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L Decrease in vegetable production
since 1995 due to liberalization of the
vegetable business

1990-94 — 960,000 MT per year
2000 — 717,000 MT per year



L | Downward trend in vegetable
consumption according to the NNS
(mean per capita food intake in
grams):.

1978 — 34
1982 — 37
1987 — 29
1993 — 30
20083 - 31



LI Low intake of vegetables

Filipino adolescents in Manila —
fewer servings of vegetables than
recommended (Gonzales et al, 2004)

Cagayan de Oro City — less than
half of requirements for nutrients
(Agbayani)



Deficiencies in intake of Ca, Fe,
thiamine, riboflavin, niacin, vit C and A
iIn Manila that can be improved through
Increased vegetable consumption
(Burleigh)



General ; to build a qualitative
Information base for a promotional and
educational campaign to promote the
consumption of vegetables



L] Determine the current situation related to the
availability and affordability, on one hand and
promotion on the other of vegetables and related
products

I | Determine the perceptions, beliefs, knowledge,
attitude and behavior of consumers with regard to
buying, cooking/preparation and consumption of
these products



L Recommend new ideas for
promotion/education strategies and
creative packaging of messages and
materials for these products and client-
preferred communication channels for
promotion
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Study Sites:

Three areas
Metro Manila — North NCR (Marikina City)
South NCR (Paranague City)
Manila
Metro Cebu — North Metro Cebu (Danao City)
South Metro Cebu (Toledo City)
Cebu City



Vietro Davao — Viodel 2 aetiniton

Davao City




Metro Cebu and Metro Davao — city or
municipality with urban and rural barangay

was chosen
Metro Manila — near and far from the City Hall

Selection of barangays considered the presence
of:

(a) vegetable production program by DA or
commercial producers

(b) public market and other outlets of
vegetables



Research Participants:

LI Mothers — pregnant, lactating, and those with
preschoolers (urban/rural)

L) School children — Grade 5 (urban/rural)
I Frontline workers — key informants on

(a) production & marketing of vegetables
(agriculturists, technicians, contract growers,
public market officers)

(b) promotion of vegetables (information officers,
local media personnel and HE teachers)

L1VVegetable sellers



ction| llechnigues

US group aiscussion (FGD) — IViother:
Scnoolcrnldren

| Key Intormant interviews (Kll) — Frontiine

WOrKers and sellers




Coding and! Data Analysis:

L FGD unstructured data — analyzed for patterns and
commonalities

L Kll data — analyzed qualitatively, noting patterns in
the responses related to the variables studied



Table 1. Topic Guide for Data Collection




Table 2. Distribution of research participants by r esearch
area and data collection technique
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1. Current situation: availabllity, affordability,
sale/purchased, existing programs & problems
related to vegetables

U Availability — FLW and mothers generally bought
are adequately available in the localities

4 Affordabllity — sellers and mothers said these
are affordable to consumers



L Sale/purchase — bought at less than a kilo daily
generally in public markets

= two types mostly bought by consumers fruit
vegetables and leafy vegetables

= mostly sold by sellers fruit vegetables,
followed by leafy vegetables, then rootcrops

= sales highest on Friday, Saturday & sunday



L Vegetable production problems were related to:
(a) logistical support
physical & environmental conditions
availability of farm inputs
cost of production

Client (farmer) attitude & practices



L1 Vegetable marketing problems were related to:

(a) price control
(b) supply and demand

(c) transportation and marketing infrastructure

and facilities, and

(d) support system



LI Vegetable promotion problems were related to:

(a) logistics
(b) client attitude

(c) support system



2. Knowledge, beliefs, attitude & behavior of
consumers

Mothers:

A. Perceptions:

Commonly considered as vegetables In

all areas

(a) leafy veg. — alugbati, camote tops,
kangkong

(b) fruit veg. — ampalaya, eggplant, okra,
sqguash

(c) rootcrops — carrot
(d) legumes — stringbeans



Vegetables considered good for health &
nutrition for reasons related to maintaining

specific body functions



B. Beliefs & values

L Symbol — generally a symbol of health

L Value — for health, nutritional & economic
benefits



C. Attitude

L

Commonly liked by mothers in all areas:
squash and stringbeans

Commonly disliked by mothers in all areas:
okra

Commonly liked by PS (according to
mothers) : squash, potatoes

Commonly disliked by PS (according to
mothers) with bitter taste



u Qualities liked by mothers: varied in the areas
(freshness, nutritional quality, safety)

u Qualities disliked by mothers: varied in the
areas (smell, taste, texture)



D. Behavior

L Reasons for not eating vegetables varied
but seemed outstanding was the influence
of a family member not eating vegetables

L Reasons for eating vegetables: nurtitional
& health benefits, being cheep



u Frequency of eating vegetables in all areas:
There was mention of:
everyday
at lunch or dinner when the

families complete



Ly
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mothers role — planting to consumption

usual fresh vegetable bought in most areas —
gabi, squash

usual cooked vegetable bought - varied

reasons for buying cooked vegetable — lack of
time, cheap, masarap

basis for vegetable selection — freshness,
being cheap

Usual vegetable preparation- varied in the areas
but mostly boiled & cooked with coconut milk



L Special vegetable preparation for PS, pregnant
& lactating:

= There were mothers with no special
preparation

= For those who have:
PS — mixing with rice, mashing, cooking
with broth

lactating — tinola with malunggay leaves



School children

A. Perceptions

« Commonly considered vegetables in all
areas

- leafy greens: kangkong, pechay,
cabbage

- fruit vegetable: squash, potato, okra,
upo, eggplant and sayote

- rootcrops: potato

« Commonly considered “good” in all areas
because of nutritional an health benefits.



B. Beliefs and Values

« Symbol of food for everyone (rich or poor)

e Value - no common response but in most
areas valued because of nutritional, health and
economical benefit/advantage

o Beliefs - differed but mostly related to health
and nutrition, some with basis, others without



C. Attitude

Commonly liked in all areas -squash &
eggplant

Commonly disliked in all areas - ampalaya &
okra

Vegetable qualities liked - varied but related
to taste

Vegetable gualities disliked - varied but
related to texture



D. Behavior

 Reasons for not eating vegetable — expressed only

In Metro Manila: a) not tried yet b) undesirable
gualities

 Reasons for eating vegetables — nutritional value

* Frequency of eating vegetables — varied from most
frequent (3x/day to once/day) to less frequent (1-
3x/day)

* Vegetable preparation methods common in all
areas — boiling and sauteing

* Where vegetable are eaten — home during lunch or
dinner



3. Suggestions for Design of Communication
Program for Increased Vegetable Consumption
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 While varied strategies were given, the
FLW suggested that the campaign be
addressed at the community (household and
farmers) and school levels



RECOMMENDATIONS

1. Audience segmentation

Since existing programs are client specific,
the campaign should be directed to specific
audiences (e.g. community — household
members & farmers; school — day care &
elementary pupils and teachers)



2. Area-specific strategies and communication
channel

Considering the differences in the current
situation on the vegetable industry in the study
sites, the campaign should consider strategies
and channels appropriate to the areas. Local
level planning and implementation (rather than

national) might be more useful, e.g. regional,
provincial and city/municipal levels



3. Inclusion of sellers in the campaign

Their inclusion among the primary
audiences in the campaign as they are
likewise stakeholders in the bid for
Increased consumption of vegetables



4. Nutrition education to various age groups

Because of the importance of the influence
of role of older members in the family as
role models in vegetable consumption , it
IS Important to educate fathers and
mothers on the importance of vegetables.

Because habits are formed early In life, the
topic on vegetables should be started at
preschool and elementary education



5. Nutrition education to dispel wrong
beliefs about vegetables

Nutrition education to various age groups
should include harmful beliefs that may
hinder people from eating vegetables.



6. Use of interpersonal communication
channels

The results seem to point to interpersonal
communication as the preferred channel,
other than radio and TV. Also because of
the high cost of air time, interpersonal
channels seem to be a practical approach
for the campaign.



ACKNOWLEDGEMENT

The authors wish to acknowledge with deep
appreciation and gratitude:

 NNC for the financial support of the project

 RNPCs of the study sites for facilitating data
collection (MS. Mila Federizo, NCR; Ms. Parolita
Mision, Region 7; and Ms. Ma. Teresa Ungson,
Region 11

 Local officials for accommodating us in the
conduct of the study in their respective jurisdicti on.



