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Commodity Gender Fact Sheets

Sorghum/Maize
Meiso, Oromiya
	
	

	Area grown 
	Always an intercrop of Sorghum+Sesame and Maize+Haricot Bean
Average cultivated area (ha)

Proportion of teff area (%)

Rich

0.5 -1
25 - 50
Middle

0.5
50
Poor

0.25 - 0.5
25 -100


	Market orientation
	HH type

Proportion of produce sold (%)

Rich

34
Middle

20
Poor

0


	Technology development 
	No information

	Gender division of labour 
	Men: almost all operations 
Women: injera-making
Both: weeding, harvesting, day to day management

Men belonging to rich households also involved in storage 
Poor till by hand

	Labour peaks and coping strategies
	Harvesting times

Rich and middle wealth households hire labour, debbo/gezza
Poor households rely on children to assist

	Varietal preference
	Men responsible for seed selection
All prefer local varieties

	Source of seed
	Source

Rich

Middle

Poor

Own

80%

70%
90%
OoARD
20%

10%

Market (local farmers seed)

20%
10%


	Source of fertiliser
	Source

Rich

Middle

Poor

OoA

80%

90%

Not used
Private traders

10%

5%

Co-operatives

10%

5%



	Credit
	Source

Rich

Middle

Poor

OoARD
80-90%

70 - 80%

30 – 50%

Other sources
10 - 20%

20 – 30%
50 – 70%


	Source of knowledge, skills, training
	Women

Men

None mentioned
· Training

· Informal sources


	Gender analysis of marketing
	Women

Men

Volume of sales per season (kg)
· Only rich women sell 
· rich HH: 400-600 
· middle HH: 200-400 

· poor HH: 90-100 

Frequency of sales

Quarterly
Income control

· control most of the income from sales
Mode of transport

· rich and middle HH: cart/pack animals

· poor: on foot

Sale outlet

· private trader or direct to consumer



	Opportunities for improving gender equity in market-oriented teff production
	· the crop mainly grown for consumption by all types of households

· the focus should be to facilitate improved market linkages for both women and men
· 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 institutional credit

· improved weeding, 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 teff cultivation and marketing
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