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Commodity Gender Fact Sheets

Teff/Sorghum
Alamata, Tigray Region
	
	

	Area grown 
	Average cultivated area (ha)

Proportion of area (%)

Rich

3
36-50
Middle

2
50
Poor

0.5
100


	Market orientation
	· All households consume 95% of produce at home and sell only 5%.
· In case of good harvest, a higher proportion is sold

· If the households owns livestock, that would be sold first in case of cash needs



	Technology development 
	Nothing mentioned

	Gender division of labour 
	Men: tillage, seed selection, threshing, winnowing, storing 
Women: screening to separate soil & grain, processing for injera making
Both: planting, water harvesting, fertilising, manuring, spraying, weeding, harvesting, day to day management

All operations are shared by men and women in poor households



	Labour peaks and coping strategies
	Not mentioned

	Varietal preference
	Men responsible for seed selection and enterprise mix
There is no information on varietal preference


	Source of seed
	All households use own seed and that provided by OoARD


	Source of fertiliser

	Not used

	Credit
	-Rich do not avail any credit facility

-Middle and poor HH access credit from OoARD, REST and Microfinance

	Source of knowledge, skills, training
	No information

	Gender analysis of marketing
	Men

Volume of sales per market visit (kg)

· Small amounts normally

· In good years

Rich: 75-100kg

Middle: 50-65 kg

Poor: 25-40 kg
Frequency of sales

Quarterly in case of good harvest
Price sensitivity
· Rich wait for better prices when market prices are low

· Middle can wait but for shorter period

· Poor just accept the local price
Income control

· control all income from sales

Mode of transport

· rich HH: camel
· middle : donkey

· poor: on foot

Sale outlet
· all sell either to private traders or directly to consumers


	Opportunities for improving gender equity in market-oriented pepper production
	· a staple crop which occupies a major proportion of the area (especially for poor) and is grown mainly for home consumption

· men and women share most of the tasks

· improving holding capacity of the farmers will be important. This could be possible by facilitating credit for them.

· Cleaning technologies which would reduce the drudgery of women would be significant 

· 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 

· women and female headed households should be targeted for training and skill development in teff, processing and marketing
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Commodity Gender Fact Sheets

Fruit trees (Papaya & Mango)
Alamata, Tigray Region
	
	

	No. of trees per household 
	No data

	Market orientation
	All households sell 95% of produce

	Technology development 
	None mentioned



	Gender division of labour 
	Women: soil conservation, water distribution, storage, day to day management

Both: land clearance, nursery, planting, weeding, water harvesting and lifting, harvesting



	Labour peaks and coping strategies
	No peaks periods specified

All family assists during high labour demand periods

Rich and middle HH also hire labour



	Varietal preference
	No information

	Source of seed
	All households get it from OoARD and fellow farmers



	Source of fertiliser
	Not used

	Credit
	Type of HH

Source

Rich

Not used

Middle

Microfinance

Poor

Microfinance, REST



	Source of knowledge, skills, training
	No information available

	Gender analysis of marketing
	Women

Volume of sales per market visit (No. of fruits)

Rich: 10-15

Middle: 7-9

Poor: 3-5
Frequency of sales

Not mentioned
Income control

· control all income from sales

Mode of transport

· rich HH: donkey

· middle and poor: on foot

Sale outlet
· all sell either to private traders or directly to consumers


	Opportunities for improving gender equity in market-oriented fruit production
	· new crop mainly grown by women for sale and cash income

· 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







Commodity Gender Fact Sheets

Livestock production (cattle, sheep, goats, camel)
Alamata, Tigray Region
	
	

	Livestock holding 
	HH type

No. of heads

Cattle
Sheep
Goats

Camel

Donkey
Rich

15-30
10-20
10-15
2-5
2-3
Middle

9-10
5-8
5-7
0
1
Poor

2-3
2-3
2
0
0


	Market orientation
	HH type

Proportion of produce sold (%)
(Butter)
Rich

50
Middle

70
Poor
80



	Technology development 
	No information 

	Gender division of labour 
	Women: butter making, egg collection, storage

Both: rearing, fodder collection, dung collection, milking
Men and children: all other operations

Only men: slaughtering



	Labour peaks and coping strategies
	Grazing during crop harvesting season

Labour sharing is practised (days or weeks herding)


	Breed

preference
	Breeds preferred which have better milk yield, calving interval and body condition

	Source of stock
	Own stock and from known farmers in the market

	Source of feed
	Type of HH
Source

Rich & Middle
Arable land, market, oxen exchange for feed
Poor

Arable land, market



	Source of drugs and 

Vet services
	OoARD

No AI services available

	Source of credit
	OoARD & Microfinance

	Source of knowledge, skills, training
	Women through experience

Training mainly for HH head in Rich and Middle HH and for both men and women in poor HH

	Gender analysis of marketing
	Butter(Birr)
Rich HH: 90-350

Middle HH: 50-180

Poor HH: 15 -20
Others
Rich HH: 160- 300 birr for 2 goats

Men sell cattle and sheep

Frequency of sales

No information

Income control

Household head in Rich & Middle HH

Joint in Poor HH 
Mode of transport

Rich & Middle: Truck

Poor: On foot
Sale outlet
Consumers and private traders



	Opportunities for improving gender equity in market-oriented sheep production
	· An important livelihood activity to obtain cash income for the poorer households

· Improved breeds with higher weight gains and higher milk production are required

· Women mainly responsible for processing and storage of milk products. Therefore improved processing and storage technologies that would increase the shelf life of the products would be critical

· Enhancing feed availability and improved quality of natural pastures will allow better production for the market
· Provision of AI and timely vet services and drugs is essential

· Credit facilities would provide the necessary market orientation for this enterprise

· Training and skill development has to focus on women to make this enterprise more equitable

· Small scale water harvesting devices to provide water during dry season will reduce women’s workloads involved in watering the small ruminants

· Linkages with processing units and markets will give fillip to market oriented production

· Organisation of small producers to enhance bargaining power is another option
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