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Commodity Gender Fact Sheets

Poultry
Atsbi, Tigray
	
	

	Poultry holding 
	No data

	Market orientation
	HH type

Proportion of holdings sold (%)

Rich

70 - 90
Middle

70 - 80
Poor
80 -  95


	Technology development 
	No improved breeds/technologies introduced

	Gender division of labour 
	Women: rearing, tethering, hygiene, housing, egg collection, storage, day to day management
Men: slaughtering


	Labour peaks and coping strategies
	Housing and cleaning demand most labour
Support sought from children and hired labour


	Breed

preference
	Improved breeds are preferred both by men and women
In Hayelom, men prefer the red improved breed and women prefer breeds with heavy wings which can yield more and big eggs and, meat

	Source of stock
	Men
Women
OoARD 
80%
80%
FAO

20%
World Vision

20%
Market (K.Emini)

80%

Other farmers(K.Emini)

15%

5%



	Source of feed
	Source

All households

Backyard and harvested grains
100%



	Source of drugs 
	Source

Men
Women

OoARD
90%

20%

FAO

10%



	Source of Vet services
	Source

All households

OoARD
100%

Not available in Hayelom

	Source of credit
	Source

Men’s response
Women’s response
OoARD
60-80%

70 - 80%
Food Security Desk

10%

World Vision/NGOs

10%

20 %

Co-operatives

10%

REST

0-40%



	Source of knowledge, skills, training
	Women and men
-parents

-experience
-OoARD and World Vision training


	Gender analysis of marketing
	Women
Men

No. of heads sold per annum 

Rich: 24 chicks + 420 eggs
Middle: 24 chicks + 300 eggs 

Poor: 24 chicks + 240 eggs
Rich and middle HH: 
6 chickens + 90 eggs
Poor: 

6 chickens + 120 eggs

Frequency of sales

All: every fortnight
All: every 4 months
Income control

80% women

20% men

70 % women 

30% men
Mode of transport

On foot

Sale outlet
Consumers and private traders



	Opportunities for improving gender equity in market-oriented poultry production
	· Mainly reared as a quick source of cash in times of need 

· Women more involved in this enterprise – poorer households use higher proportion for sales
· Improved breeds will enhance market orientation of the enterprise
· Facilitation of access, especially of women and poor, to credit sources and vet services is essential
· Linkages with markets will give fillip to market oriented production

· Organisation of small producers / women’s groups to enhance bargaining power is another option
· Women should be targeted for training in production and marketing
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