficial. Furthermore, the successful operation of a
direct food marketing facility within a town or city can have bene-
ficial side effects, among which is attracting people into the downtown
shopping district and thus stimulating retail trade.

ere are various impediments to direct marketing arrangements
that are built into our economy which may prevent successful opera-
gl(;)%sqxnthout the program of technical assistance authorized by H.R.

Although theoretically a direct marketing program could be carried
out by the Department of Agriculture under exis?iing legal authorities
this might not actually occur without an explicit statutory mandate
and the limited measure of funding which the bill provides, Further
the Committee believes that the basic concept of direct marketing has

S.R. 1022
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proven workable and that the prudent steps authorized by the bill
to facilitate direct marketing are warranted. :

SECTION-BY-SECTION A NALYSIS

Rection 1—Short title _ .
The first section provides that the Act may be cited as the “Farmer-
to-Consumer Direct Marketing Act of 1976.”

Section 8—Purpose ,

Section 2 declares that it is the purpose of Congress to promote, on
an economically sustainable basis, the development and expansion
of direct marketing of agricultural commodities from farmers to con-
sumers, and provides that the Secretary of Agriculture shall initiate
and coordinate a program to accomplish that objective as set forth in

the Act.

Section 3—Definition

Section 3 defines “direct marketing from farmers to consumers” as
used in the bill to mean the marketing of agricultural commodities at
any marketplace established for the purpose of enabling farmers to
sell their agricultural commodities directly to individual consumers
in & manner caleulated to lower the cost and increase the quality while
providing increased returns to farmers.

Section j—Nationwide survey

Section 4 provides that the Secretary, acting through the Economic
Research Service or whatever agency he deems appropriate, shall con-
duct a continuing, nationwide survey of direct marketing from farm-
ers to consumers in each State. The initial survey, to be completed
no later than one year following the date of enactment of the Act,
shall include the number and types of such marketing arrangements in
operation, the volume of business conducted by them, and the impact
of such marketings upon financial returns to farmers (including the
economic viability of smaller farmers) and upon food costs and
auality to consumers.

Section 5—Assistance for direct marketing

Subsection (a) provides that the Secretary shall allocate the funds
appropriated for the section to promote the establishment and opera-
tion of methods of direct marketing from farmers to consumers to the
State departments of agriculture and the FExtension Service of the
United States Department of Agriculture. The Secretary shall allocate
funds to any particular State on the basis of the feasibility of direct
marketing from farmers to consumers within that State as compared
to other States, and shall allocate funds within a State to the State
department of agriculture and to the Extension Service on the basis
of the types of activities which are needed in the State and on the
basis of which of these two agencies, or combination of them, can
best perform those activities.

Among the activities to be carried out by the State departments of
agriculture and the Extension Service to promote traditional farmer-
to-consumer marketing, section 5 specifies the following: sponsorship
of conferences designed to share information among interested persons
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and groups concerning the establishment and operation of direct mar-
keting arrangements; compilation of relevant laws and regulations;
tormulation of drafts of enabling legislation; preparation and dis-
semination of practical information on the establishment and opera-
tion of direct marketing; and providing technical assistance for the
purpose of aiding interested individuals or groups in the establish-
ment of arrangements for direct marketing from farmers to
consumers.

Subsection (b) provides that the Secretary shall take into account
consumer preferences and needs which may bear upon the establish-
ment and operation of arrangements for direct marketing from
farmers to consumers in the implementation of section 5.
Section 6—Annual report

- Section 6 provides that the Secretary shall periodically review the
activities carried out under the Act, and shall report to the Committee
on Agriculture of the United States House of Representatives and
the Committee on Agriculture and Forestry of the United States
Senate, within one year of the date of enactment and annually there-
after, with respect to the effectiveness of the Act.

Section 7—Funding authorization

Section 7 authorizes appropriations for the purpose of carrying out
the Act as follows: for sections 4 and 6, such sums as are necessary;
fo'rz' section 5, $1.5 million annually for the fiscal years 1977, 1978, and
1979.

CoMMITTEE CONSIDERATION

I.

On May 12, 1976, the Subcommittee on Agricultural Production,
Marketing, and Stabilization of Prices held a hearing on S. 1985,
S. 2610, and H.R. 10339. Each of these bills is designed to encourage
the direct marketing of agricultural commodities from farmers to
consumers.

The Subcommittee received testimony from Senator John Tower,
Representative Joseph P. Vigorito, the United States Department of
Agriculture, the Georgia Farm Bureau Federation, the Dairy Farmer
Distributors of America, the National Milk Producers Federation, the
Consumer Federation of America, the Cooperative League of the
U.S.A,, and the National Farmers Union.

With the exception of the United States Department of Agricul-
ture (whose views are described later in this report), each of the
witnesses and organizations gave general endorsement to the concept
of direct marketing of agricultural commodities from farmers to
consumers.

During the hearing, testimony was presented on the two present
trends that exist, which this legislation addresses. On the one hand,
the number of farmers, particularly those with small scale operations,
has been continuously decreasing, eliminating thousands of families
from the agricultural economy. On the other hand, consumers have
found their food buying dollars buying less and less, to the point that
for many American consumers, food buying choices have become
ceritical budget decisions.
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Although the United States Department of Agriculture believes
that it possesses sufficient legislative authority under the Smith-Lever,
Capper-Volstead, Agriculture Marketing Act of 1946 and other acts
to undertake all the actions outlined in H.R. 10339, they have not
done so. The Committee believes that a concrete, legislative frame-
work is needed to foster close working relationships between farmers
and consumers, two groups which have many common goals and
frustrations.

Under the legislation, increased numbers of farmers would be
brought into closer and more direct contact with consumers, and
thereby serve to increase farmer awareness of consumer demands for
both the products and services involved in marketing. In addition,
consumers would gain a greater understanding of the supply and
quality problems with which farmers have to contend.

DepPARTMENTAL VIEWS

L

The Department of Agriculture opposes the enactment of the
legislation. The statement presented by Dr. Don Paarlberg on S. 1985,
S. 2610, and H.R. 10339 at the hearing before the Subcommittee
on Agricultural Production, Marketing, and Stabilization of Prices
reads as follows:

~ Mr. Chairman and Members of the Subcommittee, it is a
pleasure to present to this subcommittee the Department
of Agriculture’s comments on S. 2610, S. 1985 and H.R. 10339.

We view the intent of these bills to provide financial
support for development of economically viable arrangements
whereby farmers can deal directly with consumers in the
marketing of farm products. We note that these bills differ
in that the Senate bills provide funding for the development
of innovative methods of direct marketing from farmers to
consumers which is not included in the House Act.

As you know, the basic philosophy of the Secretary of
Agriculture is that U.S. farmers should become more market
oriented. Legislation such as proposed by these bills would
bring increased numbers of farmers into closer and more
direct contact with consumers, and serve to increase farmer
awareness of consumer demands for both the products-and
services involved in marketing. In addition, legislation such
as this could bring about a greater understanding by con-
sumers of the supply and quality problems with which
farmers have to contend.

However, we feel that this proposed legislation is unneces-
sary. The Department of Agriculture already possesses suf-
ficient legislative authority under the Smith-Lever, Capper--
Volstead, Agriculture Marketing Act of 1946 and other
acts to undertake all the actions outlined in the proposed
legislation.
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More importantly, the Department cannot support this bill
because of the new Federal spending it would require in fiscal
syear 1976 and succeeding years. 1
s "We - do mot see direct ‘marketing arrangements as a re-
i - placement for the mainstream of our present food marketing
¢ systém. Direct marketing activities would seem to have the

+~.-highest potential in certain specialized situations with re-

- spect te-surpluscrops, and seasonal and localized market

v situations. Direct participation in exchange arrangements
between farmers and consumers currently accounts for less

» than:two percent of food sales and is an activity with which

* - neither group has wide familiarity,

+ . -There are problems in developing direct marketing arrange-

- ents between farmers and consumers. Major among these
*...1s the desire of farmers to obtain the highest possible price

and the equally strong desire of consumers to buy the food
supplies as cheaply as possible. This conflict has been met
head-on by the Department in assisting both groups in or-
ganizing and establishing direct marketing activities.

11,

Tho vDé‘I’)artrr‘l'ént; of Agricultﬁre also submitted adverse reports on
S.. 1985 and S. 2610. The reports read as follows:

DEPARTMENT OF AGRICULTURE,
OrFice oF THE SECRETARY,
IR Washington. D.C.. October 7, 1975.
Hon. HerMax E. TALMADGE, ' ' ’ ‘
Chairman, -Committee on Agriculture and Forestry, U.S. Senate,
Washington, D.C. _

Dear Mr. Crimrman: This is in reply to your request of June 23.
1975, for a report on S, 1985, a bill “To encourage the direct marketing
of agricultural commodities from farmers to consumers”.

This Department recommends that the bill not be enacted.

S. 1985 provides for substantially increased research and technical
assistance by agencies of the Department of Agriculture. In its intent
to foster arrangements for the marketing of fresh and processed farm
produets direct. from farmers to consumers, the bill has substantial
merit. However, the Department of Agriculture already possesses
sufficient legislative authority under the Capper-Volstead and other
acts to undertake all the actions outlined in the proposed legislation.
Fromi this perspective, then, the bill is unnecessary.

More importantly, the Department cannot support this bill because
of the substantial new. Federal spending it would require in fiscal year
1976 and succeeding years. If larger budget deficits are to be avoided
now and in the future. every agency, including the Department of
Agriculture, must exercise extreme fiscal restraint. .

The Office of Management and Budget advises that there is no ob-
jection to the presentation of this report from the standpoint of the
Administration’s program.

- Sincerely, J. P, CaMPBELL,
Acting Secretary.
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DEPARTMENT OF AGRICULTURE,
OFFICE OF THE SECRETARY,
Washington, D.C., March 3, 1976.
Hon. Herman E. Tavrmange,
Chairman, Committee on Agriculture and Forestry, U.S. Senate,
Washington, D.C.

Dear Mr. CHATRMAN : This is in reply to your request of November
7,1975, for a report on S. 2610, a bill “To encourage the direct market-
ing of agricultural commodities from farmers to consumers.”

This Department recommends that the bill not be enacted.

S. 2610 provides for substantially increased research and technical
assistance by agencies of the Department of Agriculture. In its intent
to foster arrangements for the marketing of fresh and processed farm
products direct from farmers to consumers, the bill has substantial
merit. However, the Department of Agriculture already possesses
sufficient legislative authority under the Smith-Lever, Capper-Vol-
stead, Agriculture Marketing Act of 1946 and other acts to undertake
all the actions outlined in the proposed legislation. From this perspec-
tive, then, the bill is unnecessary.

More importantly, the Department cannot support this bill because
of the new Federal spending it would require in fiscal year 1976 and
succeeding years. The bill provides that $2,500,000 be provided for
each of the years ending September 30, 1976, 1977 and 1978 for the
purpose of carrying out the provisions of sections 5 and 6 for a total
of $7,500,000. It is estimated that a total of $1,500,000-$2,000,000
would be required through September 30, 1978 to carry out the pro-
visions of section 4. If larger budget deficits are to be avoided now and
in the future, every agency, including the Department of Agriculture,
must exercise fiscal restraint.

. The Office of Management and Budget advises that there is no ob-
Jection to the presentation of this report from the standpoint of the
Administration’s program.
Sincerely,
Joux A. KNEBEL,
Under Secretary.

Cost Estrvate

In accordance with section 252 of the Legislative Reorganization
Act of 1970, the Committee estimates that the costs which would be
incurred by the Federal Government in carrying out the bill would
not be in excess of $1.5 million for each of the fiseal years 1977, 1978,
and 1979 for the technical assistance authorized by section 5. Tt is
estimated that a total of $1.5 to $2.0 million would be required through
September 30, 1979, to carry out the survey required by section 4.

The Committee’s estimate is in accord with the cost estimate fur-
nished by the Department of Agriculture.

@)
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FARMER-TO-CONSUMER DIRECT MARKETING ACT
SR OF 1975 : - '
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NoveMeer 1, 1975.—Committed to the Comittee of the Whole House on the State
of the Union and or@ered to be printed

—r——

Mr. Forey, from the Committee on Agrieulture, -
submitted the following

REPORT
together with

MINORITY VIEWS
[To accompany H.R. 10339]

The Committee on Agriculture, to whem was referred the bill (H.R.
10339), te encourage the direet marketing of agricultural commodities
from farmers to consumers, having considered the same, report favor-
gb]y thereon with amendments and recommend that the bill as amended

o pass.

The amendments are as follows:

Page 5, line 15, strike “Sec. 8” and insert in lieu thereof “Sec. 77.

Page 5, strike lines 20 and 21 in their entirety, and insert in lieu
thereof “for the fiscal year beginning October 1,1976.”.

BREEP EXPLANATION OF THE LEGISLATION

The bill provides as follows:

1. The Secretary of Agriculture is required to carry out a program
to facilitate direct marketing of food commodities from farmers to
consumers under which there would be— : ‘

A nationwide survey of direct marketing operations.

Allocation of funds to the State departments of agriculture
and the Extension Service, to provide technical assistance for
direct marketing within the respective States.

An annual report made to the Agricalture Committee of the
Congress, detailing the progress in carrying out this legislation.

2. Funds are autherized in the amount of $1.5 million for the fiscal
year beginning October 1, 1976, for the technical assistance program
under seection 5-and such amounts as are necessary to conduct the sur-
veys required under section 4.
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PURPOSE AND NEED FOR THE LEGISLATION

The bill provides for a direct marketing program from farmers to
consumers to be initiated and coordinated by the Secretary of
Agriculture. .

Yn recent years, there has developed: an enhanced: interest: among
farmers and consumers for direct farmer-to-consumer food marketing.
In the case of consumers, this interest results from consumer pref-
erences for fresh and unprocessed foods, and increased prices of food
marketed through conventional retailing channels. To many smaller
farmers, especially producers of fruits and vegetables, direct, market-
ing can mean increased financial returns and, in some cases, the con-
tinued existende of thefarm as a viable economic enterprise.

A program of direct marketing will bring the promise of substantial
economic benefits to the nation. It can allow smaller farmers whose
farms are interspersed with urban concentrations throughout the more
populated areas of the country, in particular, to say in business, by
providing. backup assistance to help them to market their produce
directly. It can allow more consumers to purchase fresh, field-ripened

roduce, often at lower prices than are otherwise available. Although
the bill places primary reliance upon private individuals and groups
to take initiatives toward new methods of direct marketing, on an
economically selfsustaining basis, it can encourage flexibility and inno-
vation in those instances where direct-marketing appears to be feasible
and beneficial. Furthermore, the successful operation of a direct food
marketing facility within a town or city can have beneficial side effects
for the business community by attracting people into the downtown
shopping district and thus stimulating retail trade. e

There are various impediments to the direct marketing arrange-
‘ments that are built into our economy which may prevent successful
ioperations without the program of technical assistance provided for
in this legislation. , S

Although theoretically some program provided for under this bill

might be carried out under existing legal authorities, the Committee
‘is concerned that it might net actually occur without this explicit
statuiory mandate and the limited measure of funding which this bill
provides. Further, the Committee believes that the basic concept of
direct marketing has proven workable and that the prudent steps
taken in this bill to facilitate direct marketing are warranted.

SECTION-BY-SECTION ANALYSIS

Section 1—Short T'itle 7 . i R )
The first section provides that this legislation may be cited as the
“Farmer-to-Consumer Direct Marketing Act of 1975.”

Section 2—Purpose. . - - , ‘

" Section 2 declares that it is the purpose of Congress to promote, on
an economically substainable basis, the development and expansion
‘of direct marketing of agricultural commodities from farmers to con-
‘sumers, and provides that the Secretary of Agriculture shall initiate
and coordinate a program to accomplish that objective as set forth in
the Act. ol . .

[T
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Beotron, 8—Definition

‘Bection '3 defines “direct marketing from farme
v ) i rs to consur ”
as used in the bill to mean the ma,rket%ng of agricultural comx&l)rtlﬁ‘isés
% all?( marketplace established for the purpose of enabling farmers
to se their agrigultural commodities directly to individual consumers
2 manner calculated to lower the cost and increase the quality while

browmiging mereased returns to farmers,
Beetion f—Nationwide Survey

Seetion 4 provides that the Secretary of Agriculture, acting through
the Economic Research Service or wl}lrateveig agency he deef%s &-p}l)l’;o-
Ppriate, shall conduct a continuing, natienwide survey.of direct market-
ing from farmers to consumers n.each State. The injtial survey, to be
completed no later than one year following the date of enactment of
this legislation, shall include the nwmber and types of such marketing
arrangements in operation, the volume of business conducted by them,
and the impact o such Iarketings upon fipancial returns to farmers
(including the economic viability of smaller farmers) and upon food
costs and guality to congumers, - S .
Section 6—Assistance for Direct Morketing :

Subsection (a) provides that the ‘Becretary of Agriculture shall al-
locate the funds authorized for the section to promote the establish-
ment and .operation of methods of direct marketing from farmers to
consumers to the_S.,tate departments of agriculture and the Extension
Seryice o_f the United States Department of Agriculture. The Secre-
ta,ry_,,s,_hg]l ﬂall,oc._ate funds to an%' particular State on the basis of the
feasibility of direct marketinsg Tom farmers to consumers within that
State as compared to other States, and shall allocate funds within a
Statq to the State department of agriculture and to the Extension
Service on the basis of the types of activities which are needed in-the
State and on the basis of which of these two agencies, or combination
of them, can best perform those activities.

_Th;e Committee expects that the Secretary, in allocating funds
within any State under section 5, will take into account such factors
a5 the ,r@l&t%v,e experience and historical involvement of the depart-
ment of agricnlfure and extensjon personnel, and the customary divi-
sion of responsibility among them in performing research, education,
direct action, gud other activities which will facilitate direct market-
ing most effectively within the State, :

Among the activities to be carried out by the State departments of
agriculture and the Extension Service, to promote traditiona] farmer-
to-consumer nlarkptlnﬁ, section 5 speecifies the following : sponsorship
of conferences designed to share information among interested persons
anel groups concerning the establishment and operation of direct mar-
keting arrangements, compilation of relevant laws and regulations,
formulation of drafts of enabling legislation, preparation and dis-
semination of practlcgml information on the establishment and opera-
tion of direct marketing; and providing technioal assistance for the
purpose of aiding inferested individuals or groups in the establish-
ment of arrangements for direct marketing from farmers to
consumers. . ‘

Subsection (b) provides that the Secretary of Agriculture shall
take into account consumer preferences and needs which may bear
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upon the establishment and operation of arrangements for direct-mar-
keting from farmers to consumers in the implementation of section 5.
Section 6—Annual Report -+« wnio e Ui e

This section provides that the Secretary of Agriculture shall pe-
riodically review the activities carried out under this legislation;and
shall report to the Committee on Agriculture of the Unitéd States
House of Representatives and the Committee on Agrieulture and For-
estry of the United States Senate, within one year of the date of en-
actment and annually thereafter, with respect to the accomplishments
‘pursuant to the legislation. = - . . o e o
Section T—Funding Authorization R o

This section authorizes appropriations for the purpose of carrying
out this legislation as follows: For section 4 and 6, such sums as are
necessary ;. for section’ 5, $1.5 million for the fiscal year beginning
‘October 1, 1976, L o
S ‘ COMMITTEE CONSIDERATION

On July 23, 1975, the Subcommittee on Domestic Marketing and
‘Consumer Relations held a full day of public hearings on H.R. 7488
-and related bills designed to encourage the direct marketing of agricul-
tural commodities from farmers to consumers. , ,

At that time, the Subcommittee received testimony from Mr.
Edward Mezvinsky, a Member of Congress from Iowa, the United
‘States Department of Agriculture, the National Farmers Organiza-
tion, the Cooperative League of the U.S.A., the Consumer Federation
of America, the National Farmers Union, the Department of Agricul-
ture of the State of Pennsylvania, and the National Grange.

With the exception of the United States Department of Agriculture
(the views of which are described later in this Report), each of the
-above witnesses and organizations gave general endorsement and sup-
port to H.R. 7488, although several of the witnesses recommended
changes in, or additions to, H.R. 7488. :

The Subcommittee on Domestic Marketing and Consumer Rela-
tions held an open business meeting, on October 2, to consider H.R.
7488. The Subcommittee adopted six amendments and reported the bill
favorably, as amended, to the full Committee on Agriculture. To avoid
-questions raised concerning the procedural handling of the bill, the bill
was reconsidered on October 7, 1975, and on that date, the Subcom-
mittee in the presence of a quorum again adopted the identical six
amendments, and in the presence of a quorum, favorably reported
H.R. 7488, as amended, to the full' Committee on Agriculture.

The six amendments adopted by the Subcommittee were as follows:
The Subcommittee adopted an amendment offered by Mr. Brown, to
include the State departments of agriculture, along with the Extension
‘Service, as the two agencies that would be responsible for carrying out
'thetpech?ical and other assistance for direct marketing authorized by
-section 5. : :

HL.R. 7488, as originally introduced, provided solely for the Exten-
:sion Service to administer section 5. The Committee acted because both
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the State departments of agriculture and.the Extension Service have
been the. primary.moving forces, insofar as governmental agencies are
concerned,.in farm direct marketing activities.

Two amendments offered by Mr. O’Amours were adopted by the
Subcommittee. One of these amended the definition of “direct market-
ing from farmers to.consumers,” in section 3, to make explicit that
such marketing bé conducted ini a manner both to lower the cost and
increase the quality of food to consumers. The other amendment by
Mr. D’Amours shortened from two years to one year, following the
date of enactment of this Act, the period within which the Secretary
of Agriculture must complete the initial nationwide survey of direct
marketing operations under séction 4. ' ' ‘

The Subcommittee also adopted threé amendments offered by Mr.
Richmond to require that the survey of direct marketing -operations
include an assessment of the impact of such marketings upon, among
other things, food quality to consumers, and to provide that the Secre-
tary shall take into consideration consumer preferences and needs in
earrying ‘out his responsibilities. = ' ' o

On October 30 the full Committee on Agriculture considered a
clean bill, H.R. 10339, which incorporated all of the amendments
adopted by the Subcommittee but also made certain changes in the
bill which was approved by the Subcommittee, with a view toward
achieving a broader bipartisan consensus in support of the bill and
to meet the Administration’s objections. The primary changes from
the Subcommittee-approved version of the bill eliminated all funding
for the current fiscal year, deleted a major section, and reduced the
3-year funding authorization from $7.5 million to $4.5 million, The
Committee adopted a technical change in the bill and on the motion
of Mr. de la Garza, adopted an amendment to Section 7, reducing the
authorization from three fiscal years to one year (fiscal year ’77).
In the presence of a quorum, the Committee by a voice vote reported
H.R. 10339, as amended, to the House of Representatives, with the
recommendation that it do pass. , o

ADMINISTRATION POSITION

In a letter dated August 28, 1975, to Chairman Foley from the-
Honorable Richard A. Ashworth, Deputy Under Secretary of Agri-
cultute, the Department of Agriculture expressed the view that H.R.
7488, as originally introduced, “has substantial merit”. The Depart-
ment took ‘the position that the original vérsion of the bill not be
enacted, however, primarily on the basis of the “substantial new Fed-
eral spending it would require in fiscal year 1976 and Succeeding

ears.” . ce L e .
Y The amended bill reported by the Committee on Agriciilture elim-
inates-all funding authorization for fiscal year 1976, deletes a major
section from the bill and the funding for that section, and reduces
the funding for section 5 from 3 years to 1 year.' .

The letter expressing the views of the Department of Agriculture, on:

HL.R. 7488, as originally introduced, follows:
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' DieartusNT oF AGRICUNIURE,
Ovrce oF ‘THE SECRETARY,
Hon. Tromas 8. Forey, = . T :
Chrairman, U.S, House of Represontatives, Committee on Agrivalture,
_ Longworth House Office Building, Waskington, D.0.. ~
- Draz Mr. Coamaax: This is in reply to your request of May 23,
1975, for & report on HLR. 7488, a bill “T'o encourage the direct mar-
keting of agricultural commodities from farmers to consumers.”
This Pepartment reconumends that the:bill not be enacted.

N ‘

H_R. 7488 provides for substantially increased research and technical

assistahce by agenecies of the Department of Agriculture. In its intent.
to foster arrarigements for the marketing of fresh and proeessed farm
products direct from farmers to comsumers, the bill has substantial
merit. However, the Department of Agriculture already possesses
sufficient legislative authority under the Capper-Volstead and: other
acts to undertake all the actions outlined in the proposed legislation.
From this perspective, then; the Bill is unnecessary. s

More importantly, the Department cannot support this bill because
of the substaritial new Federal spending it would require in fiscal year
1976 and succeeding years. If larger budget deficits are to be avoided
now and in the future, every ageney, imeluding the Department of
Agriculture, must exercise extreme fiséal restraint.

The Office of Manageément and Budget advises that there is no ob-
jection to the preseritation of this report from the standpoint of the
Adiministration’s program.

Sineerely, ' :
-Ricmarp A. AsHWORTH,
Deputy Under Secretary.

CURRENT AND FIVE §UBSEQUENT FISCAEL YEAR COST ESTIMATE

Pursuant to clause 7 of Rule XIIT of the Rules of the House of
Representatives, the Committee estimates the cost to be incurred by the
Federal Government during the current and the five subsequent years
as a result of the emactment of this legislation would be as follows:

The Committee estimidtes that the ecost of the bill to the U.S.
Government for the fiseal year 1977 would, in no event, be in excess
of $2.5 million. The estimate is derived by adding to the $1.5 miltion
for fiscal year 1977 authorized to be appropriated for section 5; an
amount of $1.000,000 as the estimate which has been provitded in-
formally by the U.S. Department of Agriculture of the cost of the
survey authorized by section 4. :

Any additionsl cost of the bill over tle five-yedi périod will be de-
pendent on future autherizdtions voted by Congress.

INFLATIONARY IMPACT. STATEMENT

Pursuant to clause 2(1) (4), Rule XI of the Rules of the House of
Representatives, the Committee estimates that enactment of H.R.
10339 will have no inflationary impact on the national economy. The
costs to the government should be more than counter-balanced by the
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salutary effects of the Act in reducing the costs and improving the
quality of food purchased by the nation’s consumers, and in improving
the economic viability of smaller farmers thus enhancing the competi-
tive nature of the agricultural economy.

BUDGET ACT COMPLIANCE (SECTION 308 AND SECTION 403)

The provisions of clause 1(3) (B) of Rule XI of the House of Rep-
resentatives and section 308(a) of the Congressional Budget Act of
1974 (relating to estimates of new budget authority or new or increased
tax expenditures) are not considered applicable. There was no estimate
and comparison prepared by the Director of the Congressional Budget
Office under clause 1(3) (C) of Rule XI of the House of Representa-
tives and section 403 of the Congressional Budget Act of 1974 sub-
mitted to the Committee prior to the filing of this report.

OVERSIGHT STATEMENT

No summary of oversight findings and recommendations made by

the Committee on Government Operations under clause 2(b) (2) of
Rule X of the Rules of the House of Representatives was available
to the Committee with reference to the subject matter specifically
addressed by H.R. 10339, as amended.
. No specific oversight activities, other than the hearings accompany-
ing the Committee’s consideration of H.R. 10339 and related biils
were made by the Committee, within the definition of Rule XT of the
House of Representatives.
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MINORITY VIEWS OF HON. STEVEN D. SYMMS
ON H.R. 10339 L

1 oppose this bill not because it fails to present a good idea, but be-
cause it just isn’t needed. '

Farmer-to-consumer direct marketing. It has a very appealing ring,
doesn’t it? As a matter of fact, this means of marketing agricultural
groducts apparently is becoming increasingly popular as individual

armers and farm groups are assuming a nmore active role in marketing
their products than they have at any time in recent years. I think this
trend is evidenced by the fact that farmers within reasonable distances
from population centers are not only putting more efforts into farmer
markets and roadside stand activity, but are also making more acres
available to urban and suburban dwellers for “grow-your-own” and
“pick-your-own” produce operations. One national farm organization
has even sponsored a direct farmer-to-consumer meat marketing
campaign.

I want to make it very clear that I am in full support of the direct
marketing concept. In fact, my family runs a roadside fruit stand in
Idaho where we sell produce from our farm directly to consumers.

The point I want to make, however, is that the emerging trend of
farmer-to-consumer marketing is coming about because economic con-
ditions are such that this practice is beneficial to both producers and
consumers—that is, producers are receiving compensation for the
extra effort they put forth in marketing their products while at the
same time consumers are paying lower prices for these products than
they would otherwise have to pay in the supermarket. This is the way
it should be. If economics dictates that direct marketing should con-
tinue to fluorish, fine and good.

On the other hand, no matter how many laws the Congress might
pass affecting direct marketing, such as H.R. 10339, direct farmer-to-
consumer marketing approaches will probably never be feasible for
certain commodities and in certain locations because of transportation
problems, including both distance and cost, perishability difficulties
with some commodities, health and sanitation requirements, etc.

So, I ask, what is the need for H.R. 10339% Absolutely none, in my
opinion. This bill represents very little more than legislation for the
sake of legislating. It does authorize $1.5 million or more for the
Department of Agriculture to study and support the farmer-to-con-
sumer marketing concept. I submit that this bill is a total waste of
the taxpayers’ money, for the reasons I have just stated. Furthermore,
I am amazed at some of the proponents of H.R. 10839 who are the
very same people who opposed so strenuously government intervention
in our foreign agriculture markets, inasmuch as this bill takes a sig-
nificant step in increasing the government’s role in our domestic
agricultural markets.

9)
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I cannot stress strongly enough the notion that even though H.R.
10339 has an attractive title and ranks right up there with mother-
“hood and patriotism, it is an unnecessary and fiscally wasteful bill.
"$1.5 million or more does not sound like a great amount, but remember

that a number of $1.5 million beondoggles add up to $70 billion in

-deficits.

Yours for a free society,
Stevex D. Symus.

&)
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H. R. 10339

JRinety-fourth Congress of the Mnited States of America

AT THE SECOND SESSION

Begun and held at the City of Washington on Monday, the nineteenth day of January,
one thousand nine hundred and seventy-six

An Act

To encourage the direect marketing of agricultural commodities from farmers to
consumers.

Be it enacted by the Senate and House of Representatives of the
United States of America in Congress assembled, That this Act may
be cited as the “Farmer-to-Consumer Direct Marketing Act of 19767,

PURPOSE

Skc. 2. It is the purpose of this Act to promote, through appropriate
means and on an economically sustainable basis, the development and
expansion of direct marketing of agricultural commodities from
farmers to consumers. To accomplish this objective, the Secretary of
Agriculture (hereinafter referred to as the “Secretary”) shall initiate
and coordinate a program designed to facilitate direct marketing
from farmers to consumers for the mutual benefit of consumers and
farmers.

DEFINITION

Skc. 3. For purposes of this Act, the term “direct marketing from
farmers to consumers” shall mean the marketing of agricultural com-
modities at any marketplace (including, but not limited to, roadside
stands, city markets, and vehicles used for house-to-house market-
ing of agricultural commodities) established and maintained for the
purpose of enabling farmers to sell (either individually or through a
farmers’ organization directly representing the farmers who produced
the commodities being sold) their agricultural commodities directly
to individual consumers, or organizations representing consumers, in
a manner calculated to lower the cost and increase the quality of food
to such consumers while providing increased financial returns to the
farmers.

SURVEY

Skc. 4. The Secretary shall provide, through the Economic Research
Service of the United States %epartment of Agriculture, or whatever
agency or agencies the Secretary considers appropriate, a continuing
survey of existing methods of direct marketing from farmers to con-
sumers in each State. The initial survey, which shall be completed
no later than one year following the date of enactment of this Act,
shall include the number of types of such marketing methods in exist-
ence, the volume of business conducted through each such marketing
method, and the impact of such marketing methods upon financial
returns to farmers (including their impact upon improving the eco-
nomic viability of small farmers) and food quality and costs to
consumers.

DIRECT MARKETING ASSISTANCE WITHIN THE STATES

_Sec. 5. (a) In order to promote the establishment and operation of
direct marketing from farmers to consumers, the Secretary shall pro-
vide that funds appropriated to carry out this section be utilized by
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State departments of agriculture and the Extension Service of the
United States Department of Agriculture for the purpose of conduct-
ing or facilitating activities which will initiate, encourage, develop,
or coordinate methods of direct marketing from farmers to consumers
within or among the States. Such funds shall be allocated to a State
on the basis of the feasibility of direct marketing from farmers to
consumers within that State as compared to other States and shall
be allocated within a State to the State department of agriculture and
to the Extension Service on the basis of the types of activities which
are needed in the State and on the basis of which of these two agencies,
or combination thereof, can best perform these activities. The activities
shall include, but shall not be limited to—

(1) sponsoring conferences which are designed to facilitate the
sharing of information (among farm producers, consumers, and
other interested persons or groups) concerning the establishment
and operation of direct marketing from farmers to consumers;

(2) compiling laws and regulations relevant to the conduct of
the various methods of such direct marketing within the State,
formulating drafts of enabling legislation needed to facilitate such
direct marketing, determining feasible locations for additional -
facilities for such direct marketing, and preparing and disseminat-
ing practical information on the establishment and operation of
such direct marketing; and

(3) providing technical assistance for the purpose of aiding
interested individuals or groups in the establisﬁment of arrange-
ments for direct marketing from farmers to consumers.

(b) In the implementation of this section, the Secretary shall take
into account consumer preferences and needs which may bear upon the
establishment and operation of arrangements for direct marketing
from farmers to consumers.

ANNUAL REPORT

Skc. 6. The Secretary shall periodically review the activities carried
out under this Act and shall report to the Committee on Agriculture,
United States House of Representatives, and the Committee on Agri-
culture and Forestry, United States Senate, within one year of the date
of enactment of this Act, and annually thereafter, with respect to the
effectiveness of this Act. The Secretary shall include in such report a
State-by-State summary of the results of the survey conducted under
this Act, and a summary of the activities and accomplishments of the
Extension Service and the State departments of agriculture in the
development of direct marketing from farmers to consumers during the
previous year. '

AUTHORIZATION OF APPROPRIATIONS

Sec. 7. (a) For purposes of carrying out the provisions of sections 4
and 6, there are authorized to be appropriated such sums as are
necessary.

(b) For purposes of carrying out the provisions of section 5, there 1s
authorized to be appropriated $1,500,000 for each of the fiscal years
ending September 30, 1977, and September 30, 1978.

EMERGENCY HAY PROGRAM

Skc. 8. In carrying out any emergency hay program for farmers or
ranchers in any area of the United States under section 305 of the Dis-
aster Relief Act of 1974 because of an emergency or major disaster in



H. R. 10339—3

such area, the President shall direct the Secretary of Agriculture to
pay 80 percent of the cost of transporting hay (lnot to exceed $50 per
ton) from aress in which hay is in plentiful supply to the area in which
such farmers or ranchers are located. The provisions of this section
shall expire on October 1, 1977, and shall become effective on October 1,
1976, or on the date of enactment of this Act, whichever is later.

Speaker of the House of Representatives.

Vice President of the United States and
Presgident of the Senate.






