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Custom in a Cémpetitive Marketplace

1. Introduction

When information about the qualifyvof a good is not fully And‘
reliably available t§ buyérs and sellers, the theory of perfectiy
competitive markets does not apply [1, 4, 8, 14] . Akerlof[1] shéwed
how the market will be‘impéded for a éommoditf whose quality is only
ascertainable through use and not through simple inspection, like a.
"lemon" in the used car market. In a variation on Gresham's iaw, the
iemons will drive the good cars off the market. <Because-tﬁé'buYer can-
not tell if any pérticular used car is a lemon or not, he will not pay
more than the market price. Since the sellérAknows his car's attributes
perfectly well, he will not sell a good car for the low price.coﬁmanded
by lemons. Good cars will tend not to be traded, and the market will
consist of a disproportionate mumber of lemons.

The solution on thié problem is well-known: as a iocal éutomobile
agency adverfises, "If you don't<know cars, knqw‘your dealer." Trust
between buyer aﬁd seller can substitute for knowledge. When people see
a particular exchange as one in a continﬁas stream of exchangesfemb;dded
in an enduring relationship, lack of knowledge in the short-run is not
critical. If subsequent informafion shows a deal to have been unfair to
one side, the detriment can be made up byrequilibrating latér exchanges.
Wilson (1980) showed hdw long term rebiprocal‘relatiénships between
fishermen and fish buyérs stabilized -a ma:ket situation that, because of
skimpy information and small numbers, would otherwise haye been wildly
irregular, 6: else so unfair to fiéhermen.that the marke£ would have

witﬁéred [14]. The exchanges studied by Wilson dealt in thousands of '




dollars, existed over many years, and h;d,social implications outside the
boundaries of commerce. - In an intriquing paragraph he suggests that
linguistic and social abilities of fishermen may "modify significantly
the traditional measure of individual economic suécesé - efficiency in
the préduction 6r distribution of fish" (p. 495).‘ Ip'other words, non-
economic attfibutes éf individual bosses, which allowed them to‘create
.and maintain the trust of. buyers, may have been more crucial than efficieﬁt
production of fish;‘especially'to the marginal fishermen. béfailﬁreyto‘
fuifil the (socié-&uitural)‘criteriaumay denyianAinAividual access té those -
faétors - especially market information - neceésary £o»achieve efficiency
in this first plécé.“' (p.498)

‘This paper'analyzesna comparaSle situation where vendors in amr urban
public produce marketplace (Squlard Market,in St. Louis, Missouri) rely
on long=term reciprocal relaiionShips with sellérs and buyers. ThisAis
not surprising on the wholeséle level, where the marketplace vendsrs buy

b . .
odd lots of fresh produce. -Each transaction'is relatively signifiéaht,
there are only a‘few-participants, and the quality of each lot of produce
cahﬂot be fully and accurately known until every case is unpacked, which
is not feasible until the. produce ig transported to the retail marketplace.
Thus in market size and informational constraints, tﬁe wholésale produpe
"dealings aré comparable t§ those described by Wilson.

A similar reliance on long run relationships exists on the retail side

of the marketplace vendors' business. Although the flow of information in a

public markeplaée seéems totally free - all a shopper has to do is’stroll the
_aisles of the marketplace and observe the displays of préduce and posted

prices - the true quality of the produce is unknown until it is consumed.




Reasons for buyers and sellers to establish long-term relationships in a
competitive marketplace are discussed mpfe fully in Sectiqn 2. Sections

3 and 4 describe the social'and,économic chafaéteristics of Soulard Market
and present qgantitative evidence of the-impdrtance 6f custom in shopping.
~ The results are summarized in Section 5. |

2. Economic Custom

Two extreme relationships are possible between buyers and sellers
in a market place. On one -hand the exchange can be purely anonymous - a
simple trade of money for goods, with a minimum of words said. It is not
' necessary-to establish eye contact. Thié narrow relationship is not "purely"
economic since the fact ﬁhat each'é¢tor:has a social étatus - a race, ethnic
idenfity, gtc., - éives social meaniné to the exchange. ‘Yet the terms of
_ that specific trade are its dominant attribute. Eaéh participant expects

nothing more from the transaction but the unique content of the exchange.

It is specific,; non-reciprocal, closed-ended (with norekpeétation_of future

dealings), and short-term.

On the other hand the exchange can be embedded in a thick fabric of
meanings and reciprocities. The individuals may customarily tr#de in-
formation, affect, labor, equipment; or goods. The ﬁerms of any particular -
commercial exchange may have meaning far beybnd_the money-fér-goods dbmain.
The lbng-fun relation;hip is dominant, and each gxchange serves -more to
maintain the relationship tﬂan to trade values. Thus I help.my neighbor
fix his garden fence (because we are good neighbors and he needs my help)
ahd he sells produce from.hiS»stand to me for a low price (because we are
friendly neighbors). This sort of relationship is genefalized, reciprocal,.

open-ended, and long-run (e.g. ,'[1_1_] Cch. 5; |"1_2:| Ch. 4).




Public prodﬁce ma;ketplaces are designéd,for énbnymous short-term
exchange relétionships. The numerous comparable small firms, open
disélays, andrposted (in developedéountries)prices stimulate comparison
shopping. Why then should a shopper
choose to habitually buy from one fifm\ihéteédvof searching oﬁt thé best
deal? The consumér'quaiities of fresh prbduceiare relevant to this question.
Nelson cqntrast§ goéds whose properties are knoﬁable only aftef purchase -
("experience quality") and commcditiéé whose attributesrare found oﬁtrbefore
purchase ("search quaiiﬁy") [gj. Ffesh‘produce'is variﬁﬁle, and most modern
supermarket—tréined consumers have lost the knowledge needed to ‘judge
varieties, seaéonal‘attributes( and grades. Thus cqnsumers,often buy produce
‘whose ‘real qﬁality is apparent only upon conéumption, This'is no problem in
'supermarket purchases, wbere theycopsumer's imperiou§ righg allows the return
-or -exchange of any'produqt for bractically any téason.- A discovery, at home,
»éf substandard quality in a markétp;ace puféhase ﬁay be equilihra?éd by extra
consideration in fufure purchases ig_the éonsumer and merchant have a re=-
lationship. Marketplace vendors who wish to at£ract regular customers often
invite them to return and claim extra goods if their puréhasevis not ac-
ceptable. The benefits for sellers are more regular sales; for buyers the
insurance and service aspects of the relationship.

Marketplace vendots hav; good reason té want to regularize their income.
Small, indeéendent:family firms have no income maintenance except welfare,
which most despise. If a market family with no outside support (about half
the firms in the ﬁarketplace stﬁdied).misées a sellingrweek, the family earns
no ‘income for thaf Qeek. Famiiieg with other occupations depena upoen their

market income, since their salaries are very low. In this situation of
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‘most of the benefits of low prices, save shopping time, and in addition’

'fluctuating income ( the standard deviation of weekly gross income reported

to Note 1 is 83% of the mean) some may choose to stabilize their incomes by

attracting a large set of regular customers. To other vendors, the cost.of

-providing extra service and.maintaining a dependable inventory is not worth

it. 'They prefer to be,free to focus'on the most profitable items each week.

The emplrlcal questlon of which strategy in fact produces more income will
be dealt with in Section 4.

Marketplace shoppers can prefer regular relationships with vendors for
reasons other than the equillbratlng functlon. If shbpping‘time is valuable,
then the subjective savings of grouped purchases from one firm may ex"eed the
losses 1n~mlssedrdeals by not fully searching the marketplace. Such losses
may be less salient since the marketplace is sigﬁlficantly and consistently

cheaper than local chain stores [9]. Thus habitual customers can still get

enjoy a high level of service. Sinoe quality,differences are harder4for‘
average shoppers to judge than price iaeqhalities, a trust relationship .b
gives the buyers the benefit of the vendorfs expertise as a judge of»produce
quality>(e.g., "please pick me out a ripevmelon").

Other llkely causes of reqular relatlonshlps seem irrelevant to the
retail marketplace situation. ‘Since. few sales are on credit. the need for
additional information about debtor customers does not apply [14] . It 1s
conceivable that a vendor could attract steadyAcustomers'with price reductions
derived from the scale benefits of steady sales, but the savings are not
large enough to justify significant prloe reductions. The size of most market~

S . . 1
place produce firms is too small to benefit from petty increases in scale.

1. oThevaverage weekly gross sales iﬁ a sample of 621 observations over 60
weéeks in 1978-79 was $1,267, SD=1,046.
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Social benefits from customary shopping are important, yet hard to

measure. They accrue mainly to customers, many of whom shop -in market-

‘places because they enjoy it. The excitement and security of being in a

market crowd, the sense of significance and conneﬁtion’tq basic values
that comes from dealing Vith the owners of the business or the growers
of the produce attract some.individuals. Some resent the anonymous scale
and indifferént salaried empléyées of the_chéin'stores,,and‘welcome»the
human contact of the‘maxkétplace; By becoming a regular customer ofh a
market firm a consumer can regainva level of service:ﬁhat>was loét when
chain stores displaced neighborhood food stores. These‘factors can out-
weigh price for a few,-but for most buyeré.they validate a érior decisioﬁ
to shop from marketplace firms because they offer é'widerassortment, high
quality, and low prices.

Any particular shopper can be .a pure price-searcher for one ﬁteﬁ and
a habitﬁal, steady customer for another. Thus éven where price and quality
information is widely available, buyers may prefer to restrict their search
for the best deal. The empirical questiondealt with in the rest of this
paper is, how important is such éustomary shopping in a freely competitive

marketplace?

3. .Soulard Market

This paper is based on data from Soulard Farmers Market, St. Louis,
Missouri. The marketplace has existed since the early nineteenth century.
It is located in a mixed industrial,.decayedqand-renewing-housing neighbor-

hood of St. Louis City comparable to Detroit's Eastern market {5].

- During the summer about ninety firms, who rent stalls on an annual basis,

£ill the market on Fridays and Saturdays selling fresh produce and other
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fooés.r An additiohal twenty or so firﬁ$ rent stalls on a daily basis and.
sell non-food items. During the'ﬁinter,most of ﬁhelfafmers drop oﬁf and
a sﬁall number of merchants continue io sell shipped-in préducé to the
hardy regular patrons of the market.r

The typical vendor af‘Soulard Maiket"islerm a family that has been |
on the maiket 50 years or three generations vor more [l_3_ ’ _G_,j . This makes .
the marketplace a iemarkably stable institution in a society which stresses
mobility and change.4 Most vendorS’ﬁ3ve rel;tives in otﬁér'Soulard Mérket’
firms (only.lz of 180 marketplace personnel surveyed in 1978 were not related
to a family firm. Fifty one percent haé”gg;g.than 10 relatives workiné at
the mafket). ;Prac;ically all of the farmers are of Gezmag.descent agd most
of the mefchants (who sell ﬁroduce bought(at Prbduqe Row, the local wholesale
market) are soﬁthern Italian. The Italian merchants have:extensive kiﬁship

and friendship relations with the wholesalers they depend on for sppplieé.

i
1

Some Souiard marketers-have ﬁorked at the wholesale ‘market and all have spent

thousands of hours in the blue~collar, all-male atmosphere of Produce Row.

'

h |

Since the wholesale dealings are conducted in the middle of ‘the night the

i

- . : .
participants have the additional feeling of solidarity common to night
|

workers.

'Public mafkefpléces today ekisf in a part-anachronistic, part-
functional relation to the national produce industry of vertiéally in-
tégrated supérmarket'chabs,'wérehouses, shippers, terminal (wholesale)
markets and indﬁstrial farms. The function sﬁems from the flexibility
that public maxketplaces give produce'jobbérs. Fresh prbduce is ex-

: tremely‘suszéﬁEiﬁiethgdeterioration from mishandling.‘ The hard working

family firms use their' low-paid labor to sell produce that requi}es more




processing or trimming than chain stores, witn unlon-scale produce
clerks, can afford to deal ln. Jobbersrcan sell small remnant lots,
misdirected or below grade produce to marketplace retailersiinstead;of
Qriting these odd lots off. Thls reduces the cost of doing‘Business for’
everyone concerned f107. Soulard Market, like other puhli'c marketplaces‘,’
connects the informal economy of small scale family firms and the fornal'
veconomy of produce~agri-business. SurV1V1ng marketplaces exist in positlve
lntegratlon ‘with the corporate-farm cha1n-store complex that replaced
them as the dominant distribution channel for food in the u. s.[ 2].
Contemporary publlc marketplaces arevalso blatantly_anachronlstlc
and-self—servingly picturesque; City shoppers iove/farmers and the‘
,concept of home-grown produce, even thouoh,many~cannot distinguish
local from shipped-in produce. Soulard Market is a,pleasant reminder
of a past.when buyers were more skilled in.discriminating‘and nsingf _
various grades and varieties of fresh produce than modern shoppers;
4Soulard is also a "real" marketplace, where consumers buy their basic
weekly‘foodstuffs from independent fanily firms. It is not a redeveloped
shoppinofmall that uses a marketplace -theme to house luxury-and dis-
cretlonaryfoood vendors.who, as often as not,'are-outlets of large cheins,
' As'suchy'Soulard, in common with the public marketplaces of the Third |
World, is similar to'the purelywcompetitive.market of classical economic
theory [7].

4. Empirical Estimates of Economic Custom

' Therargument so far has shown that long term’reciprocal relationships
between bnyers and sellers may be ekpectedferen.in competitive marketpleces
of small scale produce firms. If this reasoning is correct then some
empirical evidence for custom should be forthcominq. ‘The firms eim to

sell produce, and their gross sales are the most salient measure of their




success. A multiple regrgssion analysis, with gross sales as the dependent
variable, is appropriate since the goal is to assess the impact of some
among many -causes of SAies.

Two va;iables whose interpretation reflects~econopic custom will be
inciuded: The price level of each firm Qith respeét éo';thér»market firms,
and the similarity of each firm's assortment of produce ;ompared to its»
stock in previous weeks.
Price

~ Since competing firms offering coméaréblé produce are close,roften
adjacent, in a competitive markétp;aég; each fizm should face elastic
&emand. Tﬁe demaﬁd for the basic'fbodstﬁffs~sold in the mérketplgce as a whoie
should be»price'inelastig?voﬁ course. ;Howgver, some marketpiace firms
cater to steady gustcmerS'who buy thei¥ entire produce shopping list
from one firm. '?hese,fifms can charge somewhat more than the market
price since the convenience for the custome; may 6utweight the slight
additional cost. Tﬁe low overall price level of the marketplace, aé
. compared with supermarket prices, may make small deviations within the
marketplace less. significant éhan otherwise. The‘priég,of each item
sold from eﬁch éfand’Was converted into a standard deviation unit from
the mean market price ﬁhét day. These SD measures were then averaged
over each firm's inventory to give each firm a mean price level score.
A positive regression coefficient for this variable would be inferential
evidence of the importance of economic custom.

ThiS‘intérpretaﬁion is'éomplicated by the:fact that séme aspects of

quality were not distinguished in this data.2 Thus higher prices can

2. Size and variety'are distinguished in the data (e.g;, large, medium,
" or small oranges, types of apples, etc.) but not "high" from "low"
quality produce. _ ) _ *
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reflect higher quality; However the three fieldworkers in the project
often remarked, over the sixty week period of data collection,'that the
§§Eg_quality,prodﬁce was.offgfeﬁ by‘firmsrat different prices.- This
should not be taken to mean that firms did not adapt their prices to the -
maiket, or that théré was -no "market pricéﬁ; The point is thaﬁ pricing
is é complex procesé even in this small~scale publié marketplace.
Similarity - | |

| Custcma:yvshoppérs should demand;conéistency in‘thg.assortment of
produce offered by "their" firms. AVendors ﬁhO‘dO ﬂot céter to regular
quStcmers‘are free to vary their‘assorﬁment in order to fully exploit
the opportunities offergd-by'the wholesale market. Since the basic
function of Soulard Market is as élséfety valve for the wholesale produce
market, each week can present a differeht'strﬁcture of opportunities for
maximal profit. One cannot tell beforehand whenfbelow-gfade produce will .

be rejected by a consignee and put up for "distress" sale at the wholesale

market. If a retail family~firm boss is on the spdt he can take advantage

of the situation. This opportunistic feature of produce marketing is
graphically expresséd by a Soulard Market vendor, who also works at a
wholesale jobbing firm:

"Now, last week I would never in a_blue moon thought that we

would sell strawberries. TIn thebbeginning of the week strawberries

. . - )
were real strong going for $7.00. At $6.85 to $7.00 a box

they were real strong.b Where I work at we were rationing straw=-

berries out. We didn't put them on dis@lay because we'd have

none to sell... ...I figured thaﬁ maybe,thisfweekend.x would buy

maybe six or eight strawberries, Efo: his_Soulard Market firm ],

just for steady trade who ask for strawberries. _Sell them just to

get my money back pr,make a—dime or a quarter( I would be haépy.
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Then T walk up to work-one day, and I get a étrong strawberry

smell, and boy, 'who in the hell dropped‘this‘pallet'of straw-

berries?,' and I walked over and these guys”wérefunloading’a whole

load‘of,strawbe;ries. -They'QOt‘smashed,_some of the boxes. So

then I Said,.'Hal;eluja, we're going to sell strawberries this

week' Right off the start I knew I was going to sell strawberries,

as soon as I saw that truck.' "
>Thé damagéd boxes required more handling than non~family labor firms
could afford, thus the préduce would 5e-s61d b& a jobbér for salvage. This ‘
. particﬁlar quote also illustrates thé care some vepdofs take to satisfy
their‘regular customers' needS'for a éoﬂsistent supply of produce.

The mo:eacarefully a firm caters éb its regﬁlar-cuﬁtcmers' needs, the
4more.simiiar eacﬁ week's inventory will be éo the previous week. A variable
expreésing this similarity,ias the prppoffién of items in a week that were
offered for sale‘thé’previous'weekt‘will héveza positivé effec£ on a firm';
sales insofar as steady éustomers are significant in tﬁeﬁsale of produce<
firms at a competitive marketplace.

These variables will ﬁe included in a model‘of the economic behavior
of family firms in the marké;‘ﬁlace. Tﬁe dependent variable is gr653“sales
pef firm in a market week. Besides capital (st&llS) and labor (workers) ,
other iﬁdepepdent factors significantlf affect the level of gross sales
revenues. These includé the scale effeét of havihg numerous items for
‘sale; the season of the year; the existence of holidays; and‘the location
of the firm's stand in the marketplace. In an effort to measure the con-
tributions to gréss salés revenues of the'Variables-whiéh relate to economic
custom, variables will be included to control.fo; the number of items on
the stand; the temperature (avproxy for the séason); Christmas, the major

market holiday; and location in the North, the more lively of the two
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sides of the market.

A double log function was cbosen because-of non-linearities in the

. scatter plots of major variables with the dependent variable, The func- .

tion used is: ) )
- g =2 xa 2 1€ o8 = wg g's}-1 e - (1)
Wherels is gross sales revenue, A is a constant, K stands for stalls,

L for workers, I for items, T for temperature, H for the Christmas
holiday, W for wing- location, P for ‘the price level, § for the srmilarity
measure, a through h are parameters and'g;is the error term.. The es-
timating equation for (1) will be: -

Ing = Ae+ alnk + ElnL.+_élnI + élnT +.g§*-+'fp* +-gP 4 hS L (2)
Where asterisks denote dummy variables, and to which~thevstandard‘direct
least-squares procedure is applicable. “ | |

The results ofiequation (é)~fittedfto the sample of 256 observations-
of up to 12 firms per week'(cross—section) over 66 weehs gives:

Ing = 2.04 + .561nK + .261nL + .551nI + .441nT + .764H + .554W (3)
(.39) (.09)  (.08) (.07  (.07)  {(.186) (.06)

4+ ,19P + .30S. R2 = ,74, P = 90. (Figures in parentheses are

(.06) (.12) ’ standard errors) .
The coefficients for the’ variables Price and - Similarity are positive
and significant (at the .01 level or greater). Thus,owewcan tentatively

conclude that economic custom‘is-important in the market. However, it is

possible that omitted variables; including'managerialbability,’are biasing

these results. No exogeneous measure of managerial performance was obtained,

but is is reasocnable to assume that this capacity is an attribute of
bosses.‘-Since bossesfare directly and closely: involved in all aspects
of thesbehavior of their firms, from ordering the produce, to setting
up ‘the displays, pricing each item, maintaining the displays, and trim-

ming produce throughout the day, then the’ inclusion of a set of variables

~
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”repreeenting interfirm'aifferences should centrol fer this omitted
variable bias. Of course the coefficients of the set of firm-séecific
variables cannot be interpreted,'eince they may also ref;ect the in-
fluence of other omitted vatiables. But thevchange>inisimi1arity and
Przce is of przmary interest here, and the firm-spec1f1c dummy variables

should serve the purpose of allowing a more accurate estimate of these :
Is

two coefficents.
A function inclu&ing firm~specific variables can be specified as

follows:3

3. -The variables Stalls and Wing location are omitted from this
function because of multicollinearitxﬁwith the firm dummy variables.

/ Ing = alF1 + a F2 + a3F3 cow

a4 inT + alsgn + alGP + al.7

The estlmate of (4) on- the 256 observatlons y1e1ds-

11 li lnL + al3lnI + . (4)

S.'

'1ns-15F1+12F+4F3+15r +.8F +10F6+15F7+ (5)

(.09) (.30) (.32). (.12) (.10} (.11)  (.10)

1. opa + 8F9 * LIF 4 .9F11 + .131nL + .761nI + .511nT |
(.15) (.31) (.14) (.17 (.07) (.09)  (.05)
2

+ .61dH + .18P + .30S. R® = .86F = 96.
(.13)  (.05) (.09) -

fhe‘coefficient for Firm 3 is not'significent'at the TOS level;
all other coefficients are‘significant at that level or greater. The
coefficients for Price and Similarity are unchangéd in magnitude énd
sign, but_have smalle;‘standard errors. ‘The inclusion of the set 6f(
variebles which should control for interfirm'diffeteneeS'in manageria;
ability (plus whatever else may be containea iﬁrinterfirmfdifferences)
did not change the coefficients of the varebleS'pertaining to economic

custom.
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The main purpose of selling on the macket‘is to earn a net cr
"take-home" income, not merely torgenera;e grosc‘sélcs._ Insofar as
the - two variables are correlated (r = ;86’ the analysis of gross
sales should be valid for nét income. To check this the model 15
-equation 4 was run on net income (1), defined as gross sales minus -
-all relevant costs (wholesaic cost of goods,4workers at $20 per day,
stalls at a weekly rate, bags, electricity, and an estimated sales
. tax payment on the gross sales). The resclting cstimate on the
256 observations yields:
© . (6)

I =r-i128 + 361F1 - .59F2 - 269F3v+ 463F4 -12F5r+ 287]?6 + 345F

(82),.  (259) (286) (95) (85) (82)  (85)

7

+-521F8_+ 218]:"9 + 810F, +609F,, =30L + 111P + 188 + 2611nT

; 10 711
(99). (260) - (106) -(116) (16) (42)., (8) (44)
+ 573dH. R2 = ,46, F = 14, (figures‘in parenthesis-aré étandard

(11?) ’ - errors). -
Thisuequa;ion\is interesting for the negative sign of labor,
which shows that income sharing among'family workers is more important

to manaéers than profit maximization (narrowly defined as acecruing
only to the firm's boss). Adding items has no direct effect on net
income, as shown by the variable's‘failure to enter the cquation with
a significant coefficient (the coefficients for Firms 2,3,5 and 9 are
likewise not significant). The coefficients for Similarity and frice
are positive and significant (Price at the .bl and Similarity at the
.05 levcl). Thus the empirical importance of economic custom is main-
tained when net income, rather than érossisalés, is cﬁe dependent
variable.‘

Conclusion

' Customers in a public marketplace seem to enjoy copious information
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* about the produce; buﬁ in some circﬁmsfances prefer to ignore‘the
benefits of comparisbn shoéping and become steady customers of par-
ticular firms. The fact that the quality of fresh produde‘is not
accurately known until it is consuﬁed—suggeSts a basis for economic
custbm; tﬁat the customer haé the expeqtﬁtion of redress in'fﬁture
transactions if the Qalue of the present ekchénge is ‘discovered to 5e 
unacceptable. The role-of the market place in the regional é;oduce
industry‘guarantee5~a low overall,p;ice ievel as compared with chain-
store levels, sd customers can ‘enjoy the service éspect of régular
’patroﬂage‘wifhout sacrificing all of therprice savings.

".Mérchaﬁts~ih public prodﬁce markeﬁplaces, 6pérating”in an informal
ecoﬂomy>with no unemployment insurance, stabilize their incomes by

catering to regular customers. These vendors make use of the wholesale

produce market in order to deal in low-priced goods. Many consistently

maintain a. regular set»of items - in spite of the profit attributes of"
each item=-in order to satisfy the aemandS'df steady cugtbmers. The
empirical analysis showed that this patronage paid off in larger gross
sales, holding other cauSal'faqtors constant. ‘

Thus when confronted with the maximal freedom of market choice,
many_actﬁrs establish confining regular relationships. Buyérs do ‘this
out of convenience and habit; sellers out of cohvehience, habit. and

profit.
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