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ABSTRACT

Perlado, Cristy C., Don Severino Agricultural College,
Indang, Cavite. March, 1984. "Marketing Cost and mMargin
of Selected vegetables in Dasmariifias, Cavite.# Adviser:
Prof. alice R, Tibayan.

The study was conducted in three selected barangays
of pasmarifias, vavite to determine the marketing cost and
margin involved in performing various marketing functions.

A total of 92 respondents, 60 farmers and 32
buyers composed the samples in the study. Data gathering
was done through personzal interview.

String beans and okra passed through four channels
while the route through which eggplant passed was only
three channels.

At the farm level, sold vegetables were either
picked up by or delivered to the buyers. Farmers spent
much in delivering their.produce.to retailers. However,
they could command a higher price for their produce
thus assuring a higner net return tnan if they delivered
their produce to wholesalers.

*he most common problems cited by the producers
were: lower prices received for produce, no control
over prices of products; and inability of outlets to pay
debts.,

At the buyers' level, the retailers paid the
highest price of vegetables purchased from different

sources. fThey also received the highest prices for
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string beans, okra and eggplant.

Retailers incurred higher percentage of losses
for vegetables. Tais was 80, because selling on retail
tasls means slower transaction. So chances of spoilage
of vegetzbles not disposed of at once are more or less
high.,

Considering the net marketing margins for string
beans znd okra, the retailers obtained tae highest followed
by tne assemblers. The wholesalers obtained the least.
t'ne wholesalers, on the other hand, got the hi.hest narketg-
ing margin for eggplant followed by the assemblers. The
retailers got the least.

The problems encountered by the buyers were:
competition amon, buyers; inability of outlets to pay
debts; high cost of transportation, tying and packaging
materials; and price variability.

In gener=l, tne total marketing spread was higher
for the three kinds of vegetables under study. Almost
70 percent of fhe selling price of okra and 79 percent
of the selling price of eggplant were margins.

Farm prices have gi nificant effects on retail
prices. A unit increase in farm prices tends to increase
thie retail prices of vegetables.

Farm price explained 44 percent of the variztion
in retail price of string beans, 42 perceut and 64
percent of the v ri:tion in retail prices of okra and

eggplaut, respectively. vii



un the average, farmers obtained the highest
percentage of the consumerg' peso. When the number of
links between channels decreases the proportion of
consumers' peso that goes to the farmers iuncreases or
vice-versa,

When tiae number of links between channels
increases, the marketing margin iucreases and the

marketing system becomes more inefficient.

viii



TABLE OF CONTENTS

Chapter
ACLNOWLEDCGHMENT swvavwsisnsvosscsinsnsommenssses 1i1
BIOURAPHICAL DATA teevosocvssosasonssosssesas v
ABSTRACT cveesescacnonssanasooossonesnssssenss Vi
LIST OF TABLES sssvviscioraivoencrvosnnssnons Xi
LESE OF PLOUBES swmsws s meidsssiesaonensewes XLid
I INTRODUCTION T T T T S 1
Statenent of the PTrobLlEiM veeeeeeescessss 3
Objectives 0f tie Study evevevesseeoenes 4
Importance of tne STUGY eeeeeeeessessees &
Definition of Terms .svssssisonisvsncecnse 5
i REVIEW OF RELAYED LITERATURL vesesesenenae O
1L MELTODOTOGY v vi i 665 # 6on o mom co w0 om0 8 6 00 518 %0 20 5 12
Plaue O The Btuly sssssissssissccncnmen §2
Sampling Procedures sivessissicosoweeneen 12
Collection of Data bsommen s eHpR BV iR B e 2
Methods of Afalyels ssesesssnsineseyssus 14
HYPOTi€SES wuivntieinnnerninn vuvnnnnnenn. 16

Scope and Limitaticn of the Study sevve. 17

Jd

@

Iv DISCUS

¢ICN OF RESUIL.S *reesrssrccaninen,en. 18
Characteristics of the Respondents vew e T8
Charccterisiics of Fourmers s wsaars 18
Charactiristics of Buyers R e e e 20

Market Channels - Y1



Chapter Fage
Mar«eting at the Fari LevVel eieeeveees 28
NETRES UBEIBTE sssamsnmcsesessrnmwinny BO
Total Volume Sold anc Method
0f Sale sievnvenuncnncsnssonnsecnnee 31
Marketiifig COBE sewvransevssmsswwssnsns 52
Disposal PriCe .seeesevescessceseenaes 34
Net Parm Prife sesenmcesvsocsscsssvsms 30
Marketing Problems of Producers e.... 36
Marketing at the Buyers Level ...veee.. 38
Volume Purchased and Prices Paid .... 38
Volume Sold and Prices Received ..... 40
Mar<eting Cost AnalysisS eceeeeseevenes 42
Physical Losses at the Buyers
T . |
Marketing Margin Analysis seeeeeseese 48
Intra-Firiu ANalysic® seseececsesoeseseaas 50
bistribution of Consumers' PesO ..... 57
Marketing Problems of BUyers ........ 61

v SUIMMARY, CONCLUSIONS, IMPLICATIONS
.A.lJD I{.L‘JU(JJ-'“;J'Jf Ifi"l‘IOl\lS ® 9 ¢ 00 0000080088 000 e 63

Summary and ConcluSions eeeeeeeeseees.., 63
TOPLICATIOMS: wio e v oimmaim o oie # 5.5 58 0w m 00 00 0 &g 6h
RECOMMeNAATIONS wveowwiww s @i i,
DIBRREYURE CITED Swswwswnssnsideae
5 1 5 G P 7
Produceras!' Scinetule o...e....

Ve, ctable Buyers' Schedule ..



Table

10

11a

LIST OF TABLES

Distribution of farmer and buyer-
respondents by barancay, Dasmarliias,
CB‘Vi-tC.’ 1}&3 ® ®» &« o @ a ® 8 @ 6 © o 0 @ & ¢ 0 @ © @ @ © ©

Cnarzcteristics of farmers, 1983 ...

Charactcristics of buyers, 32
VGCJET.LL}):L.: buy‘BI‘S ® o © o 0 06 O 8 a9 680 00 00 v o

Volume solc by method ol sale and
by type of buyer, 60 ve.etable

i‘ar“l(‘.rs a0 60 0 8 00 @B 00 00 6 8 ¢ 00 & 0 00 0 s 8 P oa

Marketing cost by type of buyer and
method of szle, 60 vegetable

faI‘IutI'S o ® 08 8 s 8 a6 8 606 o0 66 6008 08 08 006 e 0 8 C 0

Disposal price oi vegetables by
method of sale and by type of
outlet, 60 vepgetable farmers eeeeeee

Net farm price by type of outlet and
methoa of sele, 60 vegetable
FOPrMETE cowememensvennmsneenmysesysnwse

Marketing problems of producers, 60
vegetable farmers svsevwssvsawesswemn

Volume purcriesed ana prices paid by
type of buyer, 32 vegetable

bllyF.‘I‘S ® 5 0 % ° 05 8 50 A OO0 O 6D O SO 8 6 s 0 O 8 O s 5 0

Volume sold and prices received by
type ol buyer, %2 vegetable

U-li.jb:(.-'d Ao ® 5 P 0 60 0 8 e 60 20 o P a e 0 ® 8 08 a g a8 e a

Marketin, costs in buying and selling
string beans by type of buyer,
32 vegetable DUYETE sieevenccnnecss

Marketing costs in buying and
seeling okra, by type of buyer,
32 ve.etable buyers

® 8 9 09 00 0000080000

24

23

31

33

34

37

58

29

41

43

45



Table

e Marketing costs in buying and
selling eggplant, by type
of buyer, 32 vegetable buyers e.eeeee.

o2 Market wasles anc losses by
type ol buyer, %2 vegetable

DUVELS wassvvsnesmasewasossms sonenvsis

1% wet marketin, margsin by type
of buyexr, 32 vepetable buyers ceceecee

14 negression estimate of retail price
atid farm price by commodity ssesssesns

15a Average ferm to retail prices of
strin, beans and percentage
distribution oi congumers'® peso,
by cneannel, 60 vegetable farmers
anu 32 vegetable DUYETYS eeeeoesecaanns

15b Averag e Tarm to retail prices
of okra znu percentage distribution
of consumers' peso by channel, 60
vegetable fariers and 32 vegeteable
DUYETE wsww e m sis @ 58 5@ 8 608 656 5 808 & & 8 18 @ 889

15¢ Average farm to retail prices of
eggplant ana percentage distribution
oi consumers' peso by channel, 60
vegetable farmers and 32 vegetable

bu:y'eI'S A8 © 8 0 2 &8 8 0 6 F 8 A8 S A F 0 8 e AR a8 0P8 PO

16 Marketin, problems of buyers, 32
Vegetable BUYETS sssssswmsnmsiiwsadode

xii



Figure

LIST OF

Market channels
Market cnannels

Market channels

DT AT
Slagundns

for string beans ..

Tor OREE. %% 54 % s« b

for eggplant

® 0o 0 0 o o

A linear relationship between farm

ana retail prices of string

beal—]s ® ® 8 & 6 2 6 8O 00 08 0 @ 8 " a0 00 00 0 0 s &

A linear relationship between farm
ana retail prices O OKYE seeccesos

A linear relationship between farm
and retail prices oi eggplant ...

X311

Page
s 26
. 20
« 29
s 2
L 55
« 56



MARKETING COST AND MARGIN OF SELECTED VEGETABLES

IN DASMARINAS, cavirel/
by

Cristy C. Perlado

i/An undergraduate thesis submitted to the Faculty
of the Don Severino agricultural College, Indang, Cavite,
in partial fulfillment of the requirements for graduation
with the degree of Bachelor of Science in Agriculture (BSA),
Major in Agricultural Economics. Department Contribution
No. S.S. 84028-009, Prepared in the Department of Social
Sciences under the supervision of Professor Alice R.
Tibayan.

CHA¥TER I
INTRODUCTION

The Philippines is producing a relatively large
amount of vegetables each year. These products indeed
contribute to the economy of the country. In fact,
among food crops in the Philippines, vegetables ranked
sixth in terms of value.2

Vegetables, being seasonal and highly perishable
in nature, demand a well organized and efficient market-

ing system to assure technological and economic efficiencics,

2J.E. Deanon, et, al. "The Vegetable Industry
in the philippines." Vegetable Production, UPLB,
College, Lagunha, 1977., p. 20.




