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Commodity Gender Fact Sheets

Eucalyptus
Coffee, SNNP Region
	
	

	No. of trees per household 
	Average cultivated area (ha)

Proportion of teff area (%)

Rich

0.25 (women)
33
Middle

0.2 (women)
0.125 (men)
40

12
Poor

0.125 (women)
100


	Market orientation
	HH type

Proportion of produce sold (%)

Rich

70-90
Middle

80-95
Poor
100



	Technology development 
	None mentioned



	Gender division of labour 
	Men: land clearance, nursery, planting, weeding, pruning, soil conservation

Both: harvesting, storage, management 

Women: manuring 

 

	Labour peaks and coping strategies
	During harvesting
rich hire labour, middle use reciprocal labour, poor manage alone 

	Varietal preference
	Men responsible for seed selection



	Source of seed
	Source

Rich

Middle

Poor

Own

10%

10%

100%
OoARD
90%
90%


	Source of fertiliser
	No use of inorganic fertiliser
Sidama is organic coffee growing area

	Credit
	Rich: not needed

Middle: loans from rich farmers

Poor: no access

No external finance available for coffee 

	Source of knowledge, skills, training
	Women: indigenous, no training

Men (rich and middle): indigenous, OoARD and DAs, < 5% received training 

Poor men: indigenous, no training 

	Gender analysis of marketing
	Women
Men

Amount sold per week 
Small amount to meet HH needs
Rich : 2-5 kg

Middle: 2-3 kg

Poor: 1kg

Rich : 100 (3 months)
Middle: <50 (2 months)
Poor: small amount 

(1 month)
Frequency of sales
Rich and middle: 2-4 times per week during Oct-Dec

Poor: almost daily

Income control

By women, but small income compared to men
100 % men 

Mode of transport

Rich and middle HH use donkeys or workers
Poor go on foot

Sale outlet
rich and middle men: cooperatives and 
dealers
poor men: lenders

rich and middle women: local market, 

co-operatives and private mills
poor women: local market to consumers


	Opportunities for improving gender equity in market-oriented tree production
	· Women engage in coffee production and marketing on their own, but on a smaller scle

· grown primarily for market 
· availability of good quality seedlings and regular technical advise on tree cultivation is necessary

· training of women in tree crop 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

· small women and men producers could be organised into production, processing and marketing groups to enhance their bargaining power
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