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Commodity Gender Fact Sheets

Pepper
Fogera, Amhara
	
	

	Area grown 
	HH type

Average cultivated area (ha)

Proportion of onion area (%)

Rich

3
8
Middle

NA
Share cropping
Poor

NA
Share cropping


	Market orientation
	HH type

Proportion of produce sold (%)

Rich

90
Middle and poor
95


	Technology development 
	Pepper introduced in 1998 by OoARD. Everyone grows it, but production is dominated by women. Adoption rate stands at 80%.


	Gender division of labour 
	Women: seed selection, fertilising/manuring, harvesting, storage, day to day management
Men: tillage (hand or oxen)
Both: nursery, transplanting, weeding
Poor households do not use oxen or apply fertiliser

	Labour peaks and coping strategies
	-During weeding times

-Rich households hire labour, 
middle households use reciprocal labour groups and, 
poor households rely on children or share cropping

	Varietal preference
	-Women responsible for seed selection
-Women of rich and middle households prefer local varieties since they set continually, have better weight and, can be processed and sold in the market

-Women of poor households prefer varieties which fetch higher prices

	Source of seed
	Source

Rich

Middle

Poor

Own

100%

100%

BoA

50%
Rich (through share-cropping)
50%


	Source of fertiliser
	Source

Rich

Middle

Poor

OoARD
100%

100%

Rich (under share-cropping)
100%


	Credit
	Rich

Middle

Poor

Source
Not used
OoARD Via 

co-operatives
OoARD via rich farmers


	Source of knowledge, skills, training
	Women

· Indigenous

· OoANRD

Men

Only men from rich and middle households receive any training (through OoARD)


	Gender analysis of marketing
	Women

Volume of sales per market visit (kg)

Rich: 50 kg
Middle: 25 kg

Poor: 10 kg
Frequency of sales

Weekly
Factors influencing sales volume

· Cash requirements

Middle households: school fees

Poor households: food availability
Income control

· women
Mode of transport

· rich and middle households by donkey

· poor by foot

Sale outlet

rich and middle: private trader
poor: direct to consumer


	Opportunities for improving gender equity in market-oriented pepper production
	· predominantly a women’s crop and mainly grown for the market- they play the major role in production, processing and marketing
· focus should be facilitating their access to new varieties with higher market value and better weight
· improved technologies for weeding, drying and cleaning to reduce their burden should be introduced

· facilitate market linkages

· facilitate access to middle and poor households to inputs and other resources and, bargaining power to get better deal out of share cropping

· women and female headed households should be targeted for training and skill development in pepper cultivation, processing and marketing
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