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EXECUTIVE SUMMARY 

Non-traditional agricultural commodities exports for the year totaled 12,701 MT valued at G$1.4 billion or 

US$ 6.9 million, an increase in export volume of 14% from 2012. Of the total exports, 581Mt or 5% (was 

exported by air representing a 22% increase from 2012. Additionally, 12,120 Mt or 95% was exported by 

sea reflecting a 13% increase from last year. 

 The Guyana Shop has celebrated its first anniversary, since being re-commissioned, on October 18, 2012. 

As the year started, more emphasis was placed on advertisements through the electronic and printed 

media. The Guyana Shop co-sponsored television and radio programs, and used the printed media to 

make the public aware of its existence. 

 

The Marketing Information Centre maintained its export brokerage service and prepared 267 export 

documents; provided market facilitation and information dissemination services to numerous stakeholders; 

and provided bio-terrorism registration via the US Food & Drug Administration to nineteen (19) exporters of 

food products to USA.  

The Marketing Information Centre collected, stored and analysed export, production and price data for non-

traditional agricultural commodities, thereby, providing pertinent information to the policy makers and other 

relevant stakeholders.  In 2013, GMC collaborated with FAO to execute the various stages of the TCP 

Project entitled ñSupport for the enhancement of the National Agriculture Market Information System in 

Guyanaò (TCP/GUY/3401) with a budget of USD 121,000. There were several consultations and 

workshops held, a new web based database was designed and there was partial development of a survey 

design for production data collection. 

GMC continued to provide suitable facilities for the packaging of commodities for export, for the year 2013 

Central Packaging Facility processed 270 MT of produce, shipped to USA, Barbados, Antigua, St. Maarten 

and Suriname.  While Parika Agro Packaging Facility processed 73 MT of produce shipped to Barbados. 

The Packhouse recorded a total of one hundred and three shipments (103) ï ninety-two (92) by air and 

eleven (11) by sea.  

Agro-processors are of paramount importance to the expansion of the value-added industry in agriculture. 

During the year 2013, the Guyana Marketing Corporation maintained its strong relationship with agro-

processors. The corporation continued to provide technical assistance to Agro- processors, aid in the 
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development of their product labels, provided assistance in the sourcing of packaging materials, created 

market linkages among others. The Guyana shop continued to be the platform which enabled small Agro-

processors to launch into the market.  

Notably, in 2013, a meeting and several visits were organized by the Agri- Business Development Officer 

involving Mr. Taufeek Ali; Managing Director of Packaging Center (Trinidad) Ltd and Agro- processors who 

utilize plastic bags. Thirteen Agro- processors attended the initial meeting which was held on January 30th 

2013. During the meeting Mr. Ali explained the different products that are offered for sale by Packaging 

Center to the participants.  

The GMCôs Market and Enterprise Information System is the primary means of disseminating market 

information.  It provides an electronic database with information for producers, buyers and other interested 

stakeholders. It provides vital information on production, marketing, price and much more.  

  

 

Nizam Hassan  

General Manager 
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INTRODUCTION 

Guyana Marketing Corporation (GMC) is a government corporation established under section 46 of the 

Public Corporations Act, Cap 19:05 of the Laws of Guyana. The Corporation has been working assiduously 

over the years to promote the development and export of Guyanaôs non-traditional agricultural products to 

Regional and Extra Regional markets. 

The Guyana Marketing Corporation (GMC) is the marketing arm of the countryôs Ministry of Agriculture. It is 

primarily responsible for enabling the growth and development of the fresh and processed products sector. 

Additionally, it is tasked with promoting the expansion of agri-business investment throughout Guyana, with 

emphasis on maximizing exports.  

The countryôs progression towards a more diversified agriculture sector has seen the role of GMC evolve 

from a ófacilitatorô to an active player at all levels of the production and marketing chain enabling vital 

linkages between producers and exporters. Whilst simultaneously, promoting agri-business investment 

opportunities that exist in the non-traditional crops sector (all crops, with the exception of rice and sugar).  

GMCõs Key Functions 

The agency assists farmers, exporters, agro processors and other important stakeholders within non-

traditional agricultural sector with technical advice, assistance for sourcing supplies, harvesting, cleaning, 

and facilitating logistical arrangements for exports. GMC also provides the Government of Guyana with 

recommendations on domestic agricultural policy and measures to increase and expand regional and 

international exports. 

Organizational Structure of GMC 

Within GMC there are several departments which work together in order to effectively and efficiently 

achieve the corporationôs mandate. These departments include: 

Å Market Information Centre  

Å Packaging Facilities 

Å Guyana Shop 

Å Administration/Accounts 
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Functional Structure of GMC 
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MARKET INFORMATION CENTRE 

The Market Information Center (MIC) is the hub of information for non-traditional agricultural commodities. 

It acts as the Ministry of Agricultureôs Market Intelligence on non-traditional agriculture produce targeted for 

exports markets and to promote agro-processors for the same.   

 

Its core activity is to provide market and marketing information to farmers, exporters, agri-business 

investors and the promotion of Guyanaôs Non Traditional Agricultural commodities.   

 

The Marketing Information Centre functions in several capacities including: 

1. Gathering  and disseminating market information 

2. Identifying and promoting the economic potential of new non-traditional agricultural 

products, based on the competitive advantages of Guyana. 

3. Collaborating with agencies such as NAREI, Plant Health/Quarantine, Pesticides Board, 

etc., to have challenges in farming communities addressed more effectively. 

4. Providing support to potential investors ï regionally and extra-regionally ï who desire to 

invest in Guyana. 

5. Training of farmers in areas of post harvest handling, pricing, packaging and labelling, and 

good agricultural practices etc. 
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1. Market Advisory 

Market facilitation and information dissemination 

During 2013, the MIC continued to provide market information to the 

stakeholders it serves. These included; farmers, Agro- processors, 

Exporters, Researchers, both private and public agencies locally and 

overseas. 

Linkages were created with several stakeholders. These included 

Farmers                Exporters 

Farmers                Agro- processors  

  

BOX 1: 

Success Story: Market 

Linkages 

The Marketing Officers 

facilitated visits with 

Mr. Lois Lark; 

Dominican Investor 

and coconut farmers in 

the Pomeroon. As a 

result of this market 

facilitation between 

the exporter and GMC, 

the exportation of 

coconuts commenced 

in 2013. 

 

 

Figure 2: Marketing Officer attending to a client 

Figure 1Υ ¢ƘǊŜŜ ƻŦ Da/Ωǎ {ŜǊǾƛŎŜǎ .ǊƻŎƘǳǊŜǎ 
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2. Promotion 

Trade Fairs/ Expositions 

The Guyana Marketing Corporation organized various 

expositions during 2013. Through the Guyana shop several 

promotion events were held to sensitize the general public 

about its functions. In addition, the many value added 

products that are derived from some of the local agricultural 

commodities were also promoted. Some commodities that 

were targeted for the Expositions included: 

a) Coconut 

b) Honey 

c) Pineapple 

d) Cassava 

The activities that were held exclusively by the Corporation 

included: 

¶ Coconut Exposition - this exposition was held 

outside of the Guyana Shop. This event was 

supported by producers of value added products in 

Guyana. 

¶ The Guyana Shop Anniversary - the Guyana shop 

celebrated its first anniversary in October 2013. A 

mini exposition was held and involved participation 

from producers whose products are shelved in the 

Guyana Shop. This activity was also held outside 

its doors at its Robb and Alexander Street Location.  

¶ Emancipation Day Fair  

In addition, the Corporation also collaborated with the Inter - 

American Institute for Co-operation on Agriculture (IICA) and 

Figure 3: Pineapple Festival 

Figure 4: Honey Exposition 

Figure 5: NAREI Open Day 
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organized two exhibitions. These were:  

¶ Honey Exposition 

¶ Pineapple Festival.  

 

Moreover, the Corporation actively participated in trade 

shows that were held in several regions of the country 

ranging from regions two to regions nine. These included 

¶ World Food Day celebration at the National 

Agriculture Research Extension Institute (NAREI)  

¶ MMA Open Day. 

¶ Rupununi Christmas Fair 

¶ Essequibo Nights 

¶ International Food & Drink Fest 

¶ Health Fairs which were organized by the Ministry of Health in regions four and five. 

¶ Linden Expo 2013 

¶ Caribbean Week of Agriculture Exhibition and Tradeshow 

 

Agro-Marketer Newsletter 

 

Five volumes of the third Issue of the GMC 

Agro-Marketer Newsletter were published 

electronically during the reporting year. This 

newsletter is another initiative taken by GMC to 

sensitize the general public of the various 

undertakings of the company. The quarterly 

newsletters provided a brief publication of the 

events and news of the Corporation for 2013.  

 

  

Figure 6Υ Da/Ωǎ .ƻƻǘƘ ŀǘ /²! нлмо 

Figure 7: Extract of the Agro Marketer Newsletter 
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3. Market Extension 

Several field visits were 

conducted in across the 

various regions in Guyana 

during 2013. These included 

visits to farms and agro- 

processing Industries. The 

visits to the farms were 

aimed at updating the 

production database, 

creating market linkages 

between exporters, potential 

exporters and farmers.  

Conversely, the visits to the 

agro- processing Industries 

were done to create market 

linkages between exporters 

and Agro- processors, 

strengthen relationship 

between the Agro- 

processors and GMC and to 

assist the Agro-processors 

in improving the 

marketability of their 

products.  

  

BOX 2 

Field visits were made to 

the following areas: 

1. Mabaruma 

2. Baranabo  

3. White Creek  

4. Kamwatta 

5. Suddie 

6. Charity 

7. Jacklow 

8. Dartmouth 

9. Grant Bush 

10. Mascondia 

11. Winsor Castle 

12. Golden Fleece 

13. Canal # 1  

14. Canal # 2  

15. Parika Backdam 

16. Namerick 

17. Den Amstel 

18. Mocha Arcadia 

19. Herstelling 

20. Laluni  

21. Kuru kuru,  

22. Lusignan 

23. Victoria 

24. Soesdyke/Linden  

Highway 

25. Bath Settlement 

26. Rosignol 

27. Black Bush Polder 

28. Crabwood Creek 

29. Linden 

30. Coomacka 

 

Figure 8: Field Visit 

Figure 9: -Field Visit 

Figure 10: Field Visit 
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4. Agriculture Market Information System 

The Agriculture Market Information System (AMIS) is managed by the Guyana Marketing Corporation 

(GMC), the marketing agency within the Ministry of Agriculture.  

Although this service was officially launched in June 2009, the Ministry of Agriculture, through the Guyana 

Marketing Corporation has been maintaining various aspects of an agricultural marketing system for over 

two decades. 

There are several components that make up the Agriculture Market Information System. These 

components include: 

A. PRICE COLLECTION ï Wholesale, retail and farm-gate prices of agricultural commodities are 

collected from seven markets in Regions 1, 3, 4, and 5 daily or weekly depending on the market 

operation and major market days. This price information is stored in the FAO AgriMarket Software 

from where it can be retrieved for reporting or dissemination purposes. Excel is also used to produce 

graphs and charts for reporting purposes.  

Guyana Marketing Corporation maintains a record of prices of agricultural commodities from as far 

back as 2004 and is widely used for analysis as well as to provide historical price trends for exporters. 

 

B. AMIS - This is a SMS service that is used by exporters, farmers 

and even consumers for accessing current agricultural 

commodity prices by sending a text message to the Agriculture 

Market Information Service. The service is managed by 

MOA/GMC through DIGICEL.  

In 2013, there have been 130 updates done by the Guyana 

Marketing Corporation.  

 

C. CROP DATABASE - This is a database which stores and 

retrieves data relevant to a farm's production. Farmer details and 

crop details are recorded. There is also the monitoring and 

forecasting of crops available by producer, location and quantity produced. The Marketing officers 

Figure 4: AMIS Flyer Figure 11: AMIS  Flyer 
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gather farm and farmer data for this system through field visits, outreaches and telephone 

conversations with farmers.   

 

D. COLLECTION OF EXPORT DATA - Collection and monitoring of exports of non-traditional agricultural 

commodities. This is used to observe trends of export from Guyana to regional and extra-regional 

markets. Information on the types and quantities of agricultural commodities is collected from the 

Guyana Revenue Authority, Caribbean Airlines, Plant Quarantine and GMCôs Packaging Facilities as 

well as from individual exporters with whom we have developed relationships over time. 
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5. Export Brokerage Service 

The corporation has maintained its export brokerage service to farmers, exporters and agro-processors. 

During 2013, two hundred 

and sixty seven (267) 

documents were prepared 

and processed.  Of this 

figure, 71.5 % (191) were 

for fruits and vegetables, 

while approximately 6% (16) 

of the documents were for 

the exportation of seafood 

and the remaining 22.5% 

(60) documents were for the 

exportation of other 

commodities such as, 

jewelry and leather craft.  

A comparative analysis of the export documents that was prepared in 2012 and 2013 revealed that there 

was a 7.5 % overall decrease in the use of the service.  

In 2013, seafood contributed greatly to the decrease in the number of brokerage documents when 

compared to 2012. Conversely, there was an increase in the quantities of documents that comprise of 

leather craft and jewelry in 2013 when compared to 2012. 

During the latter part of 2013, the Guyana Revenue Authority increased its efficiency and is now requesting 

two C72 forms rather than four.  

 

 

 

 

 

Figure 12: Comparison of Export Documents that were prepared in 2012 vs 2013 
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6. Market and Enterprise Information System 

The website is the primary means of disseminating market information.  This provides an electronic 

database with information for producers, buyers and other interested stakeholders. It provides vital 

information on production, marketing, price and much more information.  

In 2013, clients continued to 

use the Market and Enterprise 

Information System as a 

means of accessing 

information about the Guyana 

Marketing Corporation. All 

services provided by GMC 

and more can be found there, 

for example, Brokerage, 

Market analysis, Agri-business 

development, Cold storage 

facility, Market extension 

moreover we offer updates on 

daily prices etc. Additionally, 

GMCôs staff referred clients, 

who either came in or 

contacted us by telephone, to 

the website. The website was 

updated regularly; the daily 

price data was updated every 

Monday, Wednesday and 

Friday.  

Figure 13: Screenshot of GMC Market and Enterprise Information System 

Figure 14 
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Online Clients were 

mostly interested in the 

Board of Directors, 

Packaging Facilities, 

Agro-Processors, 

Exporters and Farmers 

Pages (See Figure 

14). Furthermore, the 

Agro-Processorsô list, 

Crates Brochure, 

Exporters List were 

among the mostly 

downloaded files (See 

Figure 15). 

  

Figure 15 
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7. Other Activities 

¶ US Food & Drug Administration Registration  

Nineteen (19) registrations were done for 2013 for exporters who wanted to export food products to the 

USA as a result of new regulations instituted by US Food & Drug Administration.  

 

¶ Seminars/Workshops/ Training 

The staff of the Marketing Department participated in several seminars, workshops and training exercises 

which were either organized by the Corporation or other agencies. 

These included: 

¶ Coconut Seminar organized by GMC and NAREI. 

¶ Agro Processorsô Forum organized by GMC 

¶ Workshop on Food Safety Risk Analysis that was coordinated by the Ministry of Health through the 

Food and Drug Administration. 

¶ Cost of Production workshop hosted by the Guyana Office of the Inter-American Institute for 

Cooperation on Agriculture (IICA) 

¶ Writeshop to prepare the Proposal for Global Agriculture and Food Security Fund for Guyana 

¶ Supply Chain Management Workshop that was organized by Empretec Guyana. During the 

workshop participants were exposed to the concept of Supply Chain management which involves 

the implementation of cross-functional relationships with key customers of a product or service. 

The workshop focused on the improvements in performance from better management of key 

relationship within the Supply Chain.  

¶ Better Process Control School which was jointly organized by the Ministry of Health and  the 

Ministry of Agriculture 

Three Marketing Officers participated and successfully completed the first ever Better Process 

Control School offered in Guyana. This four-day agro-processing training seminar was aimed at 

equipping local agro- processors and manufacturers with the relevant knowledge to better satisfy 

the export food standards for agro-processed products.  
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The training sessions were held at the Regency Hotel from February 18th -21st, 2013.  Moreover, 

the Better Process Control School provided practical application of the United States Food and 

Drug Administration education requirements for hermetically sealed low acid (food that have 

natural pH of 4.6 or below) and acidified foods that are marketed in the United States. 
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AGRICULTURE BUSINESS DEVELOPMENT  

During the year 2013, the Guyana Marketing Corporation maintained its strong relationship with agro-

processors. The corporation continued to provide technical assistance to Agro- processors, aid in the 

development of their product labels, provided assistance in the sourcing of packaging materials, created 

market linkages among others. The Guyana shop continues to be the platform which enabled small Agro-

processors to launch into the market.  

1. Consultation with Agro- processors  

In 2013, discussions were held with Agro- processors. Advice was given to both prospective and existing 

Agro- processors.  

In terms of the prospective Agro- processors, the guidelines for the establishment of an Agro- processing 

Industry, sourcing of packaging materials, raw materials and preparation of labels constituted the main 

consultation exercises. In relation to existing Agro- processors, consultations were mainly in the form of 

sourcing packaging materials, improvements of product presentation and market linkages.  

Assistance with Packaging Materials and Labels for agro processors 

During 2013, the Guyana Marketing Corporation continued to work closely with agro-processors in the area 

of packaging and labeling of their products. The corporation organized meetings with both local and foreign 

suppliers of Packaging Materials.  

Notably, in January 2013, a meeting and several visits were organized by the Agri- Business Development 

Officer involving Mr. Taufeek Ali; Managing Director of Packaging Center (Trinidad) Ltd and Agro- 

processors who utilize plastic bags. Thirteen Agro- processors attended the initial meeting which was held 

on January 30th 2013. During the meeting Mr. Ali explained the different products that are offered for sale 

by Packaging Center to the participants.  

At the end of the meeting, visits were scheduled between Mr. Ali and three participants who attended the 

initial meeting at their place of business. These included Juice Power, Guyana School of Agriculture and 

the Mangrove Womenôs Group.  

Emanating from the meeting and ongoing communication with Packaging Center (Trinidad) Limited is the 

receipt of samples of packaging materials which are continually being used as samples for both prospective 
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and existing Agro- processors. In addition, linkages are continually 

being created with Packaging Center (Trinidad) Ltd and Agro- 

processors.  

Locally, the Corporation has also engaged several local suppliers of 

packaging materials. Brochures and samples of packaging materials 

from the suppliers were also given to Agro- processors. 

Further, new and emerging agro-processors in particular, continue to 

benefit from technical advice in relation to the preparation of labels for 

their products. 

2. Updating of GMCõs Agro- processors Database 

During the year 2013, the contact information for several agro-

processors was added to the Agro processorsô database. These agro-

processors encompassed processors of coconut oil, savory and sweet 

snacks among others. This included the product information for Loisô 

Extra Virgin Coconut Oil. In addition, the database was continuously 

updated during 2013. 

3.  Visits to Agro-processing Establishments 

During 2013, a visit was conducted at Jetôs Enterprise. The aim of the 

visit was to identify areas of business operations within the industry that 

can be recommended for improvements and provide necessary 

assistance to the respective business.  

Notably, during the visit it was explained that the genesis of the 

business was with the production of Noni Drink. Currently, this business 

is producing a range of fruit juices and concentrates.  

In terms of the marketing of Jetôs Enterprise Products, it was reported 

that Jetôs products are sold at various supermarkets and retail outlets. 

BOX 3 

Success Story: Improved 

Product Packaging 

Currently, the Guyana 

School of Agriculture; 

one of the beneficiaries 

of the initial meeting 

with the Managing 

Director of Packaging 

Center (Trinidad) has 

improved their porridge 

mix product package 

and is currently utilizing 

the stand- up pouches; 

an improvement from 

the plastic bags which 

was used initially.  

 

Before  

 

After  
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Notably, the beverages are sold in quantities ranging from 250 to 

3785 mls (one gallon). 

4. Creation of Linkages 

The Guyana Shop continues to be the platform through which 

new and established Agro- processorsô products were marketed. 

In addition, the Market Enterprise and Information System 

(website) also provides information on Agro- processorsô products 

and contact information. 

Further, through the Corporationôs participation in local trade 

shows, exhibition and events that were held solely by the 

Corporation and in collaboration with the Inter-   (IICA), Agro-

processors products were showcased and promoted either 

directly or indirectly. 

In addition, the corporation also created linkages with a local 

business consultant and Agro- processors to further aid in the 

marketing of their products. This linkage took the form of a formal 

introduction of the Consultant to the Agro- processors.  

As a result of ongoing discussions with several Agro- processors, 

they were able to be licensed with the Food and Drugs 

Department. This has paved the way for the shelving of these 

Agro- processorsô products in the Guyana Shop and other retail 

outlets. On this note mention must be made of Mr. Gordon Hunte; 

proprietor of óThe Red Basketô and Ms. Onisha Cameroon; 

producer of ñCamieôs Salted Beef.ò 

 

 

 
 

         BOX 4 

Success Story: Promoting  

Business Development 

A meeting was held with Ms. 
Onisha Cameroon on February 
4th 2013. During the meeting the 
Agro- processor stated that she 
is producing and marketing 
salted beef to mainly villagers 
from Haslington and 
neighbouring villages. It was 
further noted that her product is 
usually sold in a plastic bag 
without any label. Fu rther her 
business is not licensed. 

Discussions were centered on 
the use of an improved 
packaging material with the 
necessary labels. Ms. Cameroon 
was informed that a number of 
options can be considered which 
included the use of vacuum 
plastic bags, the use of primary 
and secondary packages among 
others. Further, the need for her 
business to be registered by the 
Deeds Registry, the Guyana 
Revenue Authority to secure a 
Taxpayers Identification 
Number (TIN) Certificate and 
the Ministry of Health to obtain 
a Certificate of and Food and 
Drugs department was also 
underscored. 

As a result of consultations with 
the Guyana Marketing 
Corporation, Ms. Cameron was 
able to secure her necessary 
licenses and is currently 
supplying the Guyana Shop with 
salt  beef. 
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PRICE, PRODUCTION AND EXPORTS ANALYSIS 

Market Analysis provides vital information about prices, production, and exports to determine the 

attractiveness and dynamics of non-traditional agricultural commodities in the domestic and international 

markets.   Market Analysts collect, monitor and analyze the various economic value added activities within 

the sector as it relates to price movements, export trends and production levels for non-traditional 

agricultural commodities, thereby providing useful information for policymakers and other relevant 

stakeholders. 

A. Price Analysis 

i. Vegetables 

There was also a general reduction in 

vegetable prices at Bourda market. This 

was led by decreases in the prices of carrot 

and squash which both fell by 26%. Though 

most of the other vegetable prices have 

reduced, these were fairly marginal. 

On the other hand, the average wholesale 

price of vegetables increased at Charity 

market over the period 2012-2013. 

Notably, the biggest increases were evident 

in the prices of boulanger (20%), poi (55%) 

and pak choi (23%). There were some 

relatively significant reductions at the same market in the prices of ochro, squash and plantain which fell by 

42%, 28% and 35% respectively.  

The most significant price reductions at Parika Farmgate market were evident in squash (29%), corilla 

(27%) and carrot (25%). All other prices have remained relatively stable. 

Generally, there was a downward trend exhibited in the prices of vegetables at Parika Opengate market. 

Notably, there were significant decreases in the prices of squash (25%), corilla (22%), poi (34%) and carrot 

(32%). Additionally, there was a 30% increase in the price of boulanger. 

Figure 16 
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The general price trend at Stabroek market was similar to that of the other markets. The most notable 

reduction was evident in the price of squash which fell by 28% while the other vegetable prices remained 

fairly stable. 

 

ii. Fruits 

The average wholesale price of 

fruits at Bourda market has 

generally declined. The most 

outstanding decline was evident in 

the price of long lime (26%) while 

there was significant increase in the 

price of  apple banana (20%), 

whereas, all other fruit prices 

remained stable. 

There was an upward trend evident 

in the prices of fruits at Charity 

market. Notably, the prices of 

cayenne banana, sour fig banana and lemon have increased by 28%, 50% and 69% respectively. 

Furthermore, there was a notable reduction in the prices of orange (45%) and passion fruit (28%). 

Most of the fruit prices fell at Parika Farmgate market with the major ones being papaw (25%) and 

breadfruit (27%). Nevertheless, there were significant increases in the prices of sour fig banana (68%), 

pineapples (24%) and sapodilla (27%). 

Fruit prices at Parika Opengate market have also evidently decreased relative to last yearôs prices. There 

were notable decreases in the prices of round lime (32%) and breadfruit (45%), whereas, there were 

significant increases in the prices of sour fig banana (60%) and sapodilla (43%). 

Overall, the fruit prices have exhibited a mixed trend at Stabroek market. The biggest increases were 

recorded for cayenne and sweet fig banana (32%), apple banana (24%) and mamey (21                                                                                      

%). However, there were major reductions in the prices of sour fig banana (25%) and long lime (28%). 

 

 

 

Figure 17 
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iii. Seasoning 

The average wholesale price of 

seasonings fell at Bourda market. The 

major price decreases over the period 

2012-2013 were for eschallot (24%), 

scallion (27%), hot pepper (38%), wiri 

wiri pepper (42%) and sweet pepper 

(21%). Seasoning prices have also 

increased at Charity market. This was 

led by eschallot price which increased 

significantly by 40% and sweet pepper 

(31%). All other seasoning prices 

remained fairly stable at this market.  

At Parika Farmgate market, the price of seasonings also fell. The most significant reductions were that of 

eschallot (32%), scallion (60%), celery (20%), hot pepper and wiri wiri pepper (48%). 

There were generally reductions in the prices of seasonings at Parika Opengate market. The greatest 

decreases were in the prices of eschallot (28%), scallion (55%), hot pepper (44%), wiri wiri pepper (47%) 

and celery (20%). 

Generally, the prices of seasoning fell at Stabroek market. Notably, there were reductions in the prices of 

eschallot (25%), scallion (22%), hot pepper (35%) and wiri wiri pepper (45%). There was also a notable 

increase in the price of ginger (23%). 

There were mostly increases evident in the prices of seasonings at New Amsterdam market. Notably, 

there were increases in the prices of eschallot (27%) and sweet pepper (22%), whereas, there was a major 

reduction of 21% in the price of wiri wiri pepper. 

 

  

Figure 18 
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iv.  Root Crops 

Root crop prices have also increased at 

Bourda market when compared to 2012 

prices with the most notable increase 

evident in the price of eddo (20%). There 

was also a 41% reduction in the price of 

cassava. The prices of the other root crops 

under review have remained relatively 

stable.  

Of the root crops under review at Charity 

market, there was a major reduction in the 

price of cassava which fell by 23% when 

compared to the prices recorded for 2012. 

The prices of most root crops under review at Parika Farmgate market have decreased from 2012.   

There was a 64% reduction in the price of cassava while there was a 28% increase in the price of eddo. 

At Parika Opengate market, there was a significant reduction of 55% in the price of cassava while there 

was a notable increase of 22% in the price of eddo. 

At Stabroek market, there was a mixed price trend for root crops. Notably, there was a 46% decrease in 

the price of cassava. 

 

B. Production of Non- Traditional Agriculture Crops  

The production of fruits and vegetables has generally increased. More specifically, the production of dried 

coconuts has increased by 36% while most of the vegetables such as tomato, bora, pumpkin, ochro, 

squash and cucumber have increased by significant amounts. Notably, there was a 25% decline in eddo 

production and increases the production of cassava and plantain. 

The levels of seasoning production have increased with the most significant being that of hot pepper. There 

was a significant decline in the production of round lime; however, there was an increased in the supply of 

long limes. Furthermore, watermelon production declined as a result of the heavy rainfall which affected 

many of the other crop farmers.  

Figure 9 (d) 
Figure 19 














































