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Commodity Gender Fact Sheets

Mango
Bure, Amhara
	
	

	Area grown 
	Average cultivated area (ha)

Mango trees per HH
Rich

More than 2 ha
2 trees
Middle 
1-2 ha
2 trees 
Poor
Less than 1 ha

2 trees



	Market orientation
	HH type

Proportion of produce sold (%)

All 
95% 


	Technology development 
	Mango is a new introduction to the area.   

	Gender division of labour 
	Men: land clearance, nursery, pruning, water distribution and harvesting
Women: ripening and day to day management
Both: Manuring, weeding and planting 


	Labour peaks and coping strategies
	During the dry season for watering.
Family labour used, particularly women and children.


	Varietal preference
	Women: Mango with big fruit as they have better market demand
Men: Mango which is high yielding and tasty as they have good market demand

	Source of seedling
	Source

All types of HH
OoARD 

20%

Local market

80%



	Source of fertiliser
	None of the households use any fertiliser for Mango

	Credit
	None of the households use any credit for Mango production

	Source of knowledge, skills, training
	Men : MoA through DAs, indigenous knowledge, neighbours

Women : Husbands, indigenous knowledge, neighbours 

No training for men or women

	Gender analysis of marketing
	Women

Men

Volume of sales per season (kg)
· 40 kg
· 320 Kg
Frequency of sales

Depends on the readiness of the fruit for sale
Income control

· 10%

· 90%

Mode of transport

On foot. Transport either on do0nkey or human back.
Sale outlet

Mankussa and Finote Selam.

Sold to traders and consumers.


	Interpretation
	· Mango production offers a good opportunity to poor and women to diversify and increase their income.
· Few farmers grow mango and plant 2 trees per household  on an average 

· It is mainly grown for the market

· Both men and women participate in production and marketing activities
· The major source of seedling is the market.

· No training has been given to men or women farmers on mango production.

· Marketing mainly dominated by men and income also controlled by them.


	Opportunities for improving gender equity in market-oriented mango production
	· Promotion and expansion of mango production through introduction of improved varieties. 
· Need to capacitate community themselves to produce improved seedlings and sell to other farmers to make the community self sufficient.
· Focus should be on facilitating market linkages for both women and men

· Forming marketing groups could enhance their bargaining power

· Identify and introduce improved harvesting and post harvest technologies that would reduce women’s workloads.
· Women and female headed households should be targeted for training and skill development in mango production and marketing including seedlings.
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