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Commodity Gender Fact Sheets

Pepper
Alaba, SNNPR
	
	

	Area grown 
	Average cultivated area (ha)

Proportion of pepper area (%)

Rich

2

50-67
Middle

1-1.5
17-25
Poor

0.5
0-100


	Market orientation
	HH type

Proportion of produce sold (%)

Rich

95

Middle

92

Poor

65



	Technology development 
	Improved varieties not common

	Gender division of labour 
	Men: tillage, seed selection, nursery, transplanting, fertilising, spraying, water lifting and distribution 
Women: processing

Both: weeding, harvesting, day to day management

Men belonging to rich households also involved in storage 

	Labour peaks and coping strategies
	Harvesting times

Rich and middle wealth households hire labour
Middle and poor households rely on family and children to assist

	Varietal preference
	Men responsible for seed selection
Women prefer varieties with good taste and dark colour for home consumption
Men (rich and middle wealth households) prefer market quality which fetch better price to realise better income

Poor households prefer disease resistant varieties that are locally available

	Source of seed
	Source

Rich

Middle

Poor

Own

60%

60%

90%

BoA

30%

20%

0

Market (local farmers seed)

10%

20%

10%



	Source of fertiliser
	Source

Rich

Middle

Poor

OoA

80%

90%

100%

Private traders

10%

5%

Co-operatives

10%

5%



	Credit
	Source

Rich

Middle

Poor

OoA

90%

80%

35%

Microfinance

10%

10%

5%

Rich households

10%

20%

Middle households

40%



	Source of knowledge, skills, training
	Women

Men

Poor men

· school 
· OoANRD and NGO training (less frequently than men)

· school

· OoANRD and NGO training and workshops

· informal visits

· similar but very infrequent 
· no informal visits



	Gender analysis of marketing
	Women

Men

Volume of sales per market visit (kg)
· small quantity 
· rich HH: 600 
· middle HH: 400 

· poor HH: 100 

Frequency of sales

Half-yearly

Quarterly
Income control

· some control in rich and middle wealth households

· no control in poor households

· control all income from sales
Mode of transport

· mainly on foot

· rich and middle HH: cart/pack animals

· poor: on foot

Sale outlet

· private trader or direct to consumer



	Opportunities for improving gender equity in market-oriented pepper production
	· the crop is a cash crop and grown for market by all types of households

· the focus should be to facilitate improved market linkages for both women and men
· small women and men producers could be organised into marketing groups to enhance their bargaining power

· women and poor households would benefit from access to a timely supply of quality seed (improved and disease resistant varieties), fertiliser and institutional credit

· improved drying and cleaning technologies that would reduce women’s workloads
· women and female headed households should be targeted for training and skill development in pepper cultivation, processing and marketing
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