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ANALYSIS OF GENDER ROLE IN COFFEE VALUE CHAIN IN JI MMA ZONE,
OROMIA NATIONAL REGIONAL STATE, ETHIOPIA

Abstract

This study aimed at analyzing gender role in coffakie chain in Jimma Zone with specific
objectives of mapping gender sensitive coffee velhaén and actor’s role; assessing women’s
empowerment level and its determinants and anajydeaterminants of women participation in
coffee marketing. Multiple linear regression andbifomodels were used to analyze factors
influencing women’s empowerment and coffee supplywdmen, respectively. The value chain
analysis revealed that men and women involved ffeeoalue chain either as a major actor or
as daily laborer. Men’s involvement was observednagor actor in each segment of the value
chain where as women are concentrated in produgtam of the value chain. As a daily laborer
in coffee business, women were mainly engagedocepsing coffee in cooperatives and coffee
milling houses. And also in ECX women were hiredsa@parate different quality of coffee
supplied by producers and traders. Margin analyssealed that women sold 70% of their
coffee through channel which contain producers, ledalers and retailers relatively which was
low earning channel (42.6%). During the productiear of 2015, coffee producers and traders
faced the following major challenges; coffee digeéoffee berry and wilt disease), poor road
infrastructure, lack of facilities for coffee pra=ng, limited financial support especially for
women coffee producers. Therefore, farmers shoalkk haccess to disease resistant coffee
verities. Factors determining coffee supply by womere identified using Tobit model and,;
coffee area of the household, training and extensvere the significant factors that positively
affected the amount of coffee marketed by womeus, Tiargeting women in training and
extension provision is of paramount importance. \&lonempowerment was assessed by
developing composite empowerment index and it shimas women in coffee producing
household in Jimma Zone were categorized into loysa@verment level (having mean score of
0.439 which is within the range of UNDP’s categatian for low empowerment (0.1-0.5). OLS
was used to identify determinants of women empogrrand accordingly education level and
membership to women association positively affeatethen’'s empowerment level. Therefore,
the ongoing support for women’s education shoulthbensified and also supporting in forming
association and/or groups becomes instrumentatrtpaver women.

Key words: Empowerment, Gender, Multiple regression, Tolalue chain analysis,
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1. INTRODUCTION

1.1. Background of the Study

Gender inequalities in society are recognizedoas of the critical challenges impacting the
attainment of sustainable development in the wdkkspite several efforts by governments and
non-governmental organizations (NGOs), gender iakdigs still exist in almost all the countries

in the world (World Bank, 2003). Power imbalancetween men and women is said to the
origin of gender inequalities in many countriénce many people have used the concept
of power to describe empowerment. Gender ratpsfg the roles of women and men play
based on the socioeconomic and cultural environmesituation rather than based on biological
factors (ICA-ILO, 2001).

In Ethiopia, as in many other African countrieserth is a sharp contrast between men and
women in terms of ownership of assets and decisiaking power, access to information,

training and markets. Although customary laws alkmme access to productive resources by
women in certain ethnic groups (Flintah al, 2008), men are, by and large, relatively better

positioned to take advantage of new market oppitgrand to adopt new production methods.

There are various policy documents that supportdegeaquality in Ethiopia, yet in practice, the
‘equality’ women have and exercise varies greatisoss the country. In some (limited) areas,
women can actively participate in the ownership arahagement of commercial operations. In
others, problems with control of land and accesBntnce limit the participation of women in

value chain activities. In some limited areas dfi&ia, women are not even allowed to leave
the house by themselves; thereby keeping them &omost all income generating activities and
due to these women generally do not have good neamaxgt or business skills and hinder them

from full participation in the value chain (DolancaSorby, 2003).

According to USAID (2009), gender issues affect astthpe the totality of production,
distribution, and consumption within an economy. the value chain, all activities from
production, processing to disposal reflect gendeadterns of behavior that condition men’s and
women’s jobs and tasks. The resulting gender rales relations affect the distribution of
resources and benefits derived from income gemeraictivities especially in the activities that

women engage in. In particular, the introductiomeiv technologies and practices, underpinned



by improved service provision, often disregards geadered-consequences of market-oriented

growth and as a result many benefits bypass wolremlémet al, 2007).

Gender relations at the household level play arkéy in determining the extent to which men
and women interact within a value chain. Degreeparficipation and gains are shaped at the
household level by gendered divisions of labouktinudgets and decision-making/control; and
at the value chain level by differential accesséovices and resources, and by gender related
power disparities in chain management. Distributainthe outcomes of the value chain is
gendered and varies from place to place (Colesvituthell 2011).

Men tend to dominate functions with relatively higduriers to entry and correspondingly greater
returns, and to control chain management functiagm&e women occupy the lower nodes (Coles
and Mitchell 2011) due to lack of adequate incofmeited skills, limited access to education
and training, limited access to markets and markébrmation (World Bank, 2007).
Disproportionate representation of women in lowdeavalue chains and the lower nodes within

these chains is an established reality of valuesha

Women tend to execute their productive and repripdeicoles simultaneously (Bhattarai and
Leduc, 2009) causing women to engage mainly inevahain activities/nodes that allow them to
be closer to the homestead, whereas men may feaglyge in activities that require them to be

away from home such as value chain nodes away limme, which are often more profitable.

In coffee sector more than 100 million people argaged in production and processing. Eighty
percent of the world’s coffee is produced by 25lionl smallholder coffee producers. Women
comprise half the productive workforce and playc@uroles in productive and reproductive
activities that often go unnoticed (Panhuysen aed &, 2014). About quarter of the Ethiopian
population directly or indirectly belongs to theffee value chain (Bastin and Matteucci, 2007).
In coffee production systems, women are typicalgponsible for key activities that affect

coffee quality (Mayoux, 2012).

Therefore making women visible, and making surd thay are served in agricultural value
chains have massive benefits. This is especiallg salue chains for major commodities such as

coffee, where women do most of the work.



1.2. Statement of the Problem

Gender relations affect and are affected by theswaywhich value chains function. Value
chains offer tremendous opportunities to men andero through better market linkages and
employment opportunities. At the same time, the tage value chains operate can affect some
groups negatively. For example, transnational a@fpans can take advantage of existing gender
inequalities in bargaining power to cut productemsts by employing large numbers of women
at low levels of value chains paying minimum or é&mwages as witnessed in Export Processing

Zones in Kenya, Mexico and Nicaragua (Gammetga.,2009).

Dolan and Sorby (2003) note that when women arel@mag in the modern value chains, they
predominate in the high value industries for exmoridomestic supermarkets. However, they
tend to be employed as casual laborers to do laibtemsive and manually unskilled tasks and

occupy unstable and flexible jobs that lack sosgurity and other benefits.

In coffee value chain, female coffee farmers apeclly limited to less influential roles. Coffee

production begins with a long season of fieldwdidJowed by harvest, cherry processing,
transporting, and sales. Women tend to play majtesrat the initial segments of the value
chain, laboring in the field, harvesting, and pssieg, whereas men typically transport and
market the product (Twin, 2013). Tasks are increggi male-dominated as coffee transitions
from raw commodity into a value-added product refl\sales and marketing.

It is women who, on average, carry out more tha¥ 0@ the field work, harvest and sorting of
coffee beans but only 20% of the land used foremffroduction is owned by women and only
10% of companies in the coffee sector are owneddiyen (International Trade Forum, 2008).
Despite the work that women contribute to the dffelue chain, they receive minimal
compensation and are often excluded from decisiakimy processes. Social biases in favor of
men, rooted in culture and tradition, reduce worsetcess to resources including land, credit,

training, leadership opportunities, and information

ODI (2009) identified that Ethiopian women rarelavie direct control over coffee-related
income despite their participation on productiord anarketing of coffee. But the document
didn’t touch their extent of participation and reasbehind limited control over the income.

Control over the benefits of production varies ew women and men. Therefore, the problem



associated with women's role along coffee valueinctzead empowerments are source of

motivation for this study.

In Jimma zone, coffee is produced in the 8 dign@mely, Gomma, Manna, limu-Kossa, limu-
Seka, Seka-Chekorsa, Kersa, Shebe and Dedo, wérnee as a major means of livelihood for
coffee farming families (JZARDO, 2008). According same source, 30-45% of people in

Jimma zone directly or indirectly get benefit frohe coffee industry.

Berhanu and Zewdi (2011) in their study on Womebdlective Action stated that in Jimma
zone, coffee is assumed as men’s crop and coffeesfare owned by the HH head (tantamount
to saying men, except in the case of widows andrdees). The involvement of women is
mainly in seedling preparation, transplanting oedimmg to farm plots, hoeing, weeding,
picking/collection and transporting ripened coffieerries but the study didn’t explore their

extent of participation.

The study conducted in Gomma district indicates, thamen sell smaller quantity of coffee (50

kg/ season) than what men sell (100 to 300 kg/mga$he study also demonstrated site-specific
commodity-based gender analysis is essential fdetstanding the different roles of women and
men in the production of specific commodities, nedirkg and decision making, and their sharing

in the benefits (Lemlerat al, 2007)

Different scholars (Tirunebt al, 2001; Yisehak, 2008; G. Ogatbal, 2009; Katieet al, 2013)
conducted analysis of gender role in the productibdifferent agricultural crops. But none of
them gave emphasis to role of gender in coffeeevahains or women’s empowerment level in
the study area. Therefore, this study focused ayaimg gender role in coffee value chains and

women empowerment in Jimma zone.



1.3. Research Question

1. Who are the actors involved and their role in e@ffalue chain in the study area?
2. What are the determining factors of women’s pgtition in coffee marketing?

3. What is the level and determinants of women’s engavent in coffee producing

households?

1.4. Objectives of the Study

The general objective of the study is to analyz= rible of gender in coffee value chains and

women empowerment in the study area.

Specific objectivesof the study are
a) To map gendered coffee value chain and descriloesaftinction.
b) To analyze determinants of women’s participationvelein coffee marketing at farm
household level.
c) To assess the level and determinants of women esmpoewnt in coffee producing
households.

1.5. Significance of the Study

The study generates valuable information on the wfl gender in coffee value chain and
identifies different constraints and opportunit@sthe system in reaching out women and men
that would assist policy-makers in designing gerslmsitive policies for intervention in the
study area. Governmental and non-governmental g@ons that are engaged in the
development of gender sensitive projects would fiefrem these results. Moreover, the study
provides bases for researchers, who may be inéeréstundertake further research, analyze and

develop appropriate extension systems to empowereno

1.6. Scope and Limitations of the Study

Analyzing gender role in potential coffee produczane of Jimma is very important to realize
the constraints and formulate appropriate corracti@asures as well as to make sure men and

women get recognition for their contribution, a® thone is well known to be the leading

5



supplier of coffee in the country. But the availapiof time, financial resources have narrowed
the research coverage to only the two districtesaref the Zone namely, Mana and Seka-

Chekorsa districts.

1.7. Organization of the Thesis

The remaining part of this thesis is organized ifdar sections. Section two will briefly
discusses concepts used in the present saliolyg with a review of the past studies.
Section three describes the study area with samoamic conditions and development
activities together with methodology applied toledl and analyze the data. Section four
discusses the results of the study. Summary diindengs, conclusions and recommendation are

presented in section five.



2.LITERATURE REVIEW

In this part of the study the basic concepts ofugathain, women empowerment, factors
affecting market supply, the approaches and methods/aluate the value chain and women

empowerment have been discussed.

2.1. Basic Concepts

2.1.1. The basics of value chains

The term value chain describes ‘all activities tad requisite for bringing a product or service
from conception, through the different phases ofipction (involving a combination of physical
transformation and the input of various producevises), delivery to final consumers, and final
disposal after use’ (Kaplinsky and Morris, 2000)vAlue chain, thus, encompasses the entire
network of actors involved in input supply, prodant processing, marketing and consumption.
These value chain actors operate within an ingiitat environment, which can either facilitate

or hinder its performance (Gereffi, 1995).

A useful methodology for understanding how marksgtsrate, for a particular good, is value
chain analysis. A value chain is a set of valuetagldctivities through which a product passes
from the initial production or design stage to fidalivery to the consumer (Kargt al., 2005)
and can be local, national, regional or internation scope. ILO (2007) also defined value chain
as a sequence of target-oriented combinations adugtion factors that create a marketable
product or service from its conception to the fio@hsumption.

Mapping value chains: Kaplinsky and Morris (2001) suggest proceduresni@pping value
chain. Their concept consists of two steps in otdenap the value chain of interest. The first
step includes drawing an ‘initial map’, which shot® chain boundaries including the main
actors, activities, connections and some initidlagators of size and importance. The second step
‘adjusted mapping’, consists of elaborating thénext map by quantifying key variables such as
value-added, and by identifying strategic and nmatesgic activities. Mapping the interactions
between men and women at each stage of a value pharides an understanding of the tasks
undertaken by each gender and the division of labetween them (Shillington, 2002).



Upgrading and market relationships: Upgrading denotes a development path of a firm, a
group of firms or an entire value chain in respotsefforts to improve their/its position and
level of value addition compared to competitors.olddgh usually achieved through the
application of innovations in the form of new knede and technologies, upgrading can also
result in organizational improvements and markestrigtegies. In its broadest sense, upgrading
can be viewed as synonymous with positive valueincliievelopment. Upgrading can be
distinguished as: Process upgrading, that is fioamsng inputs into outputs more efficiently by
reorganizing the production system or introducingesior technology and product upgrading:
moving into more sophisticated product lines (whietm be defined in terms of increased unit
values). However, functional upgrading acquiringvnieinctions in the chain (or abandoning
existing functions) to increase the overall skdhtent of activities. Chain upgrading is moving
to a new value chain (UNIDO, 2009).

Governance: Governance within value chains reflects the distidn of power and information
among various actors. Alternative types of verticabrdination emerge depending on the
distribution of market power (the ability to seigas, quality standards and minimum delivery
guantities), political power and information (orarsiards and alternate market prices). As a
result, adjustments in vertical coordination mecsias generally require investments in literacy,
information and organization that modify the ungliex power structure within the value chain.
At the same time, these public investments increasespects for successful horizontal
coordination among value chain members, for exampléarmer organizations (Gereft al.,
2005).

2.1.1.1. Developing value chain systems towards the benefit$ the poor

In recent years, the pro-poor growth approaels become one of the key concerns of
developmental organizations. The focus of the aggrolies in the promotion of economic
potentials of the poor and disadvantaged groupgseople (OECD, 2006). The main aim is to
enable them to react and take advantage of newriymittes arising as a result of economic
growth, and thereby overcome poverty (Betgal., 2006). The promotion of value chains in
agribusiness aims to improve the competitivenesagoiculture in national and international
markets and to generate greater value added wittleircountry or region. The key criterion in
this context is broad impact, i.e. growth that bgsehe rural poor to the greatest possible

extent or, at least, does not worsen theiritiposrelative to other demographic groups. Pro-
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poor growth is one of the most commonly quoted cbjes of value chain promotion. In recent
years, the need to connect producers to marketietids an understanding that it is necessary to
verify and analyze markets before engaging in wutigrpactivities with value chain operators.
Thus, the value chain approach starts from an sgialating of the consumer demand and works
its way back through distribution channels to tiféecent stages of production, processing and
marketing (GTZ, 2006).

2.1.1.2. Measuring value chain

A fundamental aspect of global value chain resear¢tow ‘value’ itself, is conceptualized and

measured. According to Gereffi (1999) profit, vaheidition and price markups are indications
of income shares across value chain actors. Valdeehshares can be calculated for different
links in the chain. A second way to calculate vaddeed is to look its distribution by each value
chain actors of vegetable market and decomposingdoh actor to get approximations of each
value-added share. Marketing margin is the diffeee between the value of a product or a
group of products at one stage in the marggbrocess and the value of an equivalent
product or group of products at another stage. sMag this margin indicates how much

has been paid for the processing and markeservices applied to the product(s) at that

particular stage in the marketing process (5mi992).

2.1.1.3. Gender and value chains

Value chain development is a key concept in stiasetp reduce rural poverty in developing
countries. The basic idea is that value chainsr affe farmer (and indeed all chain actors) the
possibility to acquire new knowledge from actorseglhere in the value chain (e.g., buyers,
importers, certification bodies) (Humphrey and Sithp2000). That makes it important to know
who is participating in a value chain and who i$: meen or women, different castes, people in
different socio-economic positions, and so on. fentwe must understand the impact on these

different categories of rural entrepreneurs inlagzahain.

Involving the marginalized chain actors-“the poawhmen, and certain ethnic groups is referred
to as inclusive upgrading. But an important issheg is sometimes missing is that people not
only participate in and benefit from upgrading, blgo have (or lack) control over these benefits
and the process. Inclusive upgrading is not onyudlereating but also about controlling added

value (Laven, 2010). So the question is how coutdker chain actors both create and control
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the value of their products? Women-owned businefs®s many more constraints than those
run by men, and have more limited access to firsrarid other services (Mayoux, 2009). And
when a business where women are traditionally wealbecomes more profitable, men often
take it over.

Gender analysis: Gender analysis refers to a variety of methods tuthniques used to
understand the differences between men and womearmms of roles, behaviors, activities,
needs, opportunities, access to and control ov&urees, and constraints in relation to one
another. Gender analysis also refers to the gdmazd disaggregation and appraisal of
available data to pinpoint the difference betweenrand women on account of gender. It is a
broad and complex activity that involves carefubmnation of gender relations in different
socio-economic and cultural settings. To do sopuartools (frameworks) have been developed
by researchers, among which Harvard Analytical fenaork is presented below.

Harvard Analytical Framework : This framework was developed at the Harvard tuisti for
International Development in the USA in 1985. Thmeain components can generally be
identified in this framework (Marcét al, 1999). The first is the activity profile whickeals with

the identification of the productive and reproduetactivities of men and women. The second
component is the access and control profile. licawgs the gender based access to resources,
control over the use of resources and the benaffite use of resources. The third component
includes influencing factors which enable the assent of factors that determine different
opportunities and constraints for men and womed,slrape gender relations.

2.1.2. The basics of women empowerment

Empowerment and women empowerment in particularpne of the momentous issues of
contemporary development policies in developingntees (Chaudhry and Nosheen, 2009).
Empowerment is a complex concept, which may varjwéen cultures, persons, sexes,
occupations and positions in life. Furthermore, raed women may have different views on

empowerment in general and women’s empowermerditicplar (World Bank, 2002).

Aslope and Heinsohn (2005) defined empowerment psraon’s capacity to make effective
choices and to transform choices in to desiredoastiand outcomes. The extent to which a
person is empowered is influenced by personal ag@he capacity to make a purposive choice)
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and opportunity structure (the institutional cortéx which choice is made). To determine
degree of empowerment, various indicators are sigde for agency, asset endowments -
psychological, informational, organizational, ma&kr social, financial or human; for
opportunities structure, the presence and operafidormal and informal institutions, including

the laws, regulatory frameworks, and norms goverhighavior.

Keller and Mbwewe (1991), describe empowermentaggrocess whereby women become able
to organize themselves to increase their own séilifice, to assert their independent right to
make choices and to control resources which wiishsn challenging and eliminating their own

subordination”.

The empowerment of women is also called an imporpeacondition for the mitigation of
poverty and the maintenance of human rights and beeeds, in particular at the individual
level, as it helps to construct a base for socialifity (DFID, 2006). According to Malhotrat

al. (2002), bringing women in to the market economyiipeely affects their influence in
resource allocation and domestic decision-makingom&h can gain knowledge and
empowerment through market access. According to EABfinition cited by Kejela (2006) an
empowered woman is a woman who enjoys bodily imedrs free from coercion over her
physical being), has positive images of her owntiwand dignity, has equitable control and
influence over strategic household and public reses) and live in an enabling environment in

which women can and do engage in collective effort.

2.2. Review of Empirical Studies
2.2.1. Value chain analysis

Fitter and Kaplinsky (2001) used a value ichanalysis to examine inter country
distributional outcomes of the global coffsector by mapping input -output relations and
identifying power asymmetries along the coffesue chain. Their study showed that returns
to product differentiation taking place in the famkeglobalization do not accrue to the coffee
producers. They also found that power in the coffakie chain was asymmetrical. At the
importing end of the chain, importers, roasters @atdilers compete with each other for a share
of value chain rents but combine to ensure that ééwvthe rents return to the farmer or the

producer country.
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Ponte (2002) also used a value chain analysis &mime the impact of deregulation, new
consumption patterns and evolving corporate stiegeig the global coffee chain on the coffee
exporting countries in the developing world. Thadst concluded that the coffee chain was
increasingly becoming buyer-driven and the coffeenkrs and the producing countries were
facing a crisis relating to changes in the goveteastructure and the institutional framework of

the coffee value chain.

Dereje (2007) used value chain approach to stuelgdmpetitiveness of Ethiopian coffee in the
international market. The study indicates that &tlan farmers have low level of education,

large family size with small farmland and get 088 of the retail price in the German market.

2.2.2. Gender role in value chain

The existing gender inequality in agricultural puotdon affects economic development and
benefits especially for women (WB and IFAD, 2008T ket al, 2012). And, while in recent

years, value chain development has been adoptadkeg approach in increasing the income of
small and medium producers and the economicallyegoor because modern chains require
smooth product flows, high standards and error f@eduction. Consequently, lead firms are
willing to invest in knowledge transfer to the bénhef local industries, institutions and service

providers. But they didn’t establish whether wonsechanging role in the chain was appreciated

and valued at the HH level.

According to KIT et al. (2012) the resistance for change in gender radeoated in power
relations, and the fear that by giving some womemenpower, men will lose out. However, it
has also been reported that value chain intervengsulted into changes in gender roles and
relations. The cases from Ghana and Guinea showwwmen can benefit more from collecting
and processing Shea nuts by formalizing their @@ssin the chain. The change began with
professionalizing the value chain; the biggest geawas in governance: setting up a high-
quality chain and professionalizing the managem®&ile improving women’s capabilities
(agency) was a necessity for upgrading, the chang&ucture came more as a result. Showing
the women’s success and benefits to the communtih beduced resistance and created a
supportive environment. Attitudes towards womennges@l, and women now enjoy more
freedoms (KIT et al, 2012). Value chain intervention or upgradingatggies that do not

consider gender relations are more likely to haagative impacts on women. Therefore, there is
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a need to understand gender relations in valuenat@relopment activities and how changes in

gender relations impact on men and women.

In the article "Gender and agricultural value ckai@oles and Mitchell (2011), presented the
role division by men and women regards to coffetvidies. It is stressed that women usually
take over the value addition activities such awdsting, picking, drying, hulling and sorting the
beans. However, men take over the management iraksling the trading and selling of the
coffee which also brings them the benefits of auiitey the proceeds. Also, it is stated by Baluku
(2012) that men plant the coffee trees on their emtand resulting in the fact that coffee is
considered as a "men’s crop”. In regards to the dolision, it should be considered that only the
productive work has been considered so far, meattiagwvork which is executed for money
(Lavenet al, 2012). Women additionally have to execute repetiste work within the HH such
as cooking, collecting fire wood etc. which is ofteimply forgotten. In the book of "Gender,
Land and Livelihoods in East Africa”, Verma (20@hphasizes that this particular role division
arises partly from the extensive outmigration ohmich created an impact on gender relations
in the HHSs.

A case study by Farnwortt al. (2011) on GALS approach in the Ugandan coffeae/@hain
reveals that domestic violence, lack of propergnts, and the inability to control income from
the sales of coffee are some of the most critisalies that have been addressed by women
producers. Women are heavily involved in coffeetication and processing (around 90% of
coffee farmers); along with food crop productiordatH related tasks. Whilst many men own
the land and take the main decisions regardingyatozh, they provide little labour input. Many
men were retaining the profits for personal useluiing for alcohol consumption which is a

recognized problem in the area.

A study by Hill and Vigneri (2009) in Uganda statbet the majority of smallholders sold their
coffee in the form of dry cherries, which are tmeiied by the traders who buy the coffee. Some
farmers transported their coffee to market, whidowsed them to sell it at a higher price.

Members of MHHs were more likely than those of FHblgravel to market to sell their coffee.

The study conducted by Dereje (2002) in Sidama Zomkcated the only crops which women
have complete control oveerfsetand cabbages) are primarily kept for home consiamptlt is
only after the HH food needs have been met, thanevoare able to sell them and use the
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money. Men have complete control ouveff, maize, coffee and livestock. In some HHs,

husbands may set aside a few coffee trees foruhegs if they have a large area under coffee.

G. Ogatoet al (2009) conducted research on gender roles in proguction and management
practices in Ambo district. They employed descvptanalysis to identify the constraints facing
both male and female farmers and they reported $hmittage and high price of agricultural
inputs as a major constraint for crop productiod amanagement practices. But a significant
statistical difference exists between the congtsawh female farmers and those of male farmers

in crop production and management practices irstineeyed communities.

Judith and Mithofer (2014) employed descriptive Igsia to analyze constraints to and
opportunities for women’s participation in High \dal Agricultural Commodity Value Chains in
Kenya. The result shows that where the chain i$ eeleloped and the returns are high, women
dominate the production stage while men tend to ¢k fields, make decisions on sales
premium quality and control revenues. Neverthelegsmen in FHHs appear to be fully
integrated in most of the stages of the exportevahiin, although they face greater challenges
than men in performing tasks that are physicallynaeding like harvesting and those that

require specialized skills such as grading andyspga

Ethiopian Society of Population Studies (2008) &xity analyzes gender inequality in the
country using both bivariate and multivariate tegbes. The main explanatory variables
included were HH characteristics (place of resigemegion and wealth quintile) and individual
characteristics (age, marital status, age atrmatriage and religion). Binary logistic regression
model is employed for the multivariate analysiseTdnalysis identified determinants of poor
educational attainment of women are early marrage rural and HH poverty, i.e. belonging to
HHs with lower and lowest wealth quintile groupactbrs that contribute to women’s work for
earning are having some education, living in urbegas, being in a HH with better economic

status and older age at first marriage (age dtrfiesriage >18).

Shively et al. (2010) identified gender participation along Ugasdcharcoal value chain and
stated that men dominate the charcoal businesB httathe retail level. There are very low
levels of female participation in the producer armhsporter categories. In their study, they

employed linear regression models to study theadvprofits and per unit marketing margins
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along the value chain and to test several hyposhesgarding the importance of location, human

and social capital, and asset ownership on obsew@domic returns and scale of activity.

Kabeer (2012) outlines that power inequalitiesrafeected in market transactions in a way that
those with power are better able to frame ‘thesuathe game’ to protect their own privilege or
to ignore the rules they themselves have framedm®&o often face many gender-specific
barriers to accessing markets not only becausesakskills, such as less literacy levels, but also
because of cultural norms. These may include irgp@ate modes of transportation for women,
such as trucks or motorcycles, physical harassnmrdrloaded reproductive tasks, marital

conflict and others (Quisumbing and Pandolfelli 200

Extension services are decisive to furthering kealgk, skills, information and technology
adoption along value chains. Many studies showektgnsion systems do not yet pay adequate
attention to gender and that extension servicetoarer for women as compared to men (Ragasa
et al, 2012; Quisumbing and Pandolfelli 2009). For eglana study carried out in Ethiopia
(Ragaseet al, 2012) concludes that female farmers are legtylito get extension services and

less likely to access quality service than theitencaunterparts.

The above empirical evidence reveals the importaf@nalyzing role played by both men and
women in different commodities of value chain sattin this study role of gender in the
commodity (coffee) that can benefit 30% - 45% @& population is analyzed.

2.2.3. Empowerment analysis

The empirical literature concerned with women emg@oment can be divided into two main
groups. The first group examined determinants gb@merment, i.e. empowerment in itself was
the outcome of interest, while the second groupsicemed empowerment as an intermediary

factor to examine effects of empowering women dreotievelopmental outcomes of interest.

Concerning empowerment as the outcome of intendsth is the interest of this paper, most of
the empirical analyses interested in the determtgnah women’s empowerment are heavily
concentrated at the individual and HH level. Traaa@entration at the individual /HH level could

be due to the importance of the HH to gender walatiand hence empowerment. In addition
operationalizing different components of women’spemierment in a concrete manner is more
feasible at the HH level rather than at larger lewé aggregation (Malhotrat al.,2002).
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Hashemiet al. (1996) determined the following 8 variables to swea the power of rural women
through microcredit activities in Bangladesh: mibjleconomic security, ability to make small
purchases, ability to make large purchases, invobre in major HH decisions, relative freedom
from domination within the family, political anddal awareness and involvement in political

campaigning and protest.

Parveen and Leonhauser (2004) conceptualised wamgrowerment in the following three
dimensions: socio-economic, familial and psychatagithey measured six indicators covering a
wide range of attributes to determine the levelwamen empowerment. They recorded
gualitative data in quantitative terms, assigningable scores and obtaining ranks from focus
group discussion to develop the composite empowdarnredex (CEI). The effect of the
independent variables, namely, formal and non-fbreducation, sex of children, spousal
relationship, media exposure, spatial mobility andio-cultural norms, on the CEI was shown in
this study.

Vargheseet al. (2011) studied on Bangladeshi women in three dimessof domestic
empowerment like role of economic decision makioger, role of HH decision making power
and physical freedom of movement. The study aint®tstruct the women empowerment index
and defines the relation between the empowermeahtaanial aspects like age, age at marriage
and age difference between spouses etc. The studg that urban women are more empowered
than rural women and older women have more indegpesel and empowerment than younger
women because of their life experiences. The stodygd out an increase in the awareness about

women rights and fundamental needs.

Haqueet al. (2011) analyzed women empowerment and autonomgstgblishing an index
similar to the Human Development Index (HDI) andtcal tendency measure. The index was
built with the following 3 dimensions: economic deon making, HH decision making and
physical movement. Certain socio-demographic inddeet variables, such as age of
respondent, educational attainment of the respdn@enicational attainment of husband, rural
and urban residence and religion and media expopsweee used in the Multiple regression

model to demonstrate the effect of these variataethe empowerment index.

Jeckonialet al. (2012) also adopted UNDP'’s classification of hurdamelopment index, where

empowerment was classified into 4 levels. Respasdssoring (0) on the CEIl were categorized
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as “No empowerment”, scores of (0.1 - 0.5) “low emvprment”, (0.6 - 0.7) “medium/moderate

empowerment” and a score higher than (0.8) wasified as “high empowerment”.

They construct CEI by averaging 4 index scaless@&al autonomy, HH decision making,
economic domestic consultation and freedom of ma&rdjrnto measure women empowerment.
Ordinal logistic regression analysis revealed thatre was a significant relationship between
women empowerment and marital status, educaticgl,lege at first marriage, land ownership,
access to credits and participation in onion vathain. Other scholars (Varghese, 2011:43;
Tayde and Chole, 2010:34) also used similar methodstimate women empowerment using
index scales. Therefore, based on these reviews, shidy constructed CEI to measure

empowerment level of women at coffee producing HH.

Shahidul Islanet al. (2014) examined the impact of micro-credit on ¢émepowerment of rural
women in Bangladesh. The study measured women esrpwemt by five dimensions. These
dimensions were economic decision making, HH decismaking, freedom of physical
movement, and ownership of property, political autial awareness. OLS (Ordinary Least
Squares) regression was applied to understand ffeetse of microcredit program on each

dimension of women empowerment and aggregate wamgowerment.

2.3. Conceptual Framework for Study

A value chain can be viewed as a network of differectors both men and women and their
function, including input supply, production, assdyn transport, storage, processing and
marketing with exportation as a major stage for pineduct coffee destined for international
market. Identification of actors and their functimtiows mapping of the value chain with aim of
illustrating representation of men and women actmdg their relationship at each stage of the
value chain. In addition to the major actors, raégnablers are taken in to consideration in the

structure of the coffee value chain.

The value chain approach is helpful in analyzing@s like coffee where global buyers play the
leading role in establishing the parameters of dhain, defining what, how, and under what
conditions a product is produced, as well as whe geluded and excluded from the chain. In
value chain analysis, vertical and horizontal inaéign are the two basic strategies that groups of
farmers can use to improve their incomes. Vertioéégration means taking on additional
activities in the value chain: processing or grgdamoduce, for example. Horizontal integration
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on the other hand means becoming more involvedanaging the value chain itself by farmers’
improving their access to and management of inftonatheir knowledge of the market, their

control over contracts, or their cooperation withes actors in the chain (Klat al.,2006).

The analysis of a value chain stresses that thkenharincreasingly organized through networks
linking spatially dispersed market agents. The oigpn the chain are determined by the
requirements of the market agents including quatioyisistency, cost, variety, value-added, food
safety, and ethical credential; which are, in tussponding to the demands of their customers
(Dolan and Humphrey 2000). Value chain analysisalso useful as an analytical tool in
understanding the policy environment, which prosider the efficient allocation of resources
within the domestic economy, notwithstanding itsnary use thus far as an analytic tool for

understanding the way in which firms and countpagicipate in the global economy.

There are several frameworks for evaluating andsoméay empowerment including those
developed by Laven and Verhart (2011) and Jeckoseialal. (2012). At their core, the
frameworks essentially evaluate 3 factors: agesttycture and relations (Fig. 1). Agency is the
capacity of individual human to act independentig &0 make their own free choices; agency
can be predicted by asset endowment. Structurdactioes such as social class, religion, gender,
ethnicity, custom etc. which limit or influence tbpportunities that individuals have.

The agency and structure concepts are interrelaidthnges in agency can result into
empowerment; this assumes that if business anddialaservices are provided, a woman can
freely choose to use these services without fa@ng constraints posed by her family,
community or class to market her products. Improeinin structure that enhances participation
or market access can result into empowerment idlegjpportunities in participation will always

lead to equal outcomes. Therefore, human agengyeshand is in turn shaped by formal and

informal rules and institutions which account fazeatain positioning in the value chain.
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Source: Adopted from the works of Jeckongalal (2012)
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3. RESEARCH METHODOLOGY

This chapter summarizes description of the studggrsource and data requirement, sample size
and methods of sampling and method of data catlectt also contains method of data analysis

(descriptive and Econometrics).

3.1. Description of the Study Area

The study was conducted in two districts of Jimmaez of Oromia National Regional State,
namely, Mana and Seka-Chekorsa located at abokitn22nd 20 km North-East and East of the
capital of Jimma, respectively.

Mana

Mana is bordered on the south by Seka-Chekorstheowest by Gomma, on the north by Limu-
Kosa, and on the east by Kersa. The total arehefdistrict is 478.9 km square (JZARDO,
2012). The district is divided into 24 kebeles @drban centers i.e. Yebu town district capital
and Bilida town. It lies between 1,470 and 2,610simét is classified in to dega (12%),
woinadega (63%) and kolla (25%) agro-climatic zordsout 89% of the district area is arable
(with 86% under cultivation), 2.7% is grazing an8% forest lands. Average rainfall is 1,467
mm. The mean minimum and maximum temperatures a@ °C and 24.8°C, respectively
(JZARDO, 2012).

According to the data obtained from the distrianaustrative office, the total population of the
district was 173,161 with51% female and 49% malee Trban-rural population distribution of
the district shows that 8785 (5%) live in urban dhd rest 164,367 (95%) live in rural areas
during 2010. It is the most densely populated @distin the zone with, at 308 people per km
square. The annual population growth rate is estichdo be 2.6% making the projected
population of the district to be 177,658 during 20Maize,teff, sorghum, barley, wheat, coffee
and horse bean are the most widely cultivated ciopise district. Khat is also cultivated. Stalk
borer, lady bird beetle, ape, warthog, porcuping pig are major crop pests. Coffee production
of the area contributes significantly to the ecomomnd social development including job

opportunities for the people of the area and neagindgion.

Seka-Chekorsa
Seka-Chekorsa district is located 20 km Easterth@icapital city of Jimma zone. It is bordered

in Northern part with Gomma woreda, North East vwithnna and Kersa woreda, North West
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with Gera, Eastern part with Jimma town, Southert with Dedo woreda and South Eastern
part with Shabe-Sombo. The geographical locationear to the largest market centers like
Jimma, Agaro and Shabe towns. The total surface @r&eka-Chekorsa district was 85,825 km
square. The administrative area of Seka-Chekostadliis divided in to 34 peasant association
and one urban kebeles. The climatic classificatibthe district is Dega (21%), Woina Dega 72
% and Kolla 7% (Report of Natural Resources Assessin Jimma zone, 2013).

The total population of Seka-Chekorsa was 240,6vR20@12 out of which male accounts

ford9.7% and female 50.3%. Most of the populati{(®®.6%) live in rural area, showing low

urbanization in the area. Age classification catggf the district's population shows 49% of
the population falling 15-64 age group while 31% &0% were in the age group of o 0-14 and
above 65. The livelihood of Mana and Seka-Chekdistict is based on mixed farming and the
main economic activities are crop production ancedtock production. It has dominantly

midland (Woinadega) agro ecology characteristics.

Oromia Region Districts Ethiopia Regions Map

regf; %’ .3& {".:- /(;j;
T !g‘ ‘@‘ i%?} e
v
‘“ . kk_r); E _
{“ = y B o
\\(\\\ M — ET = - De:;lzj‘nalDegrE

Study Districts o
Jimma Zone Map

Legend £

study woredas

@l wvena

7% Seka Chekorsa | ~

T T T
36 36 36 36 36

Figure 2Geographical location of the study area

Source: Own manipulation, 2015
3.2. Sample Size and Methods of Sampling

The sample respondents were coffee input supptieffee growing farmers (men and women),
coffee collectors (men and women), coffee traderen( and women), coffee processors

(cooperatives) and consumers. Multi-stage sampi@ofpniques were used to select districts,
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kebelesand farm HHs. In the first stage, the districtsravaelected purposively based on
potential in coffee production. In the second stageotal of 6kebeleswere selected randomly
from the two districts (3 from each). Finally, aaloof 215 coffee growing farmers were selected
from the selectettebelesusing random sampling techniques. Total sampke was determined
using probability proportional to sample size. Ht¢ sample size of the study areas indicated in
Table 1 below.

Table 1: Distribution of sample HHs across districtand sampled kebeles HHs

District Kebeles Number of households Sample households
MHHs FHHs  Total MHHs FHHs  Total

Mana Bilida 690 62 752 32 3 35

KellaGuda 1003 73 1076 46 3 49
GubeBossega 1135 80 1215 52 3 55

Seka- EndadeAllaga 500 45 545 22 2 24
Chekorsa  SakebaGenefo 597 45 642 28 2 30
Gibe Bosso 433 38 471 20 2 22
Total 4358 343 4701 200 15 215

Source: Own computation, 2014/15

Similarly, other market actors were identified as®lected from target markets accordingly;
Input suppliers: DOA, primary cooperatives and private input supplieere the major source
input; a total of 5 private coffee input suppliensd 2 representative from DOA and 4 DAs (2
women and 2 men) and 2 cooperative managers wedemdy selected for the study.

Collectors: Now a day collectors are banned from buying cotfekess they are representatives
of suppliers. But still are there and play a prasninrole in bringing coffee from very remote
areas to the market. As their number is unknownamiliector from each kebele was randomly
selected.

Suppliers: From among 48 operating suppliers, 11 supplierewelected randomly.

Exporters: From 121 coffee exporters, 4 of them were selelstsduse of their accessibility.

Domestic WholesalersFrom secondary data found at district level theesa@ound 28 actively

participating wholesalers and 14 of them were atirth
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Domestic retailers: There are a number of retailers who participateseiling coffee and 20 of
them were interviewed randomly and Zbnsumers were selected out of selected markets
which are found at Yebu and Seka town in additmiE€X Jimma in which these markets are
recipient of the product from the selected prodga@reas.

Table 2: Distribution of sample size for actors diferent than producers

Total numbers Sample
, Male Female Male Female

Value chain actors

Input suppliers - - 4 1
Collectors - - 6 0
Suppliers 44 4 7 4
Exporters 121 0 4 0
Wholesalers 24 4 10 4
Retailers - - 7 13
Consumers - - 8 14
Total 46 36

Source: Own computation, 2014/15

3.3. Sources and Methods of Data Collection

Both primary and secondary data were used forttiysThe primary data were collected from

major value chain actors using structured and setnictured questionnaires. Separate
guestionnaires were designed for each actor. Thetigumnaires were pretested before the actual
data collection. This led to further revision ottljuestionnaires to make sure that important

issues had not been left out.

In addition to the major coffee value chain acteesvice providers like Ethiopian commodity
exchange (Jimma branch), Woreda level administratiodies, development agents, credit and

other financial service providers (Harbu saving aratlit) was included in this study.

In addition to the questionnaire, checklists weneplyed to acquire additional supporting
information through focus group discussion. Thecubsion was made with farmers, coffee
traders, gender expert and coffee experts at thgeotive district. Key informant interviews
were also held with DAs, elders and peasant agsatigepresentatives of the kebeles.

Enumerators who are fluent in the local languageeveenployed and trained on the contents of
the questionnaires and techniques of interviewfhgon after training, they collected primary

data under close supervision.
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The primary data collected from sample coffee gnmMarmers include, size of coffee farm
land, problem in coffee value chain, work divisi@nhousehold, women participation in coffee
marketing, influencing factors of decision makingwgr of men and women, annual income
from coffee production as well as costs of produttiaccess to services such as market places,
extension, farm credit, market information, the dgnaphic characteristics and the general

information related to coffee marketing.

Similarly, primary data collected from sample tredencludes; traders characteristics, trading
activities and marketing costs, annual volume ofcpase and sales, sources of purchase,
marketing channels, existing marketing facilitiegcess to market information, and credit
services to their business. In addition to primdaya, secondary data were also collected from
Jimma zone Agriculture and Rural Development anchfagricultural office of the two districts,
Jimma zone Trade and Industry office, Cooperatimeoh), and ECX, published and unpublished

documents.

Harvard analytical framework (HAF) was used forledting gender disaggregated data at the
community and household level. The three main caomapts of HAF were employed (Activity

Profile, Access and Control Profile and Influencfagtors).

3.4. Method of Data Analysis

Descriptive statistics and econometric analysisewesed to analyze the data collected from

coffee producers, traders and consumers.

3.4.1. Descriptive analysis

This method of data analysis refers to the usecofgntages, means, variances t-test, chi square
test, standard deviations and ranking. It is emgdioy the process of examining and describing
farm household characteristics, role of intermedgand value chain actors.

3.4.1.1. Value chain analysis

A) Mapping gender sensitive value chain

To illustrate the value chain map of gender seresitioffee value chain, various procedures of

value chain mapping were adopted as an analytodl tTo understand the value chain, we can
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use models, tables, figures, diagrams and the tikesapture and visualize the essence. Drawing
the value chain map goes through the following stép the first step the core processes in the
value chain were identified. After identificatiofalue chain process, identifying and mapping

the main actors (men and women) involved in thespective activities were conducted.

In the third step mapping flows of products, infatron and knowledge were made followed by
mapping of the processes, actors and specificibesialong the chain. At this stage the support
services for the value chain actors at differeagstwere mapped including service that can
alleviate women’s reproductive workload, if any. pgang the volume of products, numbers of
actors and jobs were made in the fourth step becalithe fact that some dimensions in value
chain mapping can be quantified. In the fifth ste@pping the geographical flow of the product
or service was made. A very straightforward waynaipping is to actually make a geographical
map, following the trail of the product or serviasearcher want to map. Mapping relationships
and linkages between value chain actors were dé&mally, factors in the value chain

environment which disable/enable women empowernvené mapped.

B) Identifying distribution of benefits among chaict@s

The benefits of the value chain actors were detechithrough the analysis of margins and

profits within the chain.
C) Defining upgrading needed within the chain

An analysis of the upgrading process includes aesssnent of the profitability of actors within
the chain as well as information on constraints$ #ina currently present then upgrading solutions
will follow. These may include interventions to) (Improve product design and quality and
move into more sophisticated product lines to dagmer value and/or diversify production and

(1) Adapt the knowledge gained in particular chainctions in order to redeploy it.
D) Emphasizing the role of governance

Governance in a value-chain refers the structureelationships and coordination mechanisms
that exist between actors in the value-chain. Thalyais identified actors that may require
support to improve capabilities in the value chamsrease value added in the sector and correct

distributional distortions.
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3.4.2. Econometric analysis

3.4.2.1. Empowerment analysis

This study focuses on the HH level, only indicattirat reflect women power practice at this
level were considered. The HH decision-making aadi@pation in different institution and
income generating activities were chosen to fatditthe household-level analysis of the
condition of women power. These dimensions reflde domestic life extent better and
consequently expedite the achievement of the dkswécome of measuring the women power.
The significant positive performances of these tiimaensions determine the success of women

power practice to flourish in the empowerment ofiwem groups.
Description of Dimensions

Women empowerment was measured by developing Wdngrowerment Index (WEI). Two
women empowerment indices were developed for thdysnamely; HH decision-making index
(HDMI) and participation index (PI) and are useatmstruct a CEI. Since all indices are related
to different aspects of empowerment they were captwiinto a single index. The dimension
index was generated using Equation 1 & 2, whicthéssame formula used in HDI construction
(Anand and Sen, 1994).

Household Decision-Making Index (HDMI)

HDMI sought to know who makes decisions over: Nuntfedaily laborer required, when/how
much cherries to harvest, where to sell, when lip gedit taking, how much credit to take (if
decided to take), children’s education, family pleny, day to day expenditure, purchase of

permanent items, use of family income, selectioarops to plant in the field.

Using UNDP (2005) scoring mechanism, 0, 0.5 andetewespectively assigned to making
decisions by Men, jointly and Women alone (by tespondent alone) the minimum score is 0
and the maximum 12 for all twelve indicators. Theimum empowerment score is 5 out of 12
from the expected participation in decision making. Minimum score =5 and Maximum

score = 12

HDMIy = — XM Xi) 1

maxg(Xir)—ming (X;x)

WhereHDMIjj= Household Decision-Making Index:
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Xik = Actual score of the dimensions
Min (Xik) = Minimum score of the dimension
Max (Xik)= Maximum score of the dimension

Participation Index

Pl includes items regarding whether women are @péiing in local institutions, training,

meetings, social functions, coffee marketing ana faom income generating activities.

A score of 0, 0.5 and 1 were assigned to ‘Nevetcasionally’ and ‘Always’. Thus, the
maximum total score is 6 and the minimum is O foe five indicators. A respondent is

considered empowered if her total score for theedision is at least 1.5.

Xig-ming (Xix)

PI

Y maxg(Xix)—ming (X;x)

WherePljj= Participation Index:

Xik = Actual score of the dimensions
min (Xik = Minimum score of the dimension

max (Xik)= Maximum score of the dimension

Since the above two indices are related to differ@spects of empowerment, they were
combined into a single index. In accordance with tonstruction methods of the Human

Development Index (UNDP, 2005) the CEl was computgdaveraging these two indices.

CEl = w ........................................................................ 3

Where CEI = Composite empowerment index
PI = Participation index

HDMI = Household decision making index

The study adopts the UNDP classification of humawetbpment index, where empowerment
was classified into four levels. Respondents sgo(@) on the composite empowerment index
were categorized as “No empowerment”, scores df {@.5) “low empowerment”, (0.6 - 0.7)
“medium/moderate empowerment” and a score highan tf0.8) was classified as “high

empowerment”.
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3.4.2.2. Multiple linear regression model

Multiple linear regression models were used to ya®alfactors affecting level of women

empowerment in coffee producing HH. The multipleelr regression analysis; according to
Tabachnick and Fidell (1996) is defined as a setstatistical techniques that allows the
evaluation of the relationship among a dependerniabi@, and several independent variables.
The major objective of this analysis is to identihe equation that describes the relationship
between these variables so that we can predictatue of dependent variable attributing values

for the independent variables.

According to Anderson et al. (2002), the model bardescribed as:

Yo = Bo+ BiX1 + ByXo + o+ BpXi 4 €l A

Where;Y- is the composite empowerment index (Empowernergl)

Bo - Intercept

By~ coefficient of the R explanatory variable

Xk- explanatory variables

g - is the error term

Very often data we use in regression analysis dagine decisive answers to the questions we
pose. This is because the standard errors arenginyor the t-ratios are very low. This sort of
situation occurs when the explanatory variablespldis little variation and/or high
intercorrelations. The situation where the explanatvariables are highly intercorrelated is
referred to as Multicollinarity (Gujarati, 2003)h&re are two measures that are often suggested
to test the existence of Multicollinarity. Thesee:aVariance Inflation Factor (VIF) for
association among the continuous explanatory vimsadnd contingency coefficients for dummy

variables. According to Guijarati (2003), VIF candsdined as:

1

______________ -9
1-R?

VIF(X;) =

Where: R’ is the squared multiple correlation coefficientvilen X; and the other explanatory
variables. The larger the value of VIF, the momkiesome; as a rule of thumb, if the VIF of a
variable exceeds 10 the variable said to be callingimilarly, contingency coefficient is used to
check Multicollinarity for discrete variables. Iteasures the relationship between the raw and

column variables of a cross tabulation. The vahrgges between 0 and 1, with O indicating no
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association between the row and column variablesthe value close to 1 indicating a high

degree of association between variables. It is ctetpas follows:

e S —— 10

Where, CC is contingency coefficien is chi-square test and N is the total sample Sibe.

decision criterion used is that if the value of B@reater than 0.75, the variables are said to be

collinear.

Definitions of Variables and Working Hypothesis

Once the analytical procedures and their requirésnerre known, it is necessary to define the
dependent variables for the econometric modelsigerdtify the potential explanatory variables

that have effect on the dependent variables anctidbegheir measurements.

The dependent variable

Composite Empowerment Index (CEI):It is a continuous variable which represents outcom

(dependent) variable; the actual level of women @ngrment.

Independent variables

Sex of the household head (GNDR)fhis is a dummy variable equals 1 if the househelad is
female and O otherwise. Generally, it is hypothesithat if female are heading the HHs they are

entitled more power than in MHHs. Thus, it is hypestized to have a positive impact.

Age of Women in the Household (WAGE)t refers to the chronological age of respondant i
years at the time of survey. The expected influesicage was assumed positive taking the
presumption that as women farmers get older theyildvimave voice in HH decision making and
also acquire more power than young women. The stahglucted by Mostofat al. (2008)

found that women empowerment increased with wongenthus, it is hypothesized to have a

positive impact.

Age difference between spousedt is a continuous variable and refers to chrogwal age
differences between husband and wife in yearseatitie of survey. This variable is exclusively
target MHH that mean for FHH it is assumed as asimisvariable. Carmichaat al. (2011)
founds that the lower the spousal age gap, thegtrothe position of women in the HH. The

expected influence of age difference was assumgdtive taking the presumption that as age
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difference between the spouses gets larger, womartigipation and decision making will get

lower and hence their empowerment.

Education level of the Household Head (EDLV):This variable is further divided into two
variables; the educational level of the head (EDI)\AHd educational level of women in the HH
(EDLVW). It is a continuous variable measured bg tiighest number of years of schooling
completed by the head and women in the HH. Jechaatial. (2012) indicated that education
positively influence women’s empowerment by enhagavomen’s value on the labour market
and hence their income. The educational attainmaebbth the respondent and her spouse was

expected to favorably affect women empowermenttipesy.

Number of Livestock owned (TLU): This variable is defined in terms of Tropical éstock
Unit (TLU); which are thought to be managed by wanespecially small ruminant animal and
are source of income for the households. It is etgqukthat this variable would have positive

influence on empowerment of women.

Non-farm Income (NONF_INC): It is a dummy variable, taking the value one if men
participate in non-farming activities and zero otiee. Getting income from non farming
activity is assumed to have direct relation withnvem empowerment. Islarat al. (2012)
indicated that women empowerment improved through déarnings as a share of the HH

Income. It is expected that this variable wouldépesitive influence on women empowerment.

Land Size (Land): This refers to the total area of land that a fathh owned in hectares. The
availability of land enables head of the HH and wanto get more power as limitation of
resources are the sources of disempowerment feilomme women in many cases. Therefore,

land size and women empowerment are expected ®dieact relationship.

Coffee Area Owned by Women(CofTrW): It continuous variable and it represec$fee area
owned by women in ha. Women can own coffee areanwtheir husband dies/divorces or
acquire from their husbands during marriage, caMadhhrii. It is expected that this variable

would have positive influence on empowerment l@felomen.

Credit (CR): This is a dummy variable, taking the value onth@& woman takes loan and zero

otherwise. Access to credit would enhance the Gizdrcapacity of the farmer to purchase the
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necessary inputs. Loro (2013) stated in his stumyuhithe gender discrimination in the third
world countries that micro finance loans have iasezl self-esteem and self-respect of women
and thereby empowered them. Therefore, it was Ihgsited that access to credit would have

positive influence on level of women empowerment.

Number of Extension Contact (EXTNC): This variable is measured by the average number of
contacts the development agents make with womeheirHHs in a year. It is believed that the
more the farmer has contact with extension agdmasbetter she has information about their
right. Extension contact is expected to have pasitifluence on women empowerment.

3.4.2.3. The Tobit model

To analyze determinants of women’s participatiorelen coffee marketing at farm HH level
Tobit model was used, which has both discrete amtircuous part. Women in some household
participate in coffee marketing, while in other Behold did not. The data collected tend to be
censored at the lower limit of zero. The data hawensored sample as dependent variable; out
of 17.7% of 250 samples, women didn’t sell coffeereif the household produce coffee. If zero
values of dependent variables were the resulttafna choice of farmers, a Tobit model would
be more appropriate (Abrar, 2004).Thus, maximureliliood Tobit estimation (Tobin, 1958)
was used in the analysis or as well as the margifiatts. A Tobit model answers both the
factors that influence the probability of markettm#pation and intensity of participation by
women. The Tobit model for the continuous variadnt@ount of marketed coffee by women can
be defined as:

Y:{Yl* BO+BL'XL'+€[>O
: 0, B0+BiXi+el'S0

Where:Y;= is amount of coffee sold by women

X;=vector of factors affecting amount of marketedptus B;=vector of unknown parameters

ande;=is the error term which is normally distributedhvinean zero and variance

McDonald and Moffit (1980) proposed the followingchniques to decompose the effects of

explanatory variables into participation and intgneffects. Thus, a change in gexplanatory
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variables) has two effects. It affects the condiiomean of Y in the positive part of the
distribution, and it affects the probability thdtet observation will fall in that part of the

distribution. Similar approach is used in this stud

» The marginal effect of an explanatory vamabbn the expected value of the

dependent variable is given by:

0ECY) _conp
G—Xi =F (295 6
Where: z ﬁ?xi

» The change in the probability of adopting a techggl as independent variable ; X
changes is given by:

» The change in intensity of adoption with respecatchange in an explanatory variable
among adopters here continued users is given by:

OE(Y, /Y, >0) _ '8'[1_2 f(Z)_( f(Z)ﬂ ______ 8
X, F(2 (F(2

Where; F(z) is the cumulative normal distributidnZo f(z) is the value of the derivative of the
normal curve at a given point (i.e., unit normahsity), Z is the z-score for the area under
normal curvep is a vector of Tobit maximum likelihood estimatesi  is the standard error of

the error term.
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3.4.3. Definitions of Variables and Working Hypothesis

In the course of identifying factors influencingffe® supply by women, the main task is to
analyze which factor influences and how? Therefpotential variables, which are supposed to
influence coffee market participation and quantfycoffee marketed by women, need to be
explained. Accordingly, the major variables expédcte have influence on both the farmers’

participation decision and quantity supply are axmd as follows:

Dependent Variables
Quantity of marketed coffee by women (QM_S)it is a continuous variable which represents
outcome (dependent) variable; the actual amourdoffee marketed by women and which is

measured in quintal.

Independent variables

Sex of head of the household (GNDR])This is a dummy variable equals 1 if the HH head i
female and O otherwise. Generally, it is hypothesithat if female are heading the HHs they
have an opportunity than the women in the MHHSs adigipate in selling coffee. Thus, it is
hypothesized to have a positive impact on partt@paand intensity of women participation in
coffee marketing. A study by Lewet al. (2008) on gender difference and the marketingestyl
at Oklahoma wheat producers showed that men teseélkgrain more frequently than women
(men trade more than women).

Age of women in the household (AGE)it refers to the chronological age of women resleon

in the HH in years at the time of the survey. Thpeeted influence of age was assumed positive
taking the presumption that as women farmers getrothey would have voice in HH decision
making and family business and also acquire skélsce it was expected to have positive impact
on women participation and intensity of women ggptition in coffee marketing

Age difference between spousest is a continuous variable and refers to chrogwal age
differences between husband and wife in yearseatitie of the survey. For FHH it is assumed
as a missing variable. The expected influence @f difference was assumed to be negative
taking the presumption that as age difference batwiee spouses gets high women participation
and intensity of participation in coffee marketiwdl get low.

Education level of the Household Head (EDLV):This variable is further divided into two
variables; the educational level of the head (EDI)\AHd educational level of women in the HH
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(EDLVWM). 1t is a continuous variable measured hg highest number of years of schooling
completed by the head and women in the HH. Formdakc&ion enhances the information
acquisition and adjustment abilities of the farméereby improving the quality of decision
making (Fakoyaet al, 2007). The study conducted by Gizachew (200®wsll that formal

education was positively related to HH market jggrtition and marketed volume. Therefore, in
this specific study, formal education is hypothedito affect women coffee market participation

decision and sale volume positively.

Number of livestock owned (TLU): This is a continuous variable defined in termsropical

livestock unit (TLU). It is expected that this \asle would have positive influence due to
expecting women would get experience of marketimgpugh selling livestock products or
inverse influence due to time constraints by foegsin livestock, on participation and quantity
of coffee supply by women. Study by Rehima (2006)veed that TLU showed a negative sign
on market participation and quantity of pepper sas farmers who have low production
specialized in livestock production. But in contrasstudy by Musa (2010) shows TLU has

positive relation and influenced the quantity ajamic coffee supply.

Coffee area (COFARE):It is a continuous variable and it representsldné allotted to coffee
production in hectare. A study conducted by EI2B06) shows that one of the variables with
positive effect on coffee supply was coffee areahaf farmers land. It is expected that as
household’s coffee area increases, women coffe&anparticipation decision and sale volume
of coffee also increase.

Coffee Area Owned by Women(CofTrW): This is a dummy variable equals 1 if waemown
coffee area and O otherwise. Women can own coffea when their husband dies/divorces or
acquire from their husbands during marriage, cale@hrii. It is expected to influence women
participate and intensity of women participatiorcaffee marketing positively.

Credit (CR): This is a dummy variable equals 1 if women acdessredit and O otherwise.
Access to credit would enhance the financial cdpaai farmers to purchase the necessary
inputs. Stephens and Barrett (2011) said that hmldge access to credit have more capable of
financing inputs such as hired labor, which couddvéna positive effect on maize productivity
and therefore sales. Therefore, it is hypothesitted access to credit would have positive

influence on market participation and volume ogsal
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Number of Extension Contact (EXTNC): This variable is measured by the number of costact
the development agents made with women farmersygaa. It is believed that the more the
farmer has contact with extension agents, the batte has information to participate in

marketing coffee. Study by Rehima (2006) showed ¢batact with extension agent increased
pepper market participation and volume of marketalrplus. Therefore, extension contact is

expected to have positive influence on participatiocoffee marketing and volume of sale.

Training (TRNG): This is a dummy variable, which takes a value off Wvomen have
participated in any training during the period 6fl2 up to the time of survey, and 0 otherwise.
This variable is hypothesized to determine parittgn of women and sell volume of coffee
positively.

Distance to market centers (MKTD): It is a continuous variable measured in walkimget
(minute) which farmers spend to sell their prodiecthe market. If the farmer is located in a
village or distant from the market, he/she is pp@tcessible to the market. The closer to the
market the lesser would be the transportation aodttime spent. Therefore, it is hypothesized
that this variable is negatively related to manba@tticipation and marketable surplus. A similar
study was conducted by Hollowast al (1999) milk-market development in the Ethiopian
highlands. His result indicates that distance-tokeiacauses market surplus to decline.

Distance to development centers (DISDEV)This is a continuous variable measured in
kilometers from the HH’s residence. As farmers lneedar from the development center, the
extension agent may not serve them frequently hadsérvice provision by institutions in more
remote areas might be of lower quality (e.g., @eévery of information, equipment, and poor
supervision of extension workers). Therefore, ihypothesized that this variable is negatively
related to market participation and marketable ssrp

Non-farm income (NONF_INC): It is a dummy variable whether women are partiongaon
non-farming activities or not. This income may sg#h farming activity or reluctant to produce
coffee to generate money from coffee rather thatingeincome from non farming activities. A
study by Iddcet al. (2006) confirmed that non-farm income has affe¢teddecision of farmers
to sell their farm output (market participation)gaévely. Mussa (2010) also found that non-
farming income of the HH heads influenced the gtyardf organic coffee marketed supply
negatively. Similarly, getting income from non fanm activity is assumed to have inverse

relation with women market participation and inignef participation.

35



4. RESULTS AND DISCUSSION
This chapter deals with the results of descripsitatistics and econometric models, gender role
in coffee value chain and level of women empowemméndeals also with the analysis of
guantifying costs and margins for key marketingneteds and identifies factors affecting coffee
marketed by women.
4.1.Household Characterization by Women Empowermerdnd Market Participation
For empowerment analysis two empowerment indicese vekeveloped to highlight women
empowerment level namely; HDMI and PI (Equatiomd &). The findings show that the HDMI
was 0.424 while the Pl was 0.454. Using the HDMd &1, CEI of the women was computed
using equation 3. The findings show that women Hawelevel of empowerment as shown by
mean score of CEl is 0.439. These results implgt,t generally, women in Jimma zone are
categorized under the low level of empowermént of 215 sampled HH, only 4.2% of them
had attained a higher level of empowerment, anditab6.3% of the sample was categorized in
to medium empowerment level; the majority of thedgt sample (79.5%) was categorized into

low level of empowerment and presented in Figure 3.
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Figure 3: level of women empowerment in the studyraa
Source: Own computation, 2014/15

For analysis purpose empowerment categories argressed in to two general categories
namely less empowered and empowered. Less empowefers to the category of low

empowerment whereas empowered cover the mediunmighdempowerment levels. The study
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also highlighted the difference between women inHehd FHH in terms of empowerment
level and depicted in table 3. The mean CEI of Matidl FHH was 0.42 and 0.73, respectively.
This implies FHH are empowered while women in MHErevless empowered with statistically
significant difference at 1% level.

Table 3: Difference in empowerment level between ween in MHH and FHH

Women Empowerment index Sex of HH t-value
MHH FHH

Composite Empowerment Index 0.42 0.73 -12.05%**

Decision Making Index 0.39 0.87 -8.78***

Participation Index 0.45 0.59 -1.89*

*** are statistically significant at 1% * is statically significant at 10%

Source: Own computation, 2014/15

In characterizing the HH in terms of market pap@tion out of 215 coffee producing sampled
HHs, 82% of women were market participants as there sold coffee at the time of the survey,
while the rest (18%) did not sell coffee at thediof survey. In 2014/15 on average participant
women sold 1.1qt of coffee.

4.1.1. Demographic characteristics of HH with respect to wmen empowerment and

market participation
The demographic characteristics of The HH werengeffiin terms of education level, age, and

family size and dependent HH members and are piexsen the following table.

Table 4: Demographic characteristics of empoweredral less empowered women and participant

and non-participant women

Variables Empowered Less X% /t- | Participa Non- X2 It-
(N=73) empowered value nt (N= | participant| value
(N= 142) 177) (N= 38)
Women’s | lllitrate 1 55 117 40 63.2 9.032**
E?ng?ot/lo(;n Primary Edu 24 38 47 237
Junior 56 7 10.2 13.1
10" grade 19 0 2.8 0
complete
Age of women in the 42 34 -13.1%**| 36.66 34.05 -1.981*%
household (Mean)
Family size (Mean) 6.3 6.76 0.99 _ _ _
Dependent HH members (#) 2 3.2 7.43%

hk

Source: Own computation, 2014/15
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Women’s education level is one of the major factbest can improve their awareness towards
their right as well as enrolment in decision makprgcess of the HH and community affair.
More than half of less empowered women were iliter(55%) but only 1% of empowered
women were illiterate. More than half of empoweredmen (56%) attained junior level of
education in contrast to 7% of the less empowerechen. The chi-square test result indicated
that there was a statistical significant differenceducation level between HH with empowered
and less empowered women at 1% significance leSehilarly about 40% and 63% of

participant and non participant women were illiteraespectively.

Age can provide life experience for women to haettds enrolment in HH and community
affairs without harming her situation with husbaiMkean age of empowered women (42 year)
was higher than that of the less empowered womény€ar). The t-test result indicated that
there was a statistical significant difference lew mean ages of empowered and less
empowered women at 1% significance level. This iegpthat relatively older women are more
empowered than younger women. The same scenariolvgasved between participant and non-
participant women as their mean age was 36.7 angea4, respectively. The independent
sample t-test revealed that there is differencevden the two categories at 5% significance level

in terms of mean age.

4.1.2. Socio-economic characteristics of HH with respectot women empowerment and

market participation

Socio-economic characteristics the HH was defimeterms of livestock holding (TLU), land
size, coffee area of the HH, coffee tree owned lbynen, amount of coffee sold women and

participation in nonfarm income generating.
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Table 5: Socio-economic characteristics empowerednd less empowered women and
participant and non-participant women

Variables Empowered  Less x?/t-  Participant  Non- X2 It-

(N=73) empowered value (N=177) participant value
(N=142) (N= 38)

TLU (average per HH) 5 3 -12.2%** 3.0 3.67 -1.796*

Land size (ha/HH) 3.5 2.2 -6.34*** - - -

Coffee area (ha/HH) 0.73 0.77 0.39 0.78 0.66 -1.085

Coffee tree owned by 70 19 54rx* 44 0 26.28***

women (% yes)

Nonfarm income HH 75 57 7.98*** 67.8 36.8 12.77%**

(% yes)

Source: Own computation, 2014/15

Livestock is kept for generating income, tractioomer and other purposes. To assess the
livestock holding of each HH, the Tropical Livedtotnit (TLU) per HH was calculated
(Appendix Table 1). HH with empowered women possess TLU, where as HH with less
empowered women owned 3 TLU. Women who are in thewith more TLU are relatively
empowered than women in HH with less TLU. The t-tesult indicated that there was a
statistical significant difference in TLU betweerHHwith empowered and less empowered
women at 1% significance level. Livestock rearingl goroduction require participation of all
family members especially woman for feeding andncafor cows, newly borne animals and
poultry. As a result women’s participation in caffmarketing may be affected. The mean TLU
between participant and non-participant was 3 afd Bespectively and the independent sample

t-test revealed that there is different at 10%ificance level in terms of TLU.

Land size was thought to be a good proxy indicatavealth. The average land size of HH with
empowered and less empowered women was 3.5 ha 2 2respectively and the t-test result
indicated that there was difference in terms ofllaize between HH with empowered and less

empowered women at 1% significance level.

A woman in the study area owns coffee trees dumagriage as a gift from her husband. This
can improve her empowerment level economically anance their participation in coffee
marketing. Out of the 73 empowered women, 70% efmttowned coffee tree by their name
whereas only 15.5% of the less empowered women @wn&he chi-square test revealed that

there was a statistically significant differencévieen empowered and less empowered women
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at 1% significance level in terms of coffee treenevship. For market participation owning

coffee tree was the major factor and there werevmmen who own coffee tree among the non-

participant women. The chi-square test revealetlittiaae is difference between participant and

non-participant women in terms of coffee tree owhgr, at 1% significance level.

In participation on non-farm income generating;tipggant women have more access to non-

farm activities (67.8%) than non-participant (36)8%nd there was difference between

participants and non-participants in terms of pgétion in non-farm income generating

activities at 1% significance level. This implidgat women who have more access to non-farm

income generating activities also can participatecoffee marketing. This may be due to

experience obtained from trading activities (marigt

4.1.3. Access to services by empowered and less empoweratt participant and non-

participant women

Table 6 depicts participation on training, accessredit and frequency of extension contacts

which are the most important factors that promotemen empowerment by improving their

awareness and enhance their participation in cofi@eeting.

Table 6: Access to services by empowered and lesspewered women and participant and non-

participant women

Variables Empowered  Less x>-test | Participantt  Non- X%/ t-test
(N=73) | empowered (N=177) | participant
(N=142) (N=38)

Training  participation 96 62 28.47*** 55.4 6 38.66***
(% yes)
Access to market - - - 74.6 8 73.41%**
information (% yes)
Access to credit (% yes 75 45 17.88*f* 67.8 5.3 BA9**
Frequency of 0 14 47 33.8*** 23.7 89.5 59.6***
extension  contagty a4 a1 286 105
(% yes) 2 35 11 23.7 0

3 7 1 4 0
Distance to development - - - 33 56 5.078***
center (minute)
Distance to nearest - - - 45 82 5.075%**

market center (minute)

Source: Own computation, 2014/15
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The chi-square test for participation or accessetwices indicated that there is difference at 1%
significant level between empowered and less empaive/omen in terms of participation on

training, access to credit and frequency of extensontact.

Participation on training may improve women’'s empawent by exposing them to different
people with different background. Out of 215 HH,%73f women get the opportunity to
participate on training which was provided by DOAdacooperatives. The distribution between
empowered and less empowered women was 96% andré&pectively. The study also reveals
that 55.4% of participant women were trained wloifgdy 6% of the non-participants accessed
training. The chi-square test result indicated thate is difference between the participants and

non-participants in terms of training participatian 1% significance level.

Frequency of contacts or visits of extension agerwomen is very important to improve their
perception about their right and participation écidion making process. The result of this study
reveals that nearly half of less empowered womeroldhad not have any contact with
development agents where as only 14% of empowemsden didn’t make extension contact.
Almost similar figure of women from the two cateigsr visited once a month by extension
agent. The distribution between empowered and degsowered women was 44% and 41%,
respectively. Accessing to extension contact betwesgticipant and non—participants were also
presented in table 8; 23.7% of participant and 9@ the non—participants had not had any
contact with agricultural extension agents in 2@54/Among participants, 48.6% of them
contacted the agent once but only 10.5% of nongieaints accessed extension agent once. The
chi-square test result indicated that there isediffice between participant and non—participants

at 1% significance level in terms of extension echt

It is assumed that women who have market informatn@arby market or at Jimma) can decide
how to participate in the market. From the table can see that more of participant women
(74.6%) had market information than non-participé8fro) and chi-square test indicates that
there is difference between participant and nortigiaants at 1% significance level in terms of

access to market information.
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In 2014/15; 68% of participant and 5% of non-p&mant women received credit from different
sources and chi-square test revealed that thelidfesence in credit access between participant
and non-participant at 1% significance level.

When we look at an average distance from the Hidease and to nearest development center,
on average participants were found to be closesttdacenter compared to the non-participant.
As indicated in the table 8, the average distara® 38 minute and 56 minute for the participants
and non-participants, respectively and independamiple t-test revealed that there is difference
at 1% significance level between participants aod-participants. There was also a significant
difference between participants and non-participamtterms of distance from market center at

1% significance level.

4.2. Gender Analysis
Under this section household participation in défé triple role (productive, reproductive and
community role) and access and control over ressusgithin HH are discussed. Table 7
indicated that men dominate activities which arastdered as productive whereas women are
concentrated at reproductive activities that cam e cash. But in community role almost
similar figure were observed.

Table 7: Proportion of respondents stating who inlie HH participates in triple roles (%)

Activities Men Women Boys Girls

Productive role
Ploughing 80 1 19 -
Sawing 83 10 6 1
Fertilize application a7 38 7 8
Weeding 38 32 8 22
Harvesting 68 19 8 5
Threshing 70 18 5 7
Transporting to homestead 80 7 10 3
Livestock production 17 48 15 19

Reproductive role

Food preparation 5 60 7 28
Fuel wood collecting 6 50 10 34

Water fetching 3 53 6 38

Rearing children 4 60 6 30

Community role

Soil and water conservation 39 42 11 8
Cooperation during wedding, sorrow 36 49 7 8
Maintenance of water, health and 48 40 5 7

other societies resources

Source: Survey result, 2014/15
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The result shows that HH members participated adpctive role with different extent, except
in ploughing were men and boys dominated. Sawimgl ssaxd applying fertilizers were mainly
undertaken by men and women. In weeding, women @nd constitute 32% and 22%
respectively which cover 54% of household’s conttiin. In harvesting the produce men (68%)
take the leading role followed by women (19%). foesh the product all family member were
participated in different extent; 70% men, 18% wamB% boys and 7% girls. Finally the
product was transported to homestead by differemtiséhold members using different
transportation means. Table 7 depicted the digtabuof HH member’'s participation in
transporting the produce and was 80% of men, 7%oofien, 10% of boys and 3% of girls.

The result of survey revealed that women’s contiiims in reproductive activities are much
higher than that of their counter parts, male. dsvbecause women were generally expected to
fulfill the reproductive responsibilities of reagnchildren, household management tasks and
home based production.

In community role, men (39%) and women (42%) pgéted in conserving the area by
participating in soil and water conservation progrdn social coming together like weeding and
sorrow women takes the front line in representhmg family. These activities are undertaken as
an extension of their reproductive role and aremadly unpaid.

Access and control over resources and benefits withthe HH

Sampled HH possess different resources which belotige HH so that member can access to
and control over. Though the resources are belomgdH, the magnitude of accessing and
controlling differ between men and women and preskim the following table.

Table 8: Gender disaggregated access to and contmler resources/benefit within HH (%).

Access Control
Resources and benefits Women Men Women Men
Land 50 50 28 72
Farming equipment 48 52 33 67
Home equipment 55 45 64 36
Labor 45 55 30 70
Farming income 33 67 30 75
Non-farming income 38 62 27 73
Training 25 75 25 75
Education 20 80 20 80
Credit 40 60 38 62
Cooperatives 2 98 2 98
Idir 50 50 50 50
Political and community leadership 20 80 20 80

Source: Survey result, 2014/15
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Land is one of the major resources that HH dependsr their livelihood. Men and women had
equal access to HH'’s land title which was guarahteelow, but it was observed that men have
more controlling power over the land. Similarly, fmming and home equipment and labor men
and women had relatively equal access but men daaaeontrolling except home equipment.
Although both men and women have had access/gateri on generating income for the HH,
but men tend to control over income obtained frathdarming and non-farming activities more
than their access/contribution on generating theonme. The result indicated that men had
relatively more power on controlling farming incorfr&%) and non-farming income (73%).

Table 8 shows that women’s access to or partidpaith institution were minimal except in
‘Idir in which they have equal access and coningllover. Training participation, leadership
role in community and political affairs and eduoatl attainment of women is by far lower than
that of men according to the data. Only 25%, 20% 20% of women get the opportunity to
participate in training, leadership role and agdireducation respectively. Cooperative is one of
the institutions that men solely dominated. Thisli® the fact they unlike their husbands who

are members of the cooperatives, women in a facaiyot be direct members.

4.3.Value Chain Analysis
4.3.1. Mapping gendered coffee value chain

The coffee value chain illustrated in Figure 4 shaactors participating in value chain and
performing value adding activities in productiompgessing and marketing stages of the coffee
value chain. The direct actors identified in theffe® value chain were input suppliers,
smallholder producers, cooperatives, unions, sappli exporters, domestic wholesalers,
domestic retailers and local consumers. Theseiams fand individuals who assume different
function in the value chain, engaging directly noguction, processing, trading and marketing.
They become the owner of the product and/or takeeamarket position. Each of these actors
adds value in the process of changing product tane functions are performed by more than
one actor, and some actors perform more than amifun. Other indirect enabling institutions
identified as supporting coffee value chain arekBamooperatives, unions, Oromia credit and

saving institute, DOA, microfinance institutionsdaaCX.
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—> Represents physical flavinputs and products

_________ » Represent flow of infation and cash
4= Male and 9= Female

Figure 4: Coffee value chain map, 2014/15
Source: Own computation, 2014/15

4.3.2. Actors and their functions in coffee value chain

The value chain map highlighted the involvementligkrse actors who are participated directly
or indirectly in the value chain. According to K@t al. (2006), the direct actors are those
involved in commercial activities in the chain anddirect actors are those that provide
financial or non -financial support services,lsas credit agencies, business service providers,
government, NGOs, cooperatives, researchers apdsah agents.
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Input supplier

District level agricultural offices (DOA), primargooperatives and private input suppliers were
participated in supplying inputs for the farmeraff€e seedling, manure, compost, fertilizers,
and pesticides are the major inputs used for cgdfeduction in the study area. The above major
inputs are also prepared and used by some farmengion officers also help in supplying the
inputs or link the farmers to DOA. Traders in ingupply in the villages surveyed is dominated
(100%) by men who can easily travel longtadises to purchase them from whole sellers

located in Jimma town.

Out of 155 input users, 24.7% of them used compuste at home and the one obtained from
other farmers and 19.5% manure prepared at thekyaad for coffee production. To fulfill their
seedling need 14% of farmers obtained from DOA @nivhte vendors. Around 28% (25% men
and 3% women) responded that they had not appbiiygyield improving inputs for their coffee
plantation. The reason indicated were knowledge gahow to prepare the above organic

fertilizers, shortage of supply and its high price.

Table 9: Input used and their sources in 2014/15

Inputs used Frequency %  Source of inputs Respangdrson (%)
Men Women Jointly
Compost 53 24.7 Own & other  45.2 40 14.8
farmers
Manure 42 19.5 Own 33 67 11
Seedling 30 14 DOA and Private 100 0
Vendors
Compost and 30 14 Own 32 48 20
Manure

Source: survey result, 2014/15.
Small scale coffee producers of the area used mrdanilizer for coffee production especially

those who are a member of cooperatives and wonagnaptritical role in preparing these inputs.
From the total 155 HH of input users, 67% of thesaponded that women prepare livestock
manure and made ready for its application whicim theplied by men. HH (48%) who applied

compost and manure in combination reveled that wowere responsible on preparing compost
using coffee pulp and husk and manure using livésteastes. Around 14% of the household
bought seedling from DOA and private vendors tos$itite their old coffee trees and men were

responsible to undertake this activity.
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Producers

There was around 42,278 smallholder coffee produicethe study area and 215 were sampled
for this study. They are the major actors who penfonost of the value chain functions right
from farm inputs preparation to post harvest hamgdiand marketing. The major value chain
functions that coffee producers perform includellagreparations, plowing, seeding preparation,

weeding, and pest/disease controlling, harvespragessing and marketing.

Out of 215 sampled coffee producers, FHH accountan the rest 93% are headed by male
with an average land holding of 0.89 ha and 1.7%esaectively. Men are involved in all the
activities done by women and so are the women énsit called “men’s activities”: gender
differences are observed in their extent of involeat in different tasks. An average of 5.6 gt of
coffee was sold in 2014/15 by the household botimey and women. Out of the 5.6 qt coffee
sold, around 1.1 gt of coffee was sold by women.

Gender participation on coffee production

Under this section participation of HH members ffee production and marketing was
discussed in detail. It underlines the participatioy each HH members on each activity
undertaken at HH level in which coffee passes thinduoom seedling preparation to marketing.

Table 10: Proportion of respondents stating who inthe HH participates in coffee
production and marketing (%)

Participants (%)

Activities Men Women Boys  Girls Hired labor
Seedling preparation 17 42 8 33 -
Transplanting seedling 18 50 12 20 -
Hoeing 49 11 38 2 -
Weeding 17 44 14 25 -
Coffee cherry collecting 26 24 23 22 5
Cleaning 21 39 14 26 -
Drying 20 35 15 30 -
Hulling 16 32 8 24 20
Grading/sorting 23 28 8 7
Transporting to the market 48 18 29 5 -
Selling coffee 60 14 20 6 -

Source: Survey result, 20104/15

Table 10 indicates that participation of HH membersoffee production varies across activities.

Seedling preparation was the responsibility of woraad girls as they represent 42% and 33%
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of the HHs respectively in handling this activityoreover 50% and 20% of the HH stated that
women and girls are responsible for transplantihge®dling to farm plots respectively. This

implies that in the study area women and girls @lsying a major role in both seedling

preparation as well as transplanting it.

Hoeing the land is fallen on men’s (49%) and bo{&8%) shoulders due to its demand for
physical strength. Women and girls participatedvaeding the coffee field intensively where

44% and 25% of them involved in such activitiespextively.

As coffee production is a family business, all fgnmembers participated in each activity and

the extent of participation was almost similar affee cherry collecting. The proportion of men,

women, boys and girls who involved in coffee charojlection was 26%, 24%, 23% and 22%,

respectively. The reason indicated for polling fizrmembers’ force were labor intensiveness of
the activity, those with large family size bendlitey using the available resources (labor) and
those with small family size cover their labor ndschiring laborers (5%).

In cleaning and drying activities women and gidke the major share. For cleaning coffee; 39%
of women and 26% of girls were involved and aftempary cleaning, women (35%) and girls
(30%) continue their significant contribution byyohg the coffee. They dried coffee cherries on
bamboo bed, mesh wired bed and cement floors efteducting primary sorting and grading.
Here drying coffee was considered as women’s task.

Out of 215 coffee producers, about 20% of themdhiador to hull the coffee in which all of
these casual laborers were women. Coffee hullindpiminated by female counterparts. Those
sample coffee producers who perform the activitpgigamily labor, pointed that around 16% of

men, 32% of women, 8% of boys and 24% of girls weaicipated in hulling coffee.

Before the collected red cherry is transportechorharket, farmers undertake farm level sorting
and grading activities. The result showed that r(28%) and women (28%) are the major
participants of sorting and grading. High partitipa of men and women in the sorting and
grading activity is attributed to experience ortéeknow how of grading or sorting the coffee.

At this level, good quality coffee was separatexhfithe poor one.

Transportation was also another function perforrogdhe producers. Coffee producers used
different mode of transportation to move their progl from farm to home and/or to market.

They predominantly used pack animals, animal-cartl avehicles to transport coffee.
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Transporting coffee to market place was mainly utatten by male. The labour division shows
that men (48) were dominant actors in coffee trartspy followed by boys (29%) and women

(18%). Only few girls (5%) were involved in coffe@nsporting.

Despite the fact that women conduct a substanaidlqs the work on a coffee farm, it is the men
who market the coffee and control the income fromdoffee sales. The result showed that 60%
of men and 20% of boys were participated in mankgtioffee, leaving the other members to

insignificant level of participation.

Local collectors

These are traders who collect coffee frommé&s in village markets and farmer’s farm for
the purpose of reselling to suppliers. In 2014M&ytbought around 247.30 qt of coffee from
farmers and resoled to suppliers. Collectors antdes present their coffee at collection stations
which are around a total of 213 coffee marketingtees in the study area. Representatives of
coffee merchants (wholesalers) and primary coopestbuy/collect coffee at each station.
There are many collectors who were all male, dyelobught the coffee with its pulp (Jenfel
coffee) and/or without pulp and sold it tappliers for further processing activities and
preparation for marketing. Collectors add valyebllking and transporting coffee by using
animal pack to their respective suppliers. Somécurs, who do not have sufficient capital to

purchase coffee, operate with advance they redewe suppliers.

Cooperatives

Primary cooperatives are the major actors whictchmse coffee directly from smallholder
farmers which account 29% of coffee marketed bypad producers and after purchasing
coffee would transported to ECX warehouse for gr@@ind certification of their coffee and sell
to unions. There were more than 16 primary coffeeperatives in the study area with an

average of 144 (100 male and 44 female) membeey @lso have 11 employees (only men).

Cooperatives undertake coffee processing (wet aryl @nd marketing function. In wet

processing, immersion of coffee in the water tosbded, pulping, soaking and drying are the
major activities. To accomplish the process 25 rmed 50 women were hired. Women'’s role
was concentrated on drying coffee rather than wagshlThe reason behind was all activities

except drying were performed at night time and #&dmrious task which is not preferable by
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women. Women are under-represented in the cooperatid because of their limited networks;
female producers have difficulty of successfullyrkesing and optimizing their income from

coffee.

Unions

The unions’ functions are varied, and include ekpgrits members™ produces, providing a
warehouse service, promoting coffee processingjremgssupply of organic coffee, supplying its

members with modern inputs, providing transportdarduce, educating its members with basic
consumer goods at wholesale prices and represatgingembers.

After buying the coffee, the Union performs somegassing activities like hulling, polishing
and blending for the parchment and polishing amhdiihg for sun dried coffee. Finally further
processed were packed, transported to their wasehand make ready for export market. The
good quality coffee (first grade) is exported tdaethative Trade Organizations (ATOs), such as
Twin Trading, Equal Exchange and Tradecraft whdevdr grade coffee is sold to domestic
wholesalers that supply to domestic retailers amsemers. The coffee unions contact to ECX
for grading systems and to follow the rules andulagpn of the government of Ethiopia. In
addition to buying coffee from cooperatives, theioan provides technical training for
cooperative leaders and market information. Théigyation of women in managerial roles of

the Unions was quite low where only 1 to 2 were warim a committee of 13 persons.

Suppliers

Suppliers are mainly involved in buying coffee frmwmilectors and producers in larger volume
than any other actors and supplying them to expored domestic wholesalers. The survey
result indicates that suppliers bought 41% of eoffeoduced in their respective surrounding
areas in 2014/15.

There were 48 registered suppliers who activelykegrin 2014/15 and only 6% of them were
women. They bought 247.30 qt and 954.23 gt of eoffeem collectors and producers
respectively either at primary market center anafofarm gates. They processed the coffee at
coffee milling house which was dominated by womerfolke they supplied to ECX auction

market. After sorting and grading functions wadgrened by ECX, they receive a receipt which
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contains information about the grade and amourntoffiee from ECX warehouse system for
selling coffee at an auction., the first grade eefivas sold to exporters and the remaining lower
grades to local merchants. At ECX, primary gradwgs undertaken by women to separate
different grade of coffee presented by suppliers.

Exporters

They are private firms that purchase coffee fromppéiers through ECX to sell in the export
market. Currently, there are 121 registered coffgeorters participating in buying coffee from
suppliers. They play a significant role by searghiwmreign market through the linkage they have
with the importers outside the country. They adaaxe utility to the commodity coffee. Once
exporters purchase coffee from suppliers, they gopty color and polish the coffee before
exporting to international market. Coffee that doed meet export standard is sold in the
domestic market to wholesalers through ECX audtomejected coffee.

Domestic wholesalers

Domestic wholesalers are value chain actors whectlyr buy coffee from producers and low
standard coffee from suppliers and cooperativessafidit to retailers. There are a total of 28
wholesalers (only 4 of them were women) at botkridis. They bought around 280 gt of coffee
which was 170 qt, 34 gt and 76 gt from produceogperatives and suppliers respectively in
2014/15. They sold the coffee to the retailers tbah Jimma town and to other region of the

country, where coffee is not grown at larger qugnti

Local retailers

There are many merchants retailing coffee sideidy with other commodities but only 25 (10

men and 15 women) retailers were contacted badistiict and zonal level. They handled 7% of
the coffee produced by producers (163 qgt) and 1@@%vholesaler's coffee. The retailer’s

function in the chain includes buying of coffegnsport to retail shops, grading, displaying and
selling to consumers. Retailers are key actoroifee value chain in both districts. They are the
last link between producers and consumers. Theylynmsy from wholesalers and sell to urban
consumers. Sometimes they could also directly bom foroducers. Consumers usually buy the

coffee from retailers as they offer according tguieement and purchasing power of the buyers.
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Local consumers

They are the final actors who participate in cofiedue chain. It was difficult to identify their
numbers and 20 (17 women and 3 men) cup coffee nmaked 10 (6 women and 4 men)
household consumers were contacted as key infosm&hey bought coffee from retailers and
directly from producers but most of the consumeyseeially cup coffee makers prefer to buy
coffee directly from farmers because of its quadihd price and women coffee producers were

their main suppliers.

Support Service Providers

Support service providers are those who providepedje services including training and
extension, information, financial and researchises: According to Martin et al. (2007), access
to information or knowledge, technology and finamstermines the state of success of value
chain actors. DOA, primary cooperatives, Unionsgcrmifinance, ECX and Banks are main

supporting actors who play a central role in thevpgion of such services.

Training and Extension Services

Cooperatives and DOA were the main sources ofitrgilmnd extension provided to coffee

producers in both Woredas. There are 6 DAs (2 femaho actively participate in training and

extension services to farmers. Men and women fardiein’t get training as well as extension

service proportionally and also on specific commpo(tioffee). The survey result revealed that a
total of 183 respondents (121 men and 62 womenkbathct with extension agents (i.e. 85% of
total respondents). In 2014/15, 70% of respondéBsmen and 57 women) participated in
training provided on management, marketing, haivegsif different agricultural commodities.

Table 11: Proportion of coffee producers who acceed training and extension services (%)

Sex X% — test
_ Men Women
Variables

Training participation 61.9 38.1 20.821***
Extension contact 66 34 31.366***
Frequency of extensionOnce 19 27
contact (in a year) Twice 33 9

Thrice 10 2

*** Significant at less than1%
Source: Survey result, 2014/15
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Table 11 reveals that women constitute 38.1% ofréSPondents who participated in training in
2014/15 and the chi-square test revealed that tiseee statistically significant difference on
training participation between men and women at [E#el of significance. Out of 185
respondents who obtained extension provision, womaae 34% of it. The result shows that the
extension provision was in favor of men. Accordindhe chi-square test revealed that there is a
statistical significant difference in extension yiglon between men and women at 1% level of
significance. The extension contact made by farmaes further analysed using frequency of
contact made per month because of its importaneahancing farmers’ attitude and knowledge

Financial services provision: Credit and saving institute, cooperatives, frieroh&l private
lenders were identified as the potential and akbglaredit sources for smallholder farmers.
Farmers in the study area used both cash and thdaedit from formal and informal credit
sources. From total sampled households, only 187 %) individuals (96 men and 26 women)
took credit because of religious and other persos@asons like the interest rate, disinterest to
take. They got credit from different sources, 50T relatives/friend, 27% from local money
lenders, 12.3% from credit and saving institute 48d7% from cooperatives. Source of credit
for suppliers, wholesalers, exporters, cooperataed Unions during the study period were
banks.

Ethiopian Coffee Exporters’ Association (ECEA): ECEA represents over 80% of Ethiopia’s
coffee exporters who have over 96% market sharghef Ethiopian coffee export. The

association provides different services to its mermband serves as focal institution for the
working and business relationship between governraed its members; and its members and

Ethiopian coffee importers.

Ethiopian Commodity Exchange (ECX): The basic function of ECX is to provide a ceniadl

and standardized trading platform for coffee tradeesides dealing with several commodities.

The major services provided in ECX are grading isesy warehousing and trading services.

These activities are performed by fulltime techhegperts and casual laborer. Women are the
major labor sources in separating coffee when ptedewith different grades by coffee been

owners. In liquoring, classifying by taste and appece, washed and unwashed coffee as it
arrives at auction and also giving clearance t@erps prior to export.
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Coffee value chain governance

The interaction between firms along the coffee galthain exhibited some reflection of
organization rather than being simply random. Thelys revealed that coffee value chain is
governed when parameters require product qualigmanhd and price setting which have
downward consequences to smallholder coffee farmietsrnational importers have had high
governing power on Ethiopian exporters and themplsens by determining product specification,
price and volume. This in turn has downward eff@ectsmallholder farmers. So women in the
HH are responsible in selling the coffee left obecause of its quality for retailer and local
consumers. While setting the price of the prodpciwer asymmetry between smallholder
farmers and suppliers was visible in that the issuierice determination at the farm level is
governed by suppliers. On the other hand, the gavgrmpower that importers have on Unions
then Cooperatives was identified as having a p@sigffect on farmers mainly on improving
quality and product differentiations like produciogganic coffee and specialty coffee demanded
by international market. Regarding women farmengeelly those in MHH are not direct
beneficiaries. This is due to the fact that unklke men who are members of the cooperatives,
women in a family cannot be direct members. Heaog, dividend that would be gained from
coffee marketing by cooperatives again goes to registered as members. In this regard, the
problem goes back to membership criteria and lamtheoship. Cooperative members are

expected to be those registered as household haeddsx payers in their names in the village.

4.4 Marketing Channels and Performance Analysis
4.4.1. Marketing channels

A marketing channel is a business structure ofdigjgendent organizations that reach from the
point of product to the consumer with the purposmoving products to their final consumption
destination (Kotler and Armstrong, 2003). The as@lyof marketing channels is intended to
provide a systematic knowledge of the flow of theods and services from their origin

(producer) to the final destination (consumer).

Nine principal marketing channels were identified ¢offee in the study area.
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Figure 5: Coffee marketing channel, 2014/15

Source: Survey result, 2014/15

The identified market channels depicted in above diure are:

V.
V.

V1.
VII.

VIII.

Producers—»
Producers—»
Producers—,

Producers—»
Producers—»

Producers—»
Producers —»

consumers

Suppliess—  Exporters
Cooperatives—»  Unions
Wholesalers> Retailerg local consumers

Retailers—»  local constem
Suppliers»  Wholesalerg Retailers_,  local consumers

Collectors» Suppliers» Exporters
Collectors—»  Suppliers» \ebalers—» Retailers—»  local

Producers—» Cooperatives»  Wholesalers Retailers—  local consumers

Producers—»

local consumers
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The most prominent channels in the coffee markethgn were channel | and Il in which 41%
and 29% of the product flows through, respectiv@lyd also the channel in which women sold
70% of their coffee.

4.2.3. Performance of coffee market

The performance of coffee market was evaluated dnsidering associated costs, returns and
marketing margins. The margin calculation is doaeshow the distribution throughout the
various actors as coffee move from production tbhectors, wholesalers, retail market, and
finally to consumers. The relative size of variongrket participants’ gross margins can indicate
where in the marketing chain value is added anpifofits are made. In order to calculate the
marketing margin of an agent, the average priaftiee for that particular agent was taken.
Cost and benefit share of actors in Channel |

The cost and benefit share of producers, suppéacs exporters was used to calculate their
profitability by taking the average total incomedaaxpenses in 2014/15. The study result
revealed diverse nature of cost structures. Farswlgheir coffee to suppliers at market place
which is far from them or at farm gate. They sh#it coffee in the form of red cherry during
harvesting seasons and in sun-dried form.

Table 12: Cost and benefit share of channel | acter(ETB/qt)

ltems Producers Suppliers Exporters
Purchase prices _ 1050 1800
Production cost 180.30 _ _
Marketing cost/Processing costs
Labor 65 30 _
Transport 20 39 30
Loading unloading 20 15 15
Packing material 25 40 35
Cleaning, washing and Packing _ 40 20
Liguoring cost _ _ 10
Insurance fee _ _ 15
Freight to port _ _ 50
Custom and transit _ _ 17
Container _ 28
Loss 35 15 15
Tax 25 32 35
Miscellaneous 30 35 35
Overhead cost 15 40 40
Total marketing cost/Processing cost 235 286 375
Total cost 415.30 1336 2145
Sale Prices 1050 1800 2450
Market margin 869.7 750 650
% share of margin 38 33 28
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ltems Producers Suppliers Exporters

Profit margin 634.7 464 305

% share of profit 45 33 22

Source: Own computation, 2014/15

Table 12 indicates different types of marketingtcasd margins related to the transaction of
coffee by producers, suppliers and exporters ir42BL Producer’s share of profit was 45%,
followed by suppliers 33% and exporters in 22%. €het distribution shows that after labor
cost the highest cost of producers was post halesstwhich shows the requirement of special

attention.

Cost and benefit share of actors in Channel Il

The second most important channel in which 29%affee produced flows through required;

involvement of coffee producers, cooperatives amdns. Here the producers sell their coffee to
the cooperatives at market center and/or suppbotperative where houses in the form of red
cheery. Table 13 indicates different types of miankecost related to the transaction of coffee by

producers, cooperatives and unions and their destedre.

Table 13: Cost and benefit share of channel 1l acts (ETB/qt)

ltems Producers Cooperatives Unions
Purchase prices _ 1100 1900
Production cost 180.30 _
Marketing cost/Processing costs
Labor 52 60 40
Transport 20 20 25
Loading unloading 15 15 20
Packing material 35 40 30
Cleaning, washing and _ 33 30
Packing
Liquoring cost _ _ 12
Freight to port _ _ 50
Custom and transit _ _ 15
Container _ _ 25
Loss 33 15 20
Tax 25 30 30
Overhead cost _ 25 40
Miscellaneous 30 25 30
Total marketing cost/Processing cost 210 263 367
Total cost 390.3 1363 2267
Sale Prices 1100 1900 2550
Market margin 919.7 800 650
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% share of margin 39 34 27

Profit margin 709.7 537 283

% share of profit 46 35 19

Source: Own computation, 2014/15

Here in channel Il producers’ profit share (46%)sviagher compared to channel | (45%) and
(42.6%) channel Il and the channel was preferalylproducers because of its sustainability to
sell through. Unions take the least share of tloéitpafter dividend. Cost distribution shows that
labor and freight are the highest cost for coopezatand Union, respectively.

Cost and benefit share of actors in Channel IlI

The third most important channel in which womendsé0% of their coffee; involves coffee
producers, wholesalers, retailers and local conssimEable 14 indicates different types of
marketing cost related to the transaction of cofiggroducers, wholesalers and retailers; and
the benefit share of each actor.

Table 14: Cost and benefit share of channel Il acrs (ETB/qt)

Items Producers Wholesalers Retailers
Purchase prices _ 1000 1700
Production cost 180.30 _ _
Marketing cost/Processing costs
Labor 60 20 30
Transport 25 30 20
Loading unloading 20 23 20
Packing material 30 30 35
Cleaning, washing and Packing _ 25 30
Milling _ 40 _
Loss 20 15 13
Tax 20 30 20
Total marketing cost/Processing cost 175 213 168
Total cost 355.30 1213 1868
Sale Prices 1000 1700 2250
Market margin 819.70 700 550
% share of margin 39.6 34 26.6
Profit margin 644.70 487 382
% share of profit 42.6 32 25.4

Source: Survey result, 2014/15
Table 14 revealed that the performance of the chais good as the distribution of margin and

profit share among actors doesn’'t show signifiagifference. Accordingly, profit distribution
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per gt of coffee among producers, wholesalers aatdilers were 42.6%, 32% and 25.4%
respectively.

4.5.0pportunities and challenges of coffee producer

The opportunities and challenges in coffee sedmrdoth women and men coffee producers

indicated in the group discussion and personaiiige’s.

Opportunities of coffee producers

Sample coffee producers highlighted some imporapbrtunities and they are; recognition and
high demand by international market, increasinggobf cooperatives/unions, availability of

suitable land and weather condition for coffee fagngovernment concern for coffee business
and the attention given to women, accessibilitydevelopment agent, interest of stakeholders,

improvement in communication.

Table 15: Opportunities at coffee production levetluring 2014/15

Opportunities Percentage
Recognition and high demand by international market 79
Increasing roles of cooperatives/unions 85
Avalilability of suitable land and weather conditifam coffee farming 87
Government concern for coffee business and thataitegiven to women 80
Accessibility of development agent 75
Interest of stakeholders 76
Improvement in communication 82

Source: survey result, 2014/15

Table 15 shows that, weather condition and suitglolf the area played a prominent role for
area to be known by its coffee production, 87%avhgle HHs indicated availability of suitable
land and weather condition as the major opportesifor coffee farming. Increasing roles of
cooperatives/unions were also mentioned (85%) agpgortunity but not by women farmers.
Women participation in cooperative was limited doienembership criteria because cooperative
members are expected to be those registered ashwddeads and tax payers in their names in
the village. But in general the supportive naturenarket oriented cooperatives and unions have

a positive effect in increasing farmers’ bargaingaoyver.
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Improvement in communication was also another dppday mentioned by 82% of sample HH
as it enhances their market information. Now a fdeners are accessing price information on
daily basis about international coffee market gashrough their phone. Despite these
opportunities, men and women face different chgisnwhich affect them from efficiently

participating and benefiting from the coffee vatimains.

Challenges of coffee producers

Given the current coffee production levels amédrnational market as a driving force,
there appears that the farmers have chakemdech can affect them from efficiently
participating and benefiting from the value chaifBese are; poor road infrastructure, distance
of the market place, seasonality of market demamdl grice, lack of facilities for coffee

processing, coffee disease and limited technigabpsu during pre and post harvest.

Table 16: Challenges at coffee producer’s level ding 2014/15

Challenges Percentage
Poor road infrastructure 90
Distance of the market place 84
Seasonality of market demand and price 80
Lack of facilities for coffee processing 85
Coffee disease 87
Limited technical support during pre and post hstve 83

Source: Survey result, 2014/15

Out of sample HH, 90% respondents put poor roadhstrfucture as their major challenges in
reaching their product to the market. Accordinglgcause of poor road infrastructure

respondents were forced to sell their productra fgate or in a near distance with low price.

Results from Table 16 also indicate that, 87% spomdents face coffee disease as challenges
for coffee production. Coffee berry disease (CB&)d coffee wilt disease (CWD) are the
known coffee disease in the country as a wheleell as in the study area and it reduces the

guality and the quantity of coffee production.

In addition to the above challenges women farmése mentioned the following challenges

which hinder them from active participation in treue chain

» Limited financial support.
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» Due to cultural influences and the workload at homemen have low mobility to get
information and to use alternative markets.

» Low representation in cooperatives, leadershipagmdinistration areas.

» Lack of startup capital.

The challenges for women coffee producers may banated from cultural influences, low
economic capacity and information gap of women lacl of willingness from men to send out

their wife to empowerment exposure.

4.6. Opportunities and challenges of coffee traders
There are a number of opportunities and challerthes enhanced and hampered further
development of the coffee marketing in the coffatug chain. The following opportunities and

challenges were reported by various coffee tragiedspresented in table 17 and 18 respectively.

Table 17: Opportunities of coffee traders

Opportunities Percentage
Advancement in information exchange 70
Coffee market opportunities at national and inteamal level 80
Avalilability of coffee been in ample amount 75

Source: Survey result, 2014/15

Out of sample traders, 80% of them mentioned cafiaeket opportunities at national as well as
international level as the major opportunitiestfogir business. Recognition and high demand by
international market for coffee originated from dstuarea gave motives in the process of the
coffee business. The study area has high potdntiaoffee production and this reality became

the driving force for some of the traders to pgoate in coffee business.

Table 17 shows that 75% of traders pointed avaitalmf coffee been in ample amount as an
opportunity to trade coffee. The third importanpogunity highlighted by sample traders (70%)
were advancement of the information exchange winldys an important role in meeting

customers need by providing quality coffee.

Table 18 summarizes challenges faced by sampleedfaders and they are; storage problem,
computation with illegal traders, shortage of calpsind inadequate credit service and poor road

infrastructure in accordance to their importance.
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Table 18: Challenges of coffee traders

Challenges Percentage
Poor road infrastructure 70
Shortage of capital and inadequate credit service 75
Storage problem 82
Lower price offering and price fluctuation 68
Computation with illegal traders 80

Source: Survey result, 2014/15

Traders are not always selling their coffee immiadyaafter they bought rather they tend to wait
the right time to sell and during this process theffer from storage problem. The result shows
that about 82% of the total sample traders poirsidage problem as there major problem.
Another challenges identified by sample traderseweomputation with illegal traders as

existence of unlicensed traders in the rural abdmareas discouraged licensed traders.

4.7 .Econometric Result

4.7.1. Tobit model results of level of women participationin coffee marketing

Tobit model specified in Equation 5 in chapter 3waed to identify factors affecting intensity
(amount of coffee) of women participation in coffeearket in the study area. The overall
significance and fitness of the model was checkitd thie value of chi-square; Pro>€ki0.000

which shows that the result is significant at ldsmn 1% level of significance. The log pseudo
likelihood value of -322.209 indicates that theuasption of null hypothesis that all predictors in

regression model are jointly equal to zero is tejg¢@t less than 1% level of significance.

Parameter estimates of the Tobit model for meaguhe intensity of women participation in
coffee market are presented in Table 19. Frontdtae hypothesized independent variables, 8
explanatory variables were significantly influengithe intensity of women participation in
coffee market. These significant variables wereedédpnt household members, Sex of the
household (Sex), Coffee area of the household, WidAaeticipation in training (TrW), Women
contact with extension agent, Distance from nearesket center, Distance from development

center and Patrticipation on non-farm income gemagactivities.
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Table 19: Tobit model results of level of women paicipation in coffee marketing

Change amon

Change in Marginal

, t-value coffee sellers Probability effect of

Variables Coef. Std. Err. GE(Y. 1Y > 0 oFD_ ., B E(yly>0)
T oox, — - @
i 0X; g
Dependent
household -0.146**  0.052 g7 -0.137 -0.014 -0.114
members '
Credit 0.270 0.182  1.38 0.253 0.026 0.209
Sex 2.643*** 0654  3.95 2.592 0.083 2.422
Women age 0.002 0.013 0.16 0.002 0.000 0.002
Age difference  -0.018 0.011 -1.54 -0.017 -0.002 -0.014
Head's 0.120 0141 979 0.113 0.011 0.094
education
Women 0293 0209 132 0.274 0028  0.228
education
Coffee area 1.562** 0.551 2.48 1.462 0.147 1.216
Coffee areaby 33 0301 0% 0.284 0.027  0.238
women
Training 0.440* 0.213  1.92 0.413 0.041 0.344
TLU -0.089 0.084  -0.98 -0.084 -0.008 -0.069
Extension 1.074** 0209  4.29 1.005 0.101 0.836
Women 0044 0201 O gom 0.004  -0.034
association
Market 0.858% 0279 2 0803 0081  -0.668
Istance
Distance to
development -1.327***  0.456 -2.70 -1.242 -0.125 -1.033
center
NONF_INC 0.521*  0.222  2.06 0.483 0.053 0.398
38 left-censored observations at QCofSW<=0

Obs. s

\/- i
ummarys 77 uncensored observations

0 right-censored observations

*** Significant at 1% level of significance, ** Sigficant at 5% level of significance,
* Significant at 10 % level of significance
Source: Own computation, 2014/15
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Dependent household membersPresence of dependent HH members is negativetglated
with the intensity of women participation in coffeerket at 1% level of significance. One unit
increase of dependent HH members decreased thenamwiocoffee sold by women by 0.14 qt,
keeping other variables constant. As the numbedeplendent HH members increase by one
person the probability of participation decreasgd d%. This implies that household with large
number of dependent HH members reduce amount tdecafarketed by women because of the
fact that women in study area are supposed to teeiriH to nurture children and caring old age

HH members in addition to other HH activities.

Sex of head of the household (Sex)Sex of the HH is positively related with amouhtoffee
marketed by women at less than 1% level of sigaifte. When women are head of the HH
guantity of coffee marketed by women was incredsed.6 gt, keeping other variables constant.
Being head of the HH increases the probability artipipation by 8.3%.This implies that being
head of the HH boost level of women participationcoffee market due to the case that when
women are in the position of heading the HH theglartake most activities including selling
coffee but not in the case of MHH as they are effethe low quality or left out coffee during
harvesting which were insignificant. Mamo and Degi(2012) found that sex of head of the HH

has significant effect on whether or not a farmatipipates in livestock market.

Coffee area of the householdCoffee area of the HH is positively correlatednwttie amount of
coffee marketed by women at less than 5% leveigoiificance. A 1 ha increase of area covered
by coffee increased the amount of coffee marketeddmen by 1.5 qgt, keeping other variables
constant. Increment of coffee area of the HH by litcreases the probability of participation by
14.7%. This shows that being in the HH that hagdaarea of coffee increases the amount of
coffee marketed by women because of the fact tirhitwiith large coffee area have plenty of
coffee to be marketed by HH members including woniéns in line with Elias (2005) who
stated that one of the variables with positive affen coffee supply was coffee area of the
farmers land and also Poultat al (2001) suggests that land is an important fadbor

influencing farmer’s decision to produce any casip.c

Women Participation in training: Training participation is also another factor, @i

positively affects marketed surplus at 10% sigatfice level. Participation in training increased
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guantity of coffee marketed by women by 0.41 gegieg other variables constant. Women
participation in training increases the probabildf participation by 4%. This implies that
participation in training like marketing increaseemen’s intensity of participation in coffee
market because training enhanced women’s awardoessds marketing. Gani and Adeoti
(2011) found that training participation has poegly influence farmers’ level of market

participation.

Women contact with extension agent:As hypothesized, contact with extension agents
positively influenced the quantity supplied by womat 1% significance level. Frequency of
women contact with extension agent increased guawiticoffee marketed by women by 1 qt,
keeping other variables constant. Extension contdctvomen increased the probability of
participation by 10%. This implies that contactextension agent increases quantity of coffee
supplied by women due to the fact that women wheehligher number of contact with
extension agent have obtained more advisory searideacquired better marketing skills. This is
in line with Gani and Adeoti (2011) who found tHatquency of extension visit positively
influence farmers’ market participation and levélnaarket participation. Rehima (2006) and
Holloway et al. (2000) also found that contact with extension agewrove participation and

volume of marketable surplus of pepper and daagpectively.

Distance from nearest market center:As hypothesized, distance from nearest marketecent
negatively influenced the quantity of coffee maeketby women at 1% significance level.
Distance from nearest market center decreasedityuahtoffee marketed by women by 0.8 qt,
keeping other variables constant. Remoteness okahaenter decreases the probability of
participation by 8%. This implies that distancenfroearest market center decreases quantity of
coffee marketed by women due to the fact that wombka are far apart from nearest market
center, in addition to incurring high transportatitimitations on how far women are permitted
to travel to get to the market discourage womens T in line with Ayelech (2011) who
indicated that distance to market caused marketsinlplus of avocado to decline. Similarly
study by Marcelet al. (2005), on coffee producers indicate that selimghe market is more
likely when the market is nearer.
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Distance from development centerDistance from development center is negativeljariced

the quantity supplied by women at 1% significaneeel. Distance from development center
decreased quantity of coffee marketed by women .Byqgl, keeping other variables constant.
Remoteness of development center decreases thabhiitybof participation by 12.4%. This
implies that distance from development center deme quantity of coffee supplied by women
because of women who are far from development cemay have limited contact with extension
agent to acquire advisory. This is in line with &aew (2012) who stated that actual distance of
households’ home from extension service centretnadyainfluences the probability decision to

produce sesame.

Participation on non-farm income: In dissonance with @riori expectation; participation on
non-farm income is positively related with quantity coffee supplied by women at 5%
significance level. Women participation in non-fanmeome generating activities increased the
amount of coffee marketed by 0.5 qgt, keeping otrartables constant. Earning income from
non-farm activities increased the probability oftggpation by 5.3%. This implies that earning
better income from non-farm activities like tradingncourages women’s intensity of
participation in coffee market because of the Hilenced women’s capability in trading. It
agrees with the results of Sizilea al. (2011) and Buzalem (2015) who revealed that affafa
income was positively related to the level of cersale and marketed surplus of coffee,

respectively.

4.7.2. Determinants of women empowerment level

Multiple linear regressions model was fitted usi@LS) to analyze the effects of selected
variables on women empowerment level. 13 varialese selected to test their effect on
women’s decision making power, their participatienel and their composite empowerment

level and results are reported in Table 20.

Before running the OLS regression model, all th@dtyesized explanatory variables were
checked for the existence of Multicollinarity ancktkbscedasticity problems. The study used
Variance inflation factor to investigate the degrek Multicollinarity among continuous

explanatory variables and contingency coefficiemhoag discrete (dummy) variables.
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Multicollinarity and Hetroscedasticity detectionstewere performed using appropriate test

statistics for each as follows.

Test for Multicollinarity: all VIF values are less than 10. This indicateseabe of serious
Multicollinarity problem among independent contingo variables (Appendix Table 2).
Contingency coefficient results indicated abserfcgedous Multicollinarity problem among the

independent dummy variables (Appendix Table 3).

Contingency coefficient (equation 10) is used teeath Multicollinarity between discrete
variables. The value ranges between 0 and 1, withdZating no association between the

variables and value close to 1(greater than Oniditating a high degree of association between

variables. In the analysis after the model corckébe Hetroscedasticity'?zvalue is 0.8177. The
F-value for the model from this analysis, afterreoting for Hetroscedasticity, is 59.51 and it is

significant at 1% significance level. This indicatbat the model fit is good.

Table 20: Determinants of women empowerment level

Variables Empowerment Level

Coef Std. er t-value
Sex 0.082*** 0.026 3.15
Extension 0.024** 0.012 2.05
Coffee sold 0.004 0.004 1.04
Women age 0.004** 0.002 2.26
Age difference -0.001 0.0008 -0.37
Education 0.064*** 0.011 5.66
Land size 0.008* 0.005 1.88
Coffee area by women 0.014 0.021 0.70
Credit 0.013 0.014 0.89
Women Association 0.057*** 0.017 3.32
Training 0.067*** 0.016 4.19
Family Size 0.000 0.003 -0.12
TLU 0.017** 0.008 2.11
Non/off-farm income 0.037*** 0.013 2.73
Constant -0.075 0.064 -1.16

Source: Own computation, 2014/15

*** Significant at 1% level of significance, ** Sigficant at 5% level of significance,
*Significant at 10 % level of significance

F (15, 199)= 59.51 R-squared = 0.817&dj R-squared = 0.8040
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Sex of the household head (SexJhe finding revels that sex of head of the HRignificant at
1%. When women are heading the HH the CEI increbgés0823. This may be due to women
are sharing the major responsibilities in HH atiad. Women in MHH are less empowered than
FHH. This is in line with the findings of Ali Shdikand Begum Sadagat (2015) who found out
that HH headship by husband showed a negative ttdteally significant influence on

women’s economic empowerment in Pakistan.

Frequency of extension contact by womenThe number of time women contacted extension
agent has positive and significant relationshiphwliével of women empowerment at 5%
significant level. When the number of extensiontaohincreases by one unit, the CEIl increases
by 0.0235. Women who have higher number of contsith extension agent have the
opportunity to get more advisory service and expaseinformation about women right and
other related issues.

Age of the women in the householdThe finding showed that there is a positive agaificant
relationship between women's age and women empasverievel at 5% significant level.
Increment on the age of women by one year incretse<CEI by 0.0041. Older women as
opposed to young ones have more autonomy over tteessand closer relationship with their
spouses; their experiences enable them to haver betys to do what they want without causing
conflict with their spouses. This is in line withet findings of Mostofat al. (2008) who found
out that woman empowerment increased with women age

Education level of women in the householdThe educational attainment of women in the HH
shows positive relation with women empowerment llewlich is significant at 1% level.
Increase in educational attainment of women by wmeincreases their empowerment level by
0.064. This might be due to the fact that educatethen are more aware about their rights to
participate and consulted in every decision makirggess of the HH as well as different issue.
The more educated a woman is, the more likely ésgghng to venture into spheres traditionally
considered men's role. These factors have impomaplications for women’s empowerment
and their ability to contribute to the overall demment of not only the HH, but also the nation.
This finding is in line with that of Jeckoniat al. (2012) who indicated that education is a key
variables that positively influence women’s empowent by increasing women’'s self
confidence, decreasing dependence from otlamilf members as a result of new skills

acquired and to enhance women’s value on the lainadket and hence their income.
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Land size of the household (Land Size)Land size of the HH is positively associated with
women empowerment level at 10% significant levehéW land size of the HH increase by one
hectar, women empowerment level increases by 0.QG8% in rural areas does not only play a
central role in producing crops and livestock bigbat is a source of privilege. This is in line
with Wiig et al (2011) who analyzed effect of land ownership amideritance by men and

women separately and concluded land ownership emedby men is significantly positive on

women empowerment, although weaker but Female itahee of land increases the value of

empowerment.

Membership to women association: Membership to women’s association significantly
determines level of women empowerment at 1% sicpniice level. Being in women association,
increases women empowerment level by 0.0566. Ehia line with Quisumbing (2003) who
indicated that membership in organizations can aw@rbargaining positions by, for example,
influencing a person’s power to affect householdsiens. Thus, women associations strengthen
the relationship among the members, improve woneaddrship, information exchange, and

improve understanding of members about their right.

Training participation by women: participation in training positively associated lwivomen

empowerment level at 1% significant level. Gettingining increases women empowerment
level by 0.0672. In addition to experience sharitrgining improves women’s attitude and
enhanced their knowledge. Husseinal. (2010) found that training rose women'’s confidence
steeply which enabled them to rather stand up @&ndadd their rights and also training in most

cases proved to be a successful start up for dleirincome generating activity.

Total livestock unit (TLU): the number of livestock unit in the HH significentietermines
level of women empowerment at less than 5% sigamfte level. This is due to the fact that
women are major actors in rearing livestock espigcemall ruminant and cow which can
contribute to livelihood of the HH. Similar findirtgas also been observed by Islanal. (2012)
who found women empowerment increases throughdreirgys as a share of the HH income.

Non/off-farm income: participation in non-farm income generating acyivipositively
influences women empowerment level at 1% signifteafevel. Having access to non-farm

income generating activity increases women empowstitevel by 0.023.
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5. SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1.Summary and Conclusion

This study has focused on analysing gender roteffee value chain and determining factors of
market participation and intensity of coffee supg@lby women. The level and main determinants
of women empowerment level were also analyzed. Taéa were generated by individual
interview and group discussions using pre testeuctured questionnaires and checklist. This
was supplemented by secondary data collected fratnids and Zonal, Regional Offices. The
main findings of this research are summarized Bows.

The coffee value chain analysis revealed that thenmalue chain actors were input suppliers,
coffee producing farmers, collectors, Suppliersopmatives/unions, exporters, domestic
wholesalers and retailers and local consumers.eTéer also governmental offices as supportive
actors who support coffee value chain directlyrafirectly. Value chain supporters or enablers
provide facilitation tasks like creating awarendssjlitating joint strategy building and action
and, the coordination of support. The main suppeéthe coffee value chain in the study areas
are office of agricultural and rural developmenO@®), Woreda administrations, EXC, ECEA,
Oromia saving and credit institution, informal dtesippliers and banks.

The study concluded that men and women involverbffee value chain either as a major actor
or as daily laborer. Men’s involvement was obseraganajor actor in each segment of the value
chain where as women are concentrated in produgi@ohof the value chain by producing on
their own field which was obtained as marriage git husband or family coffee. As a daily
laborer in coffee business, women were mainly eedaiy processing coffee in cooperatives and
coffee milling houses. And also in ECX women weiredhto separate different quality of coffee

supplied by producers and traders.

The result of the marketing margin and profit aselyndicates that the channel that participated
producers, cooperatives and cooperative unionsigesvthe highest profit for producers which
was 46%. Contrary, channel Il in which 70% of wonweffee sold through is with low share of
profit by 42.6%.

Jimma Zone has a natural advantage and potentiebffee production. Therefore; this study

identified and concluded that, the major opporiesitat coffee sector are high demand by
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international market, Increasing roles of coopegestiunions, availability of suitable land and
weather condition for coffee farming, Governmemaarn for coffee business and the attention
given to women, advancement in information exchaarge Availability of coffee been in ample
amount in the area were the major opportunitiexcédfee producers and traders. Though there
are opportunities for coffee producers and trgdd#re sector was constrained with various
challenges. Some of the major producers’ and tsadeallenges were: coffee disease, poor road
infrastructure, lack of facilities for coffee pr@aseng, limited financial support especially for
women coffee producers, storage problem, lower epraffering and price fluctuation,

computation with illegal traders.

The gender analysis at household level revealstitteaé ware gender differences both in triple
role and in access to and control over resourcest&@asin triple role men dominate activities
which are considered as productive whereas womert@ncentrated at reproductive activities
that can earn no cash whereas at community atfawsd similar figure were observed. And also

women tend to confined to less access to and dantew household’s resources.

Women empowerment levels were analyzed by devejopiomen empowerment index and
obtained result were 0.439. The distribution of GRows that 73.5% of the total sample HH
falls under low empowerment category, 18.1% mediavel and 8.3% high level. And also
significant differences were observed between worfieemd in MHH and FHH. The result
concluded that women in the study area are withdowowerment level and relatively women’s
participation in different institution is betterath their involvement in HH decision making
process. The study also remarked that when wonemeading the HH they are entitled with

more power than headed by men.

After identifying their empowerment level, determmig factors were also analyzed using
multiple regression model and out of hypothesiz&dsdriable 9 explanatory variables affected
women empowerment significantly. These variables sex of head of the household, extension
contact, women'’s age, education level of womemeHH, land size of the HH, membership to
women association, training participation by woméotal livestock unit and non-farming
income. Targeting women in extension provision @ckd their empowerment level by
enhancing their attitude towards their right. Thedg also found that education level of women
affected their empowerment level positively. As wasmget more education they became active
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participant in HH decision making as well as p@pation in different activities which in turn

increased their empowerment level. Similarly beiag member to women association
significantly affected their empowerment level Imgreasing their awareness toward their right
to participate in decision making and other houteaad community matters. Livestock unit of
the HH and participation in non-farming income absifected their empowerment level by

increasing their income and increasing their coaotron to HH economies.

Based on the Tobit model, the study identified aeieing factors of quantity of coffee

marketed by women. The result indicated that Sexhef HH, HH coffee land, training

participation, frequency of extension contact aod/aff farm income was the most important
and significant variable influencing quantity offie marketed by women positively. However,
dependent HH members, distance from market cemerdéstance from development center
affected quantity of coffee marketed by women ngght. The study concluded that these were
due to burden in the HH and women are not allonedyd far distance without husband

permission and most of the time husband did na germission.
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5.2.Recommendation

Based on the findings of this study, thdéofeing recommendations and policy measures

could be made.

1.

Men’s and women’s contribution in value chain shlolde recognized and special
attention should be given for women to participatevalue chain segment that can
provide better payment and it is necessary to gthem the channel in which producers
supply coffee to cooperatives so that producersimos benefiting from it. Cooperatives
enable larger value addition. But at the same tthee criteria of being cooperative
members should be revised to accommodate womerierpart.

It is also recommended that gender sensitiveviatgion strategies should be used in
forming and strengthening producer and marketingugs (Cooperatives) to
competitively participate in coffee value ahaand increase women participation
and benefits from coffee marketing.

Women should have equal control over resourcescesdiyeland. Although Ethiopia‘s
constitution offers joint land ownership right fousband and wife, women still face
discrimination in owning land; therefore, the gaveent should ensure enforcement of
the act so that women also have equal bentditewn land as men and use it to be a
member of coffee cooperatives, as owning landpseaondition to be member of coffee
cooperatives.

Any attempt aimed at increasing market pgrdaiton of women should focus on
working on significant variables which play a prowmt role in extent of women
participation in coffee marketing either positivedy negatively. Frequency of extension
contacts and distance from development center wibee positive and negative
determinant improving extension system, and te@hrsapervision and follow up must
be strong. Strengthening of market extension (hgkfarmers with markets, building
marketing capacity of farmers, etc.) is necessang it is necessary to take into account
accessibility of the development center duringegigablishment.

Producers and traders have mentioned differeniertgds they faced in coffee sectors
like coffee diseases and infrastructure problemthsd concerned body should work

towards reaching disease resistance variety inrexdvand also the government should
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have to deal with improving infrastructure by ceousting and repairing road specially
the feeder road tkebeles

Empowerment level of women were identified as low that government and
nongovernmental organization should focus on up@ifivomen by focusing on keeping
doing on extension provision to women, improvingieation level of women in the
household and membership to women associationnificaivere also the other variable
which affected women empowerment positively so thgovernment and
nongovernmental organization should continue bgeiang women in training provision
which is one of the way to build women’s capaciytisat their empowerment.
Practitioners, government and NGOs involved in ealkhain development should
strengthen farmers’ organizations (cooperatives)facilitate equitable access by rural
producers to agricultural inputs and marketdfieir produce. It is also recommended
that gender sensitive intervention strategiesihlbe used in forming and strengthening
producer and marketing groups to competitivelytipgate in coffee value chain and

increase women participation and benefits froffee marketing.
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7. APPENDIX

Appendix Table 1: Conversion factors used to compaettropical livestock units

Animal category TLU
Calf 0.25
Weaned calf 0.34
Heifer 0.75
Cow or ox 1.00
Horse/mule 1.10
Donkey adult) 0.70
Donkey young) 0.35
Camel 1.25
Sheep or goat adult) 0.13
Sheep or goat young) 0.06
Chicken 0.013
Bull 0.75

Source: Storaht al, 1991

Appendix Table 2:Variance inflation factor for continuous independent explanatory variables

Variable VIF 1VIF
Women age 3.81 0.262784
TLU 3.52 0.284213
Education level of women 3.37 0.296373
Age difference 2.47 0.405270
Coffee sold by women 2.27 0.440707
Extension contact made by womeR.18 0.458720
Land size 1.43 0.701659
Family size 1.12 0.891380
Mean VIF 2.52

Source: Own computation
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Appendix Table 3: Contingency coefficients for dumry variables

SEX Training Credit Membership Accessto Owning
participation to women non-farm  coffee
by women association income tree

SEX 1

Training 0.157 1

Credit 0.087 0.294 1

Membership to 0.314 0.149 1

women association

Access to non-farm 0.011 0.162 0.202 0.115 1

income

Owning coffee tree  0.226  0.379 0.527 0.265 0.184 1

Source: Own computation

Appendix Table 4: Activity profile

Activities Men Women Boys Girls

Productive role

Ploughing

Sawing

Fertilize application

Weeding

Harvesting

Threshing

Transporting to homestead

Livestock production

Reproductive role

Food preparation

Fuel wood collecting

Water fetching

Rearing children

Community role

Soil and water conservation

Cooperation during wedding, sorrow

Maintenance of water, health and
other societies resources
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Appendix Table 5: Access and control profile

Access Control
Resources and benefits Women Men Women Men
Land
Farming equipment
Home equipment
Labor
Farming income
Non-farming income
Training
Education
Credit
Cooperatives
Idir
Political and community leadership
Appendix Table 6: Determinants of participation index
Participation index
Variables Coef. Std.er t P>t
Sex -.0749476 .0573819 -1.31 0.193
Extension 0.0209 0.0253 0.82 0.410
Coffee sold 0.0066 0.0083 0.80 0.426
Women age 0.0058 0.0039 1.47 0.143
Age difference .0041422 .0029425% 1.41 0.161
Education 0.0654** 0.0277 2.36 0.019
Land size 0.0299*** 0.0101 2.97 0.003
Coffee area by women 0.0527 0.0445 1.18 0.238
Credit 0.0396 0.0318 1.25 0.214
Women association 0.0823** 0.0375 2.20 0.029
Training 0.1752*** 0.0356 4.92 0.000
Family Size 0.0046 0.0059 0.77 0.440
TLU -0.0002 0.0176 -0.01 0.993
Non/off-farm income 0.86 0.0275 3.13 0.002
Constant -0.3163** 0.1427 -2.22 0.028
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Appendix Table 7: Determinants of household decisitomaking index

Household Decision making index

Variables Coef. Std.er t P>t
Sex 0.2394*** 0.0434 5.52 0.000
Extension 0.0259 0.0191 1.36 0.176
Coffee sold 0.0012 0.0063 0.20 0.843
Women age 0.0023 0.0029 0.78 0.438
Age difference -0.0019 0.0021 -2.32 0.021
Education 0.0618*** 0.0209 2.94 0.004
Land size -0.0129* 0.0076 -1.70 0.091
Coffee area by wome -0.0243 0.0337 -0.72 0.472
Credit -0.0136 0.0240 -0.56 0.573
Women association .0306104 .028324 1.08 0.281
Training -0.0409 0.0269 -1.52 0.131
Family Size -0.0053 0.0045 -1.17 0.245
TLU 0.0339** 0.0133 1.55 0.124
Non/off-farm income 0.0177 0.0206 2.55 0.011
Constant 0.1668 0.1079 -0.86 0.390
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8. Questionnaires

Analysis of gender role in coffee value chain in tima zone

Producers’ questionnaire: by Fuad Kemal

Questionnaire number: Name of enuimera
District and Kebele / Date: / / /

l. Area information

1. Districts 1.Mana 2. Seka

2. Name of rural kebele? ------------
1. Bilida 2.KellaGuda 3. GubeBosseqa 4. Beddlaga 5. SakebaGenefo 6. Gibe Bosso
3. Sex of household head 0. Male Female
4. Distance of your residence from the nearest mandeter walking time (Hrs)
5. Distance of your residence to the nearest developosnter walking time (Hrs)
6. Distance to all weather road Hhs wa
Il. Demographics
Sex of the respondent Code |
Age of household head
Women's Age ( wife's age)
Religion of household head Code Il
Marital status of household head Code llI
Educational level of household head Code IV
Educational level of women in the household
Code I. 0. Male 1. Female
Code Il. 1 Muslim 2 Orthodox Christian 3 Rrstant 4 Catholic 5 Other (specify)
Code lll. 1. Single 2 Married 3 Dieed 4 Widows

Code IV.1=llliterate 2= Primary education (1-6)  3=itur(7-10) 4= 18grade complete
5= other (specify)

Fagndize of household

* Number of working age HH members (M) * Numberdafpendents in the household (M)

Female (1) Male (0) Female (1) Male (0)

*Note: -working age means between 14 and 64 ydaag®inclusive.

-Dependent means below the age of tldaaove the age of 64.
- If a question is not applicable fbe respondent say note applicable (N.A)

Code V working age: 1= Female 0= Male
Code VI dependents: 1= Female 0= Male
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[1I. Land use and crop production
1. What is the total size of your cultivable land &?h
2. Area under coffee tree (ha)
3. coffee tree owned by women (ha)
4. Major crops you grown in 2014/15

Type of crop | Area owned by (ha) Quantity producgyl ( Quantity sold (qt) by Decision o)
By income (x)
Men | Women | Children Men | Women | Children Men | Women | Children Men | Women

1.Annual
crop

Teff

Maize

Wheat

Sorghum

Barley

Chick Pea

Other annual
crop

2.perennial
crops

Coffee

Khat

Enset

Friuts

Other
perennial
crops

5. household member’s participation level in crop oth@n coffee in 2014/15 Use (X) in the space
provided

Participation
Activity Men Women Boys Girls Remark
Land Clearing
Ploughing
Sowing
Weeding
Cultivation
Watering
Product collecting/Harvesting
Threshing
Inset production
Inset Processing
Transporting
Storing
Marketing
Spraying chemical
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5.1. Labour participation in coffee production and mairkgin 2014/15, Use (X) in the space provided

Participants/time spent

Activities Men Women | Boys Girls Hired Labol

=

Seedling preparation

transplanting of seedling to farm plots

Hoeing

Weeding

Coffee cherry collecting

Cleaning

Drying

Hulling

Grading/sorting

Transporting to the market

Selling coffee

Activities Always (1.0) | occasionally | never (0) Remark
(0.5)

Participating in local institution

Rural cooperative

Participating in training

Participating in meetings

Participating in social functions

participating in nonfarm incomg
generating activities

Participation in coffee marketing

5.2Who decide on the following in your family? Use (X)the space provided.

Activities Wife alone | joint decision | husband alone
(1.0 (0.5) ©)

Crop calendar/when to sow

selection of crops to plant in the field

Use of improved inputs

Sale of food crops

Sale of cash crops (other than coffee)
Sale of livestock

Number of daily laborer required for coffee
when/how much Cherries to harvest
where to sell the coffee

when to sell the coffee

credit taking

how much credit to take (if decided to take)
children’s education

family planning

day to day expenditure

use of family income

Buying fixed assets

Sale of fixed assets
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(\VA Livestock ownership in 2014/15
Type of | Number | Participation in rearingr Ownership(Tick| No Income Decision on
livestock | owned | production (Tick X under your X wunder your| sold in| from sale (ETB) income(Tick
and in choice) choice) the last| by X your choice
livestock | 2014/15 "Hyshand | Wife| Girls| Boyd Merl WomehYear Men Women Men \EQ
products n
Cows
Oxen
Calves
Sheep
Goat
Horses
Poultry
Bee
colony
Milk Litt
er
Butter Kg
Eggs
Other
(specify)
V. Information flow and service provision
1. Did you have an extension contact in 2014/152=yes  0=no
2. If yes who get contacted with the development &gent
1. Husband 2. Wife 3. Both
3. Is there any female development agent in your adeages 0= no
4. If yes how many times did you contact the extensigants in 2014/157?
FDA | MDA |FDA |MDA |FDA |MDA
Once a month| Twice amonth  Three times a month cif§pe
Men farmers
Women farmers
5. Did you get training in 2014/15? 1=yes 0=no
6. If yes who get the training?
1. Husband 2. Wife 3. Both
7. If your answer for Q.5 is yes which type of traigidid you get in 2014/15? (Multiple responses
is possible)
1= on management of coffee 4= gendeeiss
2= on marketing of coffee 5= womecrepacity building
3= on harvesting of coffee 6= otherecify)
8. If you get training /visit demonstration site orhet farmers’ fields of coffee what was its
contribution to your production and marketing pisxef coffee?
9. If you did not get training/visit demonstrationesitr other farmers’ fields in 2014/15 what is the

reason? (Multiple responses is possible)
1=Cultural restriction

3=lack of time 5= since | am poor
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10.
11.

12.
13.
14.
15.
16.
17.

18.

19.

2=Undermining women'’s participation 4=to lookesfmy children and my house
Are you a member of any local co-operative society?

If so, in whose name is the membership?
1. Husband 2. Wife 3. Jointly
What is your position in the cooperatives?
Are you a member of any women association? 1= y8s no
If yes what kind of benefit have enjoyed?

If no, why
Is there any organization working on gender/wonssne in your area? 1=yes 0=no
If your answer is yes, can you list them?

If your answer for Q. 17 is yes, what are theiaaoé
concern?

Cost of coffee production?

Head of
the HH

Operational | management cost HarvegsDrying/ | tax | Others Cost
cost Cost of land | No of | Other ting cleaning| es | (specify it)
Preparation | time land| producti | cost /hulling
for one| prepared | on cost
time(ETB)

Total
cost

Male

Price/ha

Female

20.

21.

VI.
1.
2.

o hw

o~

What constraints do you face in producing coffee?

What kind of opportunities are there for women astigipate in coffee value chain?

Access to credit and inputs
Did you borrow money in 2014/15 for coffee prodan® 1=yes 0=no
If yes from where did you get credit? (Multiple pesses is possible)

1= Micro Finance Institutions 3=other banks 5= cooperatives

2= Local money lenders 4= RelatifFegends 6=other (specify)

What was the amount you got from credit serviceatnduast year? ETB
Who received the credit in the household?

1. Husband 2. Wife 3. Jaintl

Who have control over the credit borrowed?

1. Husband 2. Wife 3. Jyint

For what purposes you have obtained the credit?
1= Purpose of seedling 2=Purpose of fertilizexfaltals
3= To fill up family requirement 4=To settlelde 5=0Others (specify)

Did you get credit when you needed it? =yés 0=no
What inputs did you use to produce coffee? (Mudtiglsponses is possible)
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9.

Type of| Amount of| Value of | Responsible Source of| Input preference
inputs inputs/year | inputs (ETB) | person inputs by

Man | Women Man Women

Did you face any problem in accessing these inputsP=yes 0=no

10.1f your answer for Q.9 is yes what was the probléma@ltiple responses is possible)

11.How did you solve these problems?

1=inputs are expensive 3= fomalhproblem 5= others (specify)
2=inputs are unavailable 4=remoteméssput selling site

VIl.  Marketing Aspects

1. How much coffee have you sold in 2014/15? (in Kg)
2. How do you sale your coffee produce? 1 Diredhtopurchaser by myself, 2 Through broker
3 through Cooperatives/Union 4 Other (specify)
3. To whom do you sell your coffee produce? What gtghtAnd who sell from the household
members? If you sell only to one customer just Xdk front of your choice.
List of possible| quantity | Who sold (Kg) | Who decide tg Who makes Who makes
customers sold whom to sell| decision on what decision on coffee
(Kg or (Tick x) amount of coffee income
qt) to sell

specify | Men | Women | Husband| Wifel Husbang Wife Husband Wif

11%

To Cooperatives

To processors

To whole sellers

To retailers

To Collectors

To individual consumers

4.

Linkage with commercial value chain actors: (Mulkiresponse is possible)

1. Other farmers 2. Retailers 3. Wieakers 4.Consumers

5. Local collectors 6. Brokers 7. Othespecify)

If your answer for Q2 is “Direct to the purchassr mmyself” where did you sell? (Multiple
responses is possible)

1=farm gate 3= retailingyrself
2= in the market to whole sellesdliietrs 4= others (specify)
Which one was more profitable or preferable fan¥@Multiple responses is possible)
1=farm gate 3= retailing yself
2= in the market to whole sellesdlrietrs 4= others (specify)
Why?
How do you transport your produce to the market?
1=using pack animals 3=cars
2=carrying 5= athéspecify)

Indicate costs for this transport
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Who Paid Cost ETB/Unit
10. Was there any problem you faced in coffee markef= yes 0= no
11. If yes what was the problem?
1= Tax burden 2= Unwanted broker disorder and baghmission fees
3= Seasonality of market demand and prices 4= baohkarket road from my areas
5= Lack of market and price information 6= Othg@secify)
12. How did you solve these problems?
13. Did you get market information in 2014/15? =yes 0=no
14. If yes what kind of information have you obtained?
15. If yes, from where?
1. Other coffee traders 2. Radio 3.TV 4sBeal observation 5.Broker 6.0Others

16. Cost of coffee marketing.

Respons| Quantity | Sells Transport| Loading/ taxes | Sacks| Other Total

ible of coffee | price ation Unloading cost | costs cost

person | (qt) (ETB/qt) | Cost cost(ETB/qt) (ETB) | specify
(ETB/qt)

Men

Women

17.Is there any cultural, traditional and religiousdda in the area that prohibits women to
participate in marketing coffee? 1=yes 0=no

18. If yes, can you explain it?

19. Who sets selling and buying price in coffee marig?i
1. Myself 2. Set by demand and supply @Bds 4. Other (specify)

20. Involved agreement between buyers and you concestitedmeeting basic cost parameters and
guaranteeing supply. 1=yes 0=no

21.Is there any enforcement tools used to check campdéi with the rules, and the system of
sanctions used to promote observance of the rules2yes 0= no

22. If your answer Q.20 No, why?

23. Did you get services to meet the quality standaedsl in coffee market? 1=yes 0=no

24 1f your answer Q.23 is yes, who is/are providing damwhat type (s) of
services?

25. Off farm income generating activities

List off-farm activities participants Incorby (ETB)
Men | Women Men Women

Daily laborer

Petty trading

Food for work

Small and medium enterprises

QB WIN|F

Others (specify it)
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VIII.

Loss Aspect

1. Is there any post harvest loss of coffeeduring pastest activities? 1=yes 0=no
2. If*Yes"Is existence of post harvest loss affgasr coffeesellingbehaviors? l1=yes 0=no
3. Do the following post harvest activities affect #tn@ount of losses of coffee?
Factor Weather Storage Transportation | Threshing | Others(specify it)
condition materials type machine
(rain, wind, etc)
l1=yes 0=no

If "yes" amount of

loss (kg/qt)

4. How did you store the coffee?
5. How long do you store coffee before selling?

6. If you stored, what was the motive behind stord?Expecting high price 2. Lack of market demand

3 Saving purpose
Was there any change in the quantity (weight) arality of the stored coffee? 1= yes
If your answer for Q6 yes what happen to quality gnantity?

© N

4 other (specify)

9. What was your packaging material when you sold?. Sisal sack jonia
(Madaberya 3. Basket
10. Amount of coffeelost during each post harvest #@atiw performed by farmer

4. other (specify)

0=no

2. Plastic Sack

Means of| Responsible persons Duration dPost harvest Estimated amount @
harvesting harvesting (Start Activities practiced | Loss (*if possible tq
Men Women | — end) in days (tick if practiced) estimate) (kg/qt)
1=Manual harvesting
2=Harvester Transporting
3= both Sorting
4=Cther Cleaning
(specify it) Drying
Storing(field)
Storing(home)

11. What are the reasons for loss of coffee duringdhewing post harvest activities?

I.  Harvesting
II.  Transporting
Il Threshing
IV.  Sorting
V.  Cleaning
VI. Drying

Analysis of gender role in coffee value chain in thima zone
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Wholesalers’ questionnaire: byFuad Kemal

Questionnaire number: Name of enutmera
District and Kebele / Date: / / /
GENERAL INFORMATION

l.

1. Name of traders age sex
2. Address: Districts town/kebele

3. Marital status: 1.single 2.married 3.divorced 4 ovied
4

5

Family size: male female Total

Education level:  1=llliterate 2= Primary edtion (1-6) 3=Junior (7-10)
4= Tgrade complete 5= other (specify)

How long have you been operating the business? Years

7. Total number of peoples employed in your businkasy.

o

Male Female Total

Family member

Non-family member

Total

8. What was the amount of your initial working capithen you start this coffee trade
business? ETB.
9. What is the amount of your current working capital? ETB.
10. Did you borrow money in 2014/15 for coffee busirtesé=yes 0= no
11. If yes what was the amount you got from credit servicesnduast year? ETB.
12. Who decide on amount of credit to take?
1. Husband 2. Wife 3. Jaintl
13. Who received the credit in the household?
1. Husband 2. Wife 3. Jaintl
14. Who have control over the credit borrowed?
1. Husband 2. Wife 3. Jyint
15. Do you carry out any physical treatment to maingaiduct quality? 1=yes 0=no
16. If yes what are they?
17. Asset owned.
Asset No
Mobile
Car
Store Separate house
Residence

Weighting scale
Shop
Bicycles
Motorcycle
Vehicle
Others
18. Linkage with commercial value chain actors: (Mulkiresponse is possible)
1. Farmers 2. Retailers 3. Other wiseléers 4.Consumers
5. Local collectors 6. Brokers 7. Othespecify)
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II. Purchasing practice of coffee

1. Is there any cultural, traditional and religiousda in the area that prohibits women to
participate in marketing coffee? 1=yes 0=no

2. If yes, can you explain
it?

3. If your answer foQ.1 is “no” what are the role of men and women in eeffnarketing?
Men'’s role
Women'’s role
4. Sex of traders, list of suppliers, quantity pur@thand average price ETB/ Kg of coffee
Sex of traders Quantity Average price
Suppliers (tick X) purchased ETB/ Kg
Male 1= Farmers
2= Collectors

3= Cooperatives
4= Own farm(Number)

Female 1= Farmers

2= Collectors

3= Cooperatives

4= Own farm(Number)
5. Who decide on the following activities?

Who decide on Husband Wife | Jointly
From whom to buy
How much to purchase
Where to sell

To whom to sell

How much to sell

At what price to sell

6. Are all your purchasing centers accessible to Vesficl=yes 0= no
If your answer tdQ.6is No, what proportions are accessible? % .
8. How do you transport your bought produce?
1=using pack animals 3=cars
2=carrying 5= athéspecify)
9. Indicate costs for this transport
Who Paid Cost ETB/Unit
10. Who sets the purchase price? 1. Myself 2. Setegoyand and supply 3. Sellers 4. Other (specify)
11. Who purchase coffee for you? 1. Husband CRidren 3. Commission agent
4. Wife 5. Friends 6.0thers (spgcif
12. How do you attract suppliers? 1. Giving éefirice 2. By visiting them
3. Fair scaling /weighing 4. Extending ctedi 5. Using brokers
6. Advertizing using influential peoples 7. Otligpecify)

N
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13. Do you consider quality requirement of your custmrie purchasing activities? 1=yes 0=no
14. If your answer to Q.13 is Yes, what quality requirement do you considerr fo
coffee?
15. What was your source of information about qual#guirement of your customers?
16. How many regular suppliers do you have? Producers , Collectors , Processors
, Retailers , others

Selling Practice
1. Towhom did you sell coffee? (Multiple answers possible)
Sex of traders Buyers Quantity sold | Average price ETB/ Kg

1= Processors
Male 2= Retailers
3= Exporters
3= Consumers
4.0ther(Specify)
1= Processors
2= Retailers
Female 3= Exporters
3= Consumers
4.0ther(Specify)
2. How did you sale your produce? 1. Direct toghechaser 2. Through broker 3. Other (specify)
3. When did you get the money after sale? 1. as asgou sold 2. after some hours
3. Onthe other day after sale 4. Otherg¢Bp
4. When did you sell? (Give proportion in percentage)l. Store and sale when price rise
2. Sell as soon the purchase [I3spieces as buyers comes
4. Sell before purchase Others
5. How did you attract your buyers? 1. By giving beftece relative to others 2. By visiting them
3. By using brokers 4. By fair scaling 5. Adizing 6. Others
6. How many regular buyers do you have? Consumers _, Processors , Assembler
, Retailers , exporters, andrth
7. What is your packaging material? 1. Sisal sacPRstic sack 3. Basket 4. Others
8. Do you know the market prices in different mark@is farm, village market and other areas)
before you sold your coffee? 1=yes 0=no
9. What is your source of information? 1. Other trader2. Radio 3. TV 4. Telephone
5. personal observation  6.news paper 7#®the
10. Do you have other branch shops/ warehouse to @atlgoffee? 1=yes 0=no
11. Who sets selling price? 1. Myself 2. Set by dedr@md supply 3. Buyers 4.0ther (specify)
12. Are there taxes imposed by government or commuffigials at the market? 1=yes 0=no
13. If your answer tdQ.12is yes, what are they and what is the basis of paymn

14. Indicate your average cost incurred per quintahétrading process of coffee?
| Cost component | Costincurred in ETB/qt
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Purchase price

Labor for packing

Loading/unloading

Transportation fee

Packaging cost

Sorting

Storage cost

Processing cost

Telephone cost

Watching and warding

Other personal expenses

Licenses and taxes

Other costs

Total cost

Selling price

Revenue

15. Are there problems on coffee marketing? 1= yé%= no
16. If yes what are the problems on coffee marketifigR X in front of the problem, if exist.

Problems on coffee marketing

Sex of traders

Male Female

Whayalo think are the
causes of the problems?

Credit

Price setting

Supply shortage

Storage problems

Lack of demand

Information flow

Quality problem

Government policy

Others(specify)

17. Is there any kind of opportunities in coffee mairkg?

Opportunities for male

Opportunities for female

Analysis of gender role in coffee value chain in tima zone

Retailers’ questionnaire: byFuad Kemal
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Questionnaire number: Name of enutmera

District and Kebele / Date: / / /
1. GENERAL INFORMATION
19. Name of traders age sex
20. Address: Districts town/Kebe
21. Marital status: 1.single 2.married 3.divorcedidoawed
22. Family size: male female Total
23. Education level: 1 llliterate 2. Firstete (1-4) 3. Second cycle (5-8)

4. Secondary School 5. Cedific 6.Diploma 7.0ther (specify)
24. From whom do you buy coffee?
1) Farmers 2) Collectors 3) wholesalers 4) stlspecify--------
25. To whom do you sell coffee? 1) Individual consumefy cafes 3) others (specify)
26. How long have you been operating the business? Years
27. Please indicate your costs, transaction volumepaicd of coffee trading just last oneYear

Sex of| Source | Quantity | #effective | Purchase| Sells | Transport| Loading/ | Sacks | Other
traders | & of coffee | months of| Price Price | ation cost| Unloadin | cost | costs
destinati | purchase | coffee (ETB/kg) | (ETB/ | (ETB/qt) | g (ETB) | specify
on (kglyear) | trading/ kg) Cost(ETB
Markets year /qt)
(from_t
o)
Male
Female

28. Do you practice trading other than coffee? 1= ye3= no

29. If your answer td.10is yes, what?

30. What was the amount of your initial working capitahen you start this coffee trading?

ETB.

31. What is the amount of your current working capital? ETB.

32. What is your source of working capital? 1. OwnR2lative/family 2. Private money lenders
4.Friend 5.0ther traders  6.Micro financgtilation 7.Bank 8. Others

33. Did you take loan for the following purpose witHast year? 1. To extend coffee trading. 2. To
purchase coffee transporting vehicles/animal®thers
Do you carry out any physical treatment to maintaisduct quality? 1=yes 0=no
Do you consider quality requirement of your custmsria purchasing activities? 1= yes
If your answer td.17is Yes, what quality requirement do you consider fo

coffee?
What was your source of information about quaiguirement of your customers?

34.

35.
36.

0=no

37.

38.
39.
40.

| Types of taxes

Who sets selling price? 1. Myself 2. $gtdemand and supply 3. Buyers 4.0ther (specify)
Are there taxes imposed by government or communffigials at the market? 1=yes 0=no
If your answer td.21is yes, what are they and what is the basis of payPn

| Amount (ETB) | Rbmgment |

Bases of payment |
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Per quintals

Simply on daily bases

Per track bases

Based on purchased value |of
products

Based on sales value pf
products

Others(specify)

41. Is there any cultural, traditional and religioulda in the area that prohibits women to

participate in marketing coffee? 1=yes

42. If yes, can you explain
it?

0=no

43. Are there problems on coffee marketing? 1= ye®= no

44. If yes what are the problems on coffee marketinigR X in front of the problem, if exist.

Problems on coffee marketing

XWhat do you think are the causes of
problems?

the

Credit

Price setting

Supply shortage

Storage problems

Lack of demand

Information flow

Quality problem

Government policy

Telephone cost

Lack of government support to improve coffee

marketing

Others(specify)

Analysis of gender role in coffee value chain in tima zone

Cooperatives and Union’ questionnaire: byFuad Kemal

Questionnaire number:
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District and Kebele / Date: / / /
GENERAL INFORMATION
Name of Processor/s Age ex S
Address: District Towhie
Marital status: 1.single 2.married 3.divorced .widowed
Family size: male female Total
Education level: 1 llliterate 2. Firstete (1-4) 3. Second cycle (5-8)

.
1
2.
3.
4
5

4. Secondary School

N

5. Certificaté.Diploma 7.Other (specify)

How long have you been operating the business? Years
Total number of peoples employed in your business.
Male Female

Total

Family member
Non-family member
Total

PROCESSING INFORMATION
What is a form of ownership of your processing cany? 1. Individual
3. State/cooperative 4. Others
How did you obtain the start-up capital?

2. Partnership

1.rsaving from other activities 2. Loan 3.other

If it is loan from where you get loan? 1. microdirce 2.cooperative society 3.bank 4.private

money lenders 5.relatives 6.others.

How much capital did you use to start this procegenterprise? ETB.

What is the amount of your current capital in 2052/ ETB.

From whom, to whom did you sell coffee in 2014/18 at what price?

From whom | X| Sex of the| quantity | ETB/qt | To whom X | quantity | ETB/qt | Total amount
did you buy suppliers | bought did you sell sold (qt) of coffee
coffee in 0O=Male (qt) coffee in processed in
2014/15 1=Female 2014/15 2014/15
Farmers Wholesalers

Wholesalers Retailers

Retailers Exporters

Others International

(specify) markets

o

10.

11.

12.

13.
14,

Have you registered your processing machine enmsefprl. Yes 2. No
If "yes" to Q8 when years
What are the major constraints facing you? (List)

What opportunities are there to improve coffee pssing industries?

participate in coffee processing? 1=Yes 2=No
If yes, can you explain it?
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Is there any cultural, traditional and religioulsda in the area that prohibits women to

Is there any of set of rules and regulations thé&ieschain actors must abide? 1Yes 2.No
If your answer Q.14 is yes, who set rules? loActvithin value chain




2. outside ttwue chain
15. Explain the parameters largely included in rules an
regulations.

16. Who sets selling and buying price? 1. Myse@lf Set by demand and supply
3. Buyers 4. Other (specify)
17. Involved agreement between buyers and you concevitbdneeting basic cost parameters and
guaranteeing supply. 1. Yes . N@
18. If you answer Q.18 is No, why?

19. Is there any enforcement tools used to check camgdi with the rules, and the system of
sanctions used to promote observance of the rulek?Yes 2. No
20. If your answer Q.20 No, why?

21. Recall last 1 year coffee value chain problemsgcivimethod (s) important to promote
observance of the rules? (Multiple responses assilpie): 1. monitoring at different stages of the
chain 2. Punishing defectors 3. incentives (to arage observance of the rules)

22. Did you get services to meet the quality standas#xl in coffee market? 1. Yes 2. No

23. If your answer Q.23 is yes, who is/are providing armat type (s) of
services?

24. Revenue and operational cost coffee processing

Particulars Units | Price/unit  Average price/kgs

Storage cost

Loading and unloading

Electricity bills

Processing fees

Labor/wage cost

Taxes

Other

Total costs

Selling price

Revenue

Thank you!!!!
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