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1 Objectives

Two studies were conducted to characterize the demands of private households, vendors and institutional users for fresh vegetables in Cagayan de Oro City, Philippines.  Specifically, these surveys aimed to provide baseline data for decision-makers and farmer practitioners to further improve the market transparency for vegetables and, thus, contribute to better producer and consumer linkages by

· determining vegetable consumption patterns and quality criteria by private households,

· describing marketing systems applied and problems encountered by wholesale and retail vendors,

· identifying and quantifying vegetable types and quality requirement of institutional users,

· surfacing concerns and issues in the present set up of supplying fresh vegetables to institutional users. 

2 Methodology

The first survey was conducted from February 16-28, 1998 within different urban and periurban districts of Cagayan de Oro City. The total number of respondents was 300, comprising of 100 vegetable growers, 100 vendors and 100 consumers from private households, who were systematically sampled in random. Among the 100 vegetable vendors, 87 were retailers and 17 wholesalers. In the same token, the 100 consumers comprised of three categories, namely 62 respondents from the high-income class, 8 respondents from the middle-income class and 30 respondents from the low-income class. The survey questionnaire contained questions pertaining to socioeconomic status, vegetable consumption patterns and vegetable marketing systems. 

The second survey using administered questionnaires was conducted during the period June 15 to July 7, 1999. A sample group of one hundred  respondents was chosen randomly after clustering the various groups of institutional users of fresh vegetables. Where the number of institutions in a particular cluster was small, e.g. in the case of hospitals, all elements of the set of hospitals in the city were surveyed. The list from which the sample was drawn was taken from an updated edition of the Cagayan de Oro City Profile prepared by the City Planning and Development Division.

The generated data of both surveys were subjected to descriptive statistical analysis (frequency, mean and percentage) using the MINITAB Software 12.0. 

3 Results

3.1 Private households

3.1.a Food consumption

Rice is consumed every day by 97 % of all respondents, followed by vegetables (73 %), fish (48 %) and meat (31 &). Consumption of vegetables is highest among farmers (85 %) and lowest among consumers from the higher-class subdivision (64 %). They, however, have by far the highest consumption of meat (78 %) which is lowest (7 %) among farmer respondents (table 1).

3.1.b Vegetable consumption pattern

The respondents were asked to name 10 vegetables consumed in the last 30 days prior to the interview (table 2). The most frequently consumed vegetables were horse radish tree leaves (86 %), eggplant (78 %), squash (69 %), string beans (68 %), tomato (67 %), Malabar spinach (65 %), pak choy (63%), bitter gourd (57%), cabbage (50 %), sweet potato leaves (50 %), and bell pepper (40 %). The major motivations for consuming vegetables are the high nutritional value 88 %, followed by its being a flavor additive to the diet (34 %) and in order to stay in good shape (32 %). 

3.1.c Quality of vegetables

The most important factor considered in buying vegetables is freshness and being free of spots and damages (87 %). This is followed by texture (7 %) and price (5 %). For only 1 % of the respondents it is important that vegetables are not sprayed with hazardous agro-chemicals (table 3). When vegetables are bought, these are usually fresh as stated by 98 % of the respondents. However, just 78 % state that the vegetables bought are free from spots and damages indicating lack of proper production and post-harvest technologies. In terms of quality criteria for selected vegetables, medium sizes are preferred compared to larger or smaller sizes. Additionally, consumers prefer to choose the produce freely rather than to have it pre-packed. When asked if they would be willing to purchase vegetables if they were fertilized with compost produced from human feces, 74 % of the respondents answered with 'no', indicating that the use of so-called 'night-soils' in vegetable production would not be a reasonable option to choose for farmers.

3.1.d Consumption of selected vegetables

Respondents were also asked about the quantity of certain vegetables they consumed during the last 30 days before the interview (reference month was February 1998). Most popular vegetables were tomato (95 %), eggplant (88 %), bell pepper (83 %), head cabbage (72 %) and papaya (58 %), followed by cauliflower (27 %), yambean (12 %) and soybean (8 %). The monthly consumption of these vegetables ranged from 0.9 kg for soybeans up to 3.5 kg for tomatoes (table 4). From these responses, the estimated daily per capita consumption of vegetables in Cagayan de Oro is less than 100 grams, which is consistent with findings of similar surveys (Philippine Association of Nutrition, 1997). This is far below the recommended daily intake of 200 grams of vegetables necessary to assure a sufficient vitamin and micronutrient supply for the human body (FAO/WHO, 1992). 

3.1.e Purchasing places for vegetables

The first most preferred place where vegetables are usually bought are the public markets for consumers from lower class residential areas (100 %), followed by vegetable vendor respondents (83 %) and consumers from middle class (75 %) and high class subdivisions (66 %). Farmers prefer to get their own produce (44 %) compared to buying it from public markets (41 %). Supermarkets are preferred by 29 % of the high-class consumers and 25 % of the middle class consumers, and basically not frequented by other respondents as the place to purchase vegetables (table 5). The average amount spent per week for vegetables in Cagayan de Oro is PhP 118 per household (1 US $ ( 40 PhP at time of interview). Based on the number of households in the city (94,672 as of 1997), the annual expenditures for vegetables by private households alone amounted to about 581 million PhP (( 14.5 million US $).

3.2 Retail and wholesale vendors

There are four major public markets in Cagayan de Oro, three of which were included in the survey, namely Carmen, Cogon and Agora markets. Vegetables are dropped in Agora and sold at a wholesale price. The majority (87 %) of retailers from the other markets get their supply from this market, although there are also a few (13 %) who get the vegetables directly from the farmers (table 6).

3.2.a Marketing systems

The majority of retail vendors (64 %) and of farmers (56 %) considers the major reason for becoming a vendor was because they are unskilled and lack of academic education for another job.  Only 7 % of the farmers and 34 % of the retailers believe that they have a talent for marketing. This impression is reverse for wholesalers since 76 % of them think that they are particularly skilled in marketing while just 24 % think they are not (table 7).  As regards farmers, they usually market their vegetables by selling them to wholesalers (59 %), followed by middleman (21 %), by retailing (15 %), while 7 % are selling them on a consignment basis. The prices are more often dictated by the contractors (50 %), than by the farmers themselves (37 %).  Sometimes (10 %), a compromise is reached between two parties. 

Eggplant (38 %), tomatoes (35 %), squash (30 %), pak choi (25 %), head cabbage (23 %), bell pepper (20 %), stringbeans (15 %), potatoes (14 %), chayote (12 %), carrot (11 %), sweet potato leaves (11 %) and bottle gourd (7%) are the most popular vegetables sold by the vendors in the different public markets of Cagayan de Oro (table 8). 

Most (68 %) of the vendors purchase their vegetable supply everyday, although some (20 %) do it twice or three times a week.  Frequency of purchase is related to vegetables’ highly perishable state. To have fresh vegetables, vendors cannot store large quantities of vegetables due to lack of appropriate refrigerating facilities. Most (82 %) of the vendors believe that the consumers’ first consideration when buying is freshness while a few (13%) think it is the texture which confirms with the expectations of the consumers as regards vegetable quality (see table 3).  Hence, maintaining the vegetables fresh is very important to the vendor so that these will have more chances of being sold. To prolong the freshness of vegetables, most (48 %) of the respondents sprinkle them with water which, however can result in secondary fungal or bacterial diseases. About twenty percent said that they just have to sell them immediately, having found no other means of prolonging the freshness.

3.2.b Selling vegetables

The vendors have different techniques of selling vegetables. While the wholesalers remain stationary in their stalls, the retailers look for strategic places where the consumers could easily reach them. Some retailers stay in one strategic corner while others, especially children vendors, go around offering their vegetables to the consumers. Separating the wholesalers and the retailers, the data show that wholesalers get an average of 13,078 kg of vegetables from the farmers per purchase and have a daily sale of 2,403 kg. The retailers on the other hand, get 103 kilos per purchase and sell an average of 50 kg every day. Most (72 %) of them purchase vegetables daily. This shows that vendors still sell the unsold vegetables the next day, as only about half of the vegetables they acquired are sold on the same day. When the vegetables reach their perishing state and are not yet sold, these are usually sold at a cheaper price (48 %) or consumed (38 %).  In rare cases (15 %), unsold vegetables are thrown away. Throwing of unsold vegetables is more common in wholesale business where 35 percent of the wholesalers do so. More than 50 percent of the wholesalers also sell vegetables at a cheaper price when they run the risk of not being sold at all.

In terms of add-on price, majority of the retailers (44 %) sells the vegetables at 11 to 20 percent higher than the original price. Thirty-one percent just add 5 to 10 percent to the original price, while 13 percent have an add-on of 21 to 30 %. As regards wholesalers, majority (63 %) reported that they add 5-10 percent to the acquisition price before selling it, while further 38 % each add 11-20 % respectively.

About half of the materials used for packing are sacks. Furthermore, the use containers made of rattan called 'kaing' (23 %), banana leaves (10 %), wooden crate (7%), cardboard box or corrugated carton (4 %) as well as baskets (4 %). Sacks are readily available and comparatively cheap. Unlike rice where all information such as price and variety are displayed, most vegetables usually do not have price or variety tags at all. The data show that while 17 percent of the wholesalers are labeling their produce, only 4 percent of the retailers do so.

3.2.c Vegetable supply

According to the estimation of the vegetable growers, the average farm to market distance is about 14 kilometers. For the retailers, they get their supply at an average of 4 kilometers away from the market. This is because most retailers just get their supply from the wholesalers, not from the farm.  The wholesalers on the other hand, procure their supply from an average distance of about 180 kilometers. Passenger jeepney is the most  (62 %) popular means of transportation for vegetables from the farm to the market. When the vegetables reach the market, pushcarts are used to bring the vegetables to desired locations.

3.2.d Problems encountered in marketing

In general, the vendors’ problem revolved around the imbalance of supply and demand. On the one hand, 53 % of the wholesalers and 30 % of the retailers cite lack of adequate vegetable supply as demanded by their customers as the major constraint in marketing. On the other hand, majority of the vegetable growers think that oversupply (23 %) is the biggest problem in selling, which none of the wholesalers and just 6 % of the retailers considers as a problem.  Another issue brought out is the unavailability of suitable vegetable display areas in the market (table 9). The buyer is also considered a problem of the vendor as the former always allegedly comments on the price and at times, also dictates the price.  Almost all vendors (92 %) admitted that they would reduce their prices when the customer tries to bargain. 

3.3 Institutional users of fresh vegetables

3.3.a Profile of respondents

The institutions surveyed comprised of twenty hotels and restaurants, three public hospitals, seven private hospitals, twenty-six restaurants, twelve public schools, eight private schools, fourteen canteens, five government institutions and five private institutions. The respondents from each of these private institutions were mostly managers and assistant managers (32), dieticians (11), purchasers (11), food and beverage -in-charge (7) and cooks (4).

The managers and other respondents often referred the interviewer to the cooks for additional information. Of the twenty restaurants, only fourteen or 70 % have regular functions weekly. The average number of weekly functions in restaurants is 3.7. The number of persons per function in restaurants ranged from 30 to 300 and averaged at 110. All the hotels host functions at an average of 5.6 events per weekly. The average number of persons attending the functions in hotels is 138.

3.3.b Buying frequency

Majority (70%) of the institutions bought vegetables daily. Seventeen percent bought their vegetables twice a week. Hotels, restaurants, private schools and canteens particularly bought their vegetables mostly on a daily basis.  

3.3.c Source of vegetables

Cogon market is the source of vegetables for most (67 %) of the institutions. Carmen market comes next being patronized most of the time by 15 % of the respondents. Another twelve percent of respondents rely on private suppliers. Only two institutions buy directly from the main trading area for temperate vegetables in Agora. A sizable thirteen percent of the institutions go to the supermarket sometimes to buy their vegetable requirements. Three private institutions source some of their vegetable requirements like sweet potato leaves, okra and bottle gourd from their own vegetable gardens.

3.3.d Amount and type of vegetables bought per week

The five vegetables bought in largest quantities on a weekly basis per institution are potato (31.4 kg), squash (6.3 kg), cabbage (6.1 kg), carrots (4.4 kg), and papaya (3.8 kg). The average amount of potatoes was pushed up by the requirements of one fast food restaurant, namely Mc Donald's. This restaurant buys as many as 2500 kg of potatoes per week. Other regular users of the vegetable require only 5.8 kg of potatoes per week.

As regards the most preferred vegetables bought by the various institutions, all of the hotels and restaurants buy bell pepper, cabbage, potatoes and cauliflower weekly. Along with tomatoes and carrots, these are the more popular temperate vegetables bought. The least bought temperate vegetables across all types of institutions are mushrooms, asparagus, broccoli and lettuce. In the case of mushrooms, these are often bought canned rather than fresh.

All three public hospitals surveyed buy almost the same kinds of vegetables as the private ones except that they have a wider vegetable purchase range including mostly tropical and cheaper vegetables like papaya, bottle gourd, kangkong, sweet potato leaves and Malabar spinach. Private hospitals on the other hand expand their choice of vegetables to temperate ones including broccoli, asparagus and cauliflower though the latter are not frequently bought. The more popular tropical vegetables are bitter gourd, chayote, eggplant and stringbeans. Squash, sponge gourd and pak choy come in next. The least bought tropical vegetables are cowpea, okra, Malabar spinach and kangkong. It should be considered, however, that the latter can be gathered from the backyard and must not be bought as in the case mostly of government and private institutions (orphanages and homes for women) where there are vacant lots for tilling a garden.

Across all institutions, spices like bulb onion, ginger and garlic are bought regularly. Hotels and restaurants buy more spices in proportion to the amount of other vegetables. The hospitals buy the least amount of spices in relation to other vegetables bought. In general, the hotels and restaurants buy twice as much spices as the hospitals in proportion to the amount of other vegetables bought.

3.3.e Mode of payment for vegetable purchases

Most (81 %) of the respondents’ purchases are paid in cash. In a few cases, credit is availed at fifteen days term (10 %) or 30 days (1 %). Six institutions pay both in cash and 15 days term while another one pay both in cash and weekly. Across the institutional types, it is the hotels (40 % of hotels), restaurants (30 % of total number of restaurants) and private hospitals (28 %) which availed of credit. All the public hospitals, private and public schools, government and private shelter institutions pay in cash. On the average, institutions allocate 9.5 % of their marketing budget to vegetables, corresponding to a purchase PhP 1,300 worth of vegetables per week.

3.3.f Effect of price on quantity purchased

The respondents were asked at what price level they would inhibit themselves from buying a particular vegetable. On the average, respondents find prices which are two and one third times higher (2.3) than the cheap price to be too prohibitive. For the more expensive type of vegetables such as asparagus, broccoli and garlic, prices higher by 1 and ¾ times are deemed prohibitive. For the cheaper vegetables such as kangkong, Malabar spinach, sweet potato leaves and okra, prohibitive prices are when these are three and ¼ times higher. There were several institutions however, particularly restaurants which would not inhibit themselves from buying particular vegetables e.g. cauliflower even when these are expensive.

3.3.g Vegetable purchase decision-makers

In 64 % of the cases the same person who decides which vegetable items to buy also decides on the quantity to be purchased. In the other cases, another person decides how much to buy from the one who decides which vegetables to buy. In private shelter institutions, it is usually the director/directress who decides what and how much to buy. In government centers, it is the houseparents, or the regional dietician who decides what to buy but the center Head or the Directress decides how much to buy. In the provincial jail, it is the mess sergeant who decides both what and how much to buy. In the canteens managed by private concessionaires whether in the government offices or in schools, the same person decides what and how much to buy. This is usually the canteen manager or person-in-charge. The decision-makers on what to buy in the restaurants are usually the chief cooks but it is the manager, owner or cost comptroller who decides how much to buy.

Another picture is presented by the hospitals. In all hospitals but one, it is the dietician who decides what to buy. Around two thirds of the time, the dieticians also decide the quantity to buy. In the rest of the cases, it is the Mess Sergeant, the administrator, the budget officer or the owner-manager who decides on the quantity to buy.

In 70 % of the restaurants, it is the chief cook who decides what vegetables to buy. In the remaining institutions, it is the manager who decides in consultation with the cook. When it comes to deciding the quantities to buy, the cook has less say in the matter. It is the manager who decides mostly (54 % of cases). In the other restaurants (23 %), the cashier, budget officer or cost comptroller decides how much to buy. The owner also decides in the other restaurants (15 %).

In the hotels, the cooks determine largely (64 % of the respondents) what vegetables to buy.  The purchasers, food checkers and stockroom in-charge decide what to buy in other hotels (45 % of respondents) sometimes jointly with the cook. When it comes to deciding on quantities to buy, the managers often make the decision (64 % of respondents) together with the food checker and the cook.

3.3.h Preference for pre-peeled and pre-sliced vegetables

Twenty three percent of the institutions surveyed expressed openness to buying pre-peeled and pre-sliced vegetables. These are mostly the shelter institutions both government and private. Eighty percent of government-run shelter homes are open to buying pre-peeled and pre-sliced vegetables while 60 % of privately-run shelter homes expressed willingness to do the same. Forty three percent of canteens in government offices, 40 % of canteens in public schools and 28 % of canteens in private schools also expressed willingness to buy pre-peeled and pre-sliced vegetables. All the hospitals, 95 % of hotels and 88 % of restaurants were unwilling to buy pre-peeled and pre-sliced vegetables. Among hospitals, the most common reason for unwillingness to buy pre-peeled and pre-sliced vegetables is the perception that these vegetables are not safe and contain spoiled vegetables (67 % of hospital respondents). Another common reason is that these vegetables are seen to spoil easily and cannot be stored for long (58 % of hospital respondents). Seventeen percent of hospital respondents cite the lack/loss of nutrients as reason for unwillingness to buy pre-peeled and pre-sliced vegetables.

Among the hotels, the number one reason for unwillingness to buy pre-peeled and pre-sliced vegetables is also the perception that these are not fresh and contains rejected vegetables (61 % of hotels). Sixty one percent of hotel respondents also see these vegetables as difficult to store because they would spoil more easily. Eleven percent said that buying these vegetables would limit their freedom to determine the size and shape of vegetables to suit requirements of various dishes. Discoloration was cited as a disadvantage by another 11 %.

The most common vegetables preferred to be pre-peeled are potatoes (74%), carrots (65%), chayote (48%) and squash (43%). Bitter gourd (56 %), jackfruit (35 %), sponge gourd (30 %) and potatoes (26 %) are the vegetables preferred to be pre-sliced.

3.3.i Quality requirements

As regards preferred sizes for specific vegetables, most of the institutions prefer vegetable from medium to big. Bitter gourd, eggplants, bulb onions and squash are preferred big. Carrots, broccoli, bell pepper and cabbage are preferred medium size by most.

3.3.j Willingness to participate in a subsequent research using purchase diaries

Ten percent of respondents said no they can not fill up purchase diaries for researchers for a period covering twelve months. The majority (89%) said yes, while one said maybe.

4 Discussion

One of the most striking finding of the surveys is that the per capita consumption of vegetables in Cagayan de Oro, as in the rest of the country, is less than one half of the minimum daily requirement to satisfy an adequate nutrient and vitamin supply for the human body. This poor vegetable consumption pattern can be attributed to dietary habits and tastes of consumers. Contrary to other staples such as rice and fish, prices for vegetables are strongly fluctuating throughout the year, making it difficult for the housewife to maintain a certain variety of vegetables for their daily dishes. Vegetables are bought according to the available budget. More efforts are needed from the government and non-government organizations to educate consumers of a better vegetable diet. Delicious, easy to prepare and attractive recipes should be promoted to increase vegetable consumption and boost demand for vegetables, thus stimulating business opportunities for vegetable growers.

The present marketing set-up in Cagayan de Oro suffers from lack of good storage and grading facilities, limited display areas and lack of low-interest credit sources. At present, there are some efforts of the city government of Cagayan de Oro to establish a new wholesale market in cooperation with the USAid funded program 'Growth with Equity in Mindanao (GEM)'.

The type of tropical vegetables required by private households and institutional users match those produced and sold by urban and peri-urban growers in the city (Holmer, 2001). In particular, these are stringbeans, squash, eggplants, bell pepper, bitter gourd, tomatoes and pak choy. However, there is greater variety in what is in demand, which are not being produced by the local urban and peri-urban growers. These include mostly temperate types of vegetables such as cabbage, cauliflower, cucumber, potato, carrots and lettuce. One possible reason for this non-correspondence is the fact that urban/peri-urban vegetable production in Cagayan de Oro is basically for family consumption (Potutan et al., 1997). Production is therefore not orientated to meeting market requirements. This is also shown by the perception of wholesalers and retailers that vegetable supply is not adequate. Further, inputs for temperate vegetable production - both material and technical knowledge - are not easily attainable and accessible to the cash-strapped urban/peri-urban vegetable grower. Another factor to consider is the climate, particularly high night temperatures in Cagayan de Oro City, which inhibits the production of good quality temperate types of vegetables. Production technologies that allow year-round production of clean vegetables must be further studied and promoted in order to stabilize the supply of vegetables to the markets and thus, minimize peaks of strong price fluctuations (Schnitzler & Holmer, 2001).

One key requirement of institutional buyers is regularity in supply. Urban/ peri-urban producers can keep this in mind while making a production plan. Vegetables can be planted such a way that there is a weekly harvest of a particular vegetable type. Production can be targeted for marketing to several institutional users. This way, farmers will not add to pronounced seasonality of produce and can help even out price fluctuations in the area. Test marketing to the institutions can be done by a group of local producers or individual farmers. The experience will need to be documented so it can be a source of information to other farmers aspiring to be entrepreneurs.

Cafeterias, supermarkets and consumer cooperatives were not included in these two survey. Studying them could give a fuller picture of the local vegetable market in Cagayan de Oro City.

5 Acknowledgement

This research study was funded by the INCO-DEV program of the European Union Commission (Project No. IC18-CT97-0184). The authors want to thank the staff of the Periurban Vegetable Project of Xavier University College Agriculture, particularly Ms. Janet M. Arnado, Ms. Carmelita Orbina and Ms. Lynn Janubas, for their contributions and support rendered.

6 References

FAO/WHO. 1992. International Conference on Nutrition. Rome: Food and Agricultural Organization of the United Nations.

Holmer, R.J., 2001. Urban agriculture -The Cagayan de Oro Experience. Proceedings of the National Conference on Urban Agricultural Systems in the Philippines. Department of Agriculture, Bureau of Agricultural Research and CGIAR Strategic Initiative on Urban and Periurban Agriculture (SIUPA), Bureau of Soil and Water Management, Quezon City, Metro Manila, Philippines, January 15-17, 2001. In print.

Philippine Association of Nutrition, 1997. Fourth National Nutrition Survey, Philippines, 1993. Part A: Food Consumption Survey. Philippine Journal of Nutrition, Vol. XLIV Nos. 1 & 2.

Potutan, Gerald E., Janubas L. G., Arnado J. M., Holmer, R. J., Schnitzler, W. H. 1997. Periurban vegetable production, consumption and marketing in Cagayan de Oro, Philippines. Kasetsart J. (Nat. Sci.) 32 (5):61-66 (ISSN 0075-5192).

Schnitzler, W.H., Holmer, R.J., 2001. Prospective issues and challenges of urban fringe agriculture. Proceedings of the APO Seminar on Urban Fringe Agriculture, May 17-24, 2000, Asian Productivity Organization, Tokyo, Japan. In print. 

7 Annex

Table 1:
Daily consumption of staple food in Cagayan de Oro (summary, multiple response).  “What are the usual kinds of food eaten by the family during breakfast, lunch and dinner every day?”

	
	Vegetable growers
	Vegetable Vendors
	Consumer samples
	All

	
	
	
	Higher class
	Middle class
	Lower class
	

	Type of food:
	%
	%
	%
	%
	%
	%

	Rice
	97
	100
	95
	96
	96
	97

	Vegetables
	85
	75
	64
	67
	76
	73

	Fish
	40
	35
	25
	59
	83
	48

	Meat 
	7
	12
	78
	42
	14
	31

	Eggs 
	11
	15
	23
	29
	11
	18


Table 2: 
Ten kinds of vegetable commodity commonly consumed in the past 6 months (multiple response).  What are the 10 most often consumed vegetables in the household in the past 6 months?”

	
	Vegetable growers
	Vegetable vendors
	Consumer samples
	All

	
	
	
	Higher class
	Middle class
	Lower class
	

	Vegetable type:
	%
	%
	%
	%
	%
	%

	Horse radish leaves
	94
	87
	65
	75
	100
	86

	Eggplant
	85
	74
	71
	88
	83
	78

	Squash
	80
	58
	73
	63
	60
	69

	String beans
	77
	58
	71
	63
	63
	68

	Tomatoes
	70
	73
	57
	63
	60
	67

	Malabar spinach
	76
	60
	48
	63
	80
	65

	Pak choy
	53
	67
	69
	75
	70
	63

	Bitter gourd
	67
	51
	65
	63
	33
	58

	Cabbage
	26
	54
	71
	75
	73
	51

	Sweet potato leaves
	61
	52
	18
	75
	70
	50


Table 3: 
First thing considered in buying vegetables.  “In buying vegetables, what is the first thing that you consider?”

	
	Vegetable growers
	Vegetable vendors
	Consumer samples
	All

	
	%
	%
	%
	%

	Freshness
	86
	88
	87
	87

	Texture
	6
	8
	9
	7

	Price
	6
	4
	4
	5

	Not sprayed with hazardous agro-chemicals  
	2
	0
	0
	1

	Total 
	100
	100
	100
	100


 Table 4:
Consumption of selected vegetables in Cagayan de Oro

	Selected vegetables
	Respondents who consumed vegetables
	Mean quantity consumed in the last 30 days per household
	Monthly consumption in Cagayan de Oro

	
	%
	kg
	kg

	Tomato
	95.3
	3.5
	315,778

	Eggplant 
	88.3
	3.3
	275,865

	Sweet pepper
	83.0
	1.2
	94,293

	Head cabbage
	71.7
	2.9
	196,851

	Papaya
	58.0
	3.2
	175,711

	Cauliflower
	27.7
	2.3
	60,316

	Yambean
	11.7
	1.0
	11,077

	Soybean
	7.7
	0.9
	6,561

	Total
	
	18.3
	1,136,452


Table 5:
First most preferred place in buying vegetables. “Where do you usually buy your food? [indicate 1 for most preferred; 2 for second most preferred]”

	
	Vegetable growers
	Vegetable vendors
	Consumer samples
	All

	
	
	
	High class
	Middle class
	Lower class
	

	
	%
	%
	%
	%
	%
	%

	Public market
	41
	83
	66
	75
	100
	67

	Own produce/farm
	44
	4
	2
	0
	0
	16

	Supermarket
	1
	4
	29
	25
	0
	8

	Variety store
	12
	6
	2
	0
	0
	6

	Peddlers
	2
	0
	0
	0
	0
	1

	Direct from source
	0
	2
	0
	0
	0
	1

	Others 
	0
	1
	2
	0
	0
	1

	Total 
	100
	100
	100
	100
	0
	100


Table 6: Source of vegetable supply by type of vegetable vendors.  “Where do you get your vegetable supplies?”

	
	Vegetable retailers
	Vegetable wholesalers
	All

	
	%
	%
	%

	From the wholesaler
	87
	--
	72

	Direct from the farmer
	13
	94
	27

	Direct from own farm products
	--
	6
	1

	All
	100
	100
	100


Table 7:
Reasons for becoming a vegetable trader.  “How did you become a vegetable vendor?”   

	
	Vegetable growers
	Vegetable vendors
	All

	
	
	Retailers
	Wholesalers
	

	
	%
	%
	%
	%

	Unskilled/lack of academic education
	56
	64
	24
	56

	Marketing skills
	7
	34
	76
	28

	Plenty of supply from own vegetable farm
	37
	--
	--
	18

	Because of view that selling vegetables is a good business
	--
	1
	--
	0.5

	Marketing is an inherited livelihood
	--
	1
	--
	0.5

	Total 
	100
	100
	100
	100


Table 8: 
Vegetable products sold by vegetable growers and vendors (based on 10 mostly sold vegetables by each respective trader).  “What vegetables do you sell?” 

	 
	Vegetable growers

N=90
	Vegetable vendors

N=100
	All



	
	%
	%
	%

	Eggplant
	48
	30
	38

	Tomatoes
	21
	48
	35

	Squash
	40
	21
	30

	Pack choy
	11
	38
	25

	Cabbage 
	--
	43
	23

	Bell pepper
	12
	27
	20

	Stringbeans
	32
	--
	15

	Potato 
	--
	28
	14

	Chayote 
	--
	24
	12

	Carrot 
	--
	21
	11

	Onion 
	--
	20
	11

	Camote tops
	16
	--
	7


Table 9: 
Problems encountered in selling vegetables.  “What are the problems you encountered in selling vegetables?”

	
	Vegetable growers
	Vegetable vendors
	All

	
	
	Retailers
	Wholesalers
	

	Problems encountered in marketing:
	%
	%
	%
	%

	Lack of supply 
	10
	30
	53
	22

	Limited suitable display areas
	13
	21
	6
	16

	Oversupply
	23
	6
	--
	14

	None
	21
	5
	12
	13

	Capital 
	2
	19
	0
	9

	Dictation of price by the buyers
	10
	2
	6
	6

	Maintenance a constant trader/buyer relationship 
	6
	8
	6
	7

	Bargaining of price
	8
	4
	12
	6

	Poor storage facilities
	2
	5
	6
	4

	Transportation
	3
	0
	--
	2

	Lack of knowledge on post harvest practices
	1
	--
	--
	0

	Total 
	100
	100
	100
	100


* Paper prepared for the RUAF/SIUPA Workshop on Appropriate Methodologies for Urban and Peri-urban Agriculture Research and Planning, Nairobi, Kenya, 2-7 October 2001.
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