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1 Executive Summary  
 

This report presents the empirical findings and analysis of the PROPEL Market Study for four (4) 

member countries of the Organisation of Eastern Caribbean States (OECS).  These countries are St. 

Vincent & The Grenadines, St. Lucia, Dominica and Grenada.  

As indicated in the Terms of Reference, the contents of this deliverable includes a summary of the 

demand by the selected buyers segmented by type of buyer and product with recommendations of 

products to investigate their potential for securing trading linkages between farmers and HVMs.   

The Buyers were identified from discussions with key stakeholders in each island such as the 

Ministry of Agriculture. This eventually resulted in a sample size of forty-six  (46 ) Buyers in the 

OECS. One shortcoming of the survey of Buyers was the inability of most of  the Buyers to specify 

the variety of a particular fresh produce purchased, for example, the variety of cabbage or lettuce.  

The primary research also included discussions with eight (8) agricultural development agencies 

including the Ministry of Agriculture in each island to gain their perspectives on the marketing eco-

system for fresh produce in the OECS.  

The research revealed that there are periods of gluts and shortages of locally grown fresh produce due 

to weather conditions and lack of proper crop scheduling for timing the market.  As a result, high 

quantities of fresh produce are imported from North America by the OECS during periods of 

shortage.  

The population of each island in the OECS is small and therefore much of the demand for fresh 

produce is generated by the tourism sector and exports to other Caribbean islands. The tourism 

industry in the OECS has been growing consistently in the past few years and the demand for fresh 

produce is also increasing in order to satisfy this demand. This growth in the tourism sector is also 

opening opportunities for greater trade within the OECS and CARICOM. Trade among the islands 

depends to a great extent on the routes served by schooners which are the most affordable form of 

shipping. 

The HVMs identified in each island are the hotels, supermarkets and restaurants. It was found that 

hucksters are the biggest exporters within the OECS and CARICOM. However, they have a 

reputation for paying low prices except for the hucksters in Dominica who have formed an 

association. They tend to develop alliances with the farmers and also pay them reasonable prices.  

Based on the factors of price, quantity demanded, foreign exchange savings from import substitution, 

direct linkages with the growing tourism industry and export potential, the following crops were 

recommended for phase 3 of this project :  
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St. Vincent & the Grenadines: Tomato, Lettuce and Watermelon.  

St. Lucia: Tomato, Dasheen and Watermelon 

Dominica: Dasheen, Sweet Potato and Pineapple  

Grenada: Tomato, Watermelon and Cantaloupe 

However, after discussions with PROPEL further investigations and analyses were undertaken and a 

supplementary report was prepared in which the crops selected for phase 3 of the Market Study were 

revised as follows : 

SVG: Tomato, Lettuce & Melons.  

St. Lucia: Tomato, Sweet Potato and Watermelon 

 Dominica: Yam, Sweet Potato and Plantain  

Grenada: Tomato, Watermelon, Honeydew Melon and Cantaloupe 

Phase 3 of this project is where the production base of the  crops was assessed to determine their 

capacity to satisfy the demand. In this phase fifty-two (52) farmers in the four islands being studied 

were interviewed as well as relevant organisations such as Trans Caribbean Agencies Limited, a 

major importerof fresh produce in St. Lucia.  Based on this analysis, a final recommendation was 

made of the crops with the best potential for increasing sales to the High Value Market Buyers. These 

crops are as follows :   

St. Vincent & the Grenadines: Tomato, Lettuce and Watermelon.  

St. Lucia: Tomato, Sweet Potato and Watermelon 

Dominica: Yam, Sweet Potato and Irish Potato  

Grenada: Tomato, Watermelon and Honeydew Melon  
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2 Research Methodology  

 
The consultancy activitities for this market study were divided into three stages as follows:  

1. Stage One - Map and Selection of Buyers  

2. Stage 2- Assessment of the Demand by HVMs & indicators for future fresh produce development 

in the OECS 

3. Product Analysis – An evaluation of the supply side to determine the crops with the best potential 

to meet the demands by the HVMs. 

In stage one the research approach focused on conducting a literature review of relevant studies to 

Agricultural Development in the OECS region such as each of the island’s Strategic Plan for the 

Agricultural Sector, Economic Performance Reports and Statistical Digest Reports. The Buyers were 

segmented  into several groups based on the market structure of the individual island – Supermarkets, 

Restaurants, Hotels, Caterers, Agro-processors, Exporters and Wholesalers/Distributors and 

Hucksters. A few of the Buyers initially listed were not receptive citing confidentially and time issues 

and these had to be replaced by other well established businesses.  

In stage two the research approach focused on an empirical component with the use of a survey 

instrument to evaluate the demand of the Buyers and to determine the HVMs and their buying habits. 

This questionnaire was developed with the following themes:  

1. Identification Characteristics to create a profile to archive the project database. This included 

contact information and type of business activity.  

2. General Supply Information to determine patterns in the supplier relationships including 

import/local ratios, collection zones, contractual arrangements, purchasing indices and challenges.  

3. Purchasing Patterns, Product & Volume to determine preference, quantity and frequency of 

purchase on specifc product lines – tropical fruits, vegetables and root crops  

4. Future Demand Requirements to determine future consumption patterns for new products and 

trends in the market place. 

The questionnaire utilised closed ended questions in order to easily solicit answers for the questions 

provided and to reduce the complexity of data analysis.  In some cases open discussions were also 

held with interviewees which provided additional qualitative insights.  

An inductive approach was utilised for data analysis which involved beginning with specific 

observations and measurers from the survey, identifying patterns and regularities and developing 

general recommendations.  
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The main activity involved in phase 3 was the undertaking of primary research via fifty-two (52) 

interviews with farmers in the selected OECS countries to gather information to develop a situational 

analysis for the crops under study and to determine their capacity for further commercialization.  

3 The OECS And The Agricultural Sector  
 

The Organisation of Eastern Caribbean States (OECS) came into being on June 18th 1981, when 

seven Eastern Caribbean countries signed a treaty agreeing to cooperate with each other and promote 

unity and solidarity among the Members. All of the member States of the OECS are either full or 

associate members of the Caribbean Common Market (CARICOM). 

 

The OECS comprises Antigua and Barbuda, the Commonwealth of Dominica, Grenada, Montserrat, 

St Kitts and Nevis, Saint Lucia and St Vincent and the Grenadines.  Anguilla, British Virgin Islands 

and Martinique were admitted to the Organisation as Associate Members.  As Associate Members, 

they participate in all the Committees of the Organisation except those related to Foreign Affairs, 

Defence and Security.  A  Revised Treaty was signed on June 18th, 2010 in St. Lucia, which 

established the OECS as an economic union, making possible the creation of a single financial and 

economic space within which goods, people and capital move freely, monetary and fiscal policies are 

harmonized and countries continue to adopt a common approach to trade, health, education and 

environment, as well as to the development of such critical sectors as agriculture, tourism and energy. 

(Source: OECS Corporate Website) 

 

The OECS countries have been undertaking argicultural production from a historical foundation and 

the countries share a common profile in terms of agricultural eco-systems, crop profiles and overall 

sector performance. The current goal of the sector as developed by the OECS Secretariat 2015-2018 

is  articulated as follows “To transform the agricultural sector of the OECS Member States while 

reducing poverty and promoting food and nutrition security”.  

To achieve this goal the OECS Secretariat proposes that a value chain approach will be adopted in 

diversifying agricultural production and exports, intensifying market led agro-industrial development, 

deepening institutional reform, expanding agribusiness management and generally, conducting 

agricultural production on a competitive, market-oriented, internationally integrated and 

environmentally sustainable basis. 
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The islands that comprise the OECS form a near continuous archipelago as seen in the following 

map. 

 

 

4 Market Study for St. Vincent & the Grenadines (SVG) 
 

St. Vincent and the Grenadines is an archipelagic State in the Eastern Caribbean with a population of 

108,036 persons. The country comprises a main island, St. Vincent, and a chain of 32 islands and 

cays, the Grenadines, of which only seven are inhabited. St. Vincent and the Grenadines is a founding 

member of the Organisation of Eastern Caribbean States (OECS) and is a member of the Caribbean 

Community (CARICOM) and the CARICOM Single Market. The country had mixed economic 

performance in the last decade and it has been noted that the agriculture and industrial sectors are 

declining while service sectors (Government services, wholesale retail trade, and financial services) 

are increasing in importance and relative contribution to GDP. Agriculture’s contribution to GDP 

declined from 12.55% in 1996 to 6.2% in 2013.  
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Agriculture is the main rural enterprise. In terms of agricultural performance by crops, the following 

information has been extracted from the Agricultural Framework & Strategic Policy 2012-2018 as 

follows: 

Banana: Banana is the single most important agricultural commodity though declining in production 

and exports due to the Black sigatoka disease and removal of trade preferences by Europe. Acreage 

under cultivation declined from in excess of 4,000 acres in 2003 to 1,702 acres in 2010.  Exports 

declined from 38,947 MT (EC$55.5 million) in 1998 to 8,939MT (EC$13.8 million) in 2010. 

Farmers have adjusted by reducing acreage, increasing sales of fair trade bananas and increasing 

exports to the regional market.  Exports of bananas to regional markets increased from 13% (3,659 

MT) of total banana exports in 2004 to 47.7% (4,267 MT) in 2010.  

Arrowroot: Production and area under cultivation is declining. Acreage under cultivation fell from 

62 hectares in 2002 to 34 hectares in 2010.  Exports of arrowroot were valued at EC$0.656 million in 

2009. Over the past few years, the industry has implemented programmes for revival of the industry. 

These programmers aim for: production expansion; increased purchasing and processing; promotion, 

and marketing of arrowroot starch, and other value-added products for domestic and export markets.  

Root Crops: The island of St. Vincent has good soil and knowledge for production of a range of root 

crops. The major root crops cultivated are dasheen, eddoes, yams, sweet potatoes, ginger and tannia. 

Comparisons of average annual crop production in the 2001-2003 and 2008-2010 periods show 

increased output of carrots (24%), cassava (40%), dasheen (64%), eddoes (2%), ginger (28%), sweet 

potatoes (90%) and yams (8%).  

Vegetables and Fruit: A wide range of vegetables and fruit are produced, but only a few of the 

vegetables, (i.e. pumpkins and hot peppers), are consistently exported. The major deterrents to a 

wider range and higher quantity of vegetable exports are related to cost of production and quality.  

Between 2004 and 2010 the data shows declining exports of breadfruit, citrus, paw-paw, soursop, 

passion fruit and hot peppers.  

4.1 The Agricultural Marketing Network in SVG 

Agricultural marketing in SVG operates within the constraint of a small internal market. The 

marketing agents for domestic produce comprise market vendors, small regional traders, large 

regional and international traders, a few institutional exporters (such as Winfresh Ltd.), and 

individual producers/exporters. The biggest export market is Trinidad & Tobago followed by 

Barbados. 

The main exported products are: bananas; root crops (dasheens, eddoes, sweet potatoes, ginger, and 

yams); plantains; mangoes and coconuts.  Arrowroot is the main processed output of the agricultural 

sector. 

The country has an Agriculture Policy Framework & Strategic Plan 2012-2018 in which the vision of 

the sector has been outlined as follows: 
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An agriculture (farming, forestry, and fishing) sector that is modern, innovative, internationally 

competitive and efficient in the management and use of resources for the food security, poverty 

reduction, wealth creation and wellness of all citizens.  

 

Specific goals for the period 2012-2018 are as follows:  

1. Increase agricultural production, competitiveness and incomes and reduce associated risk  

2. Protect the natural environment and biodiversity  

3. Strengthen the institutional environment for agricultural development  

4. Enhance the viability of rural areas  

5. Contribute to increasing food security  

 

4.2 Agricultural Stakeholder Map – SVG 

Interviews were conducted with the following major stakeholders as part of the primary research for 

this study. 

The Ministry of Agriculture  

For this consultancy assignment an Executive Interview with Mr. Renato Gumbs the Deputy Chief 

Agricultural Officer at the Ministry of Agriculture was undertaken. The key findings from this 

interview are as follows: 

 The Ministry of Agriculture provides extension services (advice) to farmers to increase their 

productive capacity. 

 The Ministry of Agriculture provides loans up to EC$20,000 to farmers at a low interest rate of 

2% for agricultural activities through the Farmers’ Support Company. 

 Fertilizer is subsidized and a duty free concession given for the purchase of a farm vehicle to 

reduce input costs  

 The Ministry of Agriculture provides free spraying for pest and disease to vegetable farmers as an 

ongoing service. However, subsequent discussions with farmers suggest that this service is not 

easily accessible.  

 The Ministry of Agriculture is currently promoting the cultivation of bananas, squash and 

arrowroot. Arrowroot is used for producing starch in SVG and is exported to the USA where it is 

used to produce baby food.  
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 There is no organized system for the production of mangoes, but there is a high demand for this 

fruit. This is also a seasonal crop. 

 More farmers are going back into cultivating bananas since this is seen as a fruit in high demand 

in the Caribbean and has export potential to extra regional markets. 

 At present there are approximately 7,000 farmers registered with the Ministry Of Agriculture in 

SVG based on the database of the Ministry. 

 There is very little specialization, most farmers undertake mixed farming and want to have 

flexibility in their farming operations as a risk management strategy. 

 Agriculture’s contribution to GDP is as follows: 

 

Year 2011 Year 2012 Year 2013 

5.9% 5.9% 6.2% 

  

 Eastern Caribbean Trading Agriculture and Development Organisation (ECTAD) 

The President (Mr. Jethro Greene) of ECTAD was interviewed and the key learnings are as follows: 

 

 ECTAD is a ‘registered non-profit farmers, training, rural and agricultural development 

organisation’.  Its parent body is the Caribbean Farmers Network (CaFAN) which receives much 

support from the Technical Centre for Agricultural & Rural Co-operation (CTA). 

 ECTAD said that its objective is to help farmers obtain high prices for their produce by side-

stepping wholesalers and distributors and selling directly to the High Value Buyers.  This allows 

the farmers to be more competitive in their business operations.  

 ECTAD has been promoting the formation of farmers groups throughout St. Vincent as a strategic 

initiative. Each farmers’ group is individually responsible for the production and marketing of its 

produce to local and foreign buyers and ECTAD assists in the development of the groups by 

organizing training in management and leadership, Good Agricultural Practices, post-harvest 

handling and marketing by utilizing the services of developmental agencies including the 

Ministry Of Agriculture and the Technical Centre for Agricultural and Rural Cooperation.  Each 

farmers group is free to make its own rules for governing its members. 

 ECTAD has 300 farmers who are active members in SVG. A good outcome of the current 

activities of ECTAD is that they have discovered markets locally among hotels, supermarkets and 

in Europe for several of their farmers groups. They encourage these groups to cultivate dasheen, 

sweet potato and pumpkin as there is a high demand for these commodities locally, regionally and 
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extra-regionally (UK and France).  Exports to Europe have been increasing substantially. Farmers 

currently obtain a price of EC$3.30 per kg. for dasheen when exporting to Europe. 

 ECTAD obtains the market information with the help of CaFAN and passes on the order to the 

farmers groups. The farmers’ group functions as a cluster within their community and produces 

the commodity, packages it and sends to the client. In the case of exports, the client pays to an 

account held by ECTAD.  ECTAD deducts EC$12.00 per month as a membership fee from each 

farmer but only when revenue is obtained from sales.  

Winfresh Ltd. (Agro processor) 

Mr. Kemston Kato (Regional Food Technologist) at Winfresh was interviewed and the key findings 

are as followings: 

 The shareholders of Winfresh Ltd. are the Governments of the four Windward Islands, St. Lucia, 

Dominica, St. Vincent and the Grenadines and Grenada. 

 The operation in St. Vincent focuses on the manufacturer of Sauces, Marinades, Dried Herbs, 

Processed and Frozen Foods, Frozen Fruit Pulp, Fruit Sorbets and Smoothies. 

 Within the value chain, fresh produce is purchased from 350 farmers which include 75 hot pepper 

farmers, 75 chive and 120 dasheen farmers. Mangoes, pawpaw, guava, golden apples and passion 

fruits are purchased through a gathering process from many farmers as these commodities are 

currently available in small quantities in St. Vincent. 

 Contracts are currently offered to farmers who cultivate hot peppers. Winfresh supplies the 

nurseries and the cost of the nurseries is deducted from the farmers’ sales to Winfresh. 

 The varieties of hot peppers purchased by Winfresh are West Indian Red, Scotch Bonnet and 

Harbanero which are in high demand.  

 The price currently paid to farmers is $2.86 per kg. Winfresh indicated that it needs to pay a fixed 

price in order for the company to maintain its price to its customers in the United Kingdom, 

Trinidad & Tobago, Barbados and St. Lucia.  

 Winfresh indicated that most farmers do not adhere to contracts and sell elsewhere when price in 

the open market for hot pepper increases.  However, the company does not pursue legal action in 

such cases because of the fear it may cause among farmers. One of the farmers interviewed said 

that when her contract with Winfresh expires she will not renew it because the price paid by 

Winfresh is too low.  Another farmer said that selling to Winfresh is an advantage, in that they 

accept the full harvest, but the disadvantage, is having to deliver to them when compared with 

other low price buyers who collect at farm gate. 

 Win fresh’s biggest market currently is the Caribbean.  Sales to the UK are to small West Indian 

retail outlets.  In order to sell to the supermarkets in Europe certain standards have to be met. As a 
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result, Winfresh is currently upgrading its manufacturing process and food safety standards by 

incorporating Hazard Analysis Critical Control Point (HACCP).   

C. K. Greaves Supermarket  

An interview was conducted with Nigel Greaves, owner of the supermarket and the key findings are 

as follows: 

 C. K. Greaves & Co. Ltd has 3 supermarkets and one wholesale/distribution operation in St. 

Vincent.  It is the biggest supermarket chain in St. Vincent and the largest buyer among the 

supermarkets of fresh produce from local farmers. This enterprise is also a major distributor to 

hotels and restaurants on the mainland and in the Grenadines.  

 Mr. Greaves said that the biggest problem in sourcing fresh produce in St. Vincent is frequent 

shortages. The majority of vegetable farmers plant the same crops at the same time and after the 

crops are harvested and sold there is a period of shortage when replanting is undertaken.  

 Another major problem is praedial larceny which could cut off supply from a farmer resulting in 

loss of sales for both the supermarket and the farmer. 

 It was also noted that another challenge from sourcing from farmers is that the farmers sometimes 

over pack their crates when delivering fresh produce and damages are caused during 

transportation on rough roads. This has a negative impact on the appearance and quality of the 

fresh produce. This is done by farmers to reduce their transportation expense. 

 C. K. Greaves imports 80% of its pineapple because local pineapple has many variations in size 

and shape (lack of uniformity). This supermarket also imports most of its cabbage requirements 

because of a substantially lower price for most of the year when compared with local cabbage. A 

high quantity of the cabbage purchased is distributed to hotels and restaurants. 

 C. K. Greaves buys local fresh produce when available, but imports when there is a shortage in 

local supply. A license has to be obtained from the Ministry of Agriculture to import fresh 

produce and under the Caribbean Common Market (CARICOM) trade agreement, no duty is paid 

on goods coming from CARICOM member countries.  For goods whose origin is outside of 

CARICOM, a Common External Tariff exists. Duties range from 5% to 35%. Most of the 

imported fresh produce is from North America, mainly the USA. 

 During periods of shortage there is an increase in the price for fresh produce which allows 

imports to be acquired at competitive prices. For example, during a period of shortage tomato is 

sold on the local market by farmers for over EC$10 per kg. During this period C.K. Greaves 

imports tomato for a price of EC$7.70 per kg.  

 For about 2 months almost every year there is a glut in the local market and farmers sell their 

tomato for a price as low as EC$3.30 per kg. 
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 C.K. Greaves & Co. Ltd. sets prices based on its research among supermarkets at the beginning of 

the week. Farmers are free to accept or not accept these prices. 

 Contracts are generally not offered to farmers because of inconsistent supply. However, this 

supermarket chain offers contact to farmers for lettuce because of high demand by local buyers 

and much higher prices for imported lettuce.  

Norman Pembreton (Huckster) 

The main findings from this interview are as follows: 

 Exports to Trinidad are done each week via a schooner. The main crops exported are dasheen, 

tannia, eddoes and bananas. Export of plantain to Barbados is also undertaken each week. 

 Freight cost is EC$50 per box. The average weight of a box is 22 kg. 

 Profit mark-up on exports is between15% to 20%.  

 Profit from sales to Barbados is higher due to the value of the Barbados dollar. One US$ = $2 

Barbados. One US$ = $2.70 Eastern Caribbean.  One US$ = $6.38 Trinidad & Tobago. However, 

the volume imported by Barbados is much lower than the volume imported by Trinidad.  

 Unable to change the Trinidad & Tobago currency in St. Vincent so hucksters usually use their 

proceeds of sale to buy processed food items, clothes and other manufactured goods in Trinidad 

and sell in St. Vincent at a small profit mark-up.   

Henry Joe (Huckster) – Henry’s Exports 

Main exports to Trinidad via a schooner are dasheen, eddoes, sweet potato, plantain, dry coconut and 

yam (yam is seasonal). 

Planning Department – Mr. Berisford George and Plant Quarantine Department of the Ministry of 

Agriculture 

The key findings from these interviews are as follows: 

 Hucksters also called traffickers or non-institutional exporters are the biggest movers of fresh 

produce in St. Vincent to export markets. The biggest export market is Trinidad & Tobago 

followed by Barbados. The smaller export markets are Tortola, St. Maarten, St. Kitts, France, 

Grenada, Canada and the UK. 

 There are 18 lead Hucksters who export to Trinidad once per week.  Each of these lead hucksters 

usually form a group with 2 to 3 junior hucksters, but the commodities are exported under the 

name or firm of the lead huckster. This is done mainly to provide the required quantities on a 

consistent basis. One day each week a boat leaves St. Vincent for Trinidad.  
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 There are 21 hucksters who export to Barbados each week. Each huckster or exporter is required 

to be registered by the Ministry of Agriculture in Barbados and the registration number must be 

placed on each box exported every time.  As a result, group exporting is not permitted when 

exporting to Barbados. 

 The hucksters are well known for moving from village to village with a truck and one or more 

climbers or pickers gathering their supplies from several farmers and even backyard cultivations. 

They usually negotiate strongly for low prices as they also have to sell at moderate prices to be 

competitive in the Trinidad, Barbados and other markets. Some of them also have a bad 

reputation of buying on credit and paying months afterwards.  

4.3 Shipping Arrangements from St. Vincent 

1. Perishable commodities such as crushed peppers from Winfresh are exported to Trinidad and 

Barbados via LIAT airline due to its high perishability. However, the cost of airline freight is high 

when compared to boats. 

2. Two (2) boats (schooners), Admiral Bay and Persia leave St. Vincent every Monday for Trinidad. 

3. Two (2) boats, Melinda and another Admiral Bay also leave St. Vincent every Monday for 

Barbados. One schooner which leaves St. Vincent for export of fresh produce to Barbados 

subsequently travels to St. Lucia and brings back bananas and plantains to Barbados and 

processed goods to St. Vincent. 

4. Another boat travels from St. Vincent once per month to Tortola, St. Marten, St. Kitts and 

Anguilla. 

5. The inter-island freight cost is paid per unit (not on weight), whether it is a box, crate or basket. 

These units are packed as full as possible in order to save on transport costs. As a result, product 

losses are substantial and crates are heavy to be carried by one person. 

 

Fresh Produce at the Kingstown Vegetable 

Market, St. Vincent 
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4.4 Buyer Segment Analysis: St. Vincent & the Grenadines 

The following figure shows the main buyer segments for fresh produce in St. Vincent & the 

Grenadines. 

 

4.5 Overview of Buyer Segments St. Vincent & the Grenadines 

The following is an overview including the purchasing criteria of each buyer interviewed: 

Table 1: Overview of Buyer Segments St. Vincent & the Grenadines 

Buyer 

Segment 

Source of Fresh 

Produce 

Purchasing 

Criteria  

Payment 

Terms 

Comments 

Hotel Buyer Segment 

Buccament 

Bay Resort 

Local Farmers = 

0%  

 

Import = 90% 

 

Local distributor = 

10% 

 

1st quality 

2
nd

 price 

3
rd

 consistency 

4
th
 delivery 

Cash on 

delivery to 

local 

distributor. 

This is a 5 star hotel owned by 

foreigners and heavily 

patronized by Europeans. The 

purchasing manager stated that 

most of their fresh produce is 

imported from Miami for 

consistency and lower prices. 

Newly constructed hotels are 

allowed to import food items as 

an incentive. 

Mariners Hotel Local Farmers  = 

60% 

 

Supermarket = 40% 

 

1st quality 

2
nd

 consistency 

3
rd

 price 

4
th
 delivery 

2 weeks to 

pay local 

farmers.  

This hotel has 21 rooms and 

preference is given to 

purchasing from local farmers. 

Prices charged by local farmers 

are lower than supermarkets.  

Sunset Shores 

Beach Hotel 

Local Farmers  = 

40% 

Supermarket = 50% 

Distributor = 10% 

 

1st quality 

2
nd

 price 

3
rd

 consistency 

4
th
 delivery 

Cash on 

delivery to 

local 

farmers. 

This hotel has 32 rooms and 

purchase 50% of their fresh 

produce from local 

supermarkets due to 

availability and wide variety.  

 

Restaurants 

Subway Local Farmers  = 

90% 

1st quality 

2
nd

 price (price 

1 week to 

pay local 

Subway has 2 restaurants in St. 

Vincent. They purchase their 

Figure 1: Main Buyers of Fresh Produce - St. Vincent & the Grenadines 

Hotels 

 

Supermarkets 

 

Restaurants 

 

Exporters 

(mainly 

Hucksters) 

 

Market Vendors & 

Roadside Vendors 
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Import = 10% 

 

must hold for 

one year) 

3
rd

 consistency 

4
th
 delivery 

farmers fresh produce from local 

farmers except during periods 

of shortage which occurs 

around Christmas, Carnival and 

when there is prolonged dry 

weather or excessive rain. They 

buy the Plum variety of tomato,  

red sweet peppers and local 

lettuce. 

Vee Jay’s 

Restaurant 

Local Farmers  = 

70% 

Kingston Market = 

20% 

Supermarkets 

=10% 

 

 

1st quality 

2
nd

 price 

(negotiate price 

at time of 

purchase) 

3
rd

 consistency 

4
th
 delivery 

1 week to 

pay local 

farmers 

Popular local restaurant located 

in the capital town. Prefer to 

buy from farmers because of 

lower prices but also patronize 

the market vendors and 

supermarkets due to 

inconsistent supply by farmers. 

Supermarkets 

C. K. Greaves 

& Co. Ltd. 

Local farmers = 

40% 

Import = 60% 

1st quality 

2
nd

 price (checks 

with other 

buyers and set 

price based on 

current market 

prices) 

3
rd

 consistency 

4
th
 delivery 

Cash or 

cheque on 

delivery to 

local 

farmers 

depending 

on value. 

This supermarket chain has the 

biggest market share in the 

country . It comprises 3 

supermarkets and one 

wholesale / distribution outlet. 

The owner said that preference 

is given to local farmers but 

due to poor crop scheduling 

there is usually a glut in the 

market followed by a shortage 

in local supply. They buy from 

over 75 farmers ranging from 

subsistence to commercial 

farmers as long as quality is 

good. The supermarket sets its 

prices based on market 

conditions. C.K. Greaves also 

distributes to other retail outlets 

including the Grenadines. 

Randy’s 

Supermarket 

Local Farmers = 

90% 

Distributor = 10% 

1
st
  price 

2
nd

 quality 

3
rd

 consistency 

4
th
 delivery 

1 week to 

pay local 

farmers 

This is a medium sized 

supermarket in the country’s 

capital. They buy fresh produce 

mainly from local farmers 

because of better prices. They 

buy from over 20 local farmers. 

Super J (3 

Retail Outlets) 

Local Farmers = 

40% 

Import = 60% 

1st quality 

2
nd

 consistency 

3
rd

 price (checks 

market) 

4
th
 delivery 

(only buys from 

farmers 

registered with 

the Min. of Agri 

1 week to 

pay local 

farmers 

Super J has 3 large 

supermarkets in the country 

and is currently the 2
nd

 largest 

supermarket chain in the 

country. They buy from 30 

local farmers who must be 

registered by the Ministry Of 

Agriculture. These 

supermarkets also sell a lot of 
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to reduce 

praedial larceny) 

imported fresh produce.   

Agro Processor 

Winfresh SVG Local Farmers = 

100% 

1st consistency 

2
nd

 price (fixed 

price for 3 

months) 

3
rd

 quality 

4
th
 payment 

terms 

1 week to 

pay local 

farmers 

Winfresh (St. Vincent) focuses 

on manufacturing Sauces, 

Marinades, Dried Herbs, 

Processed and Frozen Foods, 

Frozen Fruit Pulp, Fruit Sorbets 

and Smoothies. Fresh produce 

is purchased from 350 farmers 

including 75 hot pepper 

farmers, 75 chive and 120 

dasheen farmers. Some of the 

farmers interviewed said that 

the price paid by Winfresh is 

lower than other buyer 

segments. 

 

Hucksters 

Norman 

Pembreton 

Local Farmers = 

100% 

1
st
 quality 

2
nd

 price  

3
rd

 availability 

Cash and 1 

week credit 

Exports to a wholesaler in 

Trinidad and Barbados . He 

cultivates some of his fresh 

produce and also buys from 

other farmers. 

Henry Joe Local Farmers = 

100% 

1
st
 quality 

2
nd

 price 

3
rd

 availability 

Cash and 1 

week credit 

Exports to Trinidad. 

Exporter To Europe Via Container Ship 

Otis Joseph 

(buying habits 

different from 

the typical 

huckster) 

Local Farmers = 

100% 

1st quality 

2
nd

 consistency 

3
rd

 price (based 

on current 

market price) 

 

Cash at 

time of 

purchase to 

strengthen 

relationship 

with 

farmers 

Otis Joseph is an exporter of 

dasheen to Europe. He buys 

dasheen from approx 30 local 

farmers in Greigg Village. He 

pays cash at time of purchase 

which helps to strengthen his 

relationship with farmers. 

Dasheen is a major export crop 

to Europe. The price that Mr. 

Joseph pays the farmers is 

based on demand & supply on 

the local market at point in 

time.  

 

Market Vendor 

Ariston Demie 

(Ariston’s 

Vegetables & 

Fruits) 

Local Farmers = 

100% 

1st quality 

2
nd

 price 

3
rd

 availability 

 

1 week to 

pay local 

farmers 

Ariston Demie is a market 

vendor at the busy Kingstown 

Market. 

Food Caterer 

Dawn Smith 

(Hillside 

Company) 

Local Farmers = 

0% 

Kingstown Market 

1st quality 

2
nd

 price 

 

Cash Dawn Smith is a well 

established food caterer.  Her 

catering is for specific events 
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= 65% 

Supermarkets = 

35% 

for which there is no regular 

schedule. Upon receiving a job 

it is more convenient for her to 

purchase from the 

supermarkets and the 

Kingstown market from market 

vendors.  

*Quality refers to freshness, consistency in shape, colour and free from dirt, insects and chemical 

residue. 

Table 2: St. Vincent - Comparison of Average Price per Kg ($EC) Paid by Buyer Segments for Fresh 

Produce  

Fresh Produce Hotels 

 

 

Supermarkets 

 

 

Restaurants 

 

 

Hucksters 

 

 

Food 

Caterer 

(buys at 

retail prices) 

Market 

Vendor 

Agro Processor 

– Crushed 

Peppers 

(Winfresh) 

Tomato  8.90 6.55 7.91 N/A 10.90 6.41 N/A 

Lettuce 7.46 5.84 7.80 N/A 10.69 5.60 N/A 

Cucumber 3.25 2.74 3.90 N/A 6.80 2.20 N/A 

Cabbage 4.90 4.31 5.00 N/A 6.60 N/A N/A 

Sweet Pepper 9.24 8.08 10.00 N/A 12.99 7.70 N/A 

Christophene 6.40 5.25 5.60 N/A 6.60 4.62 N/A 

Seasoning 

Pepper 

7.20 6.46 7.40 N/A 8.50 N/A 4.40 

Pumpkin 5.70 2.94 5.60 N/A 6.60 2.90 N/A 

Sweet Potato 4.86 3.77 4.40 1.35 8.80 3.30 N/A 

Dasheen 5.15 3.56 5.00 1.21 8.80 2.20 N/A 

Yam  5.10 4.45 5.65 2.85 N/A 3.60 N/A 

Tannia 5.45 5.42 N/A 3.30 N/A N/A N/A 

Cassava N/A N/A N/A N/A N/A N/A N/A 

Eddoes N/A N/A N/A 1.65 N/A N/A N/A 

Chive  6.60 5.50 N/A N/A N/A N/A 3.85 

Hot Peppers N/A 4.38 N/A N/A N/A N/A 2.86 

Ginger N/A 4.18 N/A 2.00 N/A N/A N/A 

Ripe Bananas 2.20 1.65 2.20 0.88 3.19 1.20 N/A 

Watermelon 4.62 3.63 4.65 N/A 7.80 3.40 N/A 

Pawpaw 4.20 3.15 N/A N/A N/A 3.15 N/A 

Cantaloupe 5.81 4.52 N/A N/A N/A N/A N/A 

Pineapple 8.55 3.96 N/A 2.76 N/A 3.01 N/A 

Mangoes : 

Julie 

3.45 2.12 N/A N/A N/A N/A N/A 

Mangoes : 

Graham 

3.40 1.97 N/A N/A N/A N/A N/A 

Mangoes : 

Other 

Varieties 

2.75 1.40 N/A 0.96 N/A N/A N/A 

Soursop 2.20 2.13 N/A 1.17 N/A N/A N/A 

Sapodilla N/A 3.49 N/A 1.55 N/A N/A N/A 

Plums N/A 3.67 N/A N/A N/A N/A N/A 

Passion Fruit 4.86 3.49 N/A N/A N/A N/A N/A 
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Limes 5.82 4.75 N/A N/A 6.90 4.90 N/A 

Orange : 

Sweet 

3.28 2.13 N/A  N/A N/A N/A 

Grapefruit 3.05 1.45 N/A 0.87 N/A N/A N/A 

Ripe Plantain 3.60 3.09 N/A 1.10 N/A 1.52 N/A 

Green 

Plantain 

2.90 2.06 N/A 1.25 N/A N/A N/A 

Green 

Bananas 

1.70 1.05 N/A 1.93 N/A N/A N/A 

Avocado 5.25 3.20 N/A 2.50 N/A N/A N/A 

Dry Coconut 1.68 1.06 N/A 0.70 N/A N/A N/A 

Breadfruit 3.30 1.10 N/A 0.70 N/A N/A N/A 
Source of Information: From Survey of Buyers Undertaken for this project  

The Government agencies and industry associations in St. Vincent do not capture data on volume 

purchased by the buyer segments. Therefore, in order to assess the potential as well as existing 

capacity of each buyer segment to purchase large quantities, the amount (kg) purchased by a large 

buyer from the survey in each segment is stated in the following table.   

Table 3: St. Vincent – Comparison of  the Capacity (kg) of each Buyer Segment to Purchase Large 

Quantities (weekly demand of buyer by 52 weeks) 

Fresh Produce 

 

 

Hotel 

 

Buccament 

Hotel 

Supermarket 

 

CK Greaves 

& Co. Ltd 

Restaurant 

 

Vee Jay’s 

Restaurant 

Huckster 

 

Henry 

Exports 

Food 

Caterer - 

Hillside 

Company 

Market 

Vendor 

Ariston’s 

Vegetables  

 

 

Agro 

Processor 

– Crushed 

Peppers 

(Winfresh

) 

Tomato  7,090 18,909 1,418 Minimal 142 2,363 None 

Lettuce 7,564 48,218 1,170 Minimal 520 1,182 None 

Cucumber 3,309 15,364 1,586 Minimal 96 1,260 None 

Cabbage 3,000 44,000 1,170 Minimal 118 Minimal None 

Sweet Pepper 3,900 28,364 827 Minimal 95 1,080 None 

Christophene 473 N/A 1,181 Minimal 118 7,090 None 

Seasoning 

Pepper 

946 11,818 312 Minimal 240 1,408 7,090 

Pumpkin 1,891 16,545 500 Minimal 236 2,858 None 

Sweet Potato 955 7,090 980 8,863 140 2,500 None 

Dasheen 1,020 2,182 1140 35,454 140 2,500 None 

Yam 

(Portugese) 

390 1,655 1,182 8,181 140 1,255 None 

Tannia 355 1,182 Minimal 17,727 Minimal 1,200 None 

Cassava N/A N/A Minimal N/A Minimal 1,200 None 

Eddoes 355 7,090 Minimal 29,545 Minimal 2,500 None 

Chive  N/A N/A N/A Minimal Minimal 220 3,220 

Hot peppers N/A 5,909 N/A Minimal Minimal 210 99,272 

Ginger N/A N/A N/A Moderate Minimal 945 None 

Ripe Bananas 4,964 19,854 1,182 70,909 142 4,727 None 

Watermelon 2,364 8,273 Minimal Minimal 284 2,210 None 

Pawpaw 1,655 N/A Minimal Minimal Minimal 1,080 None 

Cantaloupe 2,364 N/A Minimal Minimal Minimal Minimal None 
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Pineapple 3,073 6,500 Minimal Minimal Minimal 2,400 None 

Mangoes : 

Julie 

Moderate 

Amount  

Minimal Minimal Moderate Minimal 280 None 

Mangoes : 

Graham 

Moderate 

Amount  

Minimal Minimal Moderate Minimal 280 None 

Mangoes : 

Other 

Varieties 

N/A Minimal Minimal Minimal Minimal 360 None 

Soursop Minimal Minimal Minimal Minimal Minimal 220 None 

Sapodilla Minimal Minimal Minimal Minimal Minimal Minimal None 

Plums Minimal Minimal Minimal Minimal Minimal Minimal None 

Passion Fruit Moderate N/A Minimal Minimal Minimal Minimal None 

Limes 993 14,181 Minimal Minimal 160 2,250 None 

Orange : 

Sweet 

Moderate 

when in 

season 

Moderate Minimal Minimal Minimal 250 None 

Grapefruit Moderate Moderate Minimal Minimal Minimal 250 None 

Ripe Plantain N/A 4,728 1,186 66,181 150 2,800 None 

Green 

Plantain 

N/A N/A Minimal Moderate Minimal 1,200 None 

Green 

Bananas 

N/A 4,728 Minimal Moderate Minimal 1,800 None 

Avocado Moderate N/A Minimal Moderate Minimal Moderate None 

Dry Coconut Nil N/A Minimal 12,133 Minimal Moderate None 

Breadfruit N/A N/A Minimal Moderate Minimal Moderate None 

Total (kg)        

 

4.6 Data Analysis of Tables 1, 2 and 3 

 Hotel Buyer Segment: This is an attractive buyer segment for farmers to target and sell their fresh 

produce. This segment pays above average prices (refer to chart 1 below) and buys substantial 

quantities of a fairly wide range of fresh produce consistently. Their buying criteria are based on 

quality, consistency in supply and delivery. Price is determined by demand and supply which is 

reviewed on a monthly basis. Contracts are not offered to farmers because of their inconsistent 

supply, but the hotels are receptive to considering new farmers as a greater number of farmers on 

their database will help to alleviate the inconsistent supply. Hotels buy a substantial amount of 

imported fresh produce from local distributors when there are shortages and quality issues with 

respect to locally produced fresh produce. Information from Trip Advisor reveals that there are 39 

hotels, 34 Bed & Breakfast and 18 Speciality Lodgings in St. Vincent & The Grenadines.  These 

include 6 Luxury Hotels – The Cotton House, Petit St. Vincent, Palm Island Resort, Canouan 

Resort, Buccament Bay Spa & Resort and Tamarind Beach Hotel & Yacht Club. Five of these 

hotels are rated as 5-Star. According to the World Travel & Tourism Council (2015), tourism is 

rebounding in the Caribbean and is forecast to continue to grow until 2025. There has been a 

9.8% increase in stayover visitors so far for 2015. 
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 Supermarket Buyer Segment: This is another viable buyer segment for farmers to target. They 

buy comparatively large volumes (refer to chart 2 below) of a wide range fresh produce and pay 

higher prices (refer to chart 1 below) than the other high volume buyers (hucksters, market 

vendors and agro processors). There are approximately 46 supermarkets and grocers in SVG 

(source: telephone directory) of which the big supermarkets are CK Greaves & Company Limited 

which has 3 supermarkets and one wholesale/distribution operation and Consolidated Foods 

which has 3 large supermarkets.  The others are mainly small with a few medium sized. Based on 

discussions with the Ministry of Agriculture it is estimated that CK Greaves & Company Limited 

and Consolidated Foods Limited have approximately 70% market share of the 

supermarket/grocery business. The supermarkets generally give preference to buying directly 

from farmers, but in most cases do not offer contracts because farmers have a reputation for not 

adhering to contracts. Their buying criteria are based on quality, price, consistency in supply and 

delivery. Price is determined by demand and supply. Investigations on prevailing market prices 

are made at the start of each week by supermarkets and prices to pay farmers are determined this 

way. The investigations are usually spontaneous and include checks with other supermarkets, 

comparing farmers’ prices and obtaining wholesale prices at the Kingstown Vegetable Market. 

 Restaurant Buyer Segment: This buyer segment is fairly attractive to farmers as they pay high 

prices and buy on a weekly or bi-weekly basis throughout the year. The disadvantage with this 

buyer segment is that they buy a narrow range of fresh produce, low to moderate volumes and 

require deliveries twice per week as they do not maintain a large inventory. Many of them buy 

from supermarkets, market vendors and distributors to facilitate their low inventory strategy. 

There are approximately 64 restaurants in St. Vincent and the Grenadines. The restaurants are 

mostly small with a few being medium sized. This segment will also benefit from the projected 

growth in the tourism sector. Their buying criteria are based on quality, consistency in supply, 

price and delivery in that order. Restaurants are generally not very price sensitive and usually 

allow farmers to change their prices based on market conditions. However, they tend to compare 

prices among their various suppliers to ensure that prices charged are fair. 

 Market Vendors: This segment buys from farmers who visit the Kingston Vegetable Market early 

on mornings and sell to high volume buyers at wholesale prices. The market vendors in turn sell 

to household consumers, food caterers, small grocers and small fast food businesses which 

purchase their fresh produce supplies from the public market. The Kingston Vegetable Market has 

over 150 market vendors. Their buying criteria are based on quality, price and availability in that 

order. They usually compare prices of farmers who sell on a wholesale basis at the Kingstown 

market and decide who to purchase from. 

 Food Caterer Buyer Segment: There is no formal data on this buyer segment, but from 

discussions with the Ministry Of Agriculture, a total of 40 food caterers were estimated. The 

typical food caterer in SVG does not have consistent orders and as a result, employ a Just in Time 

inventory system.  The food caterer interviewed (Dawn Smith – Hillside Company) indicated that 

because of the low quantities needed, it is more convenient for them to source their fresh produce 
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speedily from the supermarkets and market vendors which means that they pay retail prices. This 

buyer segment is not attractive to farmers because of the low volumes purchased and inconsistent 

buying pattern. 

 Huckster Buyer Segment: Although this segment buys the largest quantities of root crops and 

fruits for export they pay prices which are usually lower than wholesale prices. Their buying 

criteria are based mainly on quality, price and availability. They are very price sensitive and 

negotiate for low prices. 

 Agro-Processor Buyer Segment: This segment buys certain items of fresh produce in large 

quantities, but at lower than wholesale prices. In order to ensure that they obtain their weekly 

supplies, they are usually willing to offer contracts to farmers. Their buying criteria are based on 

consistency in supply, price and payment terms for usable quality fresh produce. 

Chart 1: Price Paid by Buyer Segments in St. Vincent & the Grenadines 
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Chart 2: Quantity Purchased by the Different Buyer Segments in St. Vincent & the Grenadines 

 

4.7 Fresh Produce With Strong Potential to Create Linkages with High Value Buyers 

Based on the aforementioned interviews and information encapsulated in Tables 1 and 2 the 

following crops are considered to have good potential to create linkages with High Value Buyers. 

1. Tomato: this commodity has a strong demand and a high price for most of the year except for a 

short period in the dry season when there is a glut in the market.  

2. Lettuce: There is also a high demand and price for lettuce in SVG throughout the year to the 

extent that the largest supermarket in the country has offered contracts to farmers as a way of 

trying to ensure a consistent supply for its own use and also for distribution. 

3. Watermelon: This commodity has high demand in the local market by HVMs and has much 

potential for exporting to other Caribbean islands. 

 The selection of the aforementioned crops is based on the following criteria (see also the 

supplementary report on HVMS in Section 9): 

1. The price being paid by the HVMs is substantially higher than the wholesale price. 

2. The quantity demanded is consistently high throughout the year. 

3. The crop is closely linked to the increasing demand by the tourism industry. 

4. The crop has the potential to benefit from either import substitution or export to regional and 

extra regional markets. 
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The following crops were considered but not shortlisted: 

 Cabbage was ruled out because the price of imported cabbage is substantially lower throughout 

the year than locally produced cabbage. This was confirmed by C.K Greaves & Co Ltd. which is 

the biggest buyer of fresh produce in St. Vincent.  

 Sweet pepper was not included because the research revealed that there is a high preference for 

imported sweet pepper due to better quality.  

 The root crops were not shortlisted because the demand by the HVMs in St. Vincent is fairly low 

and although these crops have excellent export potential the prices paid to the farmers by the 

hucksters are considerably low when compared to the prices paid by the HVMs.  

 Pineapple was also not shortlisted because there is currently a preference for imported pineapples 

in SVG due to lack of consistent quality for locally produced pineapple.  

 Cucumber has satisfactory demand by the HVMs, but it has a fairly low price for most of the year 

which indicates that supply is usually high. 

 Seasoning pepper has potential, but the survey revealed that only one segment of the HVMs has 

high demand. 

 Banana has good potential, but a linkage is developing with Winfresh–St. Lucia for export to 

Europe under the Fair Price System for which farmers receive a competitive price. 

 Avocado and mango (Julie) have high demand but these crops are seasonal with supply for 3 to 4 

months in the year. 

5 Market Study for St. Lucia 
 

St. Lucia, one of the Windward Islands, lies to the south of Martinique, north of St Vincent and north-

west of Barbados. It covers a total land area of 616 km
2
 (238 mi

2
) and has a population of 183,486 

persons. The island is volcanic and mountainous. St. Lucia’s economy depends primarily on revenue 

from tourism and banana production with some input from small-scale manufacturing. Production of 

bananas fell sharply after the removal of trade preferences by Europe.  In 2013 agriculture contributed 

3.1% to GDP. The country experienced losses in agriculture and tourism as a result of a major 

devastation caused by Hurricane Tomas in 2010. 

Tourism is the leading economic sector in St Lucia, contributing an estimated 10% of GDP, direct 

employment for approximately 20,000 employees and the island's main source of foreign exchange 

earnings. The tourism industry has been recovering with stay over visitors increasing by 3.9% in 2013 

to 318, 626 and a further increase of 6% in 2014. 
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5.1 Key Agricultural Stakeholder Map – St. Lucia 

Interviews were conducted with the following major stakeholders as part of the primary research for 

this study. 

The Ministry of Agriculture  

This interview was facilitated by Anthia Joshua – Head of Agri-Enterprise Development Section. The 

key findings from this interview are as follows: 

 The Ministry of Agriculture promotes the cultivation of tomatoes, cabbage, sweet pepper, lettuce, 

carrots, sweet potato and Irish potato for import substitution. 

 Cassava is also promoted as a substitute for flour. 

 Water Coconuts are being promoted for self-sufficiency and export. 

 Cocoa farming on the island is viable and processed products are exported to Martinique.   

 St. Lucia does not produce adequate vegetables, root crops and fruits to export. 

 The Ministry of Agriculture provides extension services (advice) to farmers to increase their 

productive capacity. Various training programmes are also undertaken throughout the year. 

 Farmers are encouraged to register with the Ministry of Agriculture and also participate in the 

Ministry’s certification programme on Good Agricultural Practices (GAP). 

 A duty free concession is given for the purchase of a new farm vehicle but farmers do not have 

easy access to loan funds from the Government. 

Market Vendor in the Castries Market, St. Lucia 



30 

 

 Trade among the Caribbean islands depend on existing shipping logistics. Much trade is done 

with Martinique as a schooner goes from St. Lucia to Martinique 3 times per week. 

 Although the unemployment rate is 40% in St. Lucia, labour productivity on the island is a 

problem. Small farmers who depend on temporary labour for certain activities either have 

difficulty attracting workers or obtain workers who are willing to work for a maximum of 3 to 4 

hours per day for high wages. 

 There are ten (10) registered Farmers’ Co-operatives on the island. They usually purchase 

members’ fresh produce and sell over to hotels, supermarkets, the Marketing Board and market 

vendors at a wholesale price. However, most of these organisations are not well managed.  

 St. Lucia Tourism Association 

This interview was facilitated by the Chief Executive Officer of the Association, Mr. Noorani Azeez. 

The key findings and views expressed are as follows: 

 The St. Lucia Tourism Association is a membership organisation with over 60 hotels as members. 

These are the more established hotels on the island.  

 The association said that tourism has been increasing with a 6% growth in tourist arrivals over the 

past year.  

 A major concern of the association is the unreliable supply of fresh produce from local farmers; 

there are periods of gluts and shortages for the same crops including the crops with high demand:  

tomatoes, lettuce, sweet pepper, cabbage, cucumber, watermelon, pawpaw and pineapple. 

 Another major problem is no proper controls related to pesticide use which is a concern for 

tourists.  

 Hotels purchase fresh produce from farmers and local distributors who sell mostly imported fresh 

produce. A recent study showed that 30% of the fresh produce consumed by hotels is locally 

grown. 

 Contracts are usually not offered to farmers because they have a reputation of selling elsewhere 

when prices increase.  

St. Lucia’s Marketing Board 

This interview was facilitated by Theresa Desir – Manager and Marcellus Lennie - Accountant. The 

key findings from this interview are as follows: 

 The Marketing Board (MB) is a State owned organisation which falls under the directive of the 

Ministry of Agriculture. 
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 MB has 2 groceries where fresh produce is retailed. MB also has a distribution operation which 

sells on a wholesale basis to supermarkets, hotels, restaurants and market vendors.   

 MB purchases its fresh produce from local farmers and farmers’ co-operatives. It also imports 

substantial amounts to satisfy preferences of some hotels and restaurants and during periods of 

shortage of local supply. 

 MB has a reputation of being a Low Value Buyer but a High Volume Buyer. Many farmers and 

farmers’ co-operatives prefer to sell through this avenue because MB is less stringent with quality 

when compared to other high volume buyers. 

 MB considers Consolidated Foods Limited to be its main competitor. The latter has a similar 

business model as MB. 

 MB has a reputation of paying farmers low prices but willing to purchase any quantity that the 

farmer can supply.  

Consolidated Foods Limited 

This interview was facilitated by Troy Valcin (Senior Manager) and Dunstan Demille (Purchaser) 

 Consolidated Foods Limited (CFL) has 9 large retail supermarkets and one membership type 

supermarket in St. Lucia. 

 CFL has estimated that it has approximately 70% market share of the supermarket business in St. 

Lucia. Apart from its own operations, CFL also has an arrangement to purchase fresh produce for 

5 franchise stores (smaller supermarkets).  

 CFL buys fresh produce from over 1,000 farmers comprising medium, small and subsistence 

farmers and 3 farmers’ co-operatives. From the 1,000 farmers only about 100 supply on a 

consistent basis. 

 CFL sets its prices based on existing market demand and supply. 

 CFL pays farmers $0.22 more per kilogram if the farmer is certified by the Ministry of 

Agriculture. 

 Some farmers found that CFL’s quality control is too stringent and as a result they prefer to sell to 

the Marketing Board and market vendors at a lower price. 

 CFL plays a developmental role by working with support organisations such as the Ministry of 

Agriculture, CARDI and PROPEL to provide relevant training to farmers for enhancing 

production and quality. CFL also provides small loans up to EC$5,000 to farmers for farm 

improvements. 
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 It is estimated that CFL also imports approximately 50% of its fresh produce including crops such 

as apples and grapes which are not grown in tropical conditions. However, it also imports large 

volumes of tomatoes, lettuce, sweet pepper, cabbage, watermelon and pineapples. 

 Contracts are not offered to farmers because farmers experience heavy crop losses periodically 

due to weather conditions and unable to meet supply commitments. 

Winfresh – St. Lucia 

This interview was facilitated by the Manager, Mr. Cuthbert Joseph. 

 The shareholders of Winfresh are the Governments of the four Windward Islands, St. Lucia, 

Dominica, St. Vincent and the Grenadines and Grenada. 

 Bananas are by far the main fresh produce exported from St. Lucia. 

 Winfresh has the responsibility of exporting all bananas to Europe. The bananas exported to 

Europe are bought from two local farmers’ organisations: National Fair Trade Organisation and 

Tropical Quality Fruit Company. 

 Local farmers who wish to sell their bananas to Winfresh have to sell to these farmers’ 

organisations. 

 Very strict quality standards are applied by the farmers’ organisations in order to meet the 

purchasing criteria set by European buyers. For example, the banana must have no marks 

otherwise it will be rejected. 

 These farmers’ organisations sell their 1
st
 grade bananas to Winfresh and the 2

nd
 grade bananas 

are sold to Trinidad and Tobago and other Caribbean islands. 

 Total current production of bananas on the island is approximately 218,182 kg of which Winfresh 

buys about 50%. Prior to Hurricane Thomas in 2010, production was over 1.2 million kg. Farmers 

have subsequently been affected by the Black sigatoka which is a leaf-spot disease of banana 

plants caused by the ascomycete fungus. 

 The farmers’ organisations pay farmers EC$1.68 per kg for 1
st
 grade and EC$1.32 for 2

nd
 grade 

bananas.  

 Winfresh is presently working with both farmers’ organisations to help farmers to increase their 

productivity and quality. 

 Winfresh has plans to also purchase Grade 1 bananas from St. Vincent and Dominica in the 

future. 

 Winfresh is examining the feasibility of exporting sweet potato to the UK and Holland where 

demand for this commodity is growing rapidly. However, a feasibility study has to be undertaken 
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to determine whether Grade 1 sweet potato can be sourced from the OECS at prices to compete 

with the USA and Israel, current suppliers to those countries. 

 

5.2 Buyer Segment Analysis: St. Lucia 

The following diagram shows the main buyer segments for fresh produce in St. Lucia. 

 

The following is an overview including the purchasing criteria of each buyer interviewed: 

Table 4: Purchasing Criteria of Buyers – St. Lucia 

Buyer 

Segment 

Source of Fresh 

Produce 

Purchasing 

Criteria  

Payment 

Terms 

Comments 

Hotel Buyer Segment 

Blu Hotel Contracted Local 

Farmers = 75%  

Other Local 

Farmers = 10% 

Distributor = 15% 

(mostly imported)  

 

1st quality 

2
nd

 consistency 

3
rd

 price 

4
th
 payment 

terms 

4 weeks to 

pay. 

This is rated as a 4-star hotel 

with 76 rooms. This hotel 

owns an estate of 42 hectares 

of land which it has allocated 

to 7 farmers. These farmers 

supply the hotel with 75% of 

its fresh produce as 

compensation for use of the 

land.  

St. Lucia – 

Rex Resorts 

Local Farmers  = 

15% 

Marketing Board = 

20% (mostly local) 

Distributor = 65% 

(mostly imported) 

1st quality 

2
nd

 consistency 

3
rd

 price 

4
th
 payment 

terms 

2 weeks to 1 

month.  

  

This is a 3 – star hotel with 96 

rooms. It purchases its fresh 

produce from 8 farmers, the 

State owned Marketing Board 

and most from a distributor of 

mainly imported fresh 

produce.  

Bay Garden 

Beach Resort 

Local Farmers  = 

40% 

Distributor = 60% 

1st quality 

2
nd

 price 

3
rd

 consistency 

1 week. This hotel has 195 rooms and 

conference facilities. Buys 

from approx 50 farmers, 2 

farmers’ organisations and a 

distributor.  

 

Sandals  Local Farmers  = 

45% 

1st quality 

2
nd

 consistency 

2 weeks Sandals has 3 resorts in St. 

Lucia and they patronize over 

Hotels Supermarkets Marketing 

Board 

(Gov’t)) 

Restaurants Exporters Market Vendors 

& Roadside 

Vendors 

Farmers’            

Co-operative 

Figure 2: Main Buyers of Fresh Produce (St. Lucia)  

llXXXXlllUlUCIALucia) 
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Distributor = 55% 

(mostly imported) 

3
rd

 price 

4
th
 Delivery 

100 farmers but yet they buy 

55% of their fresh produce 

from a distributor.  

Restaurants 

Coal Pot 

Restaurant 

Local Farmers = 

20% 

Marketing Board = 

20% 

Market Vendors = 

20% 

Distributor = 40% 

1st quality 

2
nd

 consistency 

3
rd

 price 

4
th
 Delivery 

1 week to 

farmers; 

1 week to 

marketing 

board; cash 

to market 

vendors and 

1 month to 

distributor 

Coal Pot Restaurant is located 

on the waterfront of  Vigie 

Marina and just 5 minutes 

away from from Castries. The 

restaurant is rated a 4.5 Star  

by Trip Advisor. It employs a 

Just In Time Inventory system.  

Country 

Kitchen Cafe 

Local Farmers  = 

10% 

Market Vendors = 

85% 

Distributor = 5% 

1st quality 

2
nd

 price  

3
rd

 consistency 

 

Cash upon 

receipt of 

fresh 

produce 

This restaurant has a Just In 

Time Inventory System and it 

is easier to buy speedily from 

vendors at the Castries Public 

Market. 

Buzz Seafood 

& Grill 

Distributor = 75% 

(mainly imported 

fresh produce) 

Supermarkets = 

25%  

1st quality 

2
nd

 price  

3
rd

 consistency 

4
th
 delivery 

Cash to 

supermarkets 

and 1 month 

credit from 

distributor 

This restaurant indicated that 

local farmers have not 

approached it. 

Supermarkets 

Consolidated 

Foods 

Local farmers = 

50% 

Import = 50% 

1st quality 

2
nd

 price (set 

pricebased on 

existing demand 

& supply) 

3
rd

 consistency 

4
th
 delivery 

1 week Consolidated Foods Limited 

(CFL) has a 60% market share 

of supermarkets’ sales in St. 

Lucia. It owns one club store 

and 10 retail outlets. It has a 

relationship with over 1,000 

farmers but just 100 of them 

are consistent suppliers. They 

pay farmers $0.22/kg more if 

the farmers are certified by the 

Ministry of Agriculture and 

supply acceptable quality.  

  

Glace 

Supermarket  

Local Farmers = 

60% 

Distributor = 40% 

1
st
  quality  

2
nd

 price 

3
rd

 consistency 

4
th
 delivery 

1 week to 

pay local 

farmers and 

1 month 

credit from 

distributor 

This supermarket has 4 retail 

outlets. Preference is given to 

local farmers but due to 

inconsistent supply purchases 

are also made from a 

distributor of imported fresh 

produce. 

 

Dilly’s 

Supermarket 

Local Farmers = 

10% 

Distributor = 90% 

1
st
  quality  

2
nd

 price 

3
rd

 consistency 

4
th
 delivery 

2 weeks This is a medium sized 

supermarket. 

Marketing 

Board  

Local Farmers = 

40% 

1st quality 

2
nd

 price 

2 weeks This is a State  owned 

company which falls under the 
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Import = 60% 3
rd

 consistency 

4
th
 payment 

terms 

Ministry of Agriculture.  It has 

2 retail outlets, a wholesale 

distribution operation and 

produces processed products – 

vacuum packed ground 

provisions, frozen fruit pulp 

etc. It currently buys from 

over 200 farmers, 5 farmers’ 

organisations but imports 

60%of its fresh produce – 

brocholli, onions, carrots, 

cauliflower, garlic & cabbage 

Exporters 

Winfresh, St. 

Lucia 

Local Farmers = 

100% 

1st quality 

2
nd

 price (fixed 

price) 

3
rd

 consistency 

4
th
 payment 

terms 

 Winfresh (St. Lucia) focuses 

on exporting ripe bananas to 

the UK. Winfresh only deals 

with farmers’ organisations 

and not individual farmers. 

Prior to Hurricane Thomas in 

2010, banana production was 

60,000 boxes per week on the 

island and it is now 12,000 

boxes of which Winfresh 

purchases 50%. Winfresh 

wants to help farmers increase 

production by 100%.    

Perineau 

Exports 

Local Farmers = 

100% 

1st quality 

2
nd

 price (fixed 

price) 

3
rd

 consistency 

 

Cash or 

cheque 

depending 

on value of 

purchase 

Purchase at farmgate julie 

mangoes, breadfruit, soursop, 

plantain, seasoning peppers 

and avocado for export to 2 

importers in the UK. 

Market Vendor 

Curtis Jules 

(trading as 

Table Nice) 

Local Farmers = 

100% 

1st quality 

2
nd

 price 

3
rd

 delivery 

 

cash Market vendor at Castries 

Market. He cultivates approx 

25% of his sales and buy 75% 

from other farmers who sell on 

a wholesale basis at the 

market.  

Farmers’ Co-operative 

Bellevue 

Farmers’ Co-

operative 

Local Farmers = 

100% 

1st quality 

2
nd

 price 

3
rd

 delivery 

 1 week This organisation has approx 

600 farmers as members. It 

buys fresh produce from both 

members and non members 

and sells wholesale to 

supermarkets, distributors, 

Marketing Board and market 

vendors.  

*Quality refers to freshness, consistency in shape, colour and free from dirt, insects and chemical 

residue. 
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Table 5: St. Lucia - Comparison of Average Price per Kg ($ EC) Paid by Buyer Segments for Fresh 

Produce  

Fresh Produce Hotels 

 

 

Supermarkets 

 

 

Restaurants 

 

 

Exporter to 

UK (similar 

to a 

huckster) 

Market 

Vendor 

Marketing 

Board – 

From 

Farmers 

Marketing 

Board – Imports 

Tomato  9.93 7.55 11.00 None N/A 6.60 7.26 

Lettuce 8.48 6.84 12.10 None N/A 4.40 6.60 

Cucumber 3.65 2.74 5.50 None N/A 2.20  

Cabbage 5.00 4.51 4.19 None N/A 3.30 2.64 

Sweet Pepper 10.34 8.38 13.20 None N/A 7.70 9.90 – green 

15.40 -

yellow    

Christophene 6.47 5.25 7.90 None N/A 2.75  

Seasoning 

Pepper 

8.08 7.26 8.90 6.00 N/A 3.30  

Pumpkin 3.80 2.94 5.72 None N/A 2.20  

Sweet Potato 5.36 4.50 4.40 None 3.10 3.10  

Dasheen 5.35 3.56 5.40 None 3.20 2.50  

Yam  6.10 5.85 6.40 None 5.80 6.00  

Tannia 5.45 6.49 None None N/A N/A  

Cassava N/A N/A N/A None N/A N/A  

Eddoes N/A N/A N/A None N/A N/A  

Chive  6.60 5.50 N/A None N/A N/A  

Hot peppers N/A 4.38 N/A None N/A N/A  

Ginger N/A 4.18 N/A None N/A N/A  

Ripe Bananas 2.48 2.42 2.93 None 1.20 1.32  

Watermelon 5.42 3.60 N/A None 2.90 2.20 2.20 

Pawpaw 4.63 4.50 N/A None 2.85 2.20  

Cantaloupe 5.81 4.52 5.50 None None 4.40 4.40 

Pineapple 7.90 4.39 7.90 None 3.01 3.30 4.40 

Farmer Selling Watermelon to the Bellevue 

Farmers' Co-operative, St. Lucia 



37 

 

Mangoes : 

Julie 

3.45 1.82 N/A 0.98 N/A 1.54  

Mangoes : 

Graham 

3.40 1.50 N/A None N/A 1.10  

Mangoes : 

Other 

Varieties 

2.75 1.40 N/A None 1.10 1.10  

Soursop 2.27 2.73 N/A 1.10 2.00 1.98  

Sapodilla N/A 3.49 N/A None N/A N/A  

Plums N/A 3.67 N/A None N/A N/A  

Passion Fruit 5.86 3.49 5.60 None 3.10 2.75  

Limes 6.89 5.15 6.60 None 4.90 2.75  

Orange : 

Sweet 

4.28 2.13 5.50 None N/A 1.65  

Grapefruit 3.45 1.45 4.18 None N/A 1.10  

Ripe Plantain 3.64 3.09 2,20 1.10 1.65 1.65  

Green 

Plantain 

3.64 2.25 3.52 None 1.43 N/A  

Green 

Bananas 

1.70 1.43 1.65 None 1.40 N/A  

Avocado 6.25 3.26 N/A 2.70 N/A N/A  

Dry Coconut 1.68 1.06 N/A None N/A N/A  

Breadfruit 3.40 2.15 N/A 1.60 N/A 1.32  
Source of Information: From Survey of Buyers undertaken for this project  

The following Chart 3 shows that hotel prices tend to fluctuate less than supermarket prices during 

the year. Supermarket prices are more sensitive to demand and supply changes in the market. 

However, supermarkets pay substantially higher than wholesale prices and this buyer segment is 

classified as a HVM Buyer. 

Chart 3: Monthly Prices Paid for Tomatoes by Hotels & Supermarkets in 2013 
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The following table shows the quantity/volume purchased by each buyer segment based on the 

primary research undertaken for this market study. In order for this comparison to be useful, one large 

buyer is taken from each segment and represented in the table.  

Table 6: St. Lucia - Comparison of Quantities (Kg) Purchased Annually by Buyer Segment for Fresh 

Produce (Weekly Demand By 52 Weeks) 

Fresh Produce Hotel 

Bay Garden 

Beach Resort 

Supermarket 

Chain 

Consolidated 

Foods Ltd.  

Restaurant 

 

 

Huckster 

Perineau 

Exports 

Marketing 

Board 

Market 

Vendor 

Bellevue  

Farmers’  

Co-Operative 

Tomato  10,480 268,520 473 None 14,182 1,286 15,545 

Lettuce 9,880 49,744 520 None 61,455 1,062 2,955 

Cucumber 2,672 102,469 478 None 7,091 1,930 7,091 

Cabbage 15,600 199,230 236 None 222,545 1,765 23,636 

Sweet Pepper 6,760 126,457 213 None 17,727 874 15,364 

Christophene 13,000 52,000 492 None 4,727 2,220 9,455 

Seasoning 

Pepper 

13,274 35,000 271 150 7,090 1,326 7,886 

Pumpkin 15,440 77,589 709 None 18,909 2,322 7,224 

Sweet Potato 5,224 106,618 768 None 21,272 2,200 15,364 

Dasheen 6,120 108,220 473 None 22,090 2,200 11,818 

Yam 

(Portugese) 

2,630 123,743 Minimal None 19,091 1,023 Moderate 

Tannia Minimal 33,000 Minimal None 3008 1,198 Minimal 

Cassava Minimal N/A Minimal None Minimal Minimal None 

Eddoes Minimal N/A Minimal None Minimal Minimal Moderate 

Chive  Minimal 136,000 N/A None Moderate 382 9,455 

Hot peppers Minimal Moderate N/A None Minimal 330 Minimal 

Ginger Minimal N/A N/A None Moderate 522 Moderate 

Ripe Bananas 13,220 123,034 709 None 7,090 5,468 Minimal 

Watermelon 19,636 198,581 Minimal None 47,273 2,344 11,435 

Pawpaw 2,364 333,229 Minimal None 21,273 1,320 4,727 

Cantaloupe 2,128 17,226 142 None Moderate Minimal Minimal 

Pineapple 21,340 83,719 615 None 47,273 1,348 5,220 

Mangoes : 

Julie 

Moderate 

Amount  

Moderate Minimal 500 28,224 320 Moderate 

Mangoes : 

Graham 

Moderate 

Amount  

Moderate Minimal Minimal 9,886 250 Moderate 

Mangoes : 

Other 

Varieties 

Moderate 

Amount 

Moderate Minimal Minimal 11,224 288 Moderate 

Soursop Minimal Minimal Minimal 80 8,273 432 Moderate 

Sapodilla Minimal Minimal Minimal None Minimal Minimal None 

Plums Minimal Minimal Minimal None Minimal Minimal None 

Passion Fruit Moderate 76,340 430 None 47,278 2,210 14,181 

Limes 3,545 32,792 709 None 7,092 2,100 Moderate 

Orange : 

Sweet 

Moderate 

when in 

season 

Moderate 1,181 None 5,455 330 Moderate 

Grapefruit Moderate Moderate Minimal None 5,124 330 Moderate 
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Ripe Plantain 5,929 59,515 260 170 30,200 23,636 7,091 

Green 

Plantain 

N/A 124,380 Minimal Minimal 17,288 12,244 Moderate 

Green 

Bananas 

8,246 802,693 416 Minimal 21,273 2,800 4,727 

Avocado Moderate Moderate Moderate 250 Moderate Moderat

e 

Moderate 

Dry Coconut Nil Moderate Minimal Minimal Moderate Moderat

e 

Moderate 

Breadfruit 922 Moderate Minimal 180 2,744 Moderat

e 

Moderate 

 

Chart 4: Price Paid by Buyer Segment 
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Chart 5: Quantity Purchased by Buyer Segment 

 

 

5.3 Data Analysis of Tables 5 And 6 

 Hotel Buyer Segment: The aforementioned survey findings reveal that hotels pay high prices 

for fresh produce (refer to Chart 4 above). According to Trivago.com there are 251 hotels in 

St. Lucia. Tourism is the largest business sector in St. Lucia and has been growing appreciably 

over the last 3 years. Total stay over visitor arrivals in 2014 was estimated at 338,158 

(Ministry of Tourism) 

 Supermarket Buyer Segment: This is another viable buyer segment for farmers to target. They 

buy comparatively large volumes (refer to Chart 5 above) of a wide range fresh produce and 

pay higher than the other high volume buyers (refer to Chart 4 above).  

 Restaurant Buyer Segment: This buyer segment is fairly attractive to farmers as they pay high 

prices. The restaurants in St. Lucia are small to medium sized. This segment will also benefit 

from the projected growth in the tourism sector. 

 Marketing Board: This State owned organisation buys large quantities but pays low to 

moderate prices. Although they pay attention to quality, they tend to be a little more 

accommodating than the privately owned supermarkets. 

 Market Vendors: This segment buys from farmers who visit the Castries Market early on 

mornings and sell to high volume buyers at wholesale prices. The market vendors in turn sell 

to household consumers, food caterers, grocers and small fast food businesses which purchase 
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their fresh produce supplies from the public market. The Castries Market has over 100 market 

vendors. 

 Exporter / Huckster Buyer Segment: Hucksters and other exporters of fresh produce are not 

vibrant in St. Lucia except for buying bananas, which is done in a controlled way by 

institutional exporters. The few hucksters who exist have similar characteristics as those in St. 

Vincent where they negotiate with farmers for the lowest possible price. 

 Agro-Processor Buyer Segment: This segment buys certain items of fresh produce in large 

quantities but at lower than wholesale prices. 

The aforementioned buyer segments (with the exception of a few individual buyers) generally 

do not offer contracts as this way of doing business has had problems in the past. However, 

these buyer segments are open to being approached by new farmers as this will help in 

maintaining consistent supplies. 

 

5.4 Fresh Produce With Strong Potential to Create Linkages with HVMs 

Based on the aforementioned interviews and information encapsulated in Tables 1 and 2 the 

following crops are considered to have good potential to create linkages with HVMs. 

1. Tomato 

2. Dasheen 

3. Watermelon 

 The selection is based on the following criteria: 

 The price being paid by the HVMs is substantially higher than the wholesale price. 

 The quantity demanded is consistently high throughout the year. 

 The crop is closely linked to the increasing demand by the tourism industry. 

 The crop has the potential to benefit from either import substitution or export to regional and 

extra regional markets. 

The following crops were considered but not shortlisted: 

 Sweet pepper, lettuce, cabbage and pineapples were considered because of their high demand and 

prices but the research revealed that consumers especially in the tourism sector had a preference 

for the imported ones. The main reasons were taste, regulated chemical usage and overall quality. 

 Pumpkin, sweet potato, seasoning pepper, chive, limes, plantain, green bananas and passion fruit 

also have potential for further investigation and should be considered in a longer duration study. 

 Banana is already closely linked to institutional exporters including the State owned Winfresh.  
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6 Market Study for Grenada 
 

Known internationally as the Isle of Spice, Grenada has a population of 107,663 persons. Tourism is 

currently the island’s main source of foreign exchange earnings. There were 133,521 stay-over 

visitors in 2014, an increase of 18.36% or 20,709 in real terms when compared to 2013. These stay-

over arrivals added over $347M to the economy.  (Source: Grenada Tourism Authority).  However, 

the island’s public debt to GDP is approximately 110%. 
 

Hurricanes Ivan (2004) and Emily (2005) severely damaged the agricultural sector in Grenada. 

Banana, one of Grenada’s major export crops since the 1960s, was totally devastated and the island 

has had to import banana from Suriname to meet local needs. Grenada is the world’s second largest 

producer of nutmeg which accounts for more than 50 per cent of the country’s agricultural export 

earnings. 

 Agriculture which employs 11% of the island’s labour force has been recovering slowly and 

contributed 5.6% to the island’s GDP in 2014.  

 

6.1 Buyer Segment Analysis: Grenada 

 

 

6.2 Key Agricultural Stakeholder Map – Grenada 

The Ministry of Agriculture  

This interview was facilitated by Shem Lindsay – Marketing Officer. The key findings from this 

interview are as follows: 

 The Ministry of Agriculture is responsible for Implementing Grenada’s Agricultural Policy; 

 There are approximately 9,000 farmers in Grenada; 

Hotels Supermarkets Marketing 

Board (State) 

 

Restaurants Hucksters Market Vendors & 

Roadside Vendors 

Figure 3: Main Buyers of Fresh Produce (Grenada) 
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 The Ministry of Agriculture is promoting cassava for home consumption and processing into 

substitute products that would reduce the country’s imports. The Ministry is also promoting the 

production of soursop as an export crop; 

 The High Value Buyers in the country are the hotels, supermarkets and restaurants. The 

Marketing Board and the Hucksters are big buyers but they pay farmers low prices; 

 Grenada is a small market, tourism although improving is still at a low level and as a result, most 

of the farming on the island comprise of backyard gardening and small holdings (0.4 hectare to 

0.8 hectare); 

 Farmers always complain of market demand and price; 

 Extension services provided by the Ministry of Agriculture is limited; 

 The demand for watermelons exceeds supply especially Honeydew Melons. There is also high 

demand for avocado, citrus, mango (Julie & Ceylon) but these are seasonal crops. 

 There is high demand throughout the year for tomato, sweet pepper (Bell), lettuce, cabbage and 

cucumber but the supply of these crops by farmers is such that there are periods of glut followed 

by periods of shortages. These fluctuations are caused by a number of factors such as poor crop 

scheduling by farmers, lack of irrigation during the dry season and loss of flowers and pests and 

diseases during the rainy season. 

Marketing and National Importing Board – Grenada 

This interview was facilitated by Ruel Edwards – Chief Executive Officer. The key findings from this 

interview are as follows: 

 The Marketing And National Importing Board (MNIB) has a packing house, wholesale 

distribution operation and six (6) retail outlets which sell fresh produce and other food items; 

 The top two (2) vegetables on the island by market demand are tomato (1
st
) and cabbage (2

nd
). 

The two (2) top fruits are bananas (1
st
) and watermelon (2

nd
). Soursop is the main export fruit 

followed by golden apple. The top root crop is sweet potato and there is also high demand for 

callaloo bush (dasheen leaves). High market demand also exists for plantain; 

 Having a step into the US market for soursop, everybody has been trying to get it but Grenada’s 

soursop carries a premium, it therefore means that the box should be labelled Grenada; 

 MNIB only buys from farmers registered with the Ministry of Agriculture. The farmers’ fresh 

produce must also satisfy MNIB’s grade system of colour, texture and size. 

 MNIB sets its price based on demand and supply and farmers call to find out the price before 

delivery. MNIB usually pays a price lower than that supermarkets would pay farmers, but the 

advantage of selling to MNIB is that it buys all of the farmer’s produce; 
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 MNIB sells on a wholesale basis to most restaurants on the island, hotels, some supermarkets and 

market vendors; 

 MNIB purchases approximately 50% of all the fresh produce from farmers on the island. 

Hucksters purchase approximately 20% directly from farmers, supermarkets 15%, hotels and 

restaurants 8% and market vendors 7%.  MNIB’s main competitor in sourcing supplies from 

farmers is the Hucksters; 

 MNIB obtains supplies from approximately 2,000 farmers on a regular basis. Unlike the High 

Value Buyers, MNIB and the Hucksters mostly buy at farm gate which is more convenient for 

farmers as they do not lose time in undertaking deliveries; 

 The main challenge in the local fresh produce sector is consistency. There are gluts followed by 

shortages. The shortages are caused by a lack of technology such as irrigation and protected 

agriculture; 

 Because of the periodic shortages and price fluctuations contracts are not offered to farmers. 

Real Value Supermarket 

This interview was facilitated by Kurt Markey – Purchasing Manager and Janet Carter – Senior 

Manager. The key findings from this interview are as follows: 

 Purchase from about 120 farmers. Golden apples and yam are purchased occasionally from 

MNIB; 

 Approximately 65% of Real Value’s fresh produce is from local farmers. The imported items 

include apples, grapes, strawberry, onions, Irish potato, ginger, beet, garlic, zucchini, squash, 

celery, sweet peppers, iceberg and romaine lettuce, kiwi, spinach and carrots. Bananas are 

sometimes imported from St. Vincent. 

 A permit has to be obtained from the Ministry of Agriculture for importing fresh produce.  

Permits are usually not granted for the importation of citrus, avocado, tomato, watermelon, 

cabbage (except from Canada), pumpkin, hot peppers, callaloo bush, pineapple, plantain, dasheen, 

sweet potato and yam; 

 A vibrant vendor’s market is held every Saturday at the capital town, St. George’s. There is also a 

Farmers’ Market every Wednesday at the Trade Centre in Grand Anse; 

 Real Value is the number one supermarket on the island in terms of sales followed by Andall’s 

supermarkets (4 branches), Foodland (2 branches) and Foodfair (2 branches); 

 Over 5,000 foreigners patronize Real Value Supermarket on a regular basis because of easy 

accessibility via public transport; 
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 There are periodic gluts and shortages in the supply of tomato, cucumber, lettuce, melon-gene and 

sweet potato; 

 There are 2 certified organic farms in Grenada and they sell mostly to household consumers; 

 Real Value places emphasis on purchasing top quality fresh produce and occasionally farmers’ 

fresh produce is rejected because of poor quality. Contracts are not offered to farmers because 

farmers experience difficulty to maintain a consistent supply and they have a reputation of selling 

elsewhere when prices increase. Real value sets the buying price based on demand and supply in 

the country which is researched on a fortnightly basis.   

 

Davis Joseph is a Huckster (also called Trafficker) from Grenada. He revealed the following: 

 There are 4 boats which leave Grenada each week transporting fresh produce to Trinidad. Ocean 

Princess is the most popular of the boats. The boats charge EC $40.00 per crate and EC $400.00 

per passenger. 

 Each week he exports via this system to a market vendor in Trinidad different fruit which are in 

season in Grenada such as mangoes (Julie, Graham and Ceylon varieties), golden apples, soursop, 

sapodilla, plums, and avocados. He also exports plantain when there is a shortage in Trinidad 

because when there is adequate supply, it is difficult to compete with the Trinidad farmers on 

price.  

 The typical huckster usually has a truck and at least one part-time employee who can climb fruit 

trees. The Huckster would drive around the country and gather his required supply of fresh 

produce from farmers including subsistence farmers or backyard gardeners.   

Real Value Supermarket in Grenada 
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 There are over 80 huskers who export to Trinidad and they export similar fresh produce. They do 

not export items such as tomatoes, lettuce, cabbage, sweet pepper because they are unable to 

compete with the Trinidad farmers and import distributors for these items. 

 Because the Huckster is unable to change the Trinidad currency in his country, he buys things 

from Trinidad needed by people in his country such as household appliances and processed food 

and sells these items in his country at a small mark-up for EC dollars.  

 

6.3 Overview of Buyer Segments  

The following is an overview of each buyer interviewed including the purchasing criteria of the 

buyer: 

Table 7: Purchasing Criteria of Buyers - Grenada 

Buyer 

Segment 

Source of Fresh 

Produce 

Purchasing 

Criteria  

Payment 

Terms 

Comments 

Hotel Buyer Segment 

Radisson 

Hotel 

Local Farmers = 

75%  

 

Distributor = 25% 

 

1st quality 

2
nd

 price 

3
rd

 consistency 

4
th
 payment 

terms 

 

2 weeks This hotel has 229 rooms and is 

located on the popular Grand 

Anse Beach Resort. 

Flamboyant 

Hotel 

Local Farmers  = 

80% 

 

Supermarket = 20% 

 

1st quality 

2
nd

 consistency 

3
rd

 price 

4
th
 delivery 

Cash or 

cheque 

depending 

on the 

amount.  

 

This hotel has 67 rooms and is 

located on the Grand Anse 

Beach.  

Restaurants 

The Aquarium 

Restaurant 

Local Farmers  = 

70% 

Import = 30% 

 

1st quality 

2
nd

 price  

3
rd

 Payment 

terms 

4
th
 consistency 

 

1 week to 

pay local 

farmers 

This is a large restaurant in a 

good location near the capital 

town and also caters for 

weddings. 

Supermarkets 

Real Valu 

Supermarket 

Local farmers = 

40% 

Import = 60% 

1st quality 

2
nd

 price (checks 

with other 

buyers and set 

price based on 

current market 

prices) 

3
rd

 consistency 

4
th
 delivery 

 

1 week This is the largest supermarket 

in Grenada and is located in the 

busy Spice Mall near the Grand 

Anse Beach and also along the 

busy main road to the capital 

town, St. Georges.  
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Foodland 

Supermarket 

Local Farmers = 

70% 

Distributor = 30% 

1
st
  quality 

2
nd

 price 

3
rd

 consistency 

4
th
 delivery 

Cash or 

cheque 

depending 

on value. 

Foodland Supermarket has two 

branches, one in the capital 

town and the other branch 

along the busy main road from 

Grand Anse to the capital.  

Marketing & 

National 

Importing 

Board   

Local Farmers = 

90% 

Import = 10% 

1st quality 

2
nd

 price 

3
rd

 consistency 

4
th
 delivery 

(only buys from 

farmers 

registered with 

the Min. of Agri 

to reduce 

praedial larceny) 

1 week to 

pay local 

farmers 

The Marketing Board is owned 

by the State. It has a packing 

house, a distribution operation 

and 6 retail outlets.    

Hucksters 

  Dennis 

Joseph 

Local Farmers = 

100% 

1st quality 

2
nd

 price  

 

Cash Exports to Trinidad once per 

week. Exports comprise mainly 

fruits and plantain. 

Bernadine 

Rodney 

Local Farmers = 

100% 

1st quality 

2
nd

 price 

 

Cash  Exports to Trinidad once per 

week fruits and vegetables for 

the past 3 years. She has a 

network of 20 farmers from 

whom she obtains watermelon, 

pawpaw, plantains and citrus.  
*Quality refers to freshness, consistency in shape, colour and free from dirt, insects and chemical residue. 

Table 8: Grenada - Comparison of Average Price Per Kg ($EC) Paid by Buyer Segments for Fresh 

Produce 

Fresh 

Produce 

Hotels 

 

 

Supermarkets 

 

 

Restaurants 

 

 

Marketing 

Board 

Huckster 

Tomato  7.70 7.04 7.70 6.40 N/A 

Lettuce 9.68 8.80 9.30 8.80 N/A 

Cucumber 4.90 4.40 4.50 2.85 N/A 

Cabbage 7.00 4.40 6.60 4.40 N/A 

Sweet Pepper 10.45 8.80 11.00 8.80 N/A 

Christophene 6.60 4.95 N/A N/A N/A 

Seasoning 

Pepper 

9.55 10.25 9.90 8.30 N/A 

Pumpkin 3.85 4.40 5.17 1.32 N/A 

Sweet Potato 5.50 5.50 6.60 4.40 N/A 

Dasheen 4.40 3.85 5.50 3.30 N/A 

Yam  4.40 4.40 N/A 4.40 N/A 

Tannia N/A 6.60 N/A N/A N/A 

Cassava N/A 4.40 N/A 2.20 N/A 

Eddoes N/A 4.95 N/A N/A N/A 

Chive  N/A 4.40 N/A 4.40 N/A 

Hot peppers N/A 8.25 N/A N/A N/A 

Ginger N/A 7.15 N/A N/A N/A 
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Ripe Bananas 4.56 2.86 2.20 1.80 N/A 

Watermelon 6.05 6.05 5.42 3.86 N/A 

Pawpaw 3.85 3.85 N/A 2.64 N/A 

Cantaloupe 8.25 7.70 7.70 4.40 N/A 

Pineapple 9.90 8.80 11.00 N/A N/A 

Mangoes : 

Julie 

4.40 4.40 N/A 1.98 1.32 

Mangoes : 

Graham 

4.00 4.00 N/A 1.98 1.20 

Mangoes : 

Other 

Varieties 

3.55 2.40 N/A 1.50 1.10 

Soursop N/A 1.75 N/A N/A 1.50 

Sapodilla N/A 4.40 N/A N/A 2.20 

Plums N/A N/A N/A N/A N/A 

Passion Fruit 3.85 4.40 N/A 3.40 N/A 

Limes 3.30 4.40 4.40 N/A N/A 

Orange : 

Sweet 

3.30 5.50 N/A N/A N/A 

Grapefruit 3.30 3.30 N/A N/A N/A 

Ripe Plantain 4.00 3.30 4.00 2.75 2.75 

Green 

Plantain 

3.85 3.20 N/A 2,50 N/A 

Green 

Bananas 

2.20 2.00 N/A 1.30 N/A 

Avocado 6.60 9.68 N/A 2.20 2.00 

Dry Coconut N/A 3.30 N/A N/A 1.20 

Breadfruit N/A 3.30 N/A N/A 1.10 
Source of Information: From Survey of Buyers Undertaken for this project  

Chart 6: Prices Paid by Different Buyer Segments in Grenada
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The following table shows the quantity / volume purchased by each buyer segment based on the 

primary research undertaken for this market study. In order for this comparison to be useful, one large 

buyer is taken from each segment and represented in the table.  

Table 9: Grenada - Comparison of Quantities (Kg) Purchased Annually by Buyer Segments for Fresh 

Produce (weekly demand by 52 weeks) 

Fresh Produce Hotels 

Radisson 

Hotel 

 

 

Supermarkets 

Real Value 

Supermarket 

 

 

Restaurants 

The Aquarium 

Restaurant 

 

 

Marketing 

Board 

Huckster 

Davis’s 

Exports 

Tomato  2,245 30,139 990 24,687 N/A 

Lettuce 2,752 5,870 575 10,223 N/A 

Cucumber 1,655 16,066 490 11,066 N/A 

Cabbage 2,836 14,465 388 19,008 N/A 

Sweet Pepper 2,009 2,909 220 N/A N/A 

Christophene 2,363 N/A 186 N/A N/A 

Seasoning 

Pepper 

1,045 2,190 220 3,111 N/A 

Pumpkin 2,955 15,934 220 29,220 N/A 

Sweet Potato 2,891 7,415 194 12,300 N/A 

Dasheen 3,782 4,200 220 23,222 N/A 

Yam  2,224 3,000 Minimal 4,990 N/A 

Tannia Minimal Minimal Minimal N/A N/A 

Cassava Minimal 450 Minimal 160 N/A 

Eddoes Minimal Minimal Minimal N/A N/A 

Chive  Minimal N/A Minimal 4.40 N/A 

Hot peppers Minimal N/A Minimal N/A N/A 

Ginger N/A N/A Minimal N/A N/A 

Ripe Bananas 2,127 28,185 180 16,886 N/A 

Watermelon 5,909 16,459 Minimal 38,835 N/A 

Pawpaw 3,545 18,636 Minimal 7,890 N/A 

Cantaloupe 4,727 6,197 Minimal 9,350 N/A 

Pineapple 2,127 N/A Minimal N/A N/A 

Mangoes : 

Julie 

500 9,000 Minimal 31,000 2,800 

Mangoes : 

Graham 

300 2,120 Minimal 9,000 1,880 

Mangoes : 

Other 

Varieties 

195 2,340 Minimal 6,000 2,200 

Soursop N/A N/A Minimal N/A 2,460 

Sapodilla N/A N/A Minimal N/A 1,490 

Plums N/A N/A Minimal N/A 800 

Passion Fruit 300 2,790 Minimal 4,225 1,220 

Limes 945 3,100 260 3,000 1,460 

Orange : 

Sweet 

1,164 5,000 Minimal 10,124 N/A 

Grapefruit 1,164 3,540 Minimal 6,400 N/A 
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Ripe Plantain 1,100 6,200 270 19,221 5,220 

Green Plantain 2,363 3,100 Minimal 7,500 3,400 

Green 

Bananas 

3,782 7,100 Minimal 27,004 2,230 

Avocado 250 7,800 244 8,440 2,890 

Dry Coconut N/A 350 Minimal 1,340 1.860 

Breadfruit N/A 330 Minimal 1,448 1,330 

 

6.4 Data Analysis of Tables 7, 8 and 9 

 Hotel Buyer Segment: This is an attractive buyer segment for farmers to target and sell their fresh 

produce. They pay above average prices (refer to Chart 6 above) and buy substantial quantities of 

a wide range of fresh produce consistently. Their buying criteria are based on quality, consistency 

in supply and delivery.  There are over 40 established hotels on the island and the tourism 

industry on the island is currently experiencing impressive growth. 

 Supermarket Buyer Segment: Supermarkets also pay above wholesale prices (refer to Chart 6 

above) for fresh produce and buy comparatively large volumes.  

 Restaurant Buyer Segment: This buyer segment is fairly attractive to farmers as they pay high 

prices. The disadvantage with this buyer segment is that they buy a narrow range of fresh 

produce, low to moderate volumes and require deliveries 2 to 3 times per week as they do not 

maintain a high inventory. This segment will also benefit from the projected growth in the 

tourism sector. 

 Marketing And National Importing Board – This is a State owned organisation which buys large 

quantities but pays wholesale prices and is therefore not a HVM. 

 Huckster Buyer Segment: Although this segment buys the largest quantities of root crops and fruit 

on the island for export to other Caribbean islands, they pay prices which are lower than 

wholesale prices.  

 Agro-Processor Buyer Segment: This segment buys certain items of fresh produce in large 

quantities but at lower than wholesale prices. 

Although the aforementioned buyer segments generally do not offer farmers contracts they are 

receptive to undertaking business with new farmers as this will help in reducing the risk associated 

with inconsistent supply. 

6.5 Fresh Produce With Strong Potential to Create Linkages with HVMs 

Based on the aforementioned interviews and information encapsulated in Tables 1 and 2 the 

following crops are considered to have good potential to create linkages with High Value Buyers and 

are recommended for the final phase of this study: 

1. Tomato 
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2. Watermelon 

3. Cantaloupe 

The selection is based on the following criteria: 

 The price being paid by the HVMs is substantially higher than the wholesale price. 

 The quantity demanded is consistently high throughout the year. 

 The crop is closely linked to the increasing demand by the tourism industry. 

 The crop has the potential to benefit from either import substitution or export to regional and 

extra regional markets. 

The following additional crops have potential for linkages with HVMs and should be considered in a 

longer duration study: Cabbage, lettuce, pumpkin, dasheen, sweet potato, yam, pawpaw, avocado, 

golden apple and mango.  
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7 Market Study for Dominica 

The Commonwealth of Dominica, located in the Eastern Caribbean, is the largest and most northerly 

of the Windward Islands. Known as “The Nature Island,” Dominica’s tropical rainforests cover two 

thirds of the island, and are home to 1,200 plant species. The island is sparsely populated with 72,255 

people inhabiting its 289 square miles. A significant portion of the population lives in and around the 

capital city of Roseau. Agriculture is a key contributor to GDP (11% in 2012 and 12.27% in 2013). 

The agricultural sector in Dominica is managed by the Ministry of Agriculture & Fisheries and has a 

mission to enhance food security, growth and development of the agricultural sector through the 

sustainable utilization of human, natural and other resources. The current developmental objectives of 

the sector are as follows: 

1. Promote sustainable growth and development of the sector 

2. Enhance the enabling environment for investment in agriculture 

3. Encourage sustainable use of natural resources 

4. Improve food security 

The sector has been facing challenges with the loss of the preferential European Union markets for 

bananas.  

 

7.1 The Agricultural Marketing Network Dominica  

Surveys were conducted amongst supermarkets, hotels, exporters, processors and hucksters buyer 

segments. The research revealed that the main crops purchased by these buyer segments are dasheen, 

pineapple, plantain, tannia, yam, green banana and sweet potato. Ginger and passionfruit has been 

reported to be increasing in recent times. These commodities are purchased by supermarkets on a 

weekly basis without any contractual arrangements (they are done on a first come first serve basis). 

The hucksters have weekly transactions with farmers where collection is done either at farm gate or 

delivered to hucksters. The produce is sorted and graded and then exported to other Caribbean 

countries. 

There is also a large retail market managed by DEXIA, located in Roseau which operates from 

Thursday 4:00 p.m. to Sunday afternoon. Irish potato cultivation, a PROPEL organised project is 

being done by several farmers on trial basis, which appears to be showing positive results in terms of 

quality and productivity.  

The Intercropping system is widely done in the open field production. Several greenhouses were also 

observed throughout the farming community, producing commodities such as squash, tomatoes, 

cucumbers, onions, kale, carrots, cantaloupe, and lettuce.  
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7.2 Agricultural Stakeholder Analysis Dominica  

During the survey the main institutions in the agricultural sector identified were:- 

1. Division of Agriculture, Ministry of Agriculture and Forestry 

2. Dominica Export Import Agency (DEXIA) 

3. Dominica Bureau of Standards (DBOS) 

4. Dominica Huckster Association (1995) Limited 

 

1. The Division of Agriculture, Ministry of Agriculture and Forestry. A meeting was held with 

Mr. Harold Guiste, Permanent Secretary, Ministry of Agriculture and Forestry who gave an 

overview of the ministry and its processes. The Division of Agriculture is headed by the Ricky 

E. Brumant, Director of Agriculture. Dominica is divided into seven (7) agricultural regions.  

A major project currently being undertaken by the Plant Protection and Quarantine Unit of the 

Ministry of Agriculture is the development of standards on Pesticide Residual Level which has 

become a requirement to participate in trade locally, regionally and internationally. 

2. The Dominica Export Import Agency (DEXIA) is a public sector institution. DEXIA was 

created in 1986 to spearhead the development of Dominica’s export of agricultural and agro-

processed products and functions as a Trade Promotions Agency. DEXIA operates as a 

Government Statutory Body attached to the Ministry of Trade, Labour, Consumer and Diaspora 

Affairs. In addition to exports, DEXIA is the sole importer of bulk rice and sugar and is the 

Authority for the Roseau Market. They have also constructed two large scale pack houses in 

Roseau and Portsmouth, which are to be converted to wholesale market operations at specific 

times. These are not yet equipped should be operational by the end of 2015.  

DEXIA exports to different regions such as the United States, United Kingdom, Canada and the 

Caribbean Region. The Caribbean Region is Dominica's largest market where almost every 

commodity can be sold. Small traders called "hucksters" make weekly voyages to sell fresh 

produce to countries such as Guadeloupe, Martinique, St. Maarten, Anguilla, Antigua, St. Kitts 

and St Thomas.  

Currently DEXIA exports large volumes of Hot Pepper and Dasheen to buyers within the 

Miami, Florida market. These markets require large volumes of quality products and DEXIA 

satisfies that demand by ensuring that only products of the highest quality are shipped. This is 

achieved by a team of well-trained workers who observe all food safety (HACCP) and 

International Standards Organization (ISO) requirements. 
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3. The Dominica Agricultural Producers and Exporters Ltd (DAPEX) is a private company 

with approximately 300 shareholders of which the majority are farmers. DAPEX exports 

bananas, ginger, limes, passion fruit and plantains to St. Kitts, St. Thomas, Tortola, Trinidad 

and Barbados. Banana is the main commodity and is currently exported by containerised boats 

to Trinidad.  Prior to the recent damage of the airport, exported approximately 2,500 kg 

dasheen to Miami fortnightly via Amerijet airline (the client paid the freight cost). 

Previously they exported plantain and dasheen to the UK but the demand was not sustainable. 

They also have exported yam, passion fruit, pineapple, citrus and plantains to Barbados every 

fortnight via a containerised boat (Tropical Shipping) but the boat travelled to other islands 

north of Dominica and then to Barbados. Although refrigeration was utilised, spoilage still 

occurred with the passion fruit ripening. Also, due to FAS charges at the Barbados port, this 

line of our business was terminated.  They have suffered losses when exporting via schooners 

due to spoilage; from other heavy boxes being placed on top of fresh produce; and also from 

theft. Losses due to theft are common when exporting via the schooners. DAPEX loses an 

average of 2 boxes each week.  Due to adverse weather conditions, schooners often leave a few 

days late and some of the fresh produce deteriorates. 

 

4. The Dominica Bureau of Standards (DBOS) is the National Standards Body which is a 

statutory body under the aegis of the Ministry of Trade, Industry, Consumer and Diaspora 

Affairs. One of the initiatives is the development and implementation of the National Farm 

Certification Programme based on Dominica Good Agricultural Practices (DOM-GAP), which 

will be benchmarked against Global-GAP. This will allow for the certification of fresh produce 

consumed locally and exported to the regional and international markets.  

5. The Dominica Hucksters Association (1995) Limited (DHA) was registered in 1984 as a 

Friendly Society and in 1995 as a Company Limited by guarantee. The association’s 

membership comprises approximately 100 – 120 members who are referred to as hucksters. The 

principal objectives of the DHA are the provision of services and activities geared towards the 

social, educational and economic advancement of its members. They also strive to provide 

quality customer service. Services provided by the DHA are as follows: Training of (hucksters) 

in exporting fresh produce, export document preparation, market research for entering regional 

and international markets, trouble-shooting of market related problems, visa application 

assistance and loan application assistance. Services also include the purchasing and selling of 

adequate packing material for exports (e.g. boxes). Main commodities exported by the DHA are 

banana, plantain, sweet potato, dasheen, tannia, pineapple and passion fruit. 
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7.3 Selected Buyer Profiles in the Dominica  

Jamaal Francis – Local Purchasing Astaphans Supermarket  

 Astaphans buys directly from the farmers 90% of its fresh produce which is delivered to the 

supermarket. 

 The company does not offer a contract to its farmers and pays on cash on delivery terms. 

 The 3 main factors that influence the company’s purchasing decision are quality of produce, 

prices and payment terms 

 The supermarket purchases tomatoes, sweet peppers, cabbage, seasoning peppers, lettuce, sweet 

potatoes, dasheen and fruit such as banana, orange, grapefruit and watermelons. 

 The company indicated that it would be interested in linking directly with more farmers in their 

value chain.  

 The company indicated that the main problems experienced with farmers included variance in 

quality, items that are not graded and the high prices that are sometimes asked by farmers.  

Mathilda Dejean- Store Manager Fine Foods INC 

 Fine Foods INC purchases 80% of its fresh produce from local farmers. The produce is delivered 

to their business in bulk and graded forms. 

 The company does not offer any fixed contract to farmers and has cash on delivery terms. 

 The company has changed 30 suppliers in the last 24 months because of the high volume of fresh 

produce that they need for their operations and inconsistent supply by farmers. 

Huckster Taking Fresh Produce to Plant Quarantine 

Department in Dominica for Clearance 
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 The company indicated that the 2 main factors that influence their purchasing decision are quality 

of produce and prices. 

 The company purchases tomatoes, cabbage, pumpkin, melon-gene, christophene, cucumber, 

lettuce, thyme, sweet potatoes, dasheen, pineapple, limes, pawpaw, banana, oranges, mangoes and 

grapefruit on a weekly basis.  

 The company indicated that they would be interested in purchasing Irish Potatoes (50 kg) on a 

weekly basis during the months of March-June.  

 The challenges experienced when dealing with farmers include high prices for produce, items not 

properly graded, no wholesale prices and late or non-delivery of items by farmers.  

Adrien Bannis President- Believers Multi-Purpose Society Limited of Dominica 

 This company was formed in 2007 and is currently involved in adding value to coconuts through 

processing. Its main product is the Rapha Virgin Coconut Oil. The BMC has the support of the 

Cooperative Division and the Global Environment Facility Small Grants Programme.  

 BMC purchases 100% of its supplies from the farmers. 

 The coconuts are either delivered to their business or are collected from the farm gate in bulk 

form. 

 BMC does not offer a contract to suppliers and prefers a cash-on-delivery system for payment. 

 BMC does not offer a fixed price when purchasing, but evaluates the size and quality of the 

coconuts. 

 The main factors influencing the purchase decision are process, consistency of supplies, quality 

and prices.  

 BMC purchases 5,000 Kg of dried coconuts on a weekly basis. 

 BMC is receptive to developing linkages with the farmers since the availability pool will be 

wider.  

 The challenges experienced when dealing with farmers include low quality, storage/packaging 

issues on the side of the farmer and lack of timely information on the supply of dry coconuts.  

Marvlyn James –General Manager Fort Young Hotel (largest hotel in Dominica) 

 The hotel sources its fresh produce from Wholesalers and Farmers.  

 It is estimated that 65% of the fresh produce purchased are sourced locally. 

 The fresh produce is delivered to the hotel in bulk and is packaged, graded and labelled. 

 The hotel does not offer a contract to farmers and pays cash on delivery. 

 The hotel does not offer a fixed price for the fresh produce but determines the price based on the 

quality of the items and demand and supply.  
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 The main factors influencing the purchasing decision are quality of produce, consistency of 

supplies and prices.  

 The fresh produce purchased by the hotel includes tomato, red and green sweet pepper, green and 

white cabbage, seasoning pepper, cucumber, lettuce, thyme, yam, sweet potatoes, dasheen, 

pineapple, pawpaw, watermelon, guava, golden apple and mangoes.  

 The hotel is willing to link directly with more farmers since it will allow them to source a wider 

variety of fresh produce products.  

 The challenges experienced when dealing with farmers include low quality of fresh produce and 

high prices.  

 There is little government assistance for the farmers.  

Dareson Robin- Huckster 

 Mr. Robin exports to Antigua on a weekly basis and buys directly from farmers. 

 The farmers deliver their produce to Mr. Robin and they are paid cash on delivery. 

 Mr. Robin sources his supplies from 12 farmers currently and is interested in expanding his 

supplier network. 

 He does not offer a fixed price but looks at the retail market prices and visits the farmers at their 

farms to make orders. Only root crops are purchased for export. 

 The factors that determine his purchasing decision are prices, payment terms and quality of the 

produce. The challenges experienced when dealing with farmers include high prices, non-grading 

of product and late arrival of produce which impacts shipping schedules. 

 

7.4 Buyer Segment Analysis: Dominica 

 

 

 

 

Hotels Supermarkets Dominica Export 

Import Agency 
(DEXIA) 

 

Restaurants Hucksters Market Vendors 

& Roadside 

Vendors 

Agro 

Processors 

Figure 4: Main Buyers of Fresh Produce in Dominica  
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Table 10: Overview of Buyer Segments in Dominica  

Buyer 

Segment 

Source of Fresh 

Produce 

Purchasing 

Criteria  

Payment 

Terms 

Comments 

Hotel Buyer Segment 

Fort Young 

Hotel  

Farmer = 55% 

 

Imported= 45% 

 

 

 

 

 

 

 

1
st
 quality of 

produce  

2
nd

 consistency 

of supplies 

3
rd

 prices 

4
th
 delivery to 

outlet 

Cash on 

delivery or 

7 day credit 

terms  

depending 

on amount 

of money 

This is the largest hotel in 

Dominica and is located in 

Roseau. Today the hotel is a 

landmark and is frequented by 

business and leisure travellers. 

The main challenges the hotel 

has in purchasing from farmers 

are inconsistent supply, high 

prices and no grading systems.  

 

Supermarkets 

HHV 

Whitchurch & 

Company 

Limited  

Local farmers = 

90% 

Import = 10% 

1st quality of 

produce  

2
nd

 consistency 

of supplies  

3
rd

 prices  

4
th
 delivery to 

outlet  

Cash on 

delivery or 

credit 

period of 1 

week to 2 

weeks 

depending 

on value. 

This company was established 

in 1910 but has now expanded 

its product lines to include 

supermarkets and insurance 

service. There is an IGA 

Supercentre under the brand 

that opened in 1975 and the 

supercentre has the country’s 

only instore deli and bakery 

which opened in 1996.. The 

supercentre offers local, 

regional and international 

products and has a shopper’s 

loyalty card programme.  

Fine Foods 

INC 

Local farmers=80% 

Imported =20% 

Cash on 

Delivery  

1
st
 quality 

2
nd

 prices 

3
rd

 

payment 

terms 

4
th
 grading  

Fine Foods Inc was established 

in 2007 and is part of a 

privately owned group of 

companies in Dominica.This 

group also has expanded in the 

franchise restaurant space with 

KFCand Pizza Hut. The 

Supermarket franchise of Save 

–a Lot was introduced in 

Dominica by Fine Foods INC 

in 2010.  

Astaphans Local farmers=80% 

Imported =20% 

Cash on 

Delivery  

1
st
 quality 

of produce 

2
nd

 prices 

3
rd

 

payment 

terms 

4
th
 

consistency 

of supplies  

 

Astaphans started as a small 

retail business in 1933 and has 

now expanded in retail, 

wholesale and distributors. 

Astaphans operates a 

Supercentre of 60,000sqft in 

Roseau offering a wide range 

of groceries , clothing etc.  
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Exporters 

 

Gordon Dodds  Local Farmers = 

100% 

1st Prices  

2
nd

 quality of  

3
rd

 consistency 

of supplies  

4
th
 delivery to 

outlet  

Cash on 

Delivery 

Gordon operates in the area of 

Westley. He buys 100% of his 

produce from local farmers but 

indicated that farmers 

sometimes do not keep their 

supply promises and there is a 

lack of standard prices. He 

buys items on a weekly basis 

for exports such as 

tania(250kg)dry 

coconuts,dasheen(1000kg), 

plantain (3200kg) banana 

(4000kg),oranges(600kg ) and 

grapefruit(600kg). 

He is interested in further 

linking with farmers because he 

believes this will help him to 

improve his supply and level of 

trade to other countries.  

 

Divine Farm & 

Food  

Local Farmers = 

100% 

1
st
 quality of 

produce 

2
nd

 prices  

3
rd

 consistency 

of supplies  

Cash on 

delivery or 

a 7 day 

credit term  

This organization purchases 

from local farmers on a weekly 

basis and operates from 

Marigot.They purchase for 

export 3000kg of 

plantain,200kg of 

melogene,350kg of 

cucumber,200 bundles of 

patchoi,250kg of yam,600kg of 

sweet potatoes and 400kg of 

dasheen.  

 

 

Agro-processor / Exporter 

 

Believers 

Multi-Purpose 

Cooperative 

Society 

Limited – 

Rapha Virgin 

Coconut Oil 

Local Farmers = 

100% 

1
st
 prices 

2
nd

 consistency 

of supplies 

3
rd

 quality of 

produce 

4
th
 payment 

terms  

 

 

 

 

 

 

 

Cash on 

Delivery  

BMC is an agro-processor / 

exporter which utilizes 5,000 

dry coconuts per week to make 

their Virgin coconut oil. The 

dry coconuts are purchased 

from farmers @ EC$1.10 per 

kg.  
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Bannis Farm 

Products 

Local Farmers = 

100% 

1st prices  

2
nd

 quality of 

produce  

3
rd

 price 

payment terms 

4
th
 consistency 

of supplies 

Cash at 

delivery to 

farmers. 

Apart from manufacturing the 

Ralpha Virgin Coconut Oil, 

Bannis purchases items on a 

weekly basis from local 

farmers for exports. Weekly 

purchases include 150 kg of 

plantain, 60kg of breadfruit, 

30kg of sweet potatoes and 

150kg of banana. He is 

interested in establishing 

stronger linkages with farmers 

and he hopes that one outcome 

of the PROPEL project would 

be lower prices from farmers. 

He also mentioned that his 

main problems in dealing with 

farmers include the quality of 

produce, late delivery and no 

credit terms are available. 

 

Dominica 

Export Import 

Agency 

(DEXIA) 

100% Fresh 

produce from local 

farmers 

1
st
 quality of 

produce 

2
nd

 prices  

3
rd

 consistency 

of supplies 

 DEXIA is a State owned 

organisation which buys from 

farmers and exports large 

volumes of hot peppers and 

dasheen to Miami. The farmers 

are given written contracts. 

Farmers are paid EC$1.98 /kg 

for dasheen and 2.20 / kg for 

hot pepper. DEXIA supplies 

farmers with hot pepper 

nurseries. DEXIA also collects 

at farm gate.  
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Table 11: Dominica - Comparison of Average Price Per Kg ($EC) Paid by Buyer Segments for Fresh 

Produce  

Fresh Produce Hotels 

 

 

Supermarkets 

 

 

Huckster 

Tomato  8.60 7.70 N/A 

Lettuce 8.80 7.70 N/A 

Cucumber 4.40 3.74 N/A 

Cabbage 3.30 5.50 N/A 

Sweet Pepper 8.80 8.80 N/A 

Christophene N/A 3.30 N/A 

Seasoning Pepper 6.60 8.80 N/A 

Pumpkin 2.20 3.30 N/A 

Sweet Potato 5.50 4.40 4.40 

Dasheen 4.40 5.50 3.30 

Yam  4.40 N/A 2.30 

Tannia N/A N/A 5.00 

Cassava N/A N/A N/A 

Eddoes N/A N/A N/A 

Chive  N/A N/A N/A 

Hot peppers N/A N/A N/A 

Ginger N/A N/A N/A 

Ripe Bananas 2.31 2.44 2.00 

Watermelon 4.40 3.85 N/A 

Pawpaw 3.30 3.30 N/A 

Cantaloupe 4.40 N/A N/A 

Pineapple 3.85 4.40 3.25 

Mangoes : Julie 1.10 N/A  

Mangoes : Graham N/A N/A  

Mangoes : Other 

Varieties 

N/A N/A  

Soursop N/A N/A 1.50 

Sapodilla N/A N/A 2.20 

Plums N/A N/A N/A 

Passion Fruit N/A N/A 1.50 

Limes N/A N/A N/A 

Orange : Sweet N/A N/A 1.32 

Grapefruit N/A N/A 1.32 

Ripe Plantain N/A N/A 2.20 

Green Plantain N/A N/A N/A 

Green Bananas N/A 1.10 N/A 

Avocado N/A N/A N/A 

Dry Coconut N/A N/A 1.20 

Breadfruit N/A N/A N/A 
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The following table shows the quantity / volume purchased by each buyer segment based on the 

primary research undertaken for this market study. In order for this comparison to be useful, one large 

buyer is taken from each segment and represented in the table.  

Table 12: Dominica - Comparison of Quantities (Kg) Purchased Annually by Buyer Segments for Fresh 

Produce (weekly demand by 52 weeks) 

Fresh Produce Hotel 

Fort Young 

Hotel 

 

Supermarket 

Fine Foods Inc. 

 

 

Huckster 

Tomato  2,364 2,600 Minimal 

Lettuce 1,200 3,120 Minimal 

Cucumber 3,545 2,800 Minimal 

Cabbage 2,430 2,740 Minimal 

Sweet Pepper 2,122 2,080 Minimal 

Christophene N/A 1,040 Minimal 

Seasoning Pepper 591 3,120 Minimal 

Pumpkin 3,727 3,900 Minimal 

Sweet Potato 1,182 2,080 22,000 

Dasheen 2.364 5,200 51,000 

Yam  2,110 N/A 220,000 

Tannia Minimal Moderate 13,000 

Cassava Minimal Minimal N/A 

Eddoes Minimal Minimal N/A 

Chive  Minimal Moderate N/A 

Hot peppers Minimal Minimal N/A 

Ginger Minimal Moderate N/A 

Ripe Bananas 3,545 4,100 208,000 

Watermelon 1,418 3,872 N/A 

Pawpaw 1,773 3,924 N/A 

Cantaloupe N/A N/A N/A 

Pineapple 3472 2,600 2,840 

Mangoes : Julie 2,120 Moderate Moderate 

Mangoes : Graham N/A Minimal Moderate 

Mangoes : Other 

Varieties 

N/A Moderate Moderate 

Soursop N/A Minimal 1.50 

Sapodilla N/A Minimal 2.20 

Plums N/A Minimal N/A 

Passion Fruit Moderate Minimal 12,480 

Limes Moderate 1,974 N/A 

Orange : Sweet Moderate Moderate 9,600 

Grapefruit Moderate Moderate 9,600 

Ripe Plantain 1,780 2,920 166,400 

Green Plantain Moderate 1,160 Moderate 

Green Bananas 1,240 1,590 N/A 

Avocado Moderate Moderate Moderate 

Dry Coconut Minimal Moderate 32,240 

Breadfruit Minimal Moderate minimal 
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 Hotel Buyer Segment: Visitors to Dominica spent a total on $343 million in 2014 and there were 

approximately 82,000 stay over visitors according to the Minister of Tourism. There are less than 

20 established hotels in Dominica. However, farmers obtain a comparatively high price (refer to 

Chart 7 below) for their fresh produce when selling to hotels.  

 Supermarket Buyer Segment: Supermarkets also pay above wholesale prices for fresh produce 

and buy comparatively large volumes.  

 Restaurants: From observation the restaurants in Dominica are generally small and use a fair 

amount of local fresh produce. However, from informal discussions it was found that they do not 

keep much inventory and buy a high amount of their fresh produce from the public vegetable 

markets and roadside vendors to facilitate their low inventory strategy. 

 DEXIA, the State owned agency that buys large quantities of dasheen and hot peppers from 

farmers and export extra regionally. However, DEXIA pays wholesale prices. 

 Huckster Buyer Segment: Hucksters in Dominica have an association and are more organised 

than in St. Vincent and Grenada. They pay a reasonable price (refer to Chart 7 below) to farmers, 

usually higher than the prevailing wholesale price as they also want to maintain long lasting 

relationships with farmers to sustain their business.    

 Agro-Processor Buyer Segment: This segment buys certain items of fresh produce in large 

quantities but at lower than wholesale prices. 

7.5 Fresh Produce With Strong Potential to Create Linkages with High Value Buyers 

Dominica has a small population which means that there is not much room for farmers to sell 

increased production on the local market. There will be a gradually greater demand for local fresh 

produce via hotels as a result of the island’s growing tourism, but the number of stay over tourists is 

still relatively low and not expected to increase substantially over the next 3 years.  

Chart 7: Price Paid by Buyer Segment in Dominica 
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The question therefore is which buyers should farmers target?  The primary research undertaken for 

this project revealed that hucksters in Dominica who export to Martinique, Guadeloupe, Antigua, St. 

Kitts and Tortuga (islands to the north except Martinique) pay farmers higher than wholesale prices 

for dasheen, sweet potato, plantains, pineapples, pawpaw and watermelon. These islands are strong 

tourist destinations and it is strongly anticipated that as tourism continues to grow in these islands 

there will be greater demand for the commodities mentioned.  There is also an opportunity to reach 

out to new markets in the south especially St. Lucia and Barbados which are not far away (refer to 

map on page 8). These are strong tourism destinations and will need a substantially greater supply of 

fresh produce to cater for their growing tourism sector. However, reaching out to these markets may 

require influencing owners of schooners to offer a service to those islands. Currently trade with these 

islands are facilitated by containerized boats. Containerized shipping is too costly for small exporters. 

Dominica has a good reputation for producing root crops and both dasheen and sweet potato have 

high demand by the tourism sector. A fair amount of pineapple is also grown in Dominica and the 

research findings reveal that there is high demand for this commodity by the tourism sector. 

Therefore based on the foregoing analysis the crops recommended for phase 3 of this study are: 

 Dasheen  

 Sweet Potato; and  

 Pineapple. 

 

 

8 Summary of Selected Crops  
 

The following table summarizes the specific crops recommended for each country: 

Table 13: Summary of Recommended Crops by OECS Country 

Country Recommended Fresh Produce 

St. Vincent & The 

Grenadines 

Tomato, Lettuce & Watermelon 

St. Lucia Tomato, Dasheen, Watermelon 

Dominica Dasheen, Sweet Potato & 

Pineapple 

Grenada Tomato, Watermelon & 

Cantaloupe 
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9 SUPPLEMENTARY REPORT FOR DEMAND BY HVMS 

9.1 Supplementary Report Introduction  

This supplementary report was developed based on areas of feedback and queries from the PROPEL 

team that were received upon submission of the foregoing report on Demand by HVMs.  The 

consultancy team decided to undertake a further level of primary research and analyses. Additional 

interviews were conducted by phone with the Dominica Agricultural Producers and Exporters Ltd 

(DAPEX), The Dominica Hucksters Association, two established hucksters from Dominica and a 

market vendor from Trinidad, who sells produce imported from St. Vincent. 

 The primary research undertaken for this market study in the OECS revealed that the market 

channels which facilitate export trade currently provide low value opportunities for farmers. The main 

facilitators of the export trade are the hucksters and they are the ones who profit most from this 

activity. Apart from exporting the fresh produce at a profit, the hucksters use their proceeds of sale 

and purchase household items from the importing country and sell back in their country at a profit.  

In order for PROPEL to improve the viability of the export trade of fresh produce for farmers within 

the OECS it will have to disrupt the current low value marketing channels by developing new export 

channels. The focus of these channels can be forming new strategic alliances with HVMs such as the 

hotels and other stakeholders in the tourism industry. For example, Sandals hotels operate in St. 

Lucia, Grenada, Barbados and Jamaica. 

Another avenue for achieving this goal is by forming an alliance with the Massy Group which is a 

conglomerate based in Trinidad & Tobago. It has the largest market share of the supermarket 

business in the English Speaking Caribbean and is now entering Guyana. Its current ownership 

structure is as follows: 

 Trinidad & Tobago – There are eighteen (18) Massy Stores (formerly Hi-Lo Supermarket) 

throughout the country.  Massy Stores have the largest market share of the supermarket business 

in Trinidad & Tobago including the retail of fresh produce. 

  St. Lucia – Massy Group is the largest shareholder of Consolidated Foods Limited (CFL) which 

has 9 large retail supermarkets (each known as Super J) and one membership type supermarket in 

St. Lucia. CFL has approximately 70% market share of the supermarket business in St. Lucia. 

CFL is also the largest buyer and retailer of fresh produce on the island. 



66 

 

  SVG– CFL also owns three (3) large supermarkets in St. Vincent &The Grenadines. CFL has the 

2
nd

 largest supermarket chain and market share in St. Vincent &The Grenadines including the 

retail of fresh produce. 

 Barbados – Massy Stores have the largest share of the supermarket business in Barbados. 

 Guyana – The Massy Group is opening two (2) large supermarkets in Guyana. 

 Massy Distribution operates in Jamaica. 

 

At present the Massy Stores in each country have their own management system but this is gradually 

changing as the Massy Group is integrating the Massy Stores in all the countries under a centralised 

management and operating system. This strategy is currently being developed as confirmed by 

Consolidated Foods Limited. The Massy Group also has a distribution business line and in St. Lucia 

for example, they distribute to other supermarkets. 

 

From the primary research, some of the challenges identified in exporting are as follows:  

 Unavailability of low cost transportation to some destinations. The low cost transportation is 

currently provided by schooners but schooners do not operate on several routes such as 

between Dominica and Barbados.  This limits the expansion and development of exporting 

within the region.  

 Schooners do not have refrigeration and therefore not suitable for highly perishable 

commodities such as tomato. The lack of refrigeration also impacts on the quality of the food 

value chain along the transportation lines.  

 Exporters complain that schooners are often over packed and losses are suffered when fresh 

produce such as pawpaw and watermelon get squeezed. 

 Exporters also complain of theft. The Dominica Agricultural Producers and Exporters Ltd 

(DAPEX) lose an average of two boxes every time they export via the schooner. 

 DAPEX also previously exported yam, passion fruit, pineapple, citrus and plantain to 

Barbados every fortnight via a containerised boat (Tropical Shipping) but terminated this line 

of their business because of the FAS charges for containerised boats at the Barbados port 

which were passed on to them. 
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9.2 St. Vincent & the Grenadines 

The following additional analyses have been undertaken for SVG to justify the crops selected for 

further investigation to create linkages with the HVMs. 

Table 14: Price Advantage of Selling to HVMs and Loss in Revenue when Selling to Exporters 

 
Fresh 

Produce 

Weekly 

Quantity 

Purchased By 

HVMs (Hotels, 

Supermarkets 

& Restaurants) 

Average 

Price Paid 

By HVMs 

EC$ / kg 

Weekly 

Quantity 

Purchased 

by Exporters 

(includes 

Hucksters) 

Average 

Price Paid 

by Exporters 

EC$ /kg 

Loss Suffered 

per Kg by 

Farmer when 

Selling to 

Exporters Versus 

Selling to 

HVMs   

Surplus Paid by 

HVMs Compared 

to All Other Buyers 

Surveyed (market 

vendors;  

agro processors & 

exporters) EC$ / kg 

Tomato 1,147 7.69 Nil N/A Minimal export 0.18 

Lettuce  1,756 7.39 Nil N/A Minimal export 0.22 

Cucumber 630 4.33 Nil N/A Minimal export 0.27 

Cabbage 970 5.48 Nil N/A Minimal export 0.1 

Sweet 

Pepper 

906 9.09 Nil N/A Minimal export 0.17 

Pumpkin 428 4.41 Minimal N/A Minimal export 0.22 

Sweet 

Potato 

230 4.35 170 1.35 3.00 0.58 

Dasheen 117 4.40 7,782 1.53 2.87 1.25 

Eddoes 184 4.06 868 1.65 2.41 0.80 

Yam 101 5.35 157 2.85 2.50 0.61 

Bananas 730 1.96 1,594 0.89 1.07 0.36 

Watermelon 267 5.34 Minimal N/A Minimal export 0.28 

Cantaloupe 50 6.38 Minimal N/A Minimal export N/A 

Pineapple 228 6.42 Minimal N/A Minimal export 1.01 

 

Price Analysis 

1. Table 1 which was derived from the survey data (see attached detailed survey data) demonstrates that 

farmers suffer an average loss in revenue of EC $3.00 per kg when a farmer sells sweet potato 

to an exporter / huckster as opposed to HVMs. Similarly, there is an average loss of revenue 

of EC$2.87, EC$2.41, EC$ 2.50 and EC$1.07 per kg respectively for dasheen, eddoes, yam 

and bananas when a farmer sells to an exporter compared to HVMs. This finding clearly 

reveals that the existing export market channels are not viable or just marginally viable for 

farmers. 

2. One of the main reasons why exporters in St. Vincent pay farmers low prices is because they 

export to low value buyers. Research revealed that the produce exported from St. Vincent 

goes to a company or individual in Trinidad who obtained an import license for purchasing 

the fresh produce. This importer then sells to distributors and market vendors on a wholesale 

basis. The distributor in turn sells to the country’s High Value Buyers (hotels, supermarkets & 
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restaurants).  There are too many intermediaries in the export process.  At each intermediary 

there is a price mark-up and the final price to the consumer has to be competitive in order to 

compete with the local farmers. 

3. One market vendor, (Indra Samaroo) who is well known in the Macoya Market in Trinidad 

for selling root crops from St. Vincent was recently interviewed to inform this analysis. She 

currently purchases dasheen, eddoes and plantains from an importer who imports from 

hucksters in St. Vincent. The price paid for dasheen and eddoes is TT $600.00 per bag 

(average weight per bag is 54.5 kg) which works out to TT $11.00 per kg or EC $4.47. This is 

slightly more than the price paid to farmers by HVMs in St. Vincent & the Grenadines. 

4. The hucksters still make a high overall profit when they sell fresh produce to Trinidad. They 

use their proceeds of sale to purchase household items such as processed food and toilet paper 

which are much cheaper in Trinidad compared to the other Caribbean islands due to 

Trinidad’s substantially lower foreign exchange rate and developed manufacturing sector. The 

hucksters sell these household items back in their country at a profit. The hucksters therefore 

make profit in two (2) ways and hence the existing marketing channels favour the hucksters 

and not the farmers. 

5. The hucksters who sell to Barbados obtain a higher price for their fresh produce because of 

Barbados higher foreign exchange rate. However, the cost of household items in Barbados is 

high and therefore the hucksters have limited opportunities to use their proceeds of sale to 

purchase items in Barbados to resell in their country at a profit. Nevertheless, exporting to 

Barbados is still profitable for the hucksters. 

 

Quantity Analysis 

With reference to the aforementioned Table 1, the commodities with strong quantity demand by the 

HVMs are lettuce and tomato. 
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Import Analysis 

Table 15: Fresh Produce Imported by SVG  

Fresh Produce 

Imported 

 

2013 (kg) 2014 (Kg) 

Average Annual 

Import (Kg) 

 

Surplus in EC$  

Per Kg Paid By 

HVMs 

Cabbage 85,838 82,357 84,098 0.1 

Lettuce 65,476 54,691 60,084 0.22 

Pineapple 7,593 10,706 9,149 1.01 

Sweet peppers 29,656 33,420 31,538 0.17 

Tomatoes 64.981 31,667 48,324 0.18 

Melons 37,066 38,434 37,750 N/A 

Watermelons 0 0 0 0.28 

(Source: International Trade Centre) 

 

All of the commodities in Table 2 offer excellent market opportunities for farmers through import 

substitution except watermelon. However, it must be noted that the commodities in highest demand 

by the HVMs are lettuce and tomato (refer to Table 1).  

 

Qualitative Analysis 

The qualitative factors are as follows: 

 Cabbage was ruled out because the price of imported cabbage is lower throughout the year than 

locally produced cabbage. This was confirmed by CK Greaves & Co Ltd. which is the biggest 

buyer of fresh produce in St. Vincent.  

 Sweet pepper was not included because the research revealed that there is a high preference for 

imported sweet pepper by HVMs due to better quality. Local farmers also avoid growing the red 

and yellow varieties. 

 The root crops were not shortlisted because the demand by the HVMs in St. Vincent is fairly low 

and although these crops have excellent export potential the prices paid to the farmers by the 

hucksters are considerably low when compared to the prices paid by the HVMs.  

 Pineapple was also not shortlisted because there is currently a preference for imported pineapples 

in SVG due to lack of consistent quality (especially size and shape) for locally produced 

pineapple. This was confirmed by HVMs interviewed. 
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 Cucumber has moderate demand by the HVMs and therefore has potential.   

 Banana has good potential but a linkage is developing with Winfresh – St. Lucia for export to 

Europe under the Fair Price System for which farmers receive a competitive price. This 

commodity has a history of State intervention. Winfresh is a State organisation owned by the 

Governments of St. Vincent & the Grenadines, Grenada, St. Lucia and Dominica. 

 

Selected Crops 

The following commodities are recommended: 

Tomato and lettuce are currently seen as the two (2) obvious commodities to create linkages with 

High Value Buyers.  

1. Tomato: Has a strong demand and a high price for most of the year except for a short period 

in the dry season when there is a glut in the market.  The foregoing price, quantity and import 

analyses support tomato as a high value crop. As the tourism industry rebounds in St. Vincent 

& the Grenadines, the demand for slicing tomato will increase. According to the World Travel 

& Tourism Council (2015), tourism is improving in the Caribbean and is forecast to continue 

to grow until 2025. There has been a 9.8% increase in stayover visitors so far for 2015 in St. 

Vincent & The Grenadines.  

2. Lettuce: There is also a high demand and price for lettuce in SVG throughout the year to the 

extent that the largest supermarket in the country has offered contracts to farmers as a way of 

trying to ensure a consistent supply for its internal sales and also for distribution. Subway has 

also offered contracts to farmers for growing lettuce.  

3. Melons: In terms of fruit, watermelon has a high consumption among the HVMs in SVG and 

they pay a surplus price of EC$0.28 per kilogram compared to other Buyer segments (refer to 

Table 1). However, the import data (Table 2) showed high demand for Melons which would 

also include cantaloupe & honeydew. Although cantaloupe and honeydew melons were not 

captured much in the survey undertaken these commodities are well known universally to be 

highly utilized by hotels. On this basis further investigation is recommended for watermelon, 

cantaloupe and honeydew melon. 
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9.3 St. Lucia 

The primary research undertaken with the Ministry of Agriculture and other institutional stakeholders 

in St. Lucia revealed the following information which forms a context for subsequent 

recommendations: 

 St. Lucia does not produce adequate vegetables, root crops and fruit to export. In fact the 

island imports a substantial amount of these commodities. 

 The only fresh produce which St. Lucia exports in substantial quantities is banana. 

 Tourism is the leading economic sector in Saint Lucia, contributing an estimated 10% of GDP 

and the island's main source of foreign exchange earnings. The tourism industry has been 

recovering with stay over visitors increasing by 3.9% in 2013 to 318, 626 and a further 

increase of 6% in 2014. 

 The tourist season begins in November and continues until April. During this period, the 

population of the island increases greatly, increasing demand for lodging and food. 

 St. Lucia has a population of 183,486 persons which is substantially greater than the other 

islands in this study.  

 

Findings from Survey of Buyer Segments  

From the below Table 16, HVMs have a high demand for tomato, cabbage, bananas, watermelon, 

pawpaw and sweet potato.  In order to determine which commodities could be easily absorbed in the 

market, the following import analysis was undertaken based on import data provided by Consolidated 

Foods Limited 
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Table 16: Demand by HVMs (Quantity & Price) and Surplus Paid by HVMs 

Fresh Produce 

Total  Weekly 
Quantity 

Purchased By 
All Buyer 
Segments 

Average 
price of all 

Buyer 
Segments 

Average price 
of HVMs 
(Hotel, 

Supermarket 
& Restaurant) 

Surplus Per Kg 
paid by HVMs  
Compared to 
Other Buyers 

Quantity 
(Weekly) 

Purchased 
by HVMs 

Kg EC$ EC$ EC$ Kg 

Tomato  6,959 $8.60 $8.82 $0.22 6,662 

Lettuce 3,026 $7.84 $8.22 $0.38 1,824 

Cucumber 2,987 $3.79 $3.97 $0.18 2,814 

Cabbage 8,992 $4.36 $4.48 $0.12 4,678 

Sweet Pepper 3,100 $10.27 $10.59 $0.32 2,742 

Pumpkin 2,571 $3.75 $3.92 $0.17 2,163 

Sweet Potato 3,067 $4.41 $4.70 $0.29 2,616 

Dasheen 2,969 $4.05 $4.31 $0.27 2,502 

Yam  2,929 $5.87 $5.86 -$0.01 2,542 

Ripe Bananas 4,300 $2.09 $2.33 $0.24 4,059 

Watermelon 5,631 $3.92 $4.37 $0.46 4,677 

Pawpaw 7,079 $3.79 $4.21 $0.42 6,644 

Cantaloupe 830 $5.20 $5.31 $0.11 830 

Pineapple 3,520 $5.25 $5.85 $0.60 2,585 

Passion Fruit 2,561 $4.04 $4.36 $0.32 1,609 

Ripe Plantain 2,846 $2.71 $3.34 $0.62 1,641 

Green Plantain 2,980 $2.69 $3.00 $0.31 2,412 

 

Fresh Produce Imported By Consolidated Foods Limited 

Table 17: Fresh Produce Imported by CFL Limited  

 

2013 2014 
 

 
KG KG 

 

Item  2013 2014 
Avg. Cost 

(EC$) 

Tomato  14364 47234  $      9.96  

Iceberg Lettuce  47234 29391  $      4.96  

Romaine Lettuce  29391 14332  $      7.96  

Sweet Pepper  14332 22734 $      7.37  

Pineapple  22734 62056  $      6.20  

Watermelon  62056 165489 $      4.81  

Cabbage Green  165489 180432  $      3.93  
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Statistics (Table 17 above) provided by Consolidated Foods Limited, which has a 70% share of the 

supermarket sub sector for fresh produce, shows that the company imports a high quantity of tomato, 

pineapple, watermelon and cabbage.  

Table 18 below provides an analysis to demonstrate the commodities with strong potential for linkage 

with HVMs.  This Table has purchases by the HVMs, quantity imported (this shows that there is 

demand for additional cultivation of these commodities) and the surplus per kilogram paid by the 

HVMs.  Quantities of fresh produce purchased by the hotels and supermarkets were sourced from the 

Ministry of Agriculture. 

 

Table 18: High Value Commodities in St. Lucia and their Potential for Further Development 

Commodity 
 

Hotel 
Purchases 

(kg) for 
2013  

Supermarket 
Purchases 

(kg) for 2013  

Total 
Demand(Kg)  

by 
supermarkets 
& hotels for 

2013  

Imports (kg)  
by Consolidated 

Foods Ltd.  
in 2014 (Shows 
opportunity for 

Increased 
Production)   

Surplus $EC 
per kg Paid 
by HVMs 
(Survey 

data)  

Cabbage 9,580 53,419 62,999 180432 0.12 

Cucumber 52,763 226,209 278,972 Nil 0.18 

Local Lettuce 18,408 93,732 112,140 Nil 0.38 

Lettuce mixed 7,887 Not Available 7,887 47,723 N/A 

Sweet Peppers 19,157 24,708 43,865 22734 0.32 

Tomatoes 67,056 97,376 164,432 47234 0.22 

Cantaloupes 26,051 13,126 39,177 Not available 0.11 

Honeydew 25,167 10,865 36,032 Not Available N/A 

Watermelons 67,611 78,549 146,160 165,489 0.46 

Pineapple 25,624 7,476 33,100 62,056 0.60 

Sweet Potato 74,335 136,553 210,888 Nil 0.29 

Dasheen 54.383 109,895 164,278 Nil 0.27 

Sources of Information: Ministry of Agriculture (Col 2 & 3); Consolidated Foods Ltd. (Col 5); Survey Data (Col 6).  

 

All of the commodities listed in Table 18 have good potential for further development in terms of 

demand by the HVMs.  
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Selected Crops 

Based on the foregoing analyses (quantity, price, surplus paid per kg for each commodity and import 

substitution opportunities) the following 3 commodities are recommended for further investigation 

with respect to linkages with HVMs: Tomato (vegetable); Sweet Potato (root crop) and 

watermelon including honeydew melon (fruit).  

The tourism industry in St. Lucia is currently on a growth path and as it continues to grow, the 

demand for these commodities will also increase substantially. 

 

9.4 Grenada 

A recap of the key background information from the previous detailed report is as follows: 

 Grenada has a population of 107,663 persons.  

 Tourism is currently the island’s main source of foreign exchange earnings. There were 

133,521 stay-over visitors in 2014, an increase of 18.36% or 20,709 in real terms when 

compared to 2013. These stay-over arrivals added over $347M to the economy.  (source: 

Grenada Tourism Authority).   

 The island’s public debt to GDP is approximately 110% and there is a scarcity of foreign 

exchange for imported goods. 

 There are approximately 9,000 farmers in Grenada but most of the farming activities are 

small-scale and backyard gardening (source: Ministry Of Agriculture). 

 The High Value Buyers in the country are the hotels, supermarkets and restaurants. The 

Marketing Board and the Hucksters are big buyers but they pay farmers low prices (source: 

Ministry Of Agriculture). This information was also supported by the results of the primary 

survey. 

 There is high demand throughout the year for tomato, sweet pepper (Bell), lettuce, cabbage 

and cucumber. The demand for watermelons exceeds supply especially for honeydew melons. 

There is also high demand for avocado, citrus, mango (Julie & Ceylon) but these are seasonal 

crops (source: Ministry Of Agriculture). 

 Apart from soursop and nutmeg which are exported extra-regionally, the export of fresh 

produce from Grenada is undertaken by hucksters whose main export market is Trinidad. There are 

approximately 80 hucksters who export on a weekly basis items such as plantain, mango, sapodilla, 

soursop, dry coconut, avocado and breadfruit (some of these items are seasonal). They export much 
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smaller quantities than the hucksters from St. Vincent. However, they operate in a similar way by 

using their proceeds of sale to purchase processed food and household items in Trinidad to sell back 

in Grenada at a profit.  

The following Table 6 (extracted from the attached detailed survey data) provides an analysis to 

demonstrate the commodities with strong potential for linkage with HVMs.  The Table also 

demonstrates the substantial loss in revenue suffered by farmers who sell to other segments of the 

market including hucksters / exporters. For example, there is a loss in revenue of EC$1.01 per kg for 

dasheen and EC$1.10 per kg for sweet potato. 

Table 19: High Value Commodities in Grenada and Their Potential for Further Development 

Fresh Produce 

Total 

Weekly 

Purchases 

by All 

Buyer 

Segments 

Average 

price per 

Kg of all 

Buyer 

Segments 

Average price 

of HVMs 

(Hotel, 

Supermarket 

& Restaurant) 

Surplus 

per Kg 

paid by 

HVMs   

Weekly 

Quantity 

Purchased 

by HVMs 

Average 

price per  

Kg Paid by 

Hucksters / 

Exporters  & 

Marketing 

Board 

Average Loss 

of Revenue per 

kg by Selling to 

Hucksters / 

Exporters  & 

Marketing 

Board 

Kg EC$ EC$ EC$ Kg EC$ EC$ 

Tomato 1553 $7.28 $7.46 $0.18 1,078 $6.40 -$0.88 

Lettuce 1091 $9.25 $9.33 $0.08 894 $8.80 -$0.45 

Cucumber 873 $4.15 $4.41 $0.26 660 $2.85 -$1.30 

Cabbage 1159 $5.48 $5.69 $0.21 793 $4.40 -$1.08 

Sweet 
Pepper 224 $9.81 $10.01 $0.20 224 $8.80 -$1.01 

Pumpkin 1404 $3.74 $4.22 $0.48 842 $1.32 -$2.42 

Sweet Potato 628 $5.50 $5.72 $0.22 391 $4.40 -$1.10 

Dasheen 694 $4.31 $4.51 $0.20 247 $3.30 -$1.01 

Yam  288 $4.40 $4.40 N/A 192 $4.40 $0.00 

Ripe Bananas 1214 $3.55 $3.90 $0.35 889 $1.80 -$1.75 

Watermelon 1388 $5.40 $5.70 $0.30 641 $3.86 -$1.54 

Pawpaw 648 $3.83 $4.13 $0.30 496 $2.64 -$1.19 

Cantaloupe 531 $7.06 $7.59 $0.53 351 $4.40 -$2.66 

Pineapple 144 $9.46 $9.46 N/A 144 N/A N/A 

Mangoes  991 $3.08 $4.03 $0.95 263 $1.65 -$1.43 

Soursop 65 $2.00 $2.25 $0.25 18 $1.50 -$0.50 

Sapodilla 29 $3.30 $4.40 $1.10 0 $2.20 -$1.10 

Green 
Bananas 1298 $1.98 $2.15 $0.17 736 $1.30 -$0.68 

Avocado 382 $5.33 $7.48 $2.15 164 $2.10 -$3.23 

Dry Coconut 58 $2.25 $3.30 $1.05 7 $1.20 -$1.05 

Breadfruit 60 $2.20 $3.30 $1.10 6 $1.10 -$1.10 
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Based on the analysis from the primary research undertaken in Table 6 (import information was not 

available for Grenada), the commodities with strong potential for linkage with the HVMs are: tomato, 

lettuce, cucumber, cabbage, pumpkin, sweet potato, dasheen, pawpaw, watermelon, cantaloupe, 

mango, plantain and green bananas.  

Selected Crops 

Since the timeframe does not allow for a study of all these commodities, the following three (3) 

commodities are recommended for phase 3 of this market study process:  

 Tomato has the highest demand among the commodities by the HVMs and they also pay a 

premium price which results in an average surplus of $0.18 per kg over the other Buyer 

segments. The risk with focusing on too many vegetables is that there is a glut on the market 

from time to time (finding from the primary research). 

 Therefore the other commodities recommended are Watermelons, Honeydew and 

Cantaloupe. As the tourism industry expands the demand for these commodities will increase 

substantially.   

 

9.5 Dominica 

Because Dominica has a small population of just 72,255 people and its tourism industry is less 

developed than the other islands in the OECS, the domestic market including the HVMs within 

Dominica are fully supplied and hence farmers have to target external markets. Secondary research 

revealed that Dominica does not import substantial quantities of fresh produce that are grown on the 

island so there is little room for import substitution. 

As a result, although hucksters pay less than the HVMs, farmers have to either sell to the hucksters or 

export directly. The hucksters in Dominica have formed an association and operate as a bona-fide 

organisation. The other established exporters in Dominica, the Dominica Export Import Agency (DEXIA) 

and the Dominica Agricultural Producers and Exporters Ltd (DAPEX) are low value buyers (refer to 

Appendix 3 for Profile on DAPEX).  

The following Table 20 provides an analysis of fresh produce purchased by the HVMs and Exporters 

in terms of quantity and price. 
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Table 20: Analysis of fresh produce purchased by the HVMs and Exporters 

 Fresh Produce 

Total 

Weekly 

Purchases 

By All 

Buyer 

Segments 

Average 

price of all 

Buyer 

Segments 

Surveyed 

Average price 

of HVMs 

(Hotel & 

Supermarket) 

Average 

Surplus 

Per Kg 

paid by 

HVMs  

Quantity 

(Weekly) 

Purchased 

by HVMs 

Quantity 

(Weekly) 

purchased 

by 

Exporters 

Average 

Price Paid 

By 

Exporters 

Loss in 

Revenue 

By Selling 

To  

Exporters 

Compared 

to HVMs 

Kg EC$ EC$ EC$ Kg Kg EC$ EC$ 

Tomato  220 $8.00 $8.00 $0.00 220 0 N/A N/A 

Lettuce 163 $7.70 $7.70 $0.00 163 0 N/A N/A 

Cucumber 1,894 $3.38 $3.80 $0.42 272 1,622 $2.75 -$1.05 

Cabbage 725 $4.20 $4.77 $0.57 225 500 $2.50 -$2.27 

Pumpkin 983 $2.80 $2.93 $0.13 347 636 $2.40 -$0.53 

Sweet Potato 1,788 $4.38 $4.77 $0.38 88 1,700 $4.00 -$0.77 

Dasheen 7,877 $3.44 $4.23 $0.80 271 7,606 $2.96 -$1.27 

Yam  21,146 $3.31 $4.40 $1.09 41 21,105 $3.04 -$1.36 

Tannia 705 $5.25 N/A N/A 0 705 $5.25 N/A 

Ginger 273 N/A N/A N/A 0 273 N/A N/A 

Ripe Bananas 18,075 $2.12 $2.40 $0.28 1,347 16,728 $1.84 -$0.56 

Watermelon 251 $2.92 $2.92 $0.00 251 0 N/A N/A 

Pawpaw 309 $3.12 $3.30 $0.18 109 200 $2.75 -$0.55 

Cantaloupe 0 $4.40 $4.40 $0.00 0 0 N/A N/A 

Pineapple 678 $3.87 $3.85 -$0.02 217 461 $3.89 $0.04 

Orange : 
Sweet 886 $1.77 $2.00 $0.23 136 750 $1.66 -$0.34 

Grapefruit 635 $1.32 N/A N/A 135 500 $1.32 N/A 

Ripe Plantain 7,856 $1.96 $1.95 -$0.01 145 7,711 $1.97 $0.02 

Dry Coconut 5,620 $0.85 N/A N/A 0 620 $1.20 N/A 

 

As explained earlier, the domestic market in Dominica is generally saturated and therefore the 

farmers have little choice but to sell to exporters who pay lower prices. Based on information from 

the Dominica Hucksters Association there are over 120 hucksters currently active in Dominica. The 

secretary of the association also stated that two female buyers from Barbados come to Dominica 

every two weeks and they purchase large quantities of yam, coconut, plantain, avocado, grapefruit 

and orange directly from farmers and ship to Barbados via a containerised boat. This information 

suggests that there is much potential for greater export of fresh produce from Dominica to Barbados. 
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Selected Crops 

Based on the analysis undertaken in Table 7, Sweet Potato and Yam have strong demand by 

exporters and are therefore recommended for further investigation in phase 3 of the study. Plantain 

also has strong demand and the data reveals that the exporters pay the farmers a price that is slightly 

more than what the HVMs pay.  

10 PRODUCT ANALYSIS 
 

10.1 Product Analysis Introduction   

This section of the report presents an analysis of the product potential for selected crops in the OECS 

as part of a market study for the Promotion of Regional Opportunities for Produce through 

Enterprises and Linkages. 

 

The main activity involved in this phase of the study was the undertaking of primary research via 

fifty-two (52) interviews with farmers in the selected OECS countries to gather information to 

develop a situational analysis for the crops under study and to determine their capacity for further 

commercialization. Positive components from the farmers’ perspective were the practice of crop 

diversification for timely cash inflows and for sustainability in the event of a crop failure and a 

willingness to change crops for increased profitability.  

The research also revealed that the farming population is senior and there is a diminishing supply of 

arable land to expand production. The research indicated that there are periods of gluts and shortages 

of locally grown fresh produce due to weather conditions and lack of proper crop scheduling for 

timing the market. The farmers have limited entrepreneurial ability especially in the areas of 

marketing and innovation which impact on their overall performance. It was found that some farmers 

are more skilled than others based on the notable variation in production levels on farms within the 

same island.  

The research confirmed that the export market segment is a low value channel for farmers and the 

most viable segments are the hotels and supermarkets within the respective country. The demand in 

these segments is also growing because of the recent rebound in the tourism industry. Because 

Dominica has a small population and a limited tourism industry the farmers on the island have to 

pursue the export market opportunities via local exporters or hucksters. However, the hucksters in 
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Dominica operate on a more formal basis than other CARICOM countries and also offer more 

competitive prices to farmers.   

It is recommended from the study that the crops with the most potential for increased production and 

profitability are as follows: 

SVG: Lettuce, Tomato and Watermelon; 

St. Lucia: Tomato, Sweet Potato and Watermelon;  

Grenada: Tomato, Watermelon and Honeydew Melon; 

Dominica: Sweet Potato, Yam and White / Irish Potato. 

 

10. 2 Research Methodology – Product Analysis Phase  

The research activities in this final stage of the consultancy assignment focused on an empirical 

research process to undertake the product potential analysis in the OECS countries under study. A 

questionnaire was developed to generate a production profile of the farmers who were currently 

cultivating one or more of the ten products under study. 

The data outputs from the survey instrument include gender configuration, education levels, number 

of years in farming, location, area under production, primary and secondary crop cycle flows, target 

markets, farming practices, production challenges and supply capability. The questionnaire used 

closed ended questions in order to easily solicit answers for the questions provided and to reduce the 

complexity of data analysis. In some cases, open discussions were also held with interviewees which 

provided additional insights. A farmer listing was sourced from agricultural agencies and networks of 

professionals within the agricultural sector and from various HVMs. A random sampling method was 

employed to acquire survey participants based on the short-listed crops in each island. A total of fifty-

two (52) farmers participated in the study.  

The final report was then developed based on a framework that incorporates knowledge generated 

across the value chain and recommendations in alignment with the objectives and deliverables of the 

project. 
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10.3 Summary of Common Research Findings across the Four OECS Islands 

A summary of the common variables that were investigated during the research study is presented in 

order to showcase a snapshot of the farming situational context within the OECS. This summary also 

illustrates a collation of the sample population that was engaged for this study.  

1. Gender of Farmers Interviewed 

In terms of the profile of the farmers surveyed 27% were female and 73% were male. This is 

represented in the following Chart 8 

Chart 8: Gender of Farmers Interviewed 

 

2. Age of Farmers  

 Below 30 yr. = 2%  

 31 to 40 yr. = 8% 

 41 to 50 yr. = 22% 

 51 to 60 yr. = 39% 

 Over 60 yr. = 29% 

 

 

 

 

 

 

 

73% 

27% 

Male
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Chart 9: Age of Farmers Interviewed 

 

In terms of age distribution, 29% of the 51 farmers surveyed were over 60 years old, 39% were 

between 51 and 60 years old and only 10% were below 40 years old. These statistics demonstrate an 

ageing farming population which reflects the national trend in each of the 4 islands. Secondary 

research has shown that farmers 60 years and over are less receptive to invest in costly new 

technology such as greenhouses. This information is represented in Chart 9.  

3. Farming Experience of Farmers 

 10 years and less = 8=15% 

 11 to 20 years = 13 = 24% 

 Over 20 years = 33 =61% 

 

Chart 10: Experience of Farmers Interviewed 
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The survey results revealed that 24% of the farmers have between 11 and 20 years of experience in 

farming and 61% over 20 years of experience which suggest that there is much experience among the 

farming population in the OECS. This is represented in Chart 10.  

4. Education Level of Farmers 

 No formal education = 2 =4% 

 Primary School = 26 = 51% 

 Secondary School = 16 = 31% 

 Tertiary education = 7 = 14% 

 

Chart 11: Educational Level of Farmers Interviewed 

 

In terms of education levels 15% of those surveyed had no formal education, 40% had up to primary 

level education, 30% had up to secondary level education and 15% had tertiary level education. This 

is represented in Chart 11. These findings were reflective across all 4 islands. 

 

5. Technology utilized By Farmers 

 Open land : 88% 

 Protected : 8% 

 Other : 4% 
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Chart 12: Technology Utilized by Farmers Interviewed 

 

The traditional form of agriculture is still prevalent in these islands with only a few farmers (12% of 

farmers surveyed) upgrading their level of technology. One farmer in St. Lucia developed an 

innovative system of inter-planting sweet potato in his tomato crop thereby maximizing land space, 

reducing the growth of weeds and achieving high levels of production. Eight percent of the farmers 

surveyed invested in greenhouses and reported greater consistency in production levels when 

compared to open land cultivation where production levels vary with weather conditions.  

6. Record Keeping By Farmers 

 Sales; Expenses & Production Records: 45% 

 Only Sales: 22% 

 No Records: 33% 

Chart 13: Level of Record Keeping by Farmers Interviewed 
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The majority of farmers have a rudimentary system of record keeping in order to track production 

costs and profit margins. About one-third of those surveyed do not have any system, but rely on 

memory and experience. These farmers can benefit from training programmes, assistance from the 

respective public sector agencies and mentors to assist them in developing a business approach in 

managing their farms. 

7.  Do you place emphasis on Post Harvest Management? 

 Yes = 82% 

 Not Much = 18% 

 

Chart 14: Level of Post-Harvest Management by Farmers Interviewed 

 

There is no Farm Certification process in the OECS so there is no standard or benchmark to assess 

the quality of produce. However, 82% of the farmers surveyed spent time on basic quality issues and 

post-harvest activities as a form of quality control.  Discussions with the High Value Buyers in the 

earlier component of the Market Study revealed that there is room for much improvement in these 

areas but the produce is generally of acceptable quality.  

8. Attended Agricultural Training Programmes? 

 Yes = 80% 

 No = 10 = 20% 
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Chart 15: Number of Farmers who Attended Training Programmes 

 

Eighty percent (80%) of the farmers participated in one or more training programmes in agriculture 

offered by the Ministry of Agriculture or other developmental agency. In SVG and St. Lucia farmers 

applying to be registered with the Ministry of Agriculture have to attend a course offered free of 

charge on Good Agricultural Practices.  Most of the 20% of farmers surveyed, who never attended 

any training programmes were 60 years and over. 

9. Would you consider planting other crops? 

 Yes : 78% 

 No : 12% 

 Not sure : 10% 

 

Chart 16: Farmers’ Willingness to Plant Other Crops  
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Ten percent (10%) said they were not interested in planting other crops and 12% said they were not 

sure, either because they did not have additional land space or were satisfied with their existing crops 

and marketing arrangements. 

10. Have you been able to maintain a consistent supply of fresh produce over the past two 

years?  

 No : 84% 

 Yes :16% 
 

Chart 17: Farmers Maintaining a Consistent Supply of Fresh Produce  

 

Refer to reasons in the following chart for not being able to maintain a consistent supply.  

11. What are your major challenges in maintaining a consistent supply? 

 Controlling White Flies: 84% 

 Lack of Irrigation: 54% 

 Floods: 25% 

 Loss of Flowers In Heavy Rains: 70% 

 Proliferation of Disease in Wet Season : 76% 

 Labour Availability: 25% 
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Chart 18: Major Challenges in Maintaining a Consistent Supply of Fresh Produce 

 

Most of the farmers who cultivated their crops on open land said that the proliferation of pests and 

diseases and the loss of flowers on plants in the rainy season drastically reduce yields. Eighty-four 

percent (84%) of the farmers surveyed stated that their biggest challenge in maintaining a consistent 

supply is controlling white flies. Several of the farmers tried pesticides recommended by the agro 

shops which did not work. Apart from the white flies other pests are the mole cricket and bachac. The 

lack of irrigation affects 54% of the farmers surveyed in the dry season. It was found that crop 

rotation which is a natural solution for controlling pest and disease is not adequately practiced as 

most farmers concentrate on the same crops to satisfy market commitments.  

12. Do you have a contract for selling your fresh produce? 

 Yes : 6% 

 No : 94% 

 

Chart 19: Percentage of Farmers Who Have Contracts for Supplying Fresh Produce 
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The majority of the farmers have verbal arrangements for selling their produce and not formal 

contracts. Interviews with the HVMs in the previous component of this study revealed that from past 

experience they prefer verbal arrangements because most farmers are unable to provide a consistent 

supply throughout the year and also when prices increase during times of shortages the farmers sell 

elsewhere to obtain the higher prices. 

13. What are your main challenges in marketing your fresh produce? 

 Glut Period = 84% 

 Rejects by Buyers = 16% 

 Lengthy credit period = 25% 

 Low prices = 35% 

 Time consuming = 20% 

 

Chart 20: Challenges Faced by Farmers in Marketing Their Fresh Produce 

 

Eighty-four percent (84%) of the farmers surveyed stated that their biggest challenge in selling their 

produce is during a period of oversupply which can last up to two months of the year. It usually 

occurs in the dry season as a large number of farmers plant during the final phase of the wet season 

when planting conditions are generally favourable with a good mixture of sun and rain for crop 

development. Mainly short-term crops such as most vegetables and melons are affected by this glut. 

During this period proactive farmers use different market channels and pricing strategies to sell their 

produce such as selling at low retail prices from their farm vehicles at busy intersections or house to 

house in their communities.  Sixteen percent (16%) of the farmers said that some supermarkets and 

hotels are too stringent with quality and reject their supplies. Some of these farmers have switched to 

low value buyers such as the Marketing Board and market vendors. Thirty-five percent (35%) of the 
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farmers said that the prices paid by buyers such as the Marketing Board in Grenada and St. Lucia and 

exporters in St. Vincent and Dominica are slightly above their breakeven price and as a result their 

total farm profit is low to moderate. Twenty percent (20%) of the farmers surveyed stated that selling 

to the restaurants, hotels and supermarkets is time consuming because they purchase relatively small 

quantities and require more frequent deliveries which are costly and time consuming. Twenty-five 

percent (25%) of the farmers found that the hotels payment terms of 2 to 4 weeks after delivery is too 

long and affects their cash flows for the efficient running of their farms. However, they admitted that 

the hotels pay the highest prices among all the buyers and is an important market segment that they 

would not want to lose. 
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10.4 SWOT Analysis of the OECS Fresh Produce Sector 

Based on the foregoing findings, the following Figure 5 is a summary of the strengths, weaknesses, 

opportunities and threats of the four islands in the OECS Fresh Produce Sector. A SWOT is a 

structured method used to evaluate these variables involved in a venture and explore new solutions to 

problems.  

 

•High percentage of experienced Farmers in the 
OECS  

•Familiarity with the major marketing channels 

•Willingness to diversify crops  STRENGTHS 

•Ageing farming population  

•Outdated and traditional farming methods  

•Lack of entrepreneurial skills among farmers  

•Limited cultivation space  

•Lack of knowledge to develop relationships with 
HVMs 

•Low levels of institutional support  

WEAKNESSES 

•Growing demand for crops due to expansion in Tourism 
sectors  

•Potential to export directly and discard low profit 
channels such as hucksters 

•Much potential to increase market share through 
import substitution  

•Potential to introduce modern farming techniques to 
increase yields and quality 

OPPORTUNITIES 

•Natural disasters  

•Preference for imported fresh produce 

•Difficulty in sourcing relevant inputs 

•High cost of raw materials 

•Lack of adequate support in controlling pest & 
disease 

THREATS 



91 

 

10.5 Product Potential Evaluation – St. Vincent & the Grenadines 

The following farmer profiles matrix has been developed to summarize the key findings emanating 

from the interviews undertaken with farmers in SVG.  

The information has been collated to develop a profile of the farmers in the following areas: gender, 

education levels, age, years of farming experience, the types of crops cultivated and the acreage 

devoted to their cultivation, the reasons that the farmers have for selecting the crops to be cultivated, 

methods of cultivation and the consistency of suppliers/yields. Other information gathered included 

the types of marketing channels, break-even and profit price points, nature of production base, 

propensity for expansion and functional coordination of internal farm resources.   

 

Table 21: Profile of Farmers Interviewed In St. Vincent & the Grenadines 

St. Vincent & The Grenadines 

No. Name Of Farmer, 

Age, Sex; 

Experience 

Main Crops Cultivated  Reason (s) For 

Cultivating Type Of 

Crop 

Type of Cultivation & 

Consistency In Supply Over 

Last 2 Years 

1. Farmer A 

72yr; Male; 

Secondary school; 

40 years farming 

experience 

720 tomato plants per crop 

(2 to 3 crops per year); 300 

heads lettuce per month; 

Also cultivates 0.2 ha in 

sweet potato, Okra, dasheen 

and sweet pepper.  

- Knowledge & 

experience 

- Profitability 

- Timely cash inflows 

- Several crops as a risk 

management strategy. 

Open land cultivation; Lack of 

irrigation and labour problems 

affect consistency in supply. 

The tomato plants are kept for 2 months after the1st bearing and the average production is 5 kg per plant. 

Approximately 10% of the plants are lost due to wilting, mole cricket and white flies. The tomatoes are sold to 

supermarkets and market vendors. The price varies from EC$4.40 to $11.00 per kg. The supermarkets pay about 25% 

more than the market vendors. 300 lettuce plants are grown and harvested each month. All of the lettuce is sold to CK 

Greaves Supermarket at $8.80 per kg. (virtually a guaranteed market). Sweet potato production is approximately 1,600 

kg from 0.2 ha and similar production is obtained for the other root crop, dasheen. These crops are sold to the 

supermarkets and exporters who sell within the Caribbean. The exporters pay very low prices which average $1.20 / 

kg. and they purchase large quantities. The supermarkets pay an average price of $3.30 /kg but they purchase low 

quantities and require a weekly delivery. This farmer stated that his highest profit is derived from lettuce due to its 

comparatively quick turnover and minimal post planting care. Tomato generates the 2
nd

 highest amount of profit.  

 

2. Farmer B 

50yr; Female; 

Tertiary; 30 years 

farming experience  

1,500 heads lettuce sold 

each week (planting done in 

phases to facilitate weekly 

production); various herbs 

are also planted on a smaller 

scale 

 

- Knowledge & experience 

- Profitability 

- Timely cash inflows 

- Cultivate herbs 

(additional crop) as a risk 

management strategy. 

Open land cultivation; Lack 

of irrigation and labour 

problems affect consistency 

in supply. 

Farmer B has a Diploma in Agriculture and resides on her lettuce and herb plantation. She plants different varieties of 

lettuce including different colours and organizes her production to harvest 1,500 heads each week. She stated that her 

demand is much greater but she does not have the land space to cultivate more. Her total land space is just 0.1ha. The 

spacing between the lettuces is close to reduce the growth of weeds but more so to maximize production as her sales are 

by the head and not by weight. She has an arrangement to sell CK Greaves Supermarket 1,000 heads per week @ $4.00 

/ head. The remainder is sold to market vendors from The Grenadines at $3.00 / head. Her sales are not affected when 

the tourism season ends. She said that lettuce is a very profitable crop in SVG because of inadequate supply. 
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3.  Farmer C 

49 yr.; Male; 

Secondary 

education; 6 years 

farming experience   

100 heads lettuce sold each 

week (planting done in 

phases to facilitate weekly 

sales) 

- Knowledge & experience 

- Inexpensive crop to grow 

- Profitability 

- Provides cash to cover 

living expenses 

 

Open land cultivation. No 

major problems 

experienced 

This farmer grows large sized lettuce (Eden variety) which is sold to restaurants for $5.00 / head and to market vendors 

for $4.00 / head. The restaurants buy 60% of his production. He indicated that the demand for lettuce is much greater 

than the available supply within the country but he does not have available land space to increase production. The 

demand also increases substantially in The Grenadines during the tourism season. 

 

4. Farmer D 

54yr; Male; primary 

education; 40 years 

farming experience 

1.2 ha watermelon; 0.1 ha 

tomato; 0.4 ha Okra and 1.2 

ha pumpkin 

- Knowledge & experience 

- Profitability 

- Timely cash inflows 

 

Open land cultivation; 

Lack of irrigation so do not 

plant much in the heart of 

the dry season; praedial 

larceny; difficulty in 

finding buyers during a 

period of glut (usually 6 to 

8 weeks each year) 

 

Average production from watermelon is 10,900 kg / ha. Two crops of watermelon planted each year. He sells to the 

supermarkets for an average price of $3.30/kg, market vendors for $ 2.20 / kg, to vendors in The Grenadines for $4.40 

/kg; hotels for  $5.50 / kg and retails from his truck at $6.60 /kg. He refused to sell to exporters because of the very low 

price offered. He also cultivates 500 tomato plants which are maintained for a period of 6 months but he has not kept a 

record of production figures. The tomato is sold to the same buyers as the watermelon for an average price of $7.15/ kg. 

He sells 400 kg of pumpkin each week for an average price of 2.75 / kg.   

 

5. Farmer E 

56yr; Male; primary 

education; 30 years 

farming experience 

0.8 ha watermelon; 0.2 ha 

cantaloupe; 0.8 ha hot 

pepper; 0.1 ha tomato; 0.1 

ha honeydew melon; 0.6 ha 

pumpkin. 

 

- Knowledge & experience 

- Profitability 

- Timely cash inflows 

 

Open land cultivation; the 

proliferation of pest and 

disease in the rainy season 

affects production. 

This farmer cultivates 1,000 tomato plants which are maintained for almost one year and each plant produces an average 

of 6.5 kg. He sells to the hotels, supermarkets and market vendors for an average price of $6.05 / kg. The hotels pay the 

highest price of 7.00 /kg. However, tomato production falls significantly in the rainy season due to greater losses from 

pest and disease. Average watermelon production obtained from 0.8 hectares is 7,500 kg. Average cantaloupe 

production from 0.2 ha is 1,200 kg and average honeydew melon production from 0.1 ha is 600 kg. The watermelon is 

sold for an average price of $4.40 to the same aforementioned market segments, the cantaloupe is sold for an average 

price of $6.60 and the honeydew is sold for an average price of $7.70 / kg. Some of the watermelons are sold to 

someone who exports to Barbados for $2.75 / kg. The advantage of selling to the local exporters is that they purchase at 

farm gate but the disadvantage is that they pay a much lower price than the other buyer segments. Most of the pumpkin 

is sold to the same exporter who exports to Barbados for an average price of $2.64/kg (HVMs purchase for an average 

price of $4.41/kg). Hot peppers are sold to an institutional exporter in bulk for $2.86/ kg whereas the supermarkets pay 

$4.38/kg but purchase smaller quantities. There is high demand for watermelons and honeydew throughout the year and 

there is much room for increasing production. The demand for cantaloupe is moderate but increases substantially in the 

tourism season.  

 

6. Farmer F 

32 yr.; Male; 

tertiary education; 6 

years farming 

experience 

1,000 tomato plants (3 crops 

/yr.); 250 watermelon plants 

(3 crops /yr.); Other crops: 

500 cucumber plants and 

500 sweet pepper plants. 

- Knowledge & experience 

- Ready market 

- Profitability 

- Timely cash inflows 

 

Open land cultivation. Pest 

and disease; praedial 

larceny and no irrigation 

(transport water in farm 

vehicle in dry season) 

affect production levels. 

 

 

 



93 

 

Farmer F is a dedicated part-time farmer and a full-time teacher. His average yield from his tomato crop (kept for 4 

months after planting) is 4.5kg / plant. At this level of production, his breakeven price is $2.20 /kg. He obtains a market 

price between $3.30 to 5.50 /kg depending on the time of the year. He also cultivates 250 watermelon plants with an 

average yield of 5.5 kg/plant. At this production level, his breakeven price is $1.98/kg and he obtains an average price of 

$4.40 /kg. Other crops cultivated are cucumbers and sweet peppers. All the crops are sold at a profit to the Rabacca 

Farmers Co-operative which in turn sells to the hotels and supermarkets. The co-operative gives the farmers the price 

obtained from their sales less 10% to cover the Co-operative’s expenses.  The Co-operative manages all of the 

marketing activities and this arrangement allows the farmers to focus fully on production. He stated that his most 

profitable crop is tomato followed by watermelon. His qualitative analysis of the crops is as follows: Watermelon is easy 

to grow but there is just one picking, cucumber is easy to grow but has a generally low price and sweet pepper plants 

need much care as tomato plants but production is less. Apart for a glut for about 1 to 2 months in the year for most 

crops on the island, there is strong demand for these crops in the other months of the year and there is much room in 

these months for increasing production. In fact these are the months when fresh produce is imported in large quantities 

in the country.  

 

7. Farmer G 

68 yr.; Male; 

Primary education; 

30 years farming 

experience 

 

Lettuce in various stages in 

trays around his home 

- Knowledge & experience 

- Ready market 

- Profitability 

- Monthly cash inflows 

 

Cultivation in wooden 

trays; no major problems 

This farmer previously cultivated lettuce and sweet potatoes on a commercial basis but now undertakes subsistence 

farming. Over the last 2 years sales have been 50 to 200 heads lettuce per month. He grows the Eden variety and obtains 

a large lettuce which he retails for between $5.00 to $7.00 per head in his community and in the capital, Kingstown.  

 

8. Farmer H 

42yr; Female; 

secondary 

education; 30 years 

farming experience 

400 tomato plants cultivated 

each month; 250 watermelon 

plants per month and about 

100 sweet potato plants  

- Knowledge & experience 

- Ready market 

- Profitability 

- Timely cash inflows 

 

Open land cultivation. 

Lack of irrigation (bring 

water with farm vehicle); 

pest & disease and labour 

problems affect production 

levels.  

 

Farmer H received training in vegetable farming in Taiwan. She previously had a greenhouse which got destroyed by 

Hurricane Tomas in 2010. She stated that this was a big loss because it is more productive to plant vegetables in a 

greenhouse especially during the rainy season when lots of the flowers are beaten down by heavy rains and there are 

more pests. Her tomato plants are kept for 4 to 5 months after planting and produce an average yield of 6 kg per plant 

which is sold to the Rasco Farmers Co-operative for price between $3.30 to 5.50 /kg depending on the time of the year. 

Average watermelon production from 250 plants is 2,300 kg and the produce is also sold to the Farmers Co-operative 

for an average price of $4.40/kg. Approximately 100 sweet potato plants are grown for diversification but the labour 

needed for harvesting is difficult to source. When the co-operative is unable to purchase (a quota is given to each 

member farmer) the quantity produced the excess is sold to market vendors for a lower price which is usually still 

profitable. She said that watermelon is her most profitable crop followed by tomato (substantial losses occur from pest 

& disease).  

 

9. Farmer I 

33yr; Male; 

secondary 

education; 9 years 

farming experience  

0.1 ha tomato (2 crops/ yr.); 

0.1 ha sweet pepper (2 crops 

/ yr.) and 300 cucumber 

plants (4 crops/yr.) 

-To supply orders 

-Timely cash flows 

-Knowledge & experience 

- Several crops cultivated as 

a risk mitigation strategy. 

 

Open land cultivation; 

Lack of irrigation and 

pests (white flies) affect 

consistency in production. 

This farmer cultivates each crop in stages to facilitate weekly production and sales. He sells an average of 120kg 

tomatoes per week for 8 months in the year for an average price of $7.15 / kg. Approximately 65kg of sweet pepper is 

also sold weekly for 8 months at an average price of $7.25/kg and 150 kg of cucumber is sold weekly for an average 

price of $3.00 / kg. His customers comprise CK Greaves Supermarket and 4 market vendors. Tomato is his most 

profitable crop. He could sell much more but does not have the land to increase cultivation. Recently IICA assisted him 

with two 1,000 gal. water tanks for irrigation.  

 



94 

 

10. Farmer J 

 55 yr.; Male; 

secondary education 

25 years farming 

experience 

0.4 ha. watermelon; 0.4 ha 

Okra. Also cultivates small 

areas of hot pepper; sweet 

pepper; pineapples; tomatoes 

and cantaloupe. 

-To supply orders 

-Timely cash flows 

-Knowledge & experience 

- Several crops cultivated as 

a risk mitigation strategy. 

Open land cultivation. 

Lack of irrigation affects 

production in the latter half 

of the dry season. 

This farmer has scheduled his planting of watermelons in such a way that he always has a weekly supply. His estimated 

production is 11,500 kg/ha and total production for the year is 36,400 kg. The watermelon is sold to 2 roadside vendors 

for a price of $3.30 /kg. For about 2 months in the year the price drops to $2.20 /kg but a small profit is still made. Apart 

from these 2 months, there is a high demand for watermelons throughout the year and there is an opportunity for 

increasing production if land is available for increasing cultivation. The hotels and supermarkets pay a higher price but 

the farmer has to deliver to them and a lot of time is consumed this way. He also sells about 60kg of Okras every two 

days to market vendors. Hot peppers are sold to Winfresh (exporter) but they pay $2.86 /kg which is much less than 

pepper sauce processors but Winfresh buys in bigger quantities. The farmer said that when his contract with Winfresh 

expires he will target more profitable buyer segments. He also said that he previously cultivated root crops which he 

sold to local exporters (hucksters) but they purchased at very low prices and sometimes returned and stated that the 

crops were not of good quality when received by the importers and therefore they could not pay which resulted in losses. 

 

11.  Farmer K 

53yr; Female; 

secondary 

education; 7 years 

farming experience 

 

0.1 ha tomato; 0.2 ha sweet 

pepper; 0.1ha lettuce; 0.1 ha 

cucumber 

- Knowledge & experience 

- To supply orders 

- Profitability 

- Timely cash inflows 

 

Open land cultivation; lack 

of irrigation and praedial 

larceny affect production 

levels. 

This farmer’s main crop is sweet peppers for which she obtains an average price of $8.60/kg.  The crop is planted in 

stages to facilitate a weekly production of 150kg to supply orders from supermarkets. She maintains the sweet pepper 

plants for almost 9 months and generates a substantial profit. She indicated that her other crops are also profitable. She 

cultivates several crops to mitigate against the risk of one or more of her crops failing. 

 

12. Farmer L 

60 yr.; Female; 

tertiary education; 

20 years farming 

experience 

 

0.1ha tomato; 0.1ha sweet 

pepper; 0.1 ha cabbage; 

0.4ha plantain 

- Knowledge & experience 

- Profitability 

- Timely cash inflows 

 

Open land cultivation; pest 

& disease affect 

production levels. 

This farmer stated that she does not keep proper farm records and did not provide information on production and sales. 

It was found that she cultivated her crops on an ad hoc basis but generates a satisfactory profit. She also owns an agro 

shop which complements her farming. Tomato is her most profitable crop. The most challenging time to grow tomato 

and most other crops on open land is in the rainy season between June and November due to a greater proliferation of 

pest and disease. High prices are obtained for fresh produce during this period because of a shortfall in supply unless it 

is one of those years when the rainfall in this period is moderate. Farmers who have greenhouses make high profits 

during the rainy season. 

 

Also had a discussion with another farmer who cultivates tomatoes and lettuce in shade houses but he did not reveal 

production and sales information.  
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10.5 (a) Crop Analysis - St Vincent & the Grenadines  

1. Tomato 

The research has revealed that tomato can generate a sizeable profit from being grown on small 

parcels of land because of its high demand for most of the year by the High Value Buyers. However, 

it is a demanding crop in terms of post planting maintenance. The average yield in St. Vincent is 5 kg 

per plant. The actual yield varies based mainly on the length of time the crop is kept / nurtured and 

the extent to which the crop is affected by pest and disease. The following Chart 21 shows the 

production levels of tomato in the country and the fluctuating pattern of the production which allows 

some farmers to make supernormal profit. 

  

Chart 21: Tomato Production in St. Vincent & the Grenadines 2009-2013 

 

                     Source: Agriculture Planning Unit, MAIFFR 

The popular varieties cultivated in St. Vincent are Heatmaster, Diane, Celebrity and Calypso. 

The consensus among farmers who cultivate the crop is that the breakeven price is $2.75 /kg. The 

average price paid by HVMs for tomato is $7.69/kg. The lowest price is paid by market vendors 

which averages $6.41 /kg.(note that the selling prices were taken from the previous report on Demand 

By HVMs) Farmers therefore generate a high average profit from cultivating this crop of $3.66 /kg 

(this is a conservative figure as the price paid by the market vendors is used for this calculation). The 

country has to import an average annual quantity of 48,324 kg of tomato to reduce the shortfall in 

demand. The import levels are shown in the following Chart 22:  
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Chart 22: Import of Tomatoes Annually 

 
 

As the tourism industry rebounds in SVG, the demand for tomato will increase significantly. 

 

Tomato is therefore a High Value crop for farmers to pursue in SVG. 

 

2. Lettuce  

The research has shown that lettuce is a High Value cash crop. The maturity period of this crop is just 

one month and therefore generates a monthly income for farmers. Substantial profit can be made from 

this crop through backyard gardening. Most of the lettuce grown in SVG is done on small acreages 

ranging from backyard to 0.1 ha. The farmers who cultivate this crop have stated that the demand for 

this commodity exceeds supply by a sizeable amount and if they had the resources more of this crop 

would have been planted. This claim is supported by the owner of the largest supermarket (CK 

Greaves Supermarket) in the country who stated that this is the only crop for which written contracts 

are offered to farmers with the intention of securing a consistent weekly supply. The following Chart 

23 shows the current moderate acreage cultivated in lettuce in the country: 
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Chart 23: Lettuce Production in St. Vincent & the Grenadines 2009-2013 

 

                      Source: Agriculture Planning Unit, MAIFFR 

The country has to import an average annual quantity of 60,084 kg of this commodity to reduce the 

shortfall as demonstrated in the following Chart 24: 

 

Chart 24: Imports of Lettuce into St. Vincent & the Grenadines 2009-2013 

 

                       Source: Agriculture Planning Unit, MAIFFR 

 

The average breakeven price for this crop is $3.75 /kg. The average price paid by HVMs is $7.39 / kg 

resulting in an average net profit of $3.64 /kg. The average price paid by market vendors is $5.60 / kg 

resulting in a net profit of $1.85 /kg if farmers target this market segment.   
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The popular varieties cultivated are Eden, Tri Star and Tropical Emperor. This is an excellent crop for 

farmers to grow in SVG. 

 

3. Watermelon 

Watermelon is a low maintenance crop with a high turnover as the crop matures in approximately 85 

days after planting. This means that a farmer can generate three full crops of watermelon for the year. 

The popular varieties grown in SVG are Empire 2 (introduced in the Caribbean by the Taiwanese), 

Crimson Sweet, Sentinel and Charleston Grey). 

Most Local farmers cultivate acreages ranging from 0.1 hectare to 0.4 hectare. Average production is 

6,000 kg per 0.4 hectare (one acre) but experienced local farmers with fertile and well drained soils 

obtain double that level of production. 

The average breakeven price is $2.20 / kg and the average price paid by HVMs is $5.34 / kg and 

$3.40 by market vendors. Net profit ranges from $1.20 to $3.14 / kg. 

Apart from a glut period for about one to two months in the first half of the year there is high demand 

for watermelon throughout the year. During the glut period many farmers retail their excess supply at 

the breakeven price. Therefore, farmers who cultivate watermelon throughout the year usually 

breakeven or suffer a small loss on one crop and make significant profits on the two other crops. 

Existing watermelon farmers stated that the current demand for watermelon is greater than supply.  If 

they had the required resources they would increase their production.  

Watermelon is a popular crop among the local population and also hotels. As the tourism sector 

grows (statistics are already pointing in this direction) the demand for watermelon will increase.  

The research has shown that there is an opportunity to export watermelon to Barbados but the 

existing export channel through hucksters is moderately profitable. The hucksters pay $2.75 /kg. 

 

4. Other Melons (Cantaloupe & Honeydew Melon) 

These crops are not grown by many farmers in SVG. In fact even with the help of the Ministry Of 

Agriculture it was difficult to identify farmers who cultivated these crops. The two farmers in the 

survey who cultivated these crops in SVG indicated that seeds for planting are expensive and also 

difficult to source on a regular basis. Their production figures suggest that the country does not have 

much experience in cultivating these crops.  Average cantaloupe production from 0.2 ha is 1,200 kg 

and average honeydew melon production from 0.1 ha is 600 kg. 
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Because of the limited supply of cantaloupe and honeydew melon their average prices are higher than 

watermelon. Cantaloupe is sold for an average price of $6.60 and the honeydew is sold for an average 

price of $7.70 / kg. The farmers indicated that the demand for honeydew melon is increasing among 

the local population but the demand for cantaloupe is mostly in the tourism season. Import statistics 

show that the country imports an average annual quantity of 37,750 kg of melons (breakdown not 

available on type of melon).  

 

10.5 (b) Recommended Crops for SVG 

Based on the research and analysis undertaken, the crops currently with the best potential for 

increased production in SVG are: 

1
st
 Lettuce; 2

nd
 Tomato and 3

rd
 Watermelon. 

 

10.6  Product Potential Evaluation – St. Lucia 

The following farmer profiles matrix has been developed to summarize the key findings emanating 

from the farmer interviews undertaken in St. Lucia.  

 

Table 22: Profile of Farmers Interviewed in St. Lucia 

No. Name of Farmer, 

Age, Sex; 

Experience 

Main Crops Cultivated  Reason (s) For 

Cultivating Type of Crop 

Type of Cultivation & 

Consistency In Supply Over 

Last 2 Years 

 

1. Farmer A 

47yr; Male; No 

formal education; 

over 15 years 

farming experience   

2 ha Tomato;  

0.8 ha Sweet Potato; 

0.8 ha Watermelon; 

0.4 ha Cantaloupe; 

0.4 ha Honeydew; 

0.8 ha Cucumber  

- Experience in these 

crops 

- Good demand 

except for a period 

of 2 to 3 months of 

glut for the year 

Open Land cultivation; each 

crop is planted on a phased 

basis (different stages) to 

facilitate weekly sales; 

Occasional pest & disease 

affect consistency in supply.  

 

 

Comments: All produce are sold to Consolidated Foods Ltd. (CFL) based on a verbal arrangement. During periods of 

gluts CFL cuts back on orders and this farmer drops his price and sells to other market segments such as market vendors 

and sometimes retails at wholesale price from his truck. Farm records including income and expenses are kept mentally. 

He manages risk by cultivating several crops simultaneously to mitigate against factors such as pest and disease and an 

oversupply on the market. Prices vary throughout the year based on demand and supply. Tomato requires the most 

attention among the crops but it has proved to be the most profitable crop because the farmer would usually catch the 

market at a high price for at least for one crop and a high profit is made. The breakeven price on cultivating tomatoes is 

about EC$3.30 per kg. The breakeven price for watermelon is $2.20 per kg and the breakeven price for cantaloupe is 

$2.20 per kg. The breakeven price for honeydew melon is $2.20 per kg. The demand for cantaloupe increases 

substantially from November to April because of the tourism season whereas watermelon has a consistently high 

demand throughout the year. Records are kept mentally. 
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2. Farmer B 

70yr; Male; 

university education 

& 53 years farming 

experience 

Shade house with 480 

tomato plants (2 kg per plant 

and 3 crops per year); 0.4 ha 

watermelon (yield not 

recorded) and 0.5ha 

citrus/mango / plantain in 

semi-abandoned condition. 

- Experience in these 

crops; 

- Good market demand 

for most of the year 

Shade house for tomato and 

open land cultivation for 

remaining crops. Ad hoc 

planting schedule. Praedial 

larceny and prolonged dry 

weather affect consistency in 

supply. 

Comments: Tomatoes are sold to the hotels and supermarkets where a premium price is obtained but these market 

segments purchase comparatively small volumes, require supply twice per week and there is a waiting period of up to 2 

weeks for payment from the supermarkets and up to one month from the hotels. Watermelon is sold to the market 

vendors for cash but at a low to moderate price  and the citrus and plantain are sold to the Marketing Board which buys 

in large quantities but at low to moderate prices and take over one month to pay.  

 

3.  Farmer C 

59yr; Female; 

secondary 

education; 15 years 

farming experience 

500 to 1,000 tomato plants at 

any one time and plants kept 

for 18 weeks. Approx. 5 to 6 

kg per plant.  Also cultivates 

1,000 cucumber plants  

- Experience in these 

crops; 

- Good market demand 

for most of the year 

Farmer has a greenhouse 

for the tomato cultivation; 

Cucumber is planted on 

open land. Utilizes water 

from a nearby ravine and 

practices drip irrigation; 

Occasional pest & disease 

affect consistency in 

supply. 

 

Comments: The tomatoes and cucumbers are sold to CFL but during a period of glut CFL purchases less. The excess is 

then sold house to house within the community where retail prices are obtained. Previously sold to Rendezvous Hotel 

which paid a higher price than CFL but they took 4 to 6 weeks to pay. CFL is more stringent on quality but they pay 

within 1 to 2 weeks. Tomato is more profitable than cucumber because of higher production per crop and a substantially 

higher price. Both crops suffer from a glut during the early dry period as most farmers cultivate a new crop towards the 

ending of the rainy season.                               

 

4. Farmer D 

63yr; Male; Primary 

Education; 40 years 

farming experience 

2,000 tomato plants @ 4.5 

kg per plant; 0.1 ha 

honeydew; 1,000 cantaloupe 

plants (3 crops per year); 0.4 

ha watermelon (2 crops per 

year) 

 

- Experience in these 

crops; 

- Good market demand 

for most of the year 

Open land cultivation; land 

is near a river which 

causes flood occasionally; 

main problem is white 

flies.  

 

Comments: In recent months the tomato has been affected by a leaf curl virus apparently caused by the white flies so the 

farmer has cut back on production. Over the years, tomato has been his most profitable crop with an average yield of 4.5 

kg per plant at an average price of EC$6.60. Also cultivates 0.1 ha honeydew melon each month except in the wet 

season when the white flies affect this crop. Average yield is 6,800 kg per ha. @ 4.95 per kg. Plant 3 crops of cantaloupe 

per year from January to June (avoid rainy season due to the proliferation of white flies). Similar production levels and 

prices as honeydew melon. Two watermelon crops are planted in the dry season. Production is approx. 9,000 kg per ha 

and sold for $4.40 to $5.00 per kg.  The Black Bay Farmers’ Co-operative buys most of the crops produced; the 

remainder is sold to distributors and market vendors. The co-operative sells to the supermarkets and hotels and pay the 

farmers the same price obtained less 18% for expenses. Payment is made after one week to the farmer. A substantial 

profit is made from each crop cultivated unless the crop is affected by flood, a glut in the market or pest and disease. 

 

5. Farmer E 

65yr; Male; primary 

education; 30 years 

farming experience 

1.2ha sweet potato; 2.8ha 

yam; small sections with 

watermelon; pumpkin and 

citrus 

- Experience in these 

crops; 

- Good market demand 

for most of the year 

Open land cultivation. 

Suffered heavy losses in 

2015 due to the long dry 

period and lack of 

irrigation. Crops also 

affected by worms from 

time to time. 
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Comments: Three crops of sweet potato are cultivated each year with production of up to 11,000 kg per ha. The duration 

of each crop is 3 to 4 months. There is usually a glut in the market for sweet potato once per year when the weather 

conditions are favourable for the crop. This farmer also cultivates yam once for the year. Three varieties are cultivated 

and the duration of each is about 7 to 8 months. Average production is 7,000 kg per ha. The farmer’s main client for 

both crops is the Black Bay Farmers’ Co-operative which sells to the supermarkets and hotels and pays a fairly 

consistent price of $5 per kg to the farmer for sweet potato and yam. Excess supply is sold to CFL for an average price 

of $5.50 per kg and to market vendors for an average price of $4.40 per kg. The advantage of selling to the Black Bay 

Farmers’ Co-operative is that they handle the full range of marketing activities and deduct 18% of the price obtained for 

their expenses which is reasonable. The advantage of selling directly to CFL is that they pay a higher price but the 

disadvantages are the high transportation expenses incurred and they buy in smaller quantities and require a more 

frequent supply. Both the co-operative and CFL pay within one week. The farmer does not sell to exporters because they 

pay the lowest price. Sweet potato is more profitable to cultivate than yam because of the lengthy duration of the yam 

crop. However, yam is less susceptible to pests and disease so it is cultivated as a risk management strategy.  

 

6. Farmer F 

47yr; primary 

education; single 

mother; 9 years 

farming experience 

 

2,000 tomato plants; 0.ha 

sweet pepper; 0.1ha Chinese 

cabbage; 0.1ha lettuce 

- Experience in these 

crops; 

- Good market demand 

for most of the year 

Open land cultivation; 

irrigation problems in the 

dry season and labour 

problems 

 

Comments: 2,000 tomato plants are cultivated for the year from March to August with an average of 4.5 kg per plant. 

Approximately 10% of the plants are lost before harvest from pest (mainly white flies) and disease problems. Other 

crops are also planted as a safeguard against low returns from the tomato crop. Most of this farmer’s produce is sold to 

CFL and the remainder is sold to market vendors. Tomato is her most profitable crop followed by sweet peppers. 

    

7. Farmer G 

55yr; Male; 

Secondary 

education; 41 years 

farming experience 

3,000 tomato plants per crop 

(2 crops per year); 4,500 

sweet potato plants per crop 

(2 crops per year). 

- Experience in these 

crops; 

- Good market demand 

for most of the year 

Open land cultivation; 

Main problems are labour, 

irrigation and pest & 

disease. Rats can destroy 

up to 25% of the sweet 

potato crop 

 

 

Comments: This farmer has a unique system of inter-planting the sweet potatoes in the tomatoes. The sweet potato 

plants are inter-planted after the tomato plants reach 3 weeks of growth. He obtains an average yield of 2 to 3 kg per 

tomato plant and 3,000 to 4,500 kg per sweet potato crop. He schedules his planting to time the market for high prices 

and avoid the regular glut period in February and March. For example, he plants in October month to beat most farmers 

who plant towards the end of the rainy season in December. He then takes the risk and plant at the start of the rainy 

season in May. Many farmers plant less in the rainy season because of increased pests and diseases. He also obtains a 

lower production in the rainy season. The harvests are sold to CFL and a lesser extent to hotels and market vendors. This 

farmer keeps detailed farm records and has calculated his average breakeven price for tomatoes as $2.75 per kg and 

$1.65 per kg for sweet potato. He indicated that tomato is his more profitable crop. 

 

8. Farmer H 

55yr; Male; 

secondary school; 

14 years farming 

experience 

1.2 ha watermelon;  

 

0.4 ha Yam 

- Experience in these 

crops; 

- Good market demand 

for most of the year 

Open land cultivation; Has 

a pond and utilizes drip 

irrigation for the 

watermelon. No irrigation 

for the yam. Suffer from 

flooding once per year in 

part of the watermelon 

field. 
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Comments: This farmer cultivates 1.2 ha watermelon at different stages to maintain a consistent weekly supply of 

approximately 680 kg throughout the year. He boasts of being able to supply watermelon throughout the year because of 

irrigation. His target market includes Belle Vue Farmers’ Co-operative, CFL and Trans Caribbean Agencies Ltd (major 

importer of fresh produce in St. Lucia). During periods of glut which usually occurs in the dry season (February / 

March) he retails excess supply from his van at busy locations and obtains retail prices. Belle Vue and CFL pay roughly 

the same price which averages $3.52 /kg whereas Trans Caribbean pays $4.40 /kg but buys a smaller quantity. His 

breakeven price on the watermelon is $1.98 / kg. Regarding the yam, one crop is planted for the year. It takes about 7 to 

8 months to mature and production for 0.4 ha is about 1,400 kg which could be less during a prolonged dry period. The 

yam is sold to Belle Vue and CFL. Watermelon provides a timely cash flow and is by far the more viable crop when 

compared to yam. An average price of $5.00 /kg is obtained for the yam. 

 

9. Farmer I 

50yr; Male; Primary 

education; 25 years 

farming experience 

3,000 to 5,000 plants tomato 

(2 crops per yr.); 2,000 

plants watermelon (3 crops 

per yr.); 0.2ha cantaloupe (in 

different stages so as to 

harvest each week) & 0.1 ha 

honeydew melon (2crops per 

yr.) 

- Experience in these 

crops; 

- Good market demand 

for most of the year 

Open land cultivation; Has 

to improve irrigation 

system; suffer from 

flooding in the rainy 

season (last flood in 2013); 

pest & disease and praedial 

larceny. These factors 

affect consistency in 

supply.  

  

 

Comments: This farmer cultivates 2 crops of 3,000 to 5,000 tomato plants per year and maintains each crop for a period 

of 6 months to facilitate supply throughout the year.  Each plant produces an average yield of 5.5kg. About 10% of the 

plants are lost to pest and disease. He also cultivates 2,000 watermelon plants per crop (3 crops / yr.) and obtains an 

average yield of 9,000 kg per crop. Other fresh produce include 2,000 cantaloupe plants (3 to 4 crops per year) with an 

average yield of 3,900 kg per crop. 2,000 honeydew melon plants (2 to 3 crops per year with an average yield of 3,900 

kg. However, honeydew melon does not grow well in the rainy season. Also cultivates cucumbers which the farmer said 

is the least profitable of his crops because of a fairly low price. The crops are sold to Black Bay Farmers’ Co-operative, 

supermarkets; Trans Caribbean (watermelon, cantaloupe and honeydew) and market vendors.  This farmer stated that 

tomato is his most profitable crop because of its longer bearing period and higher price. Average revenue earned from 

5,000 tomato plants is $100,000 and net profit is 50%.  Watermelon is his 2
nd

 most profitable crop and there is high 

demand by both the locals and tourists for this commodity. It is more profitable than cantaloupe and honeydew because 

of its substantially higher yield. The demand for cantaloupe and honeydew increases by 100% during the tourism season 

but the local population is also acquiring a taste for these commodities especially honeydew melon which sells 

reasonably well outside the tourism season.  

 

10. Farmer J 

65yr; Male; no 

formal education; 

over 30 years 

farming experience 

2,000 tomato plants; 1.2 ha 

watermelon; 7,000 cabbage 

plants  

- Experience in these 

crops; Soil suitable for 

type of crops;  

- Good market demand 

for most of the year 

Open land cultivation; 

floods (last time 3 years 

ago); labour shortage and 

praedial larceny affect 

consistency in supply. 

 

 

Comments: This farmer stated that records are not kept and therefore production figures are unavailable. However, he 

makes a profit because revenue exceeds expenses. His crops are sold to the Black Bay Farmers’ Co-operative, 

supermarkets, one hotel and market vendors. The market vendors pay the lowest prices but they are a good market 

segment during periods of over-supply. The tomato crop is kept for 6 months and an average yield of 5.5 kg is obtained 

per plant. The farmer is not sure which is his most profitable crop.  

 

11.  Farmer K 

39yr; Male; 

secondary 

education; 10 years 

farming experience 

8,000 tomato plants; 0.4 ha 

watermelon); 0.2 ha 

cantaloupe; 0.2ha 

honeydew; 0.2 ha cabbage 

and 0.2 ha cucumber 

- Experience in these 

crops; 

- Good market demand 

for most of the year 

Open land cultivation; 

Problems include: land is 

close to a river and there is 

occasional floods; pest & 

disease affect consistent   
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8,000 tomato plants are cultivated in stages to cater for weekly demand by customers. An average yield of 4.5 kg is 

obtained per plant. 3 crops of watermelon planted each year (production from 0.4 ha is 3,200 kg); 3 crops cantaloupe 

planted (production from 0.4 ha is 1,850 kg) and similar production from honeydew melon. A major problem being 

experience for all the crops is controlling the white flies which weaken the plants. The crops are sold to the Black Bay 

Farmers Co-operative; CFL; distributors who supply hotels and market vendors. The latter two segments pay the lowest 

price. Tomato requires more attention but generates the highest profit on an annual basis. The farmer said that if he has 

to plant only one crop it would be tomato. One crop may not work out well but overall it is the most profitable crop. 

 

12. Farmer L 

67 yr.; Male; 

tertiary education; 

30 years farming 

experience 

0.2 ha sweet potato; other 

crops include watermelon, 

pineapples, pawpaw, 

plantain, yam, dasheen, 

tannia, citrus, bananas, 

plantains and carrots. 

- Experience in these crops; 

- Good market demand  

- Mixture of crops provide 

strong cash flow and a good 

risk management strategy in 

case one crop fails or there is 

a glut in the market 

 

Open land cultivation. 

Good rainfall and 

irrigation via ponds on the 

land. Major problems are 

labour shortage and 

praedial larceny. 

 

This farmer has 16 hectares of land where he cultivates over 10 crops. He said that a critical success factor of any fresh 

produce farm is generating timely cash flows to pay workers and other expenses. Risk management is another critical 

success factor in the event that one of your major crops fails; you must have the resources to restart. He previously sold 

his crops to CFL but found that their quality requirements are too stringent and also they purchase moderate quantities 

and require regular deliveries which cause farm expenses to increase substantially. As a result, he has opted to sell all of 

his produce to the Government owned Marketing Board for a lower price (only Bananas are sold indirectly to Winfresh 

for a fixed price). The advantages of selling to the Marketing Board are that they accept large quantities and there are far 

less rejects. The disadvantages are they pay a substantially lower price and they can take as long as 2 months to pay. He 

stated that from time to time one or more of his crops fail for various reasons but on an overall basis all of his crops 

generate a sizeable profit.   

 

13. Farmer M 

65yr; Female; 

primary education; 

50 years farming 

experience 

 

2.8 ha sweet potato; 2.8 ha 

cassava; 0.8 ha yam; 0,8 ha 

tannia; 0.8 ha plantain 

- Experience in these crops; 

- Good market demand  

 

Open market cultivation; 

no irrigation affects yields 

if dry season is prolonged.  

 

This farmer and her husband cultivate 4 ha lands on the Grand Anse Estate in Des Barra, St. Lucia. They do not own the 

land and are unable to use heavy machinery such as tractors for land preparation etc. However, they entered into a 

strategic alliance for the Sharing of Labour with 3 other farmers in the community. Under this arrangement, a schedule 

is worked out where all the members of the alliance work in one of the 4 farms for a full day each week. This alliance 

has provided a good source of motivation for ensuring that each member’s farm is in good order and production levels 

are high. Each member is responsible for selling her own crops at the Castries Market except for the cassava which is 

processed into farine and sold in the Castries market. The members do not focus much on short-term crops because of 

the high incidence of praedial larceny in the area. The crops are sold in the market by heaps as opposed to pounds or 

kilos. As a result, production and sales figures were not available. These crops are planted each year and generate 

moderate profits.  The Ministry Of Agriculture stated that it has been trying to get vendors at the Castries Market to sell 

their produce by pounds instead of heaps but farmers continue to sell in heaps. 

 

 

Also held discussions with a farmer who cultivates one crop (yam) which is a part-time occupation for him. Interviewed 

another female farmer who was in the process of rehabilitating her semi abandoned estate (2.8 ha) with citrus and 

plantains. 
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10.6 (a) Crop Analysis- St. Lucia  

1. Tomato 

Tomato is one of those everyday consumed commodities by households, hotels and restaurants. The 

farmers in St. Lucia who cultivate tomato with other crops stated that tomato is their most profitable 

crop and if they could plant only one crop it would be tomato.  The average yield obtained by farmers 

is 4.5 kg per plant. The breakeven price has been estimated by an Extension Officer at the Ministry 

Of Agriculture to be $3.30 /kg which is comparable to what most farmers stated ($3.00 to $3.30). 

Tomato is purchased by HVMs for an average price of $8.60 / kg. The Marketing Board which offers 

the lowest price for this commodity pays an average price of $6.60 / kg. Farmers therefore generate a 

profit of over 100% from cultivating tomato.  

 

Tomato production in St. Lucia has a history of fluctuation. Based on available statistics, production 

declined from 346.4 MT in 2008 to 235.7 MT in 2012, a drop of a 32%. Imports have almost tripled 

during this period to offset the shortfall, moving up from 39 MT in 2008 to 109 MT in 2012. Refer to 

the following Chart 25. 

 

Chart 25: Tomato Production and Imports St. Lucia 2008-2012 

 

Source: St. Lucia Annual Agriculture 2012 Review 

The main varieties planted in St. Lucia are Heatmaster and Rodeo. With the improving tourism 

industry, the demand for tomato will continue to increase rapidly. Thus tomato is considered an 

excellent crop for increased production and the Ministry of Agriculture has emphasized same. 
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2 Sweet Potato 

St Lucian farmers grow a range of different strains / varieties of sweet potato. The Bush Buck or 

“Mandela” is the most popular variety of sweet potato grown in St Lucia. This genetic planting 

material was imported into St Lucia from South Africa around 1990 (source: CARICOM Regional 

Transformation for Agriculture, 2008). The 826/7 variety developed by UWI is also grown. Crops 

planted late in the rainy season are irrigated in some areas to sustain higher yield levels with a 

maturity period of 3 to 4 months. Twelve-inch stem cuttings are retained from previous crops for use 

as planting material. Sweet potato slips are planted about 1 foot (30 cm) apart within the row and 3 

feet (90 cm) between the rows, giving a plant density of 14,520 per acre (35,864 plants/ ha). Planting 

however, is done manually by burying the cuttings in trenches made with a cutlass or hoe, or in 

ridges/banks from the land preparation stage. 

The survey results revealed that average production is between 8,500 kg to 11,000 kg /ha. Actual 

production depends on the farmer’s experience and post planting care especially irrigation. Generally, 

sweet potato is a low maintenance crop with the greater costs being for land preparation and 

harvesting. The breakeven price has been estimated to be $2.20 / kg. The average price paid by 

HVMs is $4.70 /kg and $3.10 / kg by market vendors. The farmer earns a net profit ranging from 

$0.90 to $2.50 /kg depending on the market segment targeted. The demand of sweet potato by hotels 

and supermarkets in St. Lucia has been estimated at 220,000 kg based on available statistics at the 

Ministry of Agriculture. This quantity demanded is significantly greater than crops such as dasheen, 

cabbage, pineapples and sweet peppers.  Based on this analysis sweet potato is considered a viable 

crop for increased production in St. Lucia. 

3  Watermelon  

The popular varieties grown by St. Lucian Farmers are the Royal Princess, Empire 2, Crimson Sweet 

and Sentinel. Many farmers plant the crop in phases to facilitate weekly sales. The average acreage is 

estimated at 0.2 ha. The average production from the farmers surveyed is 10,000 kg / ha. The 

estimated breakeven price is $2.09 /kg. The average price paid by HVMs is $4.37 /kg and market 

vendors pay an average price of $2.90 / kg. 

Farmers who sell to the HVMs make an average profit of $2.28 /kg. In 2014 CFL indicated that they 

imported 165,489 kg of watermelon which suggests that there is strong demand for this commodity 

and therefore much room for increased local production. Farmers interviewed also indicated that apart 
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from a short period of oversupply the demand is strong for most of the year and they could sell more 

than they currently produce. Watermelon is a favourite fruit among the local population so there is 

high year round demand for it. It is also liked by tourists and therefore the demand increases 

significantly in the tourism season.   

4 Other Melons (Cantaloupe & Honeydew Melon) 

An increasing number of farmers have been cultivating cantaloupe and honeydew melon in St. Lucia. 

The cultivated varieties were introduced by the Taiwanese in the Caribbean but the farmers surveyed 

were not certain of their names. The average acreage of these crops is 0.1 hectare with an average 

yield of 1,600 kg (approximately the same for cantaloupe and honeydew melon). It has been 

estimated that the breakeven price for these crops is $2.50 / kg. The HVMs pay an average price of 

$5.32 / kg and the Marketing Board $4.40 /kg. The market vendors do not purchase much of these 

crops. Farmers who sell to the HVMs can make a net profit of $2.82 / kg and $1.90 /kg if they sell to 

the Marketing Board. Trans Caribbean Agencies which is a major importer of fresh produce in St. 

Lucia also purchase cantaloupe and honeydew melon from local farmers for an average price of $6.60 

/kg. They stated in an interview that the local melons are sweeter than the imported melons and 

therefore preferred over the foreign melons. Based on their figures, the local market has reached 

optimum production in the off tourism season for these crops and there is room for an additional 

25,000 kg per month for each of these crops during the tourism season. The demand for watermelon 

by the local population is greater than these crops although their demand is gradually increasing. The 

farmers who cultivate these crops also had similar comments.  

 

10.6 (b) Recommended Crops for St. Lucia  

Based on the research and analysis undertaken, the crops currently with the best potential for 

increased production in St. Lucia are 1
st
 Tomato; 2

nd
 Sweet Potato and 3

rd
 Watermelon. 

 

10.7 Product Potential Evaluation- Grenada 

The following farmer profiles matrix has been developed to summarize the key findings emanating 

from the farmer interviews undertaken in Grenada.  
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Table 23: Profile of Farmers Interviewed in Grenada 

No. Name Of Farmer, 

Age, Sex; 

Experience 

Main Crops Cultivated  Reason (s) For 

Cultivating Type Of 

Crop 

Type of Cultivation & 

Consistency In Supply Over 

Last 2 Years 

1. Farmer A 

46yr; Male; 

Secondary 

education; 20 years 

farming experience 

800 tomato plants 

(cultivation is planned to 

ensure 800 plants always 

bearing); 0.2 ha watermelon; 

0.1 ha cantaloupe; 0.1 ha 

honeydew melon; Okra & 

salad pepper also planted 

 

- Experience & knowledge 

in these crops 

- Strong market demand 

- Timely cash flows 

Open land cultivation. Pest 

& disease and loss of 

flowers on plants during 

excessive rain affect 

consistency in production 

Comments: Approximately 800 tomato plants are cultivated in phases so that at least about 600 plants are always in 

bearing stage to facilitate weekly sales. Each is maintained for 4 to 5 months and the average yield is 4.5 kg per plant. 

The average price obtained is $6.60 /kg. Heavy and prolonged rain in the wet season destroys the flowers and also 

causes fungus to develop on the plants. Yields fall by about 25% in the wet season. Similar problems are experienced 

with the other crops. Recently harvested and sold 1,800 kg of watermelon from 0.2 ha. Approximately 3 crops of 

watermelon are cultivated each year. Three crops (0.1 ha each) of honeydew melon are cultivated for the year. There is 

strong and increasing demand for honeydew throughout the year. However, most crops experience a glut for about 4 to 6 

weeks usually between February and May. This is because most farmers on the island plant in November / December 

which is usually the final part of the rainy season. The average production from 0.1 ha honeydew is 900 kg and the 

average price is between $6.00 and $7.00 /kg. One advantage of the honeydew melon is that it has a lengthy shelf life 

without refrigeration. The demand for cantaloupe is not strong among the local population although they are gradually 

acquiring a taste for it. The demand is strong among the 4,000 foreign student population and during the peak tourism 

season. The level of production and price is similar to honeydew melon. The crops are sold at the Farmers’ Market and 

supermarkets. At the farmers’ market the crops are retailed so a higher price is obtained. Okra and salad pepper are also 

cultivated but the market cannot absorb too much additional supply as these are regular backyard garden crops in 

Grenada. This farmer stated that tomato is his most profitable crop. 

 

2.  Farmer B 

54 yr.; Male; 

primary education; 

20 years farming 

experience  

0.1 ha tomato; 0.2 ha 

watermelon; 0.1 ha 

cantaloupe; 0.1 ha 

honeydew; 0.1 ha cucumber 

- Experience & knowledge 

in these crops 

- Strong market demand 

- Timely cash flows 

- Several crops planted as a 

risk management strategy 

Open land cultivation; the 

land is near a river which 

is excellent for irrigation 

but also causes occasional 

floods. The main challenge 

is pest & disease control. 

This farmer cultivates 6 crops of tomato for the year in different phases so as to facilitate weekly sales. Average 

production per plant in the dry season is 6 kg and in the wet season is 4 kg. Each tomato crop is kept for 4 to 5 months. 

The difficulty of growing crops in open land in the wet season is controlling the white flies which suck the juices from 

the leaves. The tomatoes are sold to the Marketing Board and market vendors for an average price of $5.50 / kg. The 

advantage of selling to the Marketing Board is that they buy in large quantities, which is more convenient for the 

farmer.  The disadvantage is that they pay lower than the supermarkets and hotels. Three crops (0.2 ha each) of 

watermelon are planted each year with an average production of 10,500 kg. This crop is sold at farm gate to vendors 

for an average price of 3.63/kg and to the Marketing Board for an average price of $3.25/kg. Three crops of cantaloupe 

are also planted each year with an average production of 2,000 kg from 0.1 ha. The cantaloupe is sold through the 

same channels for an average price of $4.40 / kg. Two crops of honeydew melon are planted each year because the 

crop does not grow well in the rainy season. The production level and price obtained is similar to cantaloupe. The 

watermelon, cantaloupe and honeydew melon are often attacked by worms and palm trips. There is usually strong 

demand for all the crops cultivated except for a brief glut period. There is a market opportunity to increase production 

if more resources were available.  

 

3. Farmer C 

60 yr.; Male; 

primary education; 

37 years farming 

experience 

0.4 ha watermelon; 0.4 ha 

cantaloupe; 0.4 ha 

honeydew melon; 0.2 ha 

sweet potato; 0.05 ha tomato 

- Experience & knowledge 

in these crops 

- Strong market demand 

- Timely cash flows 

- Several crops planted as a 

risk management strategy 

Open land cultivation. 

Control of pest & disease 

affect consistency in 

supply. 
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1,800 tomato plants are cultivated on a phased basis to facilitate weekly production. Average yield per plant is 6 kg. The 

main problem is controlling the white flies. The tomatoes harvested are sold to the Marketing Board for an average price 

of $5.50 and retailed at the farmers’ Market for an average price of $6.60 / kg. Production from 0.4 ha watermelon 

averages 22,000 kg. Sold to the Marketing Board for an average price of $3.25 / kg and retailed at the Farmers’ Market 

for an average price of $4.40 / kg. The average yield from the cantaloupe is 4,000 kg from 0.2 ha. It is sold to the 

Marketing Board for an average price of $3.30 /kg, the supermarkets for an average price of $5.00 / kg and the Farmers’ 

Market for an average price of $6.60 / kg. The production level and price obtained for the Honeydew melon are similar 

to cantaloupe except that after the tourism season the demand for cantaloupe falls by about 35%. The most profitable 

crop is tomato followed by watermelon and honeydew melon. The breakeven price for tomato is about $2.75 /kg, $1.87 / 

kg for watermelon and $2.25 / kg for cantaloupe and honeydew melon.  

 

4. Farmer D 

55yr; Male; primary 

education; 40 years 

farming experience 

0.2 ha tomato; 0.2 ha sweet 

potato; 0.2 ha dasheen; 0.1 

ha plantain; 0.1 ha 

cucumber; 0.1 ha seasoning 

pepper 

- Experience & knowledge 

in these crops 

- Strong market demand 

- Timely cash flows 

- Several crops planted as a 

risk management strategy 

-  

Open land cultivation; pest 

and disease affect 

production levels. 

This farmer cultivates 0.2 ha tomato (3 crops per yr. and phased for weekly production) with an average production of 6 

kg in the dry season and 4.5 kg in the wet season. The tomatoes are sold to Real Value Supermarket for an average price 

of 7.00 /kg. The duration of the tomato crop is 4 to 5 months. There is an oversupply in the market in the early part of 

the year and the price can drop to $2.75 / kg which is the breakeven price. About 1,400 kg are harvested from 0.2 ha 

sweet potato. This crop is sold to Real Value for an average price of $4.40 /kg and retailed at the Farmers’ Market for 

$6.60/kg. Some losses (10%) occur because of rotting caused by the weather and also attack by rats.  The dasheen is 

grown in a swampy part of the estate. Currently leaf spots have stunted growth and a chemical recommended by the 

agro shop has not worked well. Much support is not provided by the Ministry of Agriculture. Under normal conditions, 

this crop matures in approximately 7 to 8 months with a yield of 3,800 kg / ha. Real Value Supermarket pays an average 

price of $3.30 / kg. At the Farmers’ Market it is retailed at an average price of $5.50 /kg. A few small restaurants also 

buy at retail prices. Approximately 1,800 kg are obtained from 0.1 ha and sold to Real Value Supermarket for an 

average price of $3.30 / kg and retailed at the Farmers’ Market for an average price of $5.50 / kg. Production from 0.1 

ha seasoning pepper is about 800 kg and sold to Real Value Supermarket for an average price of $7.70 /kg. The Black 

sigatoka disease has been affecting the plantain plants. Tomato is the most profitable of all the crops grown. 

 

5.  Farmer E 

43 yr.; Male; 

secondary 

education; 20 years 

farming experience 

0.2 ha watermelon; 0.2 ha 

honeydew melon; 0.4 ha 

cantaloupe; 0.05 ha tomato 

- Experience & knowledge 

in these crops 

- Strong market demand 

- Timely cash flows 

- Several crops planted as a 

risk management strategy 

-  

Open land cultivation; 

Occasional flooding due to 

flat land, loss of flowers in 

heavy rain and praedial 

larceny affect production 

levels. 

Comments: Watermelon production averages 2,400 kg for 0.2 ha; honeydew melon production averages 1,400 kg from 

0.2 ha and cantaloupe production averages 2,800 kg from 0.4 ha. The average yield from one tomato plant is 2.5 kg. The 

crops are sold to supermarkets and street vendors. The supermarkets pay an average price of $6.00 / kg for the 

watermelon; $6.60 / kg for the honeydew melon and cantaloupe and $7.00 / kg for the tomatoes. The street vendors pay 

approximately 30% less so this market segment is only targeted when the supermarkets do not purchase the fully supply.  

Planting on open lands during the wet season is a challenge due to a high loss of flowers, floods and a proliferation of 

white flies and other pests. This farmer stated that watermelon is his most profitable crop. There is strong demand for all 

the crops for about 9 months in the year especially during the wet season. The demand for cantaloupe increases during 

the tourism season and it is during this period that this farmer cultivates more of this crop. 

 

6. Farmer F 

65yr; Female; 

primary education; 

40 years farming 

experience 

0.1 ha tomato; 0.2 ha 

watermelon; 0.1 ha 

cantaloupe; 0.1 ha 

honeydew melon; 0.05 

cucumber; 0.2 ha pumpkin 

- Experience & knowledge 

in these crops 

- Strong market demand 

- Timely cash flows 

- Several crops planted as a 

risk management strategy 

 

Open land cultivation; 

Occasional flooding and 

pest & disease affect 

consistent production 
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Comments: Used to obtain 2,300 kg tomatoes from 0.2 ha but production has dropped by over 25% because of the 

proliferation of white flies. Tried the Caribe variety to see if it would resist the white flies but it did not work. The 

tomatoes harvested are sold to 3 supermarkets for an average price of $6.00. Watermelon production averages 3,800 kg 

from 0.2 ha. Over the past year the watermelon plants have been wilting. Other farmers in the area are also experiencing 

a similar problem. The problem was reported to the Ministry Of Agriculture but so far there has been no response. 

Cantaloupe production averages 2,200 kg from 0.1 ha. The cantaloupe is sold to supermarkets for an average price of 

$6.60 / kg and to hotels for $7.70 / kg. Cantaloupe is a big seller in the tourism season and by foreign university students 

throughout the year and demand by the locals is gradually increasing. The demand for watermelon is strong throughout 

the year (strong demand by locals) and increases in the tourism season.  Production of honeydew melon averages 1,600 

kg from 0.1 ha. and is sold for around the same prices as Cantaloupe. The demand for honeydew melon is greater than 

cantaloupe throughout the year (same level of demand during the tourism season) especially by supermarkets and the 

hotels. The other crops, cucumber and pumpkin are moderately profitable but their prices are generally low for most of 

the year.  

 

7. Farmer G 

57 yr.; Male; 

primary education; 

25 years farming 

experience 

0.2 ha watermelon; 0.2 ha 

sweet potato; 0.1 ha lettuce; 

0.2 ha soursop 

- Experience & knowledge 

in these crops 

- Good market demand 

- Timely cash flows 

-Several crops planted as a 

risk management strategy 

Open land cultivation; 

occasional flooding affects 

consistency in production 

Comments: This farmer practices organic farming but does not benefit from premium prices due to lack of marketing 

and there is no established market in Grenada for organic produce. Watermelon (3 crops / year) production averages 

1,700 kg from 0.2 ha, tomato averages 2,300 kg from 0.1 ha, 1,400 kg sweet potato from 0.2 ha and 2,500 heads of 

lettuce per month. The crops are planted (and replanted when terminated) on a phased basis to facilitate weekly sales. 

The crops are sold to the supermarkets and excess supply is sold to the Marketing Board for a lower price (as much as 

50% less). The farmer also has 150 soursop trees which start bearing after 3 years. His trees just started bearing and 

production is about 50kg per week. There is high demand in the USA and Europe for soursop and because of the strong 

competition among local exporters for soursop a price of $5.50 / kg is being paid whereas the Marketing Board buys for 

$4.40 / kg. However, the Marketing Board which is Government owned has been providing extension services to 

soursop farmers and other support for farmers to enter into a supply contractual arrangement.    

 

8.  Farmer H 

54 yr.; Male; 

tertiary education; 

30 years farming 

experience 

500 tomato plants cultivated 

in a greenhouse ; 0.4 ha 

cantaloupe; 0.4 ha 

watermelon 

- Experience & knowledge 

in these crops 

- Good market demand 

- Timely cash flows 

 

Greenhouse & open land 

cultivation. Lack of an 

adequate supply of inputs 

such as seeds, fertilizers 

etc. affect productivity. 

The average production per tomato plant grown in this farmer’s greenhouse is 11kg over a period of 6 months. This is 

80% more than the highest production received by farmers surveyed who cultivated on open lands.  The cantaloupe and 

watermelon are grown on open land and averages 8,500 kg and 11,000 kg from 0.4 ha respectively. The crops are sold 

to the hotels, supermarkets and the Marketing Board for similar prices as obtained by the aforementioned farmers. 

Tomato is this farmer’s most profitable crop.   

 

9. Farmer I 

44 yr.; Male; 

primary education; 

20 years farming 

experience 

2,000 tomato plants(1 crop / 

yr.); 2,000 cantaloupe plants 

(2 crops / yr.); 3,000 

watermelon plants (2 crops / 

yr.) and 6,000 Okra plants 

- Experience & knowledge 

in these crops 

- Good market demand 

- Timely cash flows 

-Several crops planted as a 

risk management strategy 

 

Open land cultivation; 

Occasional flooding due to 

flat land, loss of flowers in 

heavy rain and praedial 

larceny affect production 

levels. 

Comments: Production from a tomato plant averages 2.5 kg in the wet season and up to 6.5 kg in the dry season. 

Cantaloupe production averages 3,100 kg from 2,000 plants and approximately 19,000kg (after spoilage) are obtained 

from 3,000 watermelon plants. Average production from Okra is 5,400 kg from 6,000 plants maintained over a period of 

10 months. The average price obtained for Okra is $1.20 / kg. Okra is a common backyard garden crop so many farmers 

do not plant it as a commercial crop otherwise the market would get easily oversupplied. The crops are sold to the 

supermarkets and when there is excess, the Marketing Board and market vendors are targeted. The prices obtained are 

similar to that of the aforementioned farmers.  
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10. Farmer J 

50 yr.; Male; 

primary education; 

22 years farming 

experience 

0.6 ha tomato; 0.2 ha 

watermelon and a small 

section with seasoning and 

salad peppers 

- Experience & knowledge 

in these crops 

- Good market demand 

- Timely cash flows 

 

Open land cultivation; 

production levels affected 

by pests in the wet season. 

The crops are planted on a phased basis to facilitate weekly production. The tomato crop is currently attacked by white 

flies causing the leaves to curl and average production is 1.2 kg per plant. Production in the dry season increases by over 

100%. Watermelons are being attacked by mites and the average production is about 1,400 kg from 0.2 ha. The crops 

are sold to supermarkets, the Marketing Board and to vendors. The prices obtained are similar to that of the 

aforementioned farmers. 

 

11. Farmer K 

37 yr.; Male; 

secondary 

education; 20 years 

farming experience 

0.1 ha tomato; 0.1 ha 

cantaloupe; also cultivate 

cucumber; seasoning pepper  

- Experience & knowledge 

in these crops 

- Good market demand 

- Timely cash flows 

-Several crops planted as a 

risk management strategy 

Open land cultivation; 

production levels affected 

by loss of flowers and 

pests in the wet season. 

Comments: Tomato production averages 2,100 kg from 0.1 ha. Cantaloupe production averages 2,800 kg from 0.1 ha 

and cucumber production averages 2,800 kg from 0.4 ha. The crops are planted on a phased basis to facilitate weekly 

production. The crops are sold to the hotels and supermarkets and during periods of oversupply, sales are also made to 

the Marketing Board. The prices obtained are similar to what the aforementioned farmers receive.  

 

12.  Farmer L 

50 yr.; Male; 

secondary 

education; 16 years 

farming experience  

0.1 ha watermelon; 0.1 ha 

tomato; 0.1 ha lettuce; 0.1 ha 

cauliflower; 0.1 ha cabbage; 

0.05 ha cantaloupe  

- Experience & knowledge 

in these crops 

- Good market demand 

- Timely cash flows 

-Several crops planted as a 

risk management strategy 

Open land cultivation 

This farmer practices crop rotation. He plants 3 varieties of watermelon (Crimson Sweet; Crimson King and Extreme). 

The Heatmaster variety of tomato is planted and the Hymark variety of cantaloupe is planted. This farmer was reluctant 

to provide production figures and marketing channels. 

 

13. Farmer M 

52yr; Female; 

primary education; 

20 years farming 

experience 

0.2 ha.cultivated in chive 

(70% of the land space) and 

thyme (30%). 

- Experience & knowledge 

in these crops 

- Good market demand 

- Timely cash flows 

 

Open land cultivation; lack 

of irrigation affects 

production 

This farmer used to cultivate tomato but decided to focus on chive and thyme as tomato requires too much attention and 

labour. She sells the chive and thyme to Real Value Supermarket for an average price of $4.40 / bundle and $3.50 to 

market vendors when there is excess supply. Many of the households cultivate these seasonings in their backyard so 

there many farmers do not focus on these crops as there is a small market.   

 

14. Farmer N 

46yr; Male; primary 

education; 20 years 

farming experience 

2,100 tomato plants (2 crops 

/ yr.); 2,000 watermelon 

plants (2 crops / yr.); 750 

cantaloupe plants (3 crops / 

yr.); 750 honeydew melon 

plants (3 crops / yr.) 

- Experience & knowledge 

in these crops 

- Good market demand 

- Timely cash flows 

 

Open land cultivation. This 

farmer stated that he has 

been able to maintain 

consistent production but 

selling the produce during 

periods of glut is a 

challenge. 

Comments: Tomato production averages 2kg per plant in the wet season and 6kg/ plant in the dry season. Watermelon 

production averages 10,000 kg from 2,000 plants in the dry season and about 25% less in the wet season. Cantaloupe 

and honey dew averages 2,300 kg from 750 plants and also about 25% less in the wet season. The crops are sold to the 

hotels, supermarkets and the Marketing Board for similar prices as aforementioned.  
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10.7 (a) Crop Analysis- Grenada  

1. Tomato 

The popular varieties are Heatmaster, Dianne and Striker. Average production per plant ranges from 

2.5 kg in the wet season to 6.5 kg in the dry season over a period of 4 to 5 months. One farmer who 

has a greenhouse obtains 11kg per plant over a six month period. Tomato is purchased by HVMs for 

an average price of $7.46 / kg and by the Marketing & National Importing Board for $6.40 /kg. Based 

on data from farmers, the average breakeven price for tomato in Grenada is estimated at $2.75/ kg. 

Therefore, a net profit of $4.71 / kg is obtained by selling to the HVMs and $3.65 /kg by selling to the 

Marketing Board. Most of the farmers who cultivated tomato with other crops said that tomato 

requires more attention than other crops but it is also their most profitable crop. During the wet 

season the price of tomato can increase to as much as $10 /kg.  

Statistics have shown that the tourism industry in Grenada has started to improve and this would 

result in greater demand for tomato. Given the existing profit made by tomato farmers and prospects 

for increased demand from the tourism industry, this commodity has good potential for increased 

production. 

2. Watermelon 

The popular varieties of watermelon grown in Grenada are Sentinel, Empire 2, Jubilee, Crimson 

Sweet and Extreme. Some farmers have been harvesting high yields of 22,000 kg for 0.4 hectare and 

other farmers with less fertile soils and problems with the white flies have been harvesting just about 

4,800 kg for 0.4 ha. Farmers with high yields have a low breakeven price of $1.87 / kg but the 

average breakeven price has been estimated at $2.75/ kg. The average price paid by HVMs is $5.70 

/kg and $3.86 by the Marketing & National Importing Board (MNIB). The net profit earned when 

selling to the HVMs is $2.95 / kg and $1.11 / kg when selling to the MNIB. 

Farmers who cultivate watermelon stated that they are unable to satisfy the level of demand for most 

months in the year. This claim is supported by the MNIB which is the biggest buyer of fresh produce 

on the island. According to the MNIB there is high demand by the local population and the 4,000 

students at the university for watermelon.  

Based on this analysis, watermelon is considered a suitable crop for increasing production.   
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3. Other Melons (Cantaloupe & Honeydew Melon) 

Cantaloupe and Honeydew Melon were presented in recent years as viable crops by the Taiwanese to 

local farmers. An increasing number of farmers have been cultivating these crops. Based on recent 

research conducted by the Ministry of Agriculture, the demand for honeydew melon is strong among 

the university students and is increasing among the local households. As a result, the Ministry of 

Agriculture has been encouraging farmers to grow this commodity. The MNIB has also observed the 

increasing demand for honeydew melon. Cantaloupe has a high demand by the foreign university 

students and by hotels during the tourism season. The melon farmers also stated that honeydew melon 

has greater and increasing demand by the local population than cantaloupe but not as much as 

watermelon.  

The average production for cantaloupe and honeydew melon is 2,300 from 0.1 hectare. The 

breakeven price for these crops is $3.30 /kg which is substantially higher than watermelon because of 

their lower production. The average price paid by the HVMs for honeydew melon and cantaloupe is 

$7.06 / kg and $4.40 by the MNIB and exporters / hucksters. An average net profit of $3.76 /kg is 

obtained when selling to the HVMs and $1.10 /kg when selling to the MNIB and the hucksters.  

From this analysis there is currently good potential for increasing production in honeydew melon 

which will continue to increase with the improving tourism industry.  Cantaloupe does not currently 

have a strong demand by the local households (also confirmed by existing cantaloupe farmers) and on 

this basis is not recommended for increased production at present. However, there is an obvious 

opportunity for farmers to schedule their planting of this crop to target hotels during the tourism 

season. 

10.7 (b) Recommended Crops for Grenada  

Based on the research and analysis undertaken, the crops currently with the best potential for 

increased production in Grenada are 1
st
 Tomato; 2nd Watermelon and 3

rd
 Honeydew Melon. 

 

10.8 Product Potential Evaluation- Dominica  

The following farmer profiles matrix has been developed to summarize the key findings emanating 

from the farmer interviews undertaken in Dominica.  
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Table 24: Profile of Farmers Interviewed in Dominica 

No. Name of Farmer, 

Age, Sex; 

Experience 

Main Crops Cultivated  Reason (s) For Cultivating 

Type of Crop 

Type of Cultivation & 

Consistency In Supply Over 

Last 2 Years 

1. Farmer A 

34yr; Male; tertiary 

education; 15 years 

farming experience 

0.4 ha yam; 0.4 ha plantain; 

0.4 ha sweet potato; 0.4 ha 

tomato; 0.2 ha;  Irish potato 

- Experience & knowledge 

in these crops 

- To supply orders 

- Adequate cash flows 

- Several crops planted as a 

risk management strategy 

Open land cultivation; Has 

been able to maintain a 

consistent supply over the last 

2 years; main problem is the 

deplorable roads. 

This farmer stated that he utilizes a Government tractor at a cost of $375 / ha to plough and rotovate his land for planting. 

Approximately 10,000 yam plants are cultivated in 0.4 ha of land.  Production averages 1.3 kg per plant. Both yellow yams, 

which require moderate water (planted more in the dry season) and white yams, which require more water, are planted. 

These varieties mature in 5 to 6 months. The produce is sold to Hucksters for an average price of $4.50 /kg.  The estimated 

breakeven price is $3.30 / kg. The yellow variety of sweet potato is planted and the average yield from 0.4 ha is 8,000 kg 

/ha. This crop is also sold to Hucksters for ab average price of $5.00 / kg. The estimated breakeven price is $2.75/kg. The 

sweet potato matures in about 3 to4 months. This farmer started cultivating Irish Potato about 3 years ago and stated that it 

is easy to grow, strong demand by supermarkets for an average price of $4.95 /kg. He also retails part of his production of 

Irish potato for a higher price of $6.00 / kg. The duration of this crop is just 3 months. In order to plant this crop the plants 

have to be purchased from the Ministry of Agriculture and the plants are not always available (main problem). The average 

yield is 15,000 kg / ha; the breakeven price is $2.80 / kg. Tomato is also a profitable crop but it requires much more 

maintenance than the other crops for pest and disease control. 

 

2. Farmer B 

52yr; Female; 

primary education; 

20 years farming 

experience 

0.4 ha sweet potato; 0.4 ha 

plantain; 0.1 ha pineapple 

- Experience & knowledge in 

these crops 

- To supply orders 

- Profitability 

Open land cultivation; 

weather conditions and 

labour availability affect 

consistent production. 

This farmer stated that sweet potato is a low maintenance crop and has a fairly short maturity period (3.5 to 4 months). 

Average production is 6,000 kg / ha and sold to hucksters for an average price of $4.40 / kg. Pineapple is also a profitable 

crop but it has a lengthy maturity period before cash can be generated. Average production is 1,200 kg from 0.1 ha and it is 

sold for an average price of $3.00 to hucksters. Approximately 5,000 kg plantains are obtained from 0.4 ha and sold to 

hucksters for $2.20 / kg which is profitable. However, she plans to cut back on her plantain cultivation because of the black 

sigatoka disease which has been proving difficult to control. The Ministry of Agriculture sprays the plantain plants but on 

an ad hoc basis. 

 

3.  Farmer C 

43 yr.; Male; 

secondary 

education; 15 years 

farming experience 

1.6 ha plantain; 0.8 ha 

dasheen 

- Experience & knowledge in 

these crops 

- To supply orders 

- Several crops planted as a risk 

management strategy 

Open land cultivation; The 

major problem 

experienced is labour 

shortage. 

This gentleman is a farmer and also an exporter of fresh produce to Antigua, Tortola and St. Thomas. He cultivates dasheen 

and plantain and purchases sweet potato and other crops for export. His main crop is plantain with an average production of 

6,500 kg / ha.  He sells for $4.40 /kg to other hucksters but at present there is a glut on the market and the price is $3.30 

which is just above the breakeven level. The quantity exported is sold for an average price of $5.00 / ha. He usually 

generates a substantial profit from growing plantains which could be higher but the black sigatoka disease has been 

persistent and adversely affects production level. Dasheen production averages 9,000 kg / ha and the crop is sold for an 

average price of $3.30 / kg to hucksters and up to $5.00 / kg when exported. 

 

4.  Farmer D 

44yr; Female; 

secondary 

education; 15 years 

farming experience 

 

3 greenhouses (1 with 300 

tomato plants; 1 with 200 

sweet pepper plants; 1 for 

seedlings); 0.4 ha dasheen; 

0.1 ha sweet potato 

- Experience & knowledge in 

these crops 

- Good market demand 

- Adequate cash flows 

- Several crops planted as a risk 

management strategy 

 

Protected & open land 

cultivation. No major 

problem experienced 
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Comments: This farmer has an agro tourism business and has accommodation for 25 persons to overnight. She cultivates a 

variety of crops including tomato and sweet pepper in greenhouses. Her main crop at present is dasheen which is a 7 month 

crop and yields 4,800 kg from 4,000 plants. She has a contract with DEXIA whereby DEXIA supplies fertilizers and 

weedicide and pays the farmer $1.76 / kg. The farmer indicated that this price results in a low profit even when the free 

inputs are considered and as a result, she is not sure whether she will renew the contract when it expires.  The farmer has 

also focused on the cultivation of Irish potato. The average yield is 2,800 kg from 275 kg of plants. There is high demand 

by the supermarkets for this crop at an average price of $4.95 /kg.  It is a profitable crop and easy to maintain and the 

farmer plans to increase her production.  The sweet potato cultivated is utilized in the agro tourism’s business for food. The 

tomato price fluctuates from $4.40 to $8.80 per kg at supermarkets with the higher price being obtained in the wet season 

when growing most vegetables in open land is a challenge. This farmer was not certain of production levels for some of the 

crops. 

 

5. Farmer E 

55yr; Male; tertiary 

education; 8 years 

farming experience 

0.2 ha yam; 3.2 ha pineapple 

& 0.2 ha passion fruit 

- Experience & knowledge in 

these crops 

- Good market demand 

- Easy to maintain 

 

Open land cultivation, 

main problem is labour 

availability. 

Comments: Approximately 4,000 kg of yam are harvested from 0.2 ha; 12,500 kg pineapples per ha and 10,000 passion 

fruits from 0.2 ha. The crops are sold to hucksters at farm gate for an average price of $4.40/kg for yam, $3.30/kg for 

pineapple and $2.50 /kg for passion fruit. The yam and pineapple have an excellent export market but they are not cash 

crops. The passion fruit also has good export demand and is a cash crop which provides a balance with the yam and 

pineapples.   

 

6. Farmer F 

72 yr.; Male; 

primary education; 

over 30 years 

farming experience 

0.4 ha. yam; 0.4 ha. dasheen; 

1.2 ha. bananas; 5ha. citrus 

- Experience & knowledge in 

these crops 

- Good market demand 

- Easy to maintain 

 

Open land cultivation; 

main problems are labour 

and obtaining buyers 

Average yam production from 0.4 ha is 8,500 kg, a similar yield is obtained for the dasheen and banana yield is 10,000 kg 

from 1.2 ha. Information on yields from the citrus was not readily available. The crops are sold to hucksters at the farm gate 

for an average price of $4.00 / kg for the yam, $4.00 / kg for the dasheen, $1.75 / kg for the bananas and $0.50 / kg for the 

citrus. Excess supply is retailed by the farmer and his wife on the streets from their van for approximately 80% to 100% 

higher prices. There is high demand for the yam by hucksters who export to Antigua, St. Kitts, Tortola and St. Thomas. 

  

7.  Farmer G 

62yr; Female; 

primary education; 

40 years farming 

experience 

0.2 ha. yam; 0.3 ha. Irish 

potato 0.1 ha sweet potato; 

0.4 ha banana 

- Experience & knowledge in 

these crops 

- Good market demand 

- Easy to maintain 

 

Open land cultivation; 

Main challenge is proper 

access roads.  

Comments: Average production from 0.3 ha Irish potato is 3,000 kg / ha, average production from 0.2 ha yam is 4,400 

kg/ha, sweet potato production is 1,300 kg / ha and bananas are 3,500 kg /ha. These figures are estimates as the farmer does 

not keep production records. All the crops are sold to vendors at the Roseau market. Yam and sweet potato are sold for an 

average price of $4.00 /kg., Irish potato is sold for $4.50 / kg and bananas for $1.60/kg. There is good demand for all the 

crops but for a short period there is a glut in the market for yam, sweet potato and bananas. The demand for Irish potato is 

consistently high and is a profitable crop with early returns (3 months crop). The problem with the bananas is the black 

sigatoka disease which is difficult to control and affects the level of production. 

 

8.  Farmer H 

65yr; Male; primary 

education; 36 years 

farming experience 

0.8 ha sweet potato; 0.8 ha 

dasheen; 0.4 ha yam 0.8 ha 

bananas 

- Experience & knowledge in 

these crops 

- Good market demand 

- Easy to maintain 

Open land cultivation; 

main problems are labour 

and obtaining buyers 

Comment: This farmer sells to hucksters at farm gate. Banana production averages 7,000 kg from 0.4 hectare, 6,000 kg 

sweet potato from 0.4 ha, yam yield is 8,500 / ha and dasheen is 7,000 kg from 0.4 ha. Yields are approximate figures as 

the farmer does not keep proper records. The banana is sold for an average price of $2.20/kg, dasheen and sweet potato for 

$4.00 /kg and yam for $5.00 /kg.  All the crops are profitable. The yam, sweet potato and dasheen have strong demand by 

the hucksters. The banana is affected by the Black sigatoka disease. 
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9.  Farmer I 

41 yr.; Male; 

secondary 

education; 10 years 

farming experience 

0.2 ha squash; 0.1 ha 

melongene; 0.1 ha lettuce; 

0.2 ha cabbage  

- Experience & knowledge in 

these crops 

- Good market demand 

- Adequate cash flows 

- Several crops planted as a risk 

management strategy 

Open land cultivation; 

main problem is obtaining 

labour  

Comments: Lettuce, squash and cabbage are cultivated in greenhouses which because of the protected environment 

production is consistent throughout the year.  Production records are not kept but the farmer indicated that all the crops are 

profitable. There is an oversupply of most crops at some point in the dry season for 4 to 6 weeks and farmers tend to 

breakeven during this period. Much higher prices are obtained in the wet season and farmers with greenhouses are not 

affected much by the heavy rains and pests.  The crops are sold to supermarkets and to market vendors. 

 

10.  Farmer J 

Male; 35 years 

farming experience 

0.8 ha yam; 0.2 ha avocado; 

0.1 ha cucumber;0.2 ha 

tomato 

- Experience & knowledge in 

these crops 

- Good market demand 

- Adequate cash flows 

- Several crops planted as a risk 

management strategy 

Open land cultivation; 

main problem is obtaining 

labour 

Comments: This farmer sells to market vendors and also retails at the market. He does not keep farm records but based on 

his feedback t is estimated that yam production is around 8,000 kg/ ha, tomato is about 2,000kg /ha and cucumber 2,500 kg 

/ ha. All the crops have good demand except for about 2 months each year when there is an oversupply in the market. 

 

 

10.8(a) Dominica  

1   Sweet Potato 

The Ministry Of Agriculture recently estimated that sweet potato is grown in about sixty (60) hectares 

of land in the country and the current demand is for ten (10) more hectares or 16% higher production. 

The excess demand is being fuelled by the export trade to Guadeloupe, Martinique, Antigua and St. 

Kitts which is facilitated by hucksters. The sweet potato farmers have also indicated that there is high 

demand for sweet potatoes by the hucksters.  

The yellow and white flesh varieties of sweet potato are popular on the island and their average yield 

is 10,000 kg per hectare. The duration of the crop is 3 to 4 months which means that it provides cash 

inflows on a quarterly basis. The sweet potato is sold for an average price of $4.77 /kg to HVMs and 

$4.00 / kg to the hucksters. Based on information from farmers the breakeven price is $2.75 / kg. 

Therefore a net profit of $2.02 /kg is obtained from selling to the HVMs and $1.25 /kg from selling to 

the hucksters.  

Based on the fact that demand currently exceeds supply by 16%, this crop is recommended for 

increased cultivation. Recent statistics reveal that the tourism industry is improving in the Caribbean 

and this is a positive indicator that the demand for sweet potato will continue to increase.  
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2 Yam 

The island currently produces 240 hectares of yam but according to the Ministry Of Agriculture there 

is demand for 320 hectares of yam which represents a 33% shortfall in supply.  

Local varieties of yam include D'leau, Batard, Marron, Piquants noir, Bonda, Babaoulay and Antoine. 

In an effort to promote Good Agricultural Practices among yam farmers, twelve yam demonstration 

plots were established around the island in farmers’ fields and used for training of Farmers’ groups by 

the Ministry of Agriculture and Forestry in collaboration with the Dominica Export/Import Agency 

(DEXIA) and, the Bureau of Standards. One satellite yam plot and one satellite sweet potato plot 

were also established. The demonstration plots utilised the best production practices (previously 

validated by CARDI) that would optimise farmers’ marketable yields. Yields in farmers’ fields under 

their traditional technology averaged 8,423 kg /ha for yam while in the demonstration plots with 

improved technologies and Good Agricultural Practices the yield was 12,489 kg /ha (48 % increase). 

The average yam production from the farmers surveyed is 8,200 / kg. Based on information from 

farmers, the breakeven price is $2.90 /kg. The yam is sold to HVMs for an average price of $4.40 /kg 

and to hucksters for an average price of $3.04 / kg. The average net profit earned from selling yam to 

HVMs is $1.50 /kg and $0.14 /kg from selling to the hucksters.  

All the farmers surveyed followed the traditional cultivation methods but as farmers employ the latest 

cultivation technologies as currently being promoted by the Ministry Of Agriculture, their yields will 

increase by over 40% which will result in a lower breakeven price of around $1.74 /kg or less and 

then the export market option will be more attractive.  

3 Plantain 

The primary research undertaken has revealed that the black sigatoka disease has been affecting 

plantain production. Although existing farmers make a moderate profit from this crop some farmers 

have been cutting back on their acreage planted because of the difficulty in controlling the disease. 

On this basis this crop is not recommended for expansion. 

4 White / Irish Potato 

Dominica imports over 168,000 kg of Irish potato annually and thereby utilise a substantial amount of 

its foreign exchange. In recent years the Ministry Of Agriculture with the assistance of various 

organisations such as the Promotion of Regional Opportunities for Produce through Enterprises and 
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Linkages (PROPEL) has been promoting the cultivation of Irish potato in the country. Many farmers 

are already cultivating the crop with planting material imported by the Ministry Of Agriculture and 

sold to farmers at a cost of $80.00 / bag. 

One of the farmers surveyed started cultivating Irish Potato about 3 years ago and stated that it is easy 

to grow, strong demand by supermarkets for an average price of $4.95 /kg. He also retails part of his 

production of Irish potato for a higher price of $6.00 / kg. The duration of this crop is just 3 months 

and the average yield is 15,000 kg / ha. His breakeven price is $2.80 / kg which means that he earns a 

net profit of $2.15/kg by selling to the supermarkets. 

Another farmer in the survey has also focused on the cultivation of Irish potato. Her average yield is 

2,800 kg from 275 kg of plants. She stated that there is high demand by the supermarkets for this crop 

at an average price of $4.95 /kg.  She further stated that it is a profitable crop and easy to maintain 

and she plans to increase her production. On this basis white / Irish potato is recommended as an 

excellent crop for increased cultivation or expansion. However, the crop grows best in semi dry 

conditions and at 1,000 feet above sea level. 

10.8 (b) Recommended Crops For Dominica  

Based on the research and analysis undertaken, the crops currently with the best potential for 

increased production in Dominica are White / Irish Potato, Sweet Potato and Yam. 
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11 Constraints & Challenges in the Development of the 

Agriculture Sector in the OECS  

The following constraints and challenges were noted from the research: 

1. Production Constraints: The supply of the investigated fresh produce, fruits and root crops is 

inconsistent mainly because of adverse weather conditions, floods, labour shortage, pest and disease 

and to a lesser extent praedial larceny and irrigation. The farmers also experience a level of decreased 

profits when there is a brief glut on the markets which usually occur in the first half of the year. The 

farmers who undertake open land cultivation complained that cultivating crops in the wet season is 

challenging due to the proliferation of pest (especially white flies) and disease. The farmers also 

stated that they are constrained to increase their production levels due to unavailability of land for 

cultivation. Farmers appear to be reluctant to invest into new technology or technology improvements 

to their cultivation methods such as greenhouses (only 8% of the farmers surveyed had greenhouses). 

This lack of investment in technology could be due to the aging farming population in the OECS 

where 68% of the farmers interviewed were older than 50 years old. The farmers with greenhouses 

reported greater consistency in production levels when compared to open land cultivation where 

production levels vary with weather conditions.  

2. Product Quality: There is no Farm Certification process in the OECS so there is no standard or 

benchmark to assess the quality of produce. A noted number of HVMs complained that the quality of 

local fresh produce is not consistent in terms of size, shape and colour when compared to imported 

fresh produce.  The commodities mentioned were tomatoes, sweet peppers and pineapples. However, 

there was consensus among the buyers that the local fresh produce tasted better than the imported 

fresh produce.  

3. Marketing: The farmers surveyed have been selling their crops through channels such as hotels, 

supermarkets, Marketing Boards, retail vendors, marketing co-operatives, institutional exporters and 

hucksters (individual exporters). The majority of the farmers stated that the least viable buyer 

segments are the exporters followed by the retail vendors. A few farmers in Grenada, SVG and 

Dominica export directly within the Caribbean and earn a substantially higher profit than selling to 

the local exporters. However, most of the farmers are not skilled in marketing or understand export 

procedures and therefore need training in these areas. Many farmers sell to the low value buyers 

because they buy at farm gate and are less stringent with quality. Most of these latter farmers 

experience difficulty in meeting the requirements of the HVMs especially consistency in quality and 

supply. Generally, there is a lack of entrepreneurial skills among farmers in the OECS.  

A survey conducted in Grenada by the Ministry of Agriculture and FAO in 2010 showed that 75% of 

the food crops (vegetables, roots and tubers) were sold and the remainder disposed of otherwise.  

Spoilage accounted for 5% of total production, praedial larceny 1% and home use 16%.  As it relates 

to the distribution of the vegetables sold, the majority went to vendors 46%, others 19%, 
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supermarkets 16%, Marketing Board 12%, hoteliers 5% and agro processors 1%.  Root crop produce 

sold for the period was as follows; vendors 50%, other retailers 30%, Marketing Board 5%, 

supermarkets 13%, hoteliers and agro-processors 1%.  The most commonly reported problems by 

these farmers were availability and price of inputs, finance, lack of irrigation and labour.  Marketing, 

praedial larceny and pest and diseases were also listed. 

 

4. Poor Scheduling of Production: Farmers in these OECS islands tend to plant the same crops at 

the same time resulting in periods of high supply followed by periods of low supply. During periods 

of high supply prices fall and during periods of low supply imports increase. The few farmers who 

pay attention to crop scheduling and timing the market benefit from high prices.  

5. Record Keeping: The majority of farmers keep a rudimentary system of record keeping to track 

production costs and profit margins. Thirty-three percent (33%) of those surveyed do not have any 

system but rely on memory and experience. These farmers can benefit from training programmes, 

assistance from the respective Agricultural Public Sector agencies and Mentors to assist them in 

developing a business approach in managing their farms. 

6. Poor Infrastructure:  Many farmers complained that there are poor access roads to their farms 

which impact on their productivity, operating cost and spoilage of produce when transporting fresh 

produce to the market.  Better access roads in rural areas are critical to raising agricultural 

productivity.  

7. Lack of Technical Support: Farmers complained they do not receive adequate technical support, 

advice and assistance from the Agricultural agencies in their respective countries. 

8. Lack of Funding: In SVG farmers can obtain loans up to EC$20,000 at 2% interest rate and in 

Dominica the Dominica Agricultural & Industrial Bank provides agricultural loans at 6% to 10% 

interest. However, agricultural credit facilities are either non-existent or inadequate in Grenada and 

St. Lucia.  

9. High Cost of Inputs: The cost of seeds, fertilizers and pesticides are high in the OECS islands. 

Farmers in SVG complained that they experience difficulty in sourcing seeds for cantaloupe and 

honeydew melon. In St. Lucia the farmers complained of high labour costs and low productivity from 

workers.  
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12 Environmental Enablers & Opportunities in the OECS 

Region  
 

The following enablers and opportunities can inspire further development in the local agricultural 

sector:  

A. St. Vincent and The Grenadines 

FAO/United Nations agreed to assist the Government of SVG in its efforts to implement its New 

Strategic Plan for Agricultural Development 2010-2020.Three major objectives as stated by the 

Government of SVG through its policies implemented by the Ministry of Agriculture, Rural 

Transformation, Forestry and Fisheries (MARTFF) are: 

 To foster Agricultural Entrepreneurship.  

  To boost production in crops through various incentives 

  To conserve the natural environment as well as to increase biodiversity. 

 

According to the Country Programme Framework 2012-2015, with the exception of pumpkins all 

vegetables produced in SVG are sold on the local market. Annual supply however, falls short of 

demand since the late 1990’s due to the rapid expansion in hotel construction and occupancy. 

Consequently, SVG is a net importer of vegetables, with carrots, lettuce, sweet pepper and tomatoes 

being imported in larger quantities. Vegetable production remains constrained by many factors and 

has failed to keep pace with the increasing growth of the Hospitality Sector thus leading to an annual 

increase in the value of imports.  

Watermelon is one of the five fruits identified by the Ministry of Agriculture for increased production 

for local consumption and export.  

The three (3) crops selected (Tomato, Lettuce and Watermelon) in this Market Study as having strong 

potential for the HVMs were also highlighted as priority crops in the Strategic Plan for Agricultural 

Development in SVG. 

B. St. Lucia   

The vegetables selected under the Food Production Plan for 2016 include lettuce, spinach, tomatoes, 

pumpkin, carrots, cabbage and cucumber. Over the five year period 2007-2011, Saint Lucia was self–

sufficient in the production of pumpkin and cucumbers. Exports of vegetables were minimal during 

the five year period. Pumpkin was the only vegetable exported during the period 20072011. A total of 

1.3 tonnes of pumpkin was exported during the five year period.  
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Over the past five years, imports of vegetables have been relatively high when compared to local 

production of vegetables. All other vegetables identified under the Food Production Plan were 

imported during the five year period. Imports of carrots were particularly high in 2011 and accounted 

for 98.2 percent of total carrot consumption in 2011. This was followed by imported cabbage which 

accounted for 56.0 percent of total cabbage consumption in 2011. Imported lettuce accounted for 49.3 

percent of total lettuce consumption in 2011 while imported tomatoes accounted for 35.9 percent of 

total tomato consumption in 2011. This signifies the need for significant increases in local production 

of vegetables. Local production of vegetables exhibited growth over the past five years with the 

exception of 2009 and 2010 during which the drought and Hurricane resulted in huge crop losses. 

There is tremendous scope for expanding local production of vegetables as demand far outstrips 

supply. The problems of inconsistencies in supply and quality of vegetables need to be addressed in 

order to boost local production.  Gluts and scarcities at different times of the year need to be 

regularized.  Some months one may find overproduction of certain vegetables while at other times 

under-production is a problem. Open field production during certain months presents a serious 

challenge which may lead to huge crop losses as certain crops are susceptible to damage from 

excessive rainfall or sunlight. Therefore new technologies in protected agricultural production are of 

paramount importance. 

 

Key elements of the Plan of Action include: 

 There will be an intensified educational drive with strong collaboration between agriculture, 

health and education to ensure the public’s consumption patterns are changed; 

 Development of Tech-packs for appropriate open field production will be pursued, as well as 

protected production systems (hydroponics) and nurseries so that farmers can produce 

seedlings in their farm; 

 Arrangements put in place for easier accessibility of farmers to greenhouses, in collaboration 

with the Government of Mexico.  These will be of the farm most appropriate for our 

conditions; 

 The Ministry will pursue special arrangements for farmers with banks and other financial 

institutions.  Hence, agricultural financing will be given top priority. 

 Work has begun on the development of an Agriculture Incentives Act which will put in law 

the Support and incentives which are provided to farmers, fishers and agri-entrepreneurs. 

 The assistance of the Taiwanese Government will be sought in developing a functional 

production and marketing system for all commodities. 
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 The Praedial Larceny Project has been successful and activities will be intensified to have 

island-wide coverage.  Work will continue with farmer groups and the police to ensure 

minimal incidents of praedial larceny. 

 St Lucia by and large is a high cost producer of agricultural goods. The situation is further 

exacerbated by high labour cost and a shortened work day. This situation places the local 

farmer at a serious disadvantage and reduces his ability to compete in a globalized market 

place. Government will take steps to address this situation through appropriate mechanisms. 

 The country’s Action Plan for 2016 also places priority on the production of sweet potato and 

watermelon. 

The three (3) crops selected (Tomato, Sweet Potato and Watermelon) in this Market Study as having 

strong potential for the HVMs are also priority crops for the Government of St. Lucia. 

C. Grenada  

 The goals of Grenada’s National Agricultural Plan for 2015 – 2017 are as follows:  

 To optimize the utilization of available lands suitable for agriculture; 

 To enhance national food security; 

 To reduce costs of production and improve quality of agricultural produce for both 

domestic and international markets 

 To increase income earning opportunities of those dependent on agriculture and 

employment opportunities in rural communities; 

 To allocate resources based on priority areas; 

The three (3) crops selected (Tomato, Watermelon & Honeydew Melon) in this Market Study as 

having strong potential for the HVMs were also highlighted as priority crops in the current National 

Agricultural Plan. The Government plans to increase production of watermelon and honeydew melon 

on the island by assisting farmers with irrigation to facilitate year round production.  Key issues to be 

addressed for developing the domestic vegetables (including tomato) value chain are quality, 

reliability and consistency of supply, investment in greenhouses, affordability and influencing 

consumer behaviour by promoting healthy eating habits. 

D. Dominica  

Agriculture has been the most important sector of the national economy in terms of its contribution to 

GDP, provision of employment, domestic food and nutrition security, sustenance of rural livelihoods, 

and the generation of foreign exchange earnings. 

The National Export Strategy (NES) developed in 2010 is a plan of action aimed at achieving the 

transformation of Dominica’s export sector in response to the widening trade imbalance created as a 

result of weak export performance. The Ministry of Agriculture revealed that the demand for root 

crops and vegetables is much greater than the island’s current production and farmers are being 

encouraged to increase their production of root crops. The Government through the Ministry of 

Agriculture and with support from PROPEL has been promoting the cultivation of Irish potato with 

the aim of reducing import of this commodity and saving foreign exchange. The Ministry sources the 

planting material from various international suppliers and distribute to farmers at an affordable cost.  
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13 Export Procedures for Fresh Produce from OECS 
 

There is a Common External Tariff applicable to all CARICOM Member States. St. Lucia, St. 

Vincent and The Grenadines, Dominica and Grenada are member States of CARICOM. The 

following are the procedures to export fresh produce from one CARICOM member country to 

another:  

 

a. Import permits are required for all fresh produce, whether from outside or within CARICOM. 

In other words, the person or company to whom the commodities are being exported to must 

have an import permit. 

b. All fresh produce being exported must be accompanied by a phytosanitary certificate issued 

by the Plant Protection and Quarantine Unit of the Ministry of Agriculture and Forestry.  

Produce for export is inspected at the port of exit by Quarantine Officers to ascertain that they 

are accompanied by the required documentation and are fit for export. 

c. Hucksters are normally licensed and should have undergone training relating to sanitary and 

phytosanitary (SPS) standards and quality, market requirements, and other issues prior to 

becoming exporters. Licences are renewable on an annual basis.  

d. Exporting fresh produce from one CARICOM member country to another should not incur 

any tariff although a few islands charge small taxes such as environmental tax. Importing 

fresh produce from outside CARICOM incurs a tariff which ranges from 5% to 40%. 

These procedures encourage free trade of fresh produce within the CARICOM and discourage the 

importing of fresh produce from outside of CARICOM.  The primary research undertaken revealed 

that still large quantities of fresh produce consumed within CARICOM are imported from North 

America. The following factors contribute to this situation:   

 

 During periods of shortage for locally grown vegetables and fruits, the price on the local market 

increases to such an extent that the price (plus the tariff) of imported fresh produce is cheaper. 

 Under normal conditions the price (plus the tariff) of a few items of imported fresh produce is 

lower. In SVG, cabbage was identified as one such commodity. 

 Some of the buyer segments especially the hotels, restaurants and supermarkets have customers 

who prefer the imported fresh produce and hence these buyer segments purchase from both 

farmers and distributors who sell the imported items. There is usually a regular demand for some 

imported items such as red and yellow sweet peppers, slicing tomatoes, iceberg and romaine 

lettuce, cabbage and cauliflower. 

Under various Free Trade Agreements, exporting fresh produce from CARICOM / OECS countries to 

the USA, Canada and European Union does not attract import duties for many commodities. 

However, there are regulatory requirements. The USA requires that the exporter register with the 

Food and Drug Administration. Exporting to the European Union requires a Certificate of Origin and 

there are also strict requirements set out by the Canadian Food Inspection Agency similar to the 

sanitary requirements of the USA and European Union. 
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14 Recommendations for Partners and Products 
 

The commodities with the best potential for further expansion and leveraging with the HVMs are as 

follows:  

Table 25: Fresh Produce With the Best Potential for Supplying HVMs 

Country Commodities 

St. Vincent and The Grenadines Tomato, Lettuce & Watermelon 

St. Lucia Tomato, Sweet Potato & Watermelon 

Grenada Tomato, Watermelon & Honeydew Melon 

Dominica Sweet Potato, Yam  & White / Irish Potato  

 

These products were selected because there has been the trend of high demand across all HVM 

segments, there is a cumulative learning curve/experience by farmers in these produce sectors which 

can lend itself for ramped up production, these produce except yam have short crop cycles so farmers 

can see the immediate benefits of generating cash inflows as well as reaping profits. 

 

Conditions required to make these products competitive: In suggesting conditional changes to 

improve produce competitiveness there needs to be an internal and external context. Internal from the 

farmers perspective lends to a shifting of the mental models of the farmer from a subsistence player to 

an active entrepreneur who shifts resources on profit based projections. Farmers would have to be 

trained in basic entrepreneurial and management skills and have access to mentors to improve their 

operations on a consistent basis and develop characteristics of a credible producer in order to woo and 

sustain business relationships with the HVMs. Another internal enabler is the shift to greenhouse 

production among the farmers that are willing to enter into HVM Buyer relationships.  

From the empirical research it was revealed that farmers who employ greenhouses as a method of 

production have higher yields and better quality (though capital costs and depreciation were not 

included in their calculation).  Farmers can be encouraged to take advantages of incentives that are 

being offered by their Ministry Of Agriculture to introduce Greenhouse methodologies in their 

operations.  
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External enablers will include ongoing educational campaigns to “Buy Local” and foster a sense of 

pride in local produce and inputs. Farmers can also be profiled and a centralized database developed 

to group farmers by produce, volume, time of harvest & price points in order to have a planned value 

chain. This database can be integrated into the Ministry of Agriculture’s accessible information 

system. Post harvesting techniques and quality assessments need to be built into the operations of 

farming enterprises to ensure there is consistency of quality.   

 

Conditions to build sustainable linkages between buyers and producers: Further research/study 

needs to be undertaken within the produce specific sectors to identify and engage both farmers and 

HVMs as parties that are interested in participating in buyer arrangements under specific terms and 

conditions. From the research undertaken, it is known that the criteria used by most HVMs in 

choosing suppliers of fresh produce are as follows: 1
st
 is quality, 2

nd
 is price and 3

rd
 is consistency in 

supply.  
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Appendix 1 BUYERS’ Survey Questionnaire  
 

QUESTIONNAIRE FOR BUYERS 

 

For 

 

 

Promotion of Regional Opportunities for Produce through Enterprises and 

Linkages 

 

 

 

 

 

 

 

August 2016 
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I. IDENTIFICATION CHARACTERISTICS 

 

A. NAME OF ESTABLISHMENT: ____________________________________________ 

 

B. TYPE OF ESTABLISHMENT 

Supermarket       Restaurant          Hotel             Exporter        Processor   

 

C. ADDRESS:  _______________________________________________________________        

 

                                                                                     

D. TEL ______________  FAX__________            EMAIL___________________ 

 

 

E. CONTACT PERSON:   _____________________ POSITION ____________________ 

 

II. GENERAL INFORMATION 

1.   How does your company currently source fresh produce supplies? 

Purchase directly from market     

Wholesaler/Middleman                

Farmer                   

Other _____________________________________________________________ 

 

2 a. Is most of the fresh produce purchased by your company grown locally or imported? 

Local                 Imported               Not sure          

2 b. If you know the answer to question 2, approximately what % is local? ____________________                      
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3.  Is the fresh produce purchased by your company delivered or collected and in what form? 

 a) Delivered to your business  

 b) Collected from the farm gate   

c) Bulk   Packaged   

d) Graded   

e) Labelled    

4 a.  Does your company offer a contract to suppliers? 

Yes       No    

4 b. If no, please state reason (s) __________________________________________________________ 

5. How many suppliers your company changed over the last 24 months? _______________________ 

6. What are your company’s payment terms?  

Cash on Delivery     Yes      No    

Credit- Duration 7 days____ 2weeks____ monthly_____ 

Other_____ 

7.  Does your company pay a fixed price for fresh produce? 

Yes       No    

8.  If the answer to the above question is yes, for what period of time is the price fixed? 

 Monthly  Quarterly   Semi-annually  Annually   

9.  If the answer is no, then how does your company determine your price? 

_____________________________________________________________________________________ 

10.  What are the factors influencing your company’s purchasing decision: 

 Prices              Quality of produce                Consistency of supplies 
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 Payment terms            Packaging options            Delivery to outlet 

 Grading             Other _________________________________________________________ 

11.  How does your company access information relating to the fresh produce market? 

______________________________________________________________________________ 

3- Purchasing Patterns – Product & volume 12.  Does your company currently purchase any of the following 

items?  If yes, kindly indicate your company’s preference, quantity and frequency of purchase? 

ITEMS Description WEEKLY 

DEMAND 

Average price per 

unit 

FREQUENCY OF 

PURCHASE 

a) Tomato    Slicing 

   Cooking  

kg                                                    

kg 

  

b) Sweet Pepper    Red 

   Yellow 

   Green 

   Mixed  

 kg                                    

kg 

kg 

kg 

  

c) Cabbage     

d) Pumpkin     

e) Squash     

f) Christophine     

g) Pimento     

h) Hot Peppers     

i) Cucumber    Local variety 

   Long type 

 kg                                    

kg 
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j) Patchoi                         

Bundle 

  

k) Lettuce    Bronze 

   Iceberg 

   Specialty 

(arugula, red 

etc.) 

Head                             

Head 

Head  

  

l) Cauliflower    Local variety                             kg   

m) Shadon Beni                    Bundle   

n) Dill  Bundle   

o) Cilantro  Bundle   

p) Rosemary  Bundle   

q) Thyme  Bundle   

r) Oregano  Bundle   

s) Zucchini  Bundle   

t) Yam  Kg.   

u) Sweet Potatoes  Kg.   

v) Dasheen  Kg.   

w) Honeydew 

melon 

 Kg.   

x) Muskmelon  Kg.   

y) Cantaloupe  Kg.   

z) Pineapple  Kg.   
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aa) Limes     

bb) Pawpaw     

Fruit Juices     

 

13. Are there any other tropical vegetables or fruits that you currently purchase? 

Item Description Weekly 

Demand 

Average price per 

unit 

Frequency of 

Purchase 

     

     

     

     

     

     

     

4- Future Demand Requirements  

14.  Are there any other items, that your company would be interested in purchasing?  

Item Description Weekly 

Demand 

Average price per 

unit 

Frequency of 

Purchase 

     

     

     

     

     

15.  Would your company be interested in linking directly with local farmers as part of the value chain to 

purchase produce? 

Yes       No    

Why? ________________________________________________________________________ 
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______________________________________________________________________________ 

16.  Can you provide us with any trends you have observed regarding consumer demand for fresh produce or 

general information on the market conditions for fresh produce? 

_________________________________________________________________________________________

_________________________________________________________________________________________

_____________________________________________________________________________ 

______________________________ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



133 

 

Appendix 2 Farmers’ Survey Questionnaire  
 

FARMERS SURVEY QUESTIONNAIRE 

 

For 

 

 

Promotion of Regional Opportunities for Produce through Enterprises and 

Linkages 
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I. IDENTIFICATION CHARACTERISTICS 

A. NAME OF FARMER:  

 

B. Male            Female  

 

C. Age ___________ 

 

D. Education :      Primary             Secondary             Tertiary   

 

E. ADDRESS:   
 
           

F. TEL :        FAX :                  EMAIL___________________ 
 
 

G. How many years have you been involved in farming?______________________ 
 

 

II. GENERAL INFORMATION 

1.  Type Of Crops 

N0. Type of Crop Acreage 
Cultivated 

Average 
Production Per 
Acre 

Number Of 
Times Crop 
Cultivated 
Per Year 

Average 
Price Per 
lb. or kg. 
Obtained 

Where is 
the 
Produce 
Sold 

1.  
 

     

2.  
 

     

3.  
 

     

4.  
 

     

 

2. What technology do you utilize in your farming operations? 

Open Land Cultivation               Grow Box System              Greenhouse              Other ______________   

3. How do you decide which crops to cultivate? 
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Knowledge & Experience In Cultivating Crop (s)                  To Supply Orders          To Fullfil Contract       

Based On Market Research              Easy To Cultivate & Maintain Crop (s)               Favourite Crop (s)   

 Other Reason ________________________________________________________________________  

4. Would you be interested in growing any of the following commodities if you are currently not 

growing it?   Tomato     Sweet Pepper     Cucumber    Lettuce     Cabbage     Pimento                      

                       Hot Pepper           Sweet Potato      Pawpaw        Watermelon     Dasheen   

                      Yam           Ginger       Onion     Irish Potato   

Please state reason (s) for wanting to plant the crops mentioned : 
_________________________________________________________________ 

5. Have you ever sold fresh produce to one or more of the following buyer segments?    

Supermarkets       Hotels     Restaurants       Food Caterers        Exporters       Agro- Processors    Airline  

       Cruise Ship            Other (Please State) ___________________  

6. If your answer to question 5 is no, why? 

____________________________________________________________________________________    

7. If your answer is yes to question 5, what was your experience regarding the following: 

Price Paid _________________________________________________________________ 

Payment Terms ______________________________________________________________ 

Quality of Produce ___________________________________________________________ 

Frequency of Purchase ___________________________________________________________ 

Delivery of Fresh Produce _________________________________________________________ 

Price Changes_____________________________________________________________________ 

8. Have you ever supplied fresh produce under a contract arrangement?  Yes      No   

9. If your contract was terminated or not renewed state reasons? 

_____________________________________________________________________________________ 
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10. What are the differences in selling your produce to the wholesale market and selling to a Supermarket, 

Restaurant, Hotel or Food Caterer?  

_____________________________________________________________________________________ 

11. Does your country have a Farm Certification Programme?  Yes           No  

12. Is your farm certified?   Yes           No  

13. If No, why? ________________________________________________________________________ 

14. Do you know the benefits of having your farm certified? 

_____________________________________________________________________________________ 

15. What types of farm records do you keep? 

Sales       Expenses          Production                 Other ______________________________________ 

16. Do you calculate any of the following? 

Cost of production per lb. or kg. For each crop            Profit earned per crop  

17. How do you decide at what price to sell your fresh produce? _____________________________ 

__________________________________________ 

18. Over the last 2 years, have you been able to produce a consistent supply?  Yes      No  

 If no, state reasons _____________________________________________________________ 

19. What post-harvest activities do you undertake? (State emphasis using a score from 0 to 10 with 10 

being the highest) 

Procedure For Handling Produce With Care         Washing / Cleaning           Grading                      Proper 

Storage                 Labelling                 Packaging             Avoid bruising in transportation  

  20. Have you ever attended any formal training courses in the cultivation or marketing of vegetables or 

fruits? ____________________________________________________________________________ 

  21.  Would you be interested in linking directly with supermarkets, hotels, restaurants or food caterers as 

part of the value chain to sell produce?       Yes       No    
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Why? ________________________________________________________________________ 

22. Are you interested in being trained in one or more of the following areas? 

Record Keeping           Marketing & Sales           Post Harvest Management       Costing &Pricing    

23. Do you produce your crops at a competitive cost when compared with local farmers and imports? Yes            

No   

24. How do you know? _______________________________________________________________ 

25. What are some of the current problems that you experience? 

Flooding     Financing    Labour shortage    Obtaining Buyers    Irrigation    Other (State) ________ 

26.  What support do you need to improve your current production levels? 

 

27. What would be the expected terms and conditions that you would like reflected in a supplier contract 

with a Buyer? 

_________________________________________________________________________________________

_____________________________ 

 

 

 

 

 

 

 

 

 

 


