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The larger study is
a collaborative research 
spearheaded by North Carolina 
A&T University funded by the USAID 
through Virginia Tech’s Sustainable 
Agriculture and Natural Resources 
Management (SANREM) III Program 



Major Research Partners
US: North Carolina A&T University 
(Principal Investigator)
Vietnam: Nong Lam University
Indonesia: Bogor Agricultural University
Philippines: De La Salle University, University 
of the Philippines Los Banos, UP-Open 
University, Don Bosco-Makati, Central Mindanao 
University
International Centers: World Agroforestry Centre 
(ICRAF), World Vegetable Center (AVRDC) 

At least 28 technical & social scientists



Overall Collaborative 
Research Goal

Alleviate poverty and food scarcity and 
reduce environmental degradation through 
economically-viable, resource-conserving 
technologies and gender-friendly 
socioeconomic policies that will reward 
especially small women and men farmer-
stakeholders



Collaborative Research Objectives

o T = Technology (sustainable & profitable VAF
integration)

o M = Market (market value chain)
o P = Policy (promotive options and frameworks)
o E = Environmental & Socioeconomic Impact

(assessment)
o G = Gender (improved women’s participation &

welfare)
o S = Scaling Up (VAF management &

dissemination) 



The DLSU-SDRC Involvement

Market value chain research to 
determine marketable products, 
market channels, marketing practices, 
constraints and opportunities
Gender studies, especially women’s 
participation in VAF production and 
marketing and networking

Methods used: Document/literature review, 
participant observation, key informant 
interview, focus group discussion, & survey



Top 5 VAF Products grown
Vegetables:

Cabbage  
Umbok (Chinese 
cabbage) 
Potato
Carrot
Tomato 

Gender differences observed in
the ranking except for potato.

Trees:
Eucalyptus 
Gemelina   
Falcata      
Jackfruit    
Lanzones  

Slight gender differences noted
In the ranking except for 
Lanzones.







Findings on 
Vegetable Marketing

Marketing of high valued vegetable crops 
is an “open access” livelihood source 
earning immediate cash income for small 
(particularly women) and big farmers

Farmers’ sight is set towards urban markets in 
the province/region where storage facilities 
(bodegas) occupy central importance.
Goods move through informal though 
established channels dominated by market 
intermediaries like storage providers. 



Farmers cannot maximize profits as they 
do  not get good prices for their goods

No control over the occurrence of oversupply in 
the market.
Quality of goods is compromised during hauling/ 
handling and transporting/trucking.
Only market agents have command over 
vegetable pricing; financing obtained from them 
limits farmers’ leverage for price negotiation. 
Harvesting is/can not be properly timed due to 
force majeure.



Farmers’ income from market sales is  
severely depleted by

High cost of production inputs, packing 
materials, hauling, transporting and storage 
fees.
Losses incurred from grading due to rejects and 
anticipated drop in quality of perishable goods 
due to transporting and storage 



Farmers see marketing as an individual 
HH endeavor and are unorganized for 
the market

Become easy prey for unscrupulous traders
Do not and cannot demand for adequate 
extension services & infrastructure facilities 
from LGU.
Have limited access to trainings on or capital for 
value-adding technology for quality assurance 
or vegetable processing.
Become dependent on agents or traders for 
marketing services like information on pricing, 
customer preferences, or corporate buyer 
requirements.



Amidst constraints, city market offers small 
producers/women unparalleled opportunity 
for selling vegetables particularly as 
storage facility owners have facilitated 
direct marketing (i.e., not thru biyahidors)

Access to hauling, trucking & storage for a fee
Freebies—passage aboard the truck, eating 
and sleeping quarters while awaiting sale, 
viands, use of recreational facilities (karaoke, 
TV)
Direct contact with big-volume buyers 



Marketing and market participation offer a 
comparative advantage to women in the 
community

Popularly regarded and especially esteemed for 
their business acumen and trading skills
Male spouses trust wives to bring home intact 
market income or to exercise prudence in 
spending it 



Findings on Marketing
AF (tree) Products

Market for AF/tree crops is undeveloped
Farmers unmotivated to grow timber trees for 
the market because of government policy 
disincentives and forest fire occurrences.
Farmer also unmotivated to grow fruit trees 
because degraded soil quality affects fruiting 
(highland fruit trees are known to bear fewer  
and poorer quality fruits). 



Return on investment is not immediate 
compared to high-value vegetables hence 
tree planting is unattractive

AF farms converted to monocropped vegetable 
farms 
Chicken-and-egg situation: 

Low investment for tree planting 
Results in few marketable products 
Results in few buyers for these products 

and back to low investment ….



For those few engaged in tree plantation, 
timber harvesting does not pose a problem 
because institutional buyers or their scouts 
assume both cost and task of harvesting, 
but farmers have no control over timber 
pricing.
Tree crop marketing is a male task 
although women help in the care of trees



Implications for Technology 
Development or Interventions

Improved vegetable production 
technologies may compound market 
oversupply unless change is introduced in 
the existing informal supply/trade chain.

Open new market chains to absorb the 
increased productivity of technology adoptors 
like cluster marketing to directly link with 
institutional buyers but learn from existing cases 
(the Norminveggies and CRS models) 
Intervention should target women farmers who 
are mostly & increasingly involved in vegetable 
marketing



Modify farmers’ quality control knowledge 
and behavior
Set up mechanism, involving farmer 
networks, for tracking market supply and 
demand, and pricing (celfones facilitate).
Push VAF complementarity with policy 
incentive support especially good road 
infrastructure 



Conclusion/ Reiteration

Marketing interventions must be made 
integral to VAF technology development to 
sustain the benefits of higher productivity 
in the socioeconomic lives of small 
farmers particularly women.
Women’s active participation particularly in 
vegetable marketing (training, education & 
knowledge-to-action endeavors) must be 
continuously explored and enhanced. 



Trucking service provided
by a female bodega owner 



Unloading vegetable cargoes
at the urban market



Rows of bodegas (storage 
facilities) at the urban market

Unloading vegetable 
cargoes at the dock (pier)



Women’s tasks: cleaning, 
sorting/classifying, packing 



Women Biyahidors
(buyers-and-sellers)



Maraming Salamat…
Thank You!
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