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Fig. 1. The number of flower and vegetable production-marketing groups in Taichung district.
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Fig. 2. Farms' organization of production-marketing groups.
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Fig. 3. Distribution of farmer numbers of production-marketing groups.
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Fig. 4. Distribution of farm areas of production-marketing groups.

F;aﬁg\ i BT FY54%FY LA T A [ﬂ %ﬁﬁ (Fe— ) ==y i TN B I/@%JTI?
Ji/éﬁ[ h—(3) {/ Jf[z 73 [—QI%EJIT"L E Iﬁjgiﬁ mfﬁjﬂfgﬂﬂﬁii;ﬁj [fl:#' F H[ E %[ Ni;a{— _E&?’FUIJE FJ
&P AL, ‘%ﬁﬁ » E IR O R AR (f16.8%) i s & SR (§17.3%) 3 BRI
5 WA ,ﬁ%?:[ o BT T R PE RSB e TSR O AR T

I
[n S



73 B 1B L T OB A TP

(IRFE % [y i BEPTRED (7 ) o P B078 3 i 20 ) R Y
2 G (TR ) 2 P AT 6L M R ] R T ) A g
EEW%%ﬁng%V%QT%O

Fwﬁﬁm?ﬁﬁﬁ
Table 1. The varieties of common equipment of flower groups

. . Taichung . Changhwa
i Taichung City . Nantou Hsien ; Total
Equipments Hsien Hsien
No. (%) No. (%) No. (%) No. (%) No. (%)
None 2(1.5) 8(5.8) 54(39.4) 10(7.3) 74(54.0)
Tables and chairs 0(0.0) 9(6.6) 9(6.6) 5(3.7) 23(16.8)
Product concentrated station 0(0.0) 6(4.4) 3(2.2) 1(0.7) 10(7.3)
White board 0(0.0) 5(3.7) 4(2.9) 0(0.0) 9(6.6)
Facsimile machine 0(0.0) 0(0.0) 4(2.9) 2(1.5) 6(4.4)
Cold storage 0(0.0) 2(1.5) 1(0.7) 1(0.7) 4(2.9)
Packing machine 0(0.0) 1(0.7) 2(1.5) 0(0.0) 3(2.2)
Computer 0(0.0) 0(0.0) 2(1.5) 0(0.0) 2(1.5)
Others 0(0.0) 1(0.7) 5(3.7) 0(0.0) 6(4.4)
Total 2(1.5) 32(23.4) 84(61.3) 19(13.9) 137(100.0)
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Table 2. The Varletles of common equipment of vegetable groups
Taichung City Talcl‘lung Nantou Hsien Changhwa Total
Hsien Hsien
Equipments No. (%) No. (%) No. (%) No. (%) No. (%)
None 1(0.3) 35(11.6) 77(25.4) 51(16.8) 164(54.1)
Tables and chairs 0(0.0) 11(3.6) 18(5.9) 13(4.3) 42(13.9)
Product concentrated station 0(0.0) 3(1.0) 20(6.6) 2(0.7) 25(8.3)
White board 0(0.0) 8(2.6) 6(2.0) 2(0.7) 16(5.3)
Facsimile machine 0(0.0) 1(0.3) 10(3.3) 2(0.7) 13(4.3)
Black board 0(0.0) 0(0.0) 6(2.0) 1(0.3) 7(2.3)
Ambry 0(0.0) 3(1.0) 0(0.0) 4(1.3) 7(2.3)
Computer 0(0.0) 0(0.0) 7(2.3) 0(0.0) 7(2.3)
Telephone 0(0.0) 0(0.0) 6(2.0) 0(0.0) 6(2.0)
Cold storage 0(0.0) 0(0.0) 2(0.7) 0(0.0) 2(0.7)
Others 0(0.0) 4(1.3) 6(2.3) 3(1.0) 13(4.6)
Total 1(0.3) 65(21.5) 159(52.5) 78(25.7) 303(100.0)
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Table 3. The magazines subscribed by the farmer's groups.
) Flower-group Vegetables-group Total
Magazines

No. (%) No. (%) No. (%)
None 45(11.8) 153(40.1) 198(51.8)
Farmers' Friend Monthly 11(2.9) 30(7.9) 41(10.7)
Harvest Semi-Monthly 13(3.4) 27(7.1) 40(10.5)
Taiwan Flower Industry 35(9.2) 0(0.0) 35(9.2)
Agricultural Information Report 3(0.8) 7(1.8) 10(2.7)
Policy and Condition of Agricultural 0(0.0) 6(1.6) 6(1.6)
Cooperation Development 0(0.0) 5(1.3) 5(1.3)
Pesticide World 2(0.5) 3(0.8) 5(1.3)
China Orchid 5(1.3) 0(0.0) 5(1.3)
Country Road Monthly 2(0.5) 2(0.5) 4(1.1)
Orchid World 3(0.8) 0(0.0) 3(0.8)
Others 11(1.6) 5(2.6) 15(4.2)
No answer 5(1.3) 10(2.6) 15(3.9)
Total 134(35.1) 248(64.9) 382(100.0)
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Table 4. The flowers cultured by production-marketing group

Varieties Crop No. (%) Crop No. (%)

Chrysanthemum 12 (20.3) Statice 5(8.5)

Flower plants Gerbera 10 (16.9) Flaming lily 5(8.5)

(Annuals) Carnation 9(15.3) Others 10 (16.9)
Statice caspia 8 (13.6)

Lily 33 (38.4) Calla 2(2.3)

Flower plants (perenial Baby's-breath 20 (23.3) Butterfly ginger 2(23)

and bulbs) Gladiolus 19 (22.1) African violet 1(1.2)

Prairie gentian 8(9.3) Dahlia 1(1.2)

New year's orchid 10 (18.5) Oncidium 8 (14.8)

Four-season orchid 8 (14.8) Cymbidium 3(5.6)

Orchids Sp'ring orchi‘d 8 (14.8) Phalaenopsis 1(1.9)

Winter orchid 3(5.6) Cattleya 1(1.9)

Mercy albino 3(5.6) Denphale 1(1.9)

Other Chinese cymbidium 3(5.6) Others orchids 6(11.2)
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Table 5. The marketing channels of member of flower group

Taichung City Taichung Hsien Nantou Hsien Changhwa Hsien Total

Location
No. (%) No. (%) No. (%) No. (%) No. (%)

Taipei flower market 0(0.0) 12(0.8) 40(29.4) 13(9.6) 65(47.8)
Export traders 1(0.7) 3(2.2) 7(5.2) 0(0.0) 11( 8.1)
Wholesalers 0(0.0) 0(0.0) 8(5.9) 0(0.0) 8 59
Consumer market 1(0.7) 4(2.9) 2( 1.5 1(0.7) 8( 5.9)
Shippers 0(0.0) 2( 1.5) 0(0.0) 3(2.2) 5( 3.7
Selling by oneself 0(0.0) 1(0.7) 0(0.0) 3(2.2) 4 2.9)
Cooperative' society 0(0.0) 0(0.0) 0( 0.0) 4(2.9) 4( 2.9)
Flower stores 0(0.0) 0(0.0) 2(1.5) 1(0.7) 3( 2.2)
Production market 0(0.0) 1(0.7) 0(0.0) 1(0.7) 2( 1.5
Direct marketing 0(0.0) 0(0.0) 1(0.7) 0(0.0) 1I( 0.7)
No answer 1(0.7) 5(3.7) 18(13.2) 1(0.8) 25(18.4)
Total 3(2.2) 28(20.6) 78(57.4) 27(19.9) 136(100.0)
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Table 6. The vegetables cultured by production-marketing group

31

Varieties Crop No. (%) Crop No. (%)
Cabbage 18 (22.8) Spinach 3(3.8)
Chinese cabbage 15 (19.0) Lettuce 2(2.5)
Water convolvulus 9(11.4) Others 2(2.5)
Leaf vegetables Celery 7(8.9) Fern 2 (2.5)
Chinese kale 6(7.6) Edible amaranth 2(2.5)
Chinese white cabbage 5(6.3) Cedrus 1(1.3)
Ts'ing kang paak 5(6.3) Oil mustard 1(1.3)
Co-ba 28 (38.9) Taro 5(6.9)
Shoot vegetables =~ Bamboo shoot 26 (36.1) Kohlrabi 4(5.6)
Potato 8 (11.1) Ginger 1(1.4)
Kidney bean 50 (15.2) Musk tenme 8(2.4)
Eggplant 46 (14.0) Angle loofah 7(2.1)
Balsam pear 44 (13.4) Hot pepper 6 (1.8)
Cucumber large 39 (11.9) Podded pea 6 (1.8)
Fruit vegetables Vegetable sponge 31(9.5) Sweet corn 6 (1.8)
Tomato 29 ( 8.8) Asparagus bean 5(1.5)
Green pepper 18 (5.5) Cucumber small 5(1.5)
Watermelon 14 (4.3) Lima-bean 3(0.9)
Bottle gourd 11(3.4)
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Table 7. The marketing channels of member of vegetable group
Location Taichung City Tillcslil;lg Nantou Hsien Chslrsliltllwa Total
No. (%) No. (%) No. (%) No. (%) No. (%)
Consumptive local market 1(0.4) 31(12.2) 84(32.9) 24(9.4) 140( 54.9)
Productive local market 0(0.0) 0(0.0) 2(0.8) 48(18.8) 50( 19.6)
Cannery 0(0.0) 8(3.1) 10( 3.9) 0(0.0) 18( 7.1)
Wholesalers 0(0.0) 1(0.4) 11(4.3) 4( 1.6) 16( 6.3)
Shippers 0(0.0) 0(0.0) 2(0.8) 4( 1.6) 6( 2.4)
Tradition retail market 0(0.0) 0(0.0) 1(0.4) 0(0.0) 1( 0.4)
Other places 0(0.0) 2(0.8) 2(0.8) 2(0.8) 6( 2.4)
No answer 0( 0.0) 8(3.1) 9(3.5) 2(0.8) 19( 7.5)
Total 1(0.4) 50(19.6) 120(47.1) 884(32.9) 255(100.0)
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Table 8. The marketing methods of agricultural product
Method Flower-group Vegetables-group Total
No. (%) No. (%) No. (%)
Cooperative marketing 55(32.3) 111(33.8) 166( 50.6)
Selling oneself 43(13.1) 73(22.3) 116(35.4)
Partial cooperative marketing 8(2.4) 37(11.3) 45(13.7)
Direct marketing 0( 0.0) 1(0.3) 1(0.3)
Total 106(32.3) 222(67.7) 328(100.0)
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Table 9. The places of group assembly
Place Flower-group Vegetables-group Total
No. (%) No. (%) No. (%)
No place 27(8.2) 32(9.8) 59(18.0)
Leader's house 45(13.7) 69(21.0) 114(34.8)
Activity center 5(1.5) 50(15.2) 55(16.8)
Product concentrated station 14(4.3) 20(6.1) 34(10.4)
Member's house of group 10(3.1) 13(4.0) 23(7.0)
Cooperative society 2(0.6) 21(6.4) 22(7.0)
Temple 1(0.3) 10(3.1) 11(3.4)
Farmers' Association 2(0.6) 7(2.1) 9(2.7)
Total 106(32.3) 222(67.7) 328(100.0)
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Table 10. The frequencies of group meeting

) Flower-group Vegetables-group Total
Times
No. (%) No. (%) No. (%)
0 6(1.8) 43(13.1) 49(14.9)
1 1(0.3) 23(7.0) 24(7.3)
2 7(2.1) 25(7.6) 32(9.8)
3 15(4.6) 18(5.5) 33(10.1)
4 15(4.6) 44(13.4) 59(18.0)
5 8(2.4) 18(5.5) 26(7.9)
6-12 26(7.9) 42(12.8) 68(20.7)
Over 12 28(8.5) 9(2.7) 37(11.3)
Total 106(32.3) 222(67.7) 328(100.0)
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Table 11. The present rates of group meeting

Rate Flower-group Vegetables-group Total
No. (%) No. (%) No. (%)
Under 25 % 13(4.0) 42(12.8) 55(16.8)
26-50 % 2(0.6) 11(3.4) 13(4.0)
51-75 % 9(2.7) 51(15.6) 60(18.3)
76-99 % 61(18.6) 102(31.1) 163(49.7)
100 % 21(6.4) 16(4.9) 37(11.3)
Total 106(32.3) 222(67.7) 328(100.0)
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Table 12. The kinds of activity of group

Kind Flower-group Vegetables-group Total
No. (%) No. (%) No. (%)
No any activity 21(5.7) 75(20.5) 96(26.2)
Demonstration 65(17.8) 99(27.1) 164(44.8)
Agricultural extension and education 14(3.8) 28(7.7) 42(11.5)
Training 4(1.1) 30(8.2) 34(9.3)
Travel 11(3.0) 9(2.5) 20(5.5)
Discussion 1(0.3) 5(1.4) 6(1.6)
Sale action 2(0.6) 2(0.6) 4(1.1)
Total 118(32.3) 248(67.0) 366(100.0)
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An Investigation of Production-marketing Groups
of Flowers and Vegetables in Taichung Area’

Deng-Tsann Day2

ABSTRACT

Seven kinds of production-marketing groups, including groups of flowers and
vegetables were supervised by COA (Council of Agriculture) since 1993 to reduce the
impact of attending GATT in future. In order to carry out the government's program of
assisting farmers and enhancing the function of production-marketing groups of flowers
and vegetables, a project of collecting basic data from the groups was conducted by staff
of Extension Center of Taichung DAIS.

The result showed that 109 groups of flowers and 227 groups of vegetables
registered at Taichung district were integrated by Taichung DAIS in 1993. And among
those registered groups 81% was assisted by Farmers' Association, while the other 19%
was assisted by cooperative farm. However, there were overlaps of group within them.

In the category of the cultivated plants, farmers of flowers group preferred Chinese
cymbidium, lily, rose, gladiolus and baby's breath than others flower crops, while
farmers of vegetables group preferred cauliflowers, co-ba, vegetable sponge, bamboo
shoot, tomato, eggplant, kidney bean, watermelon, bitter gourd, and cucumbers than
other vegetable crops.

As the facilities of production-marketing group, meeting room, tables and chairs are
the most popular than other equipment. The highest nummber of group meeting is
6/yearly, the common meeting location is at group leader's house, activity center or
Farmers' Association. Most of the group prouducts is sent to wholesale market of big

city.

Key words: vegetable, flower, production-marketing groups.

! Contribution No. 0364 from Taichung DAIS.
? Research Assistant of Taichung DAIS.



