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FOREWORD 
 

 
          The Agricultural Indicators System (AIS) is one of the statistical 
frameworks maintained by the Philippine Statistics Authority (PSA). AIS 
has twelve (12) modules and these are updated and released annually. 
This is the twelfth module entitled Prices and Marketing of Agricultural 
Commodities. It provides information on the share of the market in the 
volume of palay and corn production, government intervention in palay 
marketing and the movement in the prices of selected agricultural 
commodities. The reference years are 2010 to 2014. 

 
 The AIS hopes to cover more agricultural development indicators 
to support the information needs of our data users. We encourage the 
readers to give their comments and suggestions on the improvement of 
the AIS, in general, and the report, in particular. 
 

            

            
   
 
 

                       LISA GRACE S. BERSALES, Ph.D. 

National Statistician and Civil Registrar General 
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Table 4

Producer price index… (Continued)

Commodity 2012 2013 2014

Fishery 126.4 127.6 131.5

Bangus 141.7 137.9 142.6

Seaweed 115.8 147.2 147.0

Tigerprawn 103.7 106.8 108.4

Tilapia 132.7 126.8 133.1

ALL ITEMS 139.8 141.0 156.7

Marketed Volume of Palay and Corn 
 
The “marketed volume of farmers’ produce” is an indicator that provides 
a measure of the farmers’ level of operation on the quantity of the 
agricultural production that is sold by the farmers for a given period.                                                              
 
Of the total volume of palay production, the proportion of marketed 
palay increased to 59.75 percent in 2014 from 59.18 percent in 2013.  
Increases were noted in seven out of the 16 regions. The biggest 
proportions on the volume of palay sold were noted in ARMM at 73.97 
percent and in Cagayan Valley at 71.75 percent in 2014. About 60 to 68 
percent of the regions’ palay harvests were marketed by the farmers in 
Ilocos Region, Central Luzon, MIMAROPA, Zamboanga Peninsula, 
Northern Mindanao, Davao Region and SOCCSKSARGEN. The three 
regions in the Visayas Island still recorded the least proportion of 
marketed volume of palay ranging from 36.91 percent to 41.60 percent 
(Table 1a).    
 
In the case of corn, the proportion of marketed volume to the country’s 
total harvests declined to 83.49 percent in 2014 from 84.21 percent in 
2013. Nine regions exhibited decreasing proportions in 2014. Ilocos 
Region continued to record the highest proportion at 98.88 percent in 
2014. This was followed by Central Luzon and Cagayan Valley at around 
96 percent each and CAR at 92.75 percent. The smallest proportions were 
noted in Central Visayas at 20.25 percent and Zamboanga Peninsula at 
34.39 percent (Table 1b). 
 

Government Procurement and Injection of Palay  
 
Government plays an important role in the marketing of palay through its 
procurement and injection programs. Procurement refers to the volume 
of government purchases directly from the farmers and farmers’ 
organizations at a support price. This is being done to stabilize consumer 
price and to have continuous supply of the commodity. On the other 
hand, injection is the distribution by the government in the market 
through direct selling to end–user or to accredited outlets. The indicators 
of government procurement and injection show the extent of 
government intervention in palay marketing. 
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In 2014, the proportion of palay procurement by the government to the 
marketed volume dropped to 0.23 percent from 3.36 percent in 2013. On 
the other hand, the proportion of rice injection to the net food disposable 
went up  to 11.54 percent in 2014  from the 2013 record of 6.68 percent 
(Table 2a).  
 
The total volume of palay procurement in 2014 was reduced to 26,481 
metric tons, lower by 93 percent from the 2013 level of 365,582 metric 
tons. Across regions, MIMAROPA recorded the biggest volume of palay 
procurement at 11,764 metric tons. It accounted for 44.42 percent of the 
country’s procurement in 2014.  Western Visayas came next with 5,998 
metric tons of palay procurement contributing 22.65 percent. In the rest 
of the regions, smaller shares at less than one percent was recorded each 
in CAR, Cagayan Valley, Central Visayas, Caraga and ARMM (Table 2b). 
 
The country’s volume of rice injection increased to 1,316,599 metric tons 
in 2014. This was 74 percent higher than the year ago level at 758,657 
metric tons. The biggest rice distribution was reported in the National 
Capital Region (NCR) at 323,828 metric tons in 2014. This constituted 
almost one fourth of the total volume of rice sold or distributed.  In 
CALABARZON, Central Visayas and Central Luzon, the volume of rice 
injection ranged from 121,768 to 127,119 metric tons contributing 
around 9 percent each. Caraga posted the smallest proportion of rice 
injection at less than one (1) percent (Table 2c).  
 

Agricultural Terms of Trade Index (ATTI) 
 
The agricultural terms of trade index (ATTI) provides a quantitative 
measure of changes in the economic condition of the farmers or the 
farming sector over time. It gives an indication on the welfare of the 
farmers under changing input and output price conditions. 
 
In 2014, the terms of trade index for agriculture rose to 120.38 percent. 
This means that the prices of agricultural outputs grew faster than the 
prices of agricultural inputs. This favorable condition was felt by the palay 
and coconut farmers as shown by their corresponding terms of trade 
indexes  at  125.60  percent  and 134.19 percent.  On the other  hand,  the  
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terms of trade indexes for corn and sugarcane farmers improved in 2014 
but still below the 100 percent mark. It implies that the price gain of 
agricultural inputs was higher than the price gain from their agricultural 
products.     
 

Producer Price Index (PPI) 
 
The PPI describes the movement of farm prices by commodity and 
commodity groups in a given year compared to a base year. 
 
On the average, PPI for agriculture increased to 156.7 percent in 2014. 
This implies that the average price received by farmers for their produce 
was 56.7 index points higher than the 2006 price level. 
 
In 2014, the average PPI of cereals went up to 186.2 percent. In 
particular, PPIs were estimated at 198.7 percent for palay, 150.1 percent 
for yellow corn and 151.9 percent for white corn. 
 
PPI of vegetables and legumes decelerated to 118.0 percent in 2014.  
Asparagus had the biggest PPI which increased to 694.4 percent in 2014. 
This indicates that the farm price of asparagus in 2014 was nearly seven 
times higher than price in 2006. PPIs were also higher for ginger Hawaiian 
at 577.8 percent and ginger native at 372.1 percent. Black pepper 
recorded PPI at 264.5 percent. PPIs ranging from 150.7 percent to 193.0 
percent were recorded for banana blossom, mongo green, fresh peanut 
with shell, dry peanut without shell, onion leeks and pechay native. Farm 
prices of chayote, green pepper finger and sweet peas dropped in 2014 
and fell below the 100 percent mark which means that their farm prices 

in 2014 were lower than the 2006 price levels. 
 

Root crops and tubers groups posted an increase in PPI averaged at 131.0 
percent in 2014. The highest PPI  was registered for  gabi Tagalog at 202.8 
percent or twice higher than the 2006 prices. All the other crops under 
this commodity group exhibited PPIs above 100 percent. The lowest was 
noted for carrots at 104.0 percent in 2014.  
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For fruits, the average PPI rose to 156.1 percent. PPIs ranging from 211.1 
percent to 261.8 percent were recorded for green banana bungulan and 
lakatan, calamansi and papaya solo. Below 100 percent PPIs were 
reported by durian, mandarin ladu and papaya native.  
 
PPI of commercial crops went up to an average of 170.3 percent. 
Coconut, matured and young indicated the highest PPIs at 200.3 percent 
and 271.0 percent, respectively. PPIs of rubber cuplump and native 
tobacco dry dropped and fell below 100 percent in 2014.   
 
Livestock and poultry products posted increasing PPIs in 2014 at 146.3 
percent and 132.0 percent, respectively. For livestock, PPIs ranged from a 
low of 135.7 percent for cattle to a high of 164.2 percent for goat. In the 
case of poultry, duck egg backyard had the highest PPI at 162 percent and 
lowest PPI was noted in chicken broiler backyard at 111.4 percent. 
 
PPI of fishery averaged 131.5 percent. It was lowest for Tiger prawn at 
108.4 percent and highest for seaweed at 147.0 percent (Table 4). 
 

Consumer Price Index (CPI) 

CPI allows comparison of the changes in the average retail prices of the 
different groups of the commodities commonly consumed by the 
households. 

 
In 2014, the CPI for all items went up to 139.5 percent. It means that the 
average price paid by the consumers for all items in 2014 was 39.5 index 
points more than the 2006 price level. Except for the CPI of 
communication, the CPI of all the commodity groups continued to stay 
above the prices at 2006 period.  Alcoholic beverages and tobacco 
registered the highest CPI which rose to 175.7 percent in 2014. This was 
followed by food and non-alcoholic beverages at 153.4 percent and 
education at 149.5 percent. The lowest CPI was estimated for recreation 
and culture at an average of 114.1 percent. 
 
On a monthly basis, the 2014 CPI for all items increased from 137.7 
percent in January to 141.0 percent in October, followed by a continuous 
reduction to 140.5 percent in December. The CPI of food and non-
alcoholic beverages ranged from a l ow of  149.5 percent  in January to a 
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high of 156.5 percent in November. For alcoholic beverages and tobacco, 
CPI went up from 172.7 percent in January to 178.5 percent in December. 
The monthly CPI of communication remained constant at 92.7 percent 
throughout the year.   
 

Price Gap 
 
Price gaps or mark ups of the different agricultural crops between the 
farmgate and the wholesale and retail levels indicate the formation of 
prices and the shares of market participants in the prices paid by the 
consumers. 
 
The farm-wholesale price gap of rice in 2014 dropped to 115 percent. This 
means that the price mark up of rice from farm to wholesale level was 
115 percent of the farm price.  A reduction in price gaps was noted for 
yellow and white corn which slid to 12 percent and 6 percent, 
respectively, in 2014. 
 
Increasing farm-wholesale price gaps were exhibited by majority of the 
vegetables in 2014. Gabi recorded the biggest price gap which went up to 
160 percent in 2014. Price gaps were higher and increasing for cabbage 
and tomato at 90 percent and 84 percent, respectively. Carrots indicated 
a reduced price gap to 70 percent in 2014. The smallest price gaps were 
noted in mongo at 18 percent and stringbeans at 20 percent. Meanwhile, 
price gap of garlic narrowed down significantly to 28 percent in 2014. For 
fruits, widening of price gap was seen for banana lakatan at 110 percent.  
Price gaps in calamansi and pineapple contracted significantly to 55 
percent and 24 percent, respectively, in 2014 (Table 6a).  
 
Farm- retail price gaps of rice narrowed down to 127 percent in 2014. 
While price gap of yellow corn was reduced to 63 percent, white corn 
posted an increase in price gap to 57 percent. Most of the reference 
vegetables indicated decreasing farm-retail price gaps. Bigger drop in 
price gap was observed in garlic as it slid to 61 percent. Lower gap was 
recorded in mongo at 58 percent and peanut at 65 percent. Cabbage 
recorded  the  biggest  price gap  which  declined  to  233 percent in 2014.  

 

 

Producer’s Share in Consumer Peso 
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Tomato and gabi widened their gaps to 206 percent and 201 percent, 
respectively. In the case of fruits, farm-retail price gaps were going up for 
banana lakatan and mango corresponding to 168 percent and 138 
percent. These were down for calamansi at 132 percent and pineapple at 
115 percent in 2014 (Table 6b). 
 

Producer’s Share in Consumer Peso 
 
This indicator presents the proportion of the prices received by the 
farmers to the final price of the commodity. It gives a measure of the 
share of the producers compared to the share of the traders. It also 
indicates which commodity gives the farmer, the bigger share. 
 
The shares of farmers in the final prices varied among commodities. In 
2014, the share of rice producer in the commodity’s retail price increased 
slightly to 44 percent. Yellow corn farmers obtained an increased share of 
61 percent while white corn farmers had share going down to 64 percent. 
Coconut producer’s share went up to 35 percent in 2014. 

Increasing shares of growers were noted in most of the reference 
vegetables and legumes. Garlic and peanut producers enjoyed higher and 
increasing shares at 62 percent and 79 percent, respectively. A big share 
was reported by mongo growers but it dropped to 63 percent in 2014. 
Likewise, growers of ginger, onion, and sweet potato recorded increasing 
and bigger share ranging from 47 to 53 percent. The lowest producer’s 
shares were observed for those growing cabbage, tomato and gabi as 
they obtained only one third share in the commodity’s final prices. For 
fruits, the shares of producers of calamansi, papaya and pineapple 
producers were going up and these ranged from 43 to 58 percent. Banana 
growers showed a drop in share to 37 percent in 2014 (Table 7). 
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Tomato and gabi widened their gaps to 206 percent and 201 percent, 
respectively. In the case of fruits, farm-retail price gaps were going up for 
banana lakatan and mango corresponding to 168 percent and 138 
percent. These were down for calamansi at 132 percent and pineapple at 
115 percent in 2014 (Table 6b). 
 

Producer’s Share in Consumer Peso 
 
This indicator presents the proportion of the prices received by the 
farmers to the final price of the commodity. It gives a measure of the 
share of the producers compared to the share of the traders. It also 
indicates which commodity gives the farmer, the bigger share. 
 
The shares of farmers in the final prices varied among commodities. In 
2014, the share of rice producer in the commodity’s retail price increased 
slightly to 44 percent. Yellow corn farmers obtained an increased share of 
61 percent while white corn farmers had share going down to 64 percent. 
Coconut producer’s share went up to 35 percent in 2014. 

Increasing shares of growers were noted in most of the reference 
vegetables and legumes. Garlic and peanut producers enjoyed higher and 
increasing shares at 62 percent and 79 percent, respectively. A big share 
was reported by mongo growers but it dropped to 63 percent in 2014. 
Likewise, growers of ginger, onion, and sweet potato recorded increasing 
and bigger share ranging from 47 to 53 percent. The lowest producer’s 
shares were observed for those growing cabbage, tomato and gabi as 
they obtained only one third share in the commodity’s final prices. For 
fruits, the shares of producers of calamansi, papaya and pineapple 
producers were going up and these ranged from 43 to 58 percent. Banana 
growers showed a drop in share to 37 percent in 2014 (Table 7). 
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high of 156.5 percent in November. For alcoholic beverages and tobacco, 
CPI went up from 172.7 percent in January to 178.5 percent in December. 
The monthly CPI of communication remained constant at 92.7 percent 
throughout the year.   
 

Price Gap 
 
Price gaps or mark ups of the different agricultural crops between the 
farmgate and the wholesale and retail levels indicate the formation of 
prices and the shares of market participants in the prices paid by the 
consumers. 
 
The farm-wholesale price gap of rice in 2014 dropped to 115 percent. This 
means that the price mark up of rice from farm to wholesale level was 
115 percent of the farm price.  A reduction in price gaps was noted for 
yellow and white corn which slid to 12 percent and 6 percent, 
respectively, in 2014. 
 
Increasing farm-wholesale price gaps were exhibited by majority of the 
vegetables in 2014. Gabi recorded the biggest price gap which went up to 
160 percent in 2014. Price gaps were higher and increasing for cabbage 
and tomato at 90 percent and 84 percent, respectively. Carrots indicated 
a reduced price gap to 70 percent in 2014. The smallest price gaps were 
noted in mongo at 18 percent and stringbeans at 20 percent. Meanwhile, 
price gap of garlic narrowed down significantly to 28 percent in 2014. For 
fruits, widening of price gap was seen for banana lakatan at 110 percent.  
Price gaps in calamansi and pineapple contracted significantly to 55 
percent and 24 percent, respectively, in 2014 (Table 6a).  
 
Farm- retail price gaps of rice narrowed down to 127 percent in 2014. 
While price gap of yellow corn was reduced to 63 percent, white corn 
posted an increase in price gap to 57 percent. Most of the reference 
vegetables indicated decreasing farm-retail price gaps. Bigger drop in 
price gap was observed in garlic as it slid to 61 percent. Lower gap was 
recorded in mongo at 58 percent and peanut at 65 percent. Cabbage 
recorded  the  biggest  price gap  which  declined  to  233 percent in 2014.  

 

 

Producer’s Share in Consumer Peso 
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For fruits, the average PPI rose to 156.1 percent. PPIs ranging from 211.1 
percent to 261.8 percent were recorded for green banana bungulan and 
lakatan, calamansi and papaya solo. Below 100 percent PPIs were 
reported by durian, mandarin ladu and papaya native.  
 
PPI of commercial crops went up to an average of 170.3 percent. 
Coconut, matured and young indicated the highest PPIs at 200.3 percent 
and 271.0 percent, respectively. PPIs of rubber cuplump and native 
tobacco dry dropped and fell below 100 percent in 2014.   
 
Livestock and poultry products posted increasing PPIs in 2014 at 146.3 
percent and 132.0 percent, respectively. For livestock, PPIs ranged from a 
low of 135.7 percent for cattle to a high of 164.2 percent for goat. In the 
case of poultry, duck egg backyard had the highest PPI at 162 percent and 
lowest PPI was noted in chicken broiler backyard at 111.4 percent. 
 
PPI of fishery averaged 131.5 percent. It was lowest for Tiger prawn at 
108.4 percent and highest for seaweed at 147.0 percent (Table 4). 
 

Consumer Price Index (CPI) 

CPI allows comparison of the changes in the average retail prices of the 
different groups of the commodities commonly consumed by the 
households. 

 
In 2014, the CPI for all items went up to 139.5 percent. It means that the 
average price paid by the consumers for all items in 2014 was 39.5 index 
points more than the 2006 price level. Except for the CPI of 
communication, the CPI of all the commodity groups continued to stay 
above the prices at 2006 period.  Alcoholic beverages and tobacco 
registered the highest CPI which rose to 175.7 percent in 2014. This was 
followed by food and non-alcoholic beverages at 153.4 percent and 
education at 149.5 percent. The lowest CPI was estimated for recreation 
and culture at an average of 114.1 percent. 
 
On a monthly basis, the 2014 CPI for all items increased from 137.7 
percent in January to 141.0 percent in October, followed by a continuous 
reduction to 140.5 percent in December. The CPI of food and non-
alcoholic beverages ranged from a l ow of  149.5 percent  in January to a 
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terms of trade indexes for corn and sugarcane farmers improved in 2014 
but still below the 100 percent mark. It implies that the price gain of 
agricultural inputs was higher than the price gain from their agricultural 
products.     
 

Producer Price Index (PPI) 
 
The PPI describes the movement of farm prices by commodity and 
commodity groups in a given year compared to a base year. 
 
On the average, PPI for agriculture increased to 156.7 percent in 2014. 
This implies that the average price received by farmers for their produce 
was 56.7 index points higher than the 2006 price level. 
 
In 2014, the average PPI of cereals went up to 186.2 percent. In 
particular, PPIs were estimated at 198.7 percent for palay, 150.1 percent 
for yellow corn and 151.9 percent for white corn. 
 
PPI of vegetables and legumes decelerated to 118.0 percent in 2014.  
Asparagus had the biggest PPI which increased to 694.4 percent in 2014. 
This indicates that the farm price of asparagus in 2014 was nearly seven 
times higher than price in 2006. PPIs were also higher for ginger Hawaiian 
at 577.8 percent and ginger native at 372.1 percent. Black pepper 
recorded PPI at 264.5 percent. PPIs ranging from 150.7 percent to 193.0 
percent were recorded for banana blossom, mongo green, fresh peanut 
with shell, dry peanut without shell, onion leeks and pechay native. Farm 
prices of chayote, green pepper finger and sweet peas dropped in 2014 
and fell below the 100 percent mark which means that their farm prices 

in 2014 were lower than the 2006 price levels. 
 

Root crops and tubers groups posted an increase in PPI averaged at 131.0 
percent in 2014. The highest PPI  was registered for  gabi Tagalog at 202.8 
percent or twice higher than the 2006 prices. All the other crops under 
this commodity group exhibited PPIs above 100 percent. The lowest was 
noted for carrots at 104.0 percent in 2014.  
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In 2014, the proportion of palay procurement by the government to the 
marketed volume dropped to 0.23 percent from 3.36 percent in 2013. On 
the other hand, the proportion of rice injection to the net food disposable 
went up  to 11.54 percent in 2014  from the 2013 record of 6.68 percent 
(Table 2a).  
 
The total volume of palay procurement in 2014 was reduced to 26,481 
metric tons, lower by 93 percent from the 2013 level of 365,582 metric 
tons. Across regions, MIMAROPA recorded the biggest volume of palay 
procurement at 11,764 metric tons. It accounted for 44.42 percent of the 
country’s procurement in 2014.  Western Visayas came next with 5,998 
metric tons of palay procurement contributing 22.65 percent. In the rest 
of the regions, smaller shares at less than one percent was recorded each 
in CAR, Cagayan Valley, Central Visayas, Caraga and ARMM (Table 2b). 
 
The country’s volume of rice injection increased to 1,316,599 metric tons 
in 2014. This was 74 percent higher than the year ago level at 758,657 
metric tons. The biggest rice distribution was reported in the National 
Capital Region (NCR) at 323,828 metric tons in 2014. This constituted 
almost one fourth of the total volume of rice sold or distributed.  In 
CALABARZON, Central Visayas and Central Luzon, the volume of rice 
injection ranged from 121,768 to 127,119 metric tons contributing 
around 9 percent each. Caraga posted the smallest proportion of rice 
injection at less than one (1) percent (Table 2c).  
 

Agricultural Terms of Trade Index (ATTI) 
 
The agricultural terms of trade index (ATTI) provides a quantitative 
measure of changes in the economic condition of the farmers or the 
farming sector over time. It gives an indication on the welfare of the 
farmers under changing input and output price conditions. 
 
In 2014, the terms of trade index for agriculture rose to 120.38 percent. 
This means that the prices of agricultural outputs grew faster than the 
prices of agricultural inputs. This favorable condition was felt by the palay 
and coconut farmers as shown by their corresponding terms of trade 
indexes  at  125.60  percent  and 134.19 percent.  On the other  hand,  the  
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Table 4

Producer price index… (Continued)

Commodity 2012 2013 2014

Fishery 126.4 127.6 131.5

Bangus 141.7 137.9 142.6

Seaweed 115.8 147.2 147.0

Tigerprawn 103.7 106.8 108.4

Tilapia 132.7 126.8 133.1

ALL ITEMS 139.8 141.0 156.7

Marketed Volume of Palay and Corn 
 
The “marketed volume of farmers’ produce” is an indicator that provides 
a measure of the farmers’ level of operation on the quantity of the 
agricultural production that is sold by the farmers for a given period.                                                              
 
Of the total volume of palay production, the proportion of marketed 
palay increased to 59.75 percent in 2014 from 59.18 percent in 2013.  
Increases were noted in seven out of the 16 regions. The biggest 
proportions on the volume of palay sold were noted in ARMM at 73.97 
percent and in Cagayan Valley at 71.75 percent in 2014. About 60 to 68 
percent of the regions’ palay harvests were marketed by the farmers in 
Ilocos Region, Central Luzon, MIMAROPA, Zamboanga Peninsula, 
Northern Mindanao, Davao Region and SOCCSKSARGEN. The three 
regions in the Visayas Island still recorded the least proportion of 
marketed volume of palay ranging from 36.91 percent to 41.60 percent 
(Table 1a).    
 
In the case of corn, the proportion of marketed volume to the country’s 
total harvests declined to 83.49 percent in 2014 from 84.21 percent in 
2013. Nine regions exhibited decreasing proportions in 2014. Ilocos 
Region continued to record the highest proportion at 98.88 percent in 
2014. This was followed by Central Luzon and Cagayan Valley at around 
96 percent each and CAR at 92.75 percent. The smallest proportions were 
noted in Central Visayas at 20.25 percent and Zamboanga Peninsula at 
34.39 percent (Table 1b). 
 

Government Procurement and Injection of Palay  
 
Government plays an important role in the marketing of palay through its 
procurement and injection programs. Procurement refers to the volume 
of government purchases directly from the farmers and farmers’ 
organizations at a support price. This is being done to stabilize consumer 
price and to have continuous supply of the commodity. On the other 
hand, injection is the distribution by the government in the market 
through direct selling to end–user or to accredited outlets. The indicators 
of government procurement and injection show the extent of 
government intervention in palay marketing. 
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Table 6a.

Farm- wholesale price gap of selected agricultural commodities,

Philippines, 2010-2014

(in percent)

COMMODITY 2010 2011 2012 2013 2014

Cereals

Palay/Rice(other variety) 111 134 124 124 115

Corn grain yellow 28 27 27 37 12

Corn grain white 37 14 16 12 6

Vegetables

Garlic 75 31 57 85 28

Ginger 48 56 71 52 45

Onion, red Creole 51 25 9 35 35

Cabbage 140 76 86 86 90

Pechay , native 63 74 81 60 59

Ampalaya 40 39 29 34 39

Eggplant 30 43 35 36 40

Squash 33 39 27 37 39

Tomato 90 88 84 83 84

Carrots 135 63 98 80 70

Gabi 88 93 91 132 160

White potato 59 53 54 42 69

Sweet potato 43 29 33 43 35

Habitchuelas 69 84 73 64 69

Mongo green,labo 31 17 10 8 18

Peanut with shell dry 72 68 66 60 56

Stringbeans 25 29 22 20 20

Fruits

Banana Lakatan (green) 70 88 80 67 110

Calamansi 64 54 64 78 55

Mango, Carabao (green) 45 69 36 46 41

Pineapple, Hawaiian 96 54 41 53 24
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