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Commodity Gender Fact Sheets

Fruit trees 

Alaba, SNNP Region
	
	

	No. of trees per household 
	No data

	Market orientation
	Rich HH: Sell 20%

Middle and Poor: None sold



	Technology development 
	None mentioned



	Gender division of labour 
	Men: all operations

Both: harvesting, day to day management



	Labour peaks and coping strategies
	No peaks periods specified



	Varietal preference
	Men dominate seed selection

Women prefer good quality fruits with high nutritive value
Men prefer high value fruit crops like Mango, which fetches a higher price

	Source of seed
	Source

Rich

Middle

Poor

Own

5%

Nursery
95%
100%

100%


	Source of fertiliser
	Not used

	Credit
	Not needed



	Source of knowledge, skills, training
	Women: informal sources, no training

Men: specific training in tree management and demonstrations



	Gender analysis of marketing
	Not yet at a marketing stage

	Opportunities for improving gender equity in market-oriented fruit production
	· new crop mainly grown primarily for consumption now, no active marketing yet
· facilitation of access to water and easer watering methods will help women reduce their drudgery

· availability of good quality seedlings and regular technical advise on fruit tree cultivation is necessary

· training of women in fruit production , processing and marketing is essential to make this a viable activity

· facilitation of credit for buying inputs will go a long way in intensification of fruit production

· processing technologies and facilities will make the bargaining power of women stronger and help them make most of this perishable produce, in the absence of reliable transportation infrastructure
· small women and men producers could be organised into production, processing and marketing groups to enhance their bargaining power










� EMBED MSPhotoEd.3  ���





� HYPERLINK "http://images.google.com/imgres?imgurl=http://www.hort.cornell.edu/4hplants/Fruits/Images/Mango%252024.jpg&imgrefurl=http://www.hort.cornell.edu/4hplants/Fruits/Mango.html&h=375&w=500&sz=29&tbnid=cads5uTLOl0J:&tbnh=95&tbnw=127&hl=en&start=1&prev=/images%3Fq%3Dmango%26svnum%3D10%26hl%3Den%26lr%3D%26rls%3DRNWK,RNWK:2005-29,RNWK:en%26sa%3DN" �� INCLUDEPICTURE "http://images.google.com/images?q=tbn:cads5uTLOl0J:www.hort.cornell.edu/4hplants/Fruits/Images/Mango%252024.jpg" \* MERGEFORMATINET ����















_1162990854.bin

