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We are pleased to release the first comprehensive set of recommendations to highlight 

farming as a family business and to improve the integration of women and youth into the 

coffee sector supply chain. Sustainable development of the coffee sector, especially in 

smallholder dominated production systems, is often hampered by unequal distribution of 

information, labour, and other resources and benefits within coffee-farming families. In many 

coffee-producing countries, young people do not find an attractive future in the coffee farms 

of their parents. We anticipate that the use of this toolkit will be instrumental in tackling these 

issues by enabling both public and private extensionists to provide relevant and more 

effective services to farming families involved in the coffee supply chain. 

  

This toolkit is also a good example of a multi-stakeholder initiative that would not have been 

possible without the precompetitive collaboration of both the public sector, farmers, trade 

and industry. This type of collaboration is needed in the coffee sector to accelerate 

sustainable development and improve farmer livelihoods in coffee production. Weôd like to 

thank our partners for making it possible, including USAID, Enclude, GALS, the ILO and 

Care; and with a special thanks to Hivos, Agri-ProFocus and Fair & Sustainable Advisory 

Services who developed this toolkit, and to our partners in the Sustainable Coffee Program 

Steering Committee and the 4C Association.  

  

-Ted van der Put, Program Director of the Sustainable Coffee Program 
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1.1 The business case 

for women and youth 

in coffee 
 

The challenge 

Women form the majority of the worldôs 

estimated 25 million coffee farmers, yet 

coffee is seen as a menôs crop. A 

sustainable supply of good quality and 

sufficient quantity of coffee for mainstream 

and specialty markets is often hampered 

by unequal distribution of information, labor, 

other resources and benefits within the 

coffee farming families. Women do much 

of the production activities, men tend to 

benefit more from training in sustainable 

coffee practices, inputs, income and other 

benefits derived from coffee sales. This 

unequal distribution leads to many 

inefficiencies in the coffee chain, and 

hampers the development of the coffee 

sector in general, and production in 

particular. 

 

In many producing countries, average age 

of coffee farmers is increasing. Youth are 

not motivated to stay in coffee, face lack of 

ownership of land, coffee trees, access to 

training and finance, and benefits derived 

from coffee.  As a result they leave the 

rural areas, looking for employment in 

towns. Continuation of coffee production by 

the ñnext generationò is therefore at stake, 

and poses a great risk for the coffee sector 

as a whole. 

Coffee is, and likely will remain, an 

important cash and export crop. It is 

therefore important to address the 

challenges related to inclusiveness, 

encouraging youth to start working in the 

sector and providing social and economic 

empowerment for women. To do this, both 

men and women of different age groups 

need to be supported in grasping 

opportunities. 

The opportunity 

This toolkit provides a range of approaches 

and tools that have been tried and tested. 

They can lead to considerable 

improvements in coffee quality and 

increase in coffee quantity, besides 

supporting more gender equality and youth 

involvement. 

Objectives 

This toolkit intends to motivate and assist 

coffee roasters and traders and their 

practitioners to apply an inclusive approach 

to develop better functioning coffee chains 

benefitting both men and women of 

different age groups equally. It provides 

practical approaches and tools for all 

stages in value chain interventions. It is 

based on the second version of the Gender 

in Value Chain toolkit published by 

AgriPro-Focus in October 2013. The tools 

are selected from manuals produced by 

USAID, Enclude, GALS, ILO, Care and 

other organisations. This specific coffee 

toolkit has further been enriched by 

experiences  from Hivos implemented 

gender  programmes in the coffee sector 

and additional case studies written on 

I Introduction  
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youth programmes in coffee  

commissioned by Hivos for the purpose of 

this toolkit.  

Who is the toolkit for? 

¶ Coffee companiesô staff  working with 

different actors in the coffee value 

chain. 

¶ Practitioners that work with or for 

coffee companies and support different 

actors in the coffee value chain.  

 

Types of tools offered: 

1. Tools that support data-collection and 

research to gain insight into gender 

and/or youth constraints. It will help 

you to see opportunities and 

strategies  for improvements. 

2. Tools describing a way of working 

(approaches), combining a variety of 

interventions 

3. Tools that support monitoring and 

evaluation of chosen interventions. 

 

 

The  book is structured according to the 

logic of the project cycle. This introduction 

is followed by Chapter 2 with tools for 

value chain analysis. Chapter 3 is 

dedicated to a large number of approaches 

for women and youth inclusive 

interventions at different levels in the 

coffee chain. Chapter 4 provides some 

tools for monitoring and evaluation  

  

The interventions in chapter 3 are 

organised according to different entry-

points like: (1) Individuals and households, 

(2)Small entrepreneurs, (3) Producer 

organisations, (4) Large businesses, (5) 

Standards, certification and auditing (6) 

Service Providers and (7) Networks. For 

each entry point a variety of practical 

interventions is presented for you to 

choose from.  

 

These entry points are based on the value 

chain development analytical framework, a 

systemic view integrating three important 

levels within a value chain network that 

allows discovering potentials and 

bottlenecks within these levels and in the 

dynamic interactions between them.  

Value chain actors: The chain of actors 

who directly deal with the products, i.e. 

produce, process, trade and own them. 

Value chain supporters: The services 

provided by various actors who never 

directly deal with the product, but whose 

services add value to the product. 

Value chain influencers: The regulatory 

framework, policies, infrastructures, etc. (at 

the local, national and international level). 

In annex 1 the value chain development 

framework is explained more indepth.   

Use 

¶ Design your own process - 

professional responsibility 

This toolkit is not a ready-made recipe to 

integrate women and youth  into your 

coffee chain. Rather, it offers a range of 

tools that could be used at every stage of 

your intervention. It is the responsibility of 

the professional to combine tools in a 

systematic approach to achieve real 

gender impact. 

 

¶ All tools fit in a process involving 

different people at different steps. 
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Disclaimer 

The tools are, as much as possible, 

described according to the original 

descriptions by the case holder, some 

tools are based on documents  

available in the public domain. Given 

the different origin of the tools, this 

toolkit does not provide a fully 

coherent approach.  It aims at 

providing information on tools for 

gender-sensitive value chain 

development and youth inclusion 

available on the internet in a 

summarized form allowing 

practitioners to select the tools which 

best suit the organization, way of 

working and philosophy. 

 

Most tools describe one step in a process 

(e.g. the data collection, or the participatory 

analysis). The design of the other steps in 

the process and the involvement of the 

right mix of people in the different steps is 

the task of the practitioner. 

 

¶ All tools will have to be contextualized 

and fit in this process. 

It is the responsibility of the practitioner to 

adjust the tools to his or her specific 

situation. 

 

Practitioners might need on-the-job-

guidance/coaching to put in practice the 

tools and approaches presented in this 

toolkit. Agri-ProFocus, Hivos and ICCO are 

developing a network of coaches who can 

provide hands on assistance to 

organisations. 

 

¶ Downloads 

We encourage you to use and adjust the 

tools and to share your experiences and 

adjustments with us. For this reason this 

toolkit is also available in an online version 

via www.hivos.org/coffee, 

www.agriprofocus.com/gender-in-value-

chains   

http://www.sustainablecoffeeprogram.com/

en/resources and 

www.sustainabilityxchange.info/  
 

We are also interested in other tools you 

may consider useful. Experiences can be 

shared via the online platform of Agri-

ProFocus www.agriprofocus.com/  or on 

the Gender Action Learning System 

(GALS) via www.galsatscale.net  

 

¶ Acknowledge this toolkit 

Some resources of this toolkit have 

copyright, this needs to be acknowledged. 

In addition, Hivos, Agri-ProFocus and the 

Sustainable Coffee Program powered by 

IDH would like to be mentioned as source 

for the material.  

Toolkit made visual 
To facilitate the understanding of how the 

different chapters and tools are connected 

we offer you a visual presentation on page 

4 of this toolkit. 

 

  

http://www.hivos.org/coffee
http://www.agriprofocus.com/gender-in-value-chains/
http://www.agriprofocus.com/gender-in-value-chains/
http://www.sustainablecoffeeprogram.com/en/resources
http://www.sustainablecoffeeprogram.com/en/resources
http://www.sustainabilityxchange.info/
http://www.agriprofocus.com/
http://www.galsatscale.net/
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1.2 Applying a gender 

lens for agricultural 

development 

 

Quote: 

ñ... if women had the same access 

to those resources as men, they 

would produce 20-30 percent more 

food on their land ...ñ- FAO at Work 

2010-2011 
 

FAOôs research shows that women farmers 

are 20-30 percent less productive than 

men, but not because they manage their 

farms less well, or work less hard. The 

main reason for the gap between menôs 

and womenôs performance is that the 

former have access to resources seldom 

available to female farmers ï including 

land, financing and technology, among 

other things. In addition, women do not 

share fairly in benefits such as training, 

information and knowledge. If women had 

the same access to those resources as 

men, they would produce 20-30 percent 

more food and their families would enjoy 

better health, nutrition and education. If 

women had equal access to agricultural 

resources and services, food security 

would be greatly improved and societies 

would grow richer, and not only in 

economic terms. 

 

According to the World Bank report 

óLevelling the Field. Improving 

Opportunities for Women Farmers in 

Africaô (2014), closing Africaôs gender gap 

is about more than just ensuring that 

women farmers have equal access to key 

productive resources. Differences in how a 

female farmer benefits from these 

resources (i.e. her returns to those inputs) 

often have a larger effect. The key issues 

to be addressed according to the report 

include three (!) recommendations to solve 

labour-related problems of women to 

reduce the burden of household and family 

chores and to increase agricultural 

productivity of personal labour and hired 

labour.  

 

Another World Bank report published in 

2014, óVoice and Agency: Empowering 

Women and Girls for Shared Prosperityô, 

addresses the persistent constraints and 

deprivations that prevent many of the 

worldôs women from achieving their 

potential. óIncreasing womenôs voice and 

agency are valuable ends in themselves. 

And both voice and agency have 

instrumental practical value too. Amplifying 

the voices of women and increasing their 

agency can yield broad development 

dividends for them, for their families, 

communities and societies. Conversely, 

constraining womenôs agency by limiting 

what jobs women can perform or 

subjecting them to violence, for example, 

can create huge losses to productivity and 

income with broader adverse 

repercussions for development.ô      

What is Agency?  

óAgencyô is the ability to make 

decisions about oneôs own life and 

act on them to achieve a desired 

outcome, free of violence, 

retribution or fear. The ability to 

make those choices is often called 

empowerment. Agency is critical at 

the individual level, but is also 

about group and collective action. 
DCED 2014  
 

The Donor Committee on Economic 

Development (DCED) also stresses the 

importance of agency of women in its 

Guidelines for Practitioners: óMeasuring  
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Figure 2: WEE Main Components 

 

Womenôs Economic Empowerment in 

Private Sector Developmentô. Economic 

empowerment is defined as follows: A 

woman is economically empowered when 

she has both: a) access to resources: the 

options to advance economically; and b) 

agency: the power to make and act on 

economic decisions.  

Women in coffee production 

Women involved in coffee production 

experience similar challenges to the ones 

described above. Addressing these issues 

is important for a better functioning of the 

coffee value chain because gender-based 

constraints can hamper the efficiency of 

the chain, and therefore the quantity and 

quality of the product. Gender inequality 

can undermine workersô productivity and 

managerial efficiency.    

Insight in these gender-based constraints 

is important for a successful upgrading of 

your coffee chain. This toolkit will assist 

you in doing so. Tool 2.b for example will 

help you in analysing the different 

dimensions of gender inequality in a coffee 

chain according to the Harvard Analytical 

Framework. The Harvard Framework was 

one of the first frames designed by 

researchers at the Harvard Institute for 

International Development, to help 

planners in desiging project allocating 

resource equitably. The logic of the 

Framework is as follows: 

1. Roles and time investment of men 
vs women 

Women work two-thirds of the worldôs 
working hours, yet receive only 10% off 
the worldôs income UNDP, 2010 

 

What are the roles of men and women? In 

which part of the value chain are women 

and men active? In which roles, as formal 

or informal workers, managers, producers, 

and entrepreneurs? How pervasive is 

gendered job segregation? What rewards 

and quality of work do women and men 

receive (for example, wages, working 

conditions, employment status, and social 

protection)?  

2. Access to and control over 
resources and benefits 

Although they predominate in world 
food production (50-80%,) women own 
less than 10% of the land. UNDP, 2010 

 

What access do men and women have to 

land and other productive resources such 

as means of transport (ox-cart, bicycle), 

human capital (skilled labour), financial 

capital (savings, credit)? How do they 

benefit from the coffee revenues? 

3. Decision-making 

Women use almost all their income 
from the sale of agricultural products 
and handicrafts to meet household 
needs. Men use at least 25% of their 
earning for other purposes. FAO at 
work 2010-2011 

 

How are men and women involved in 

decision-making? Do they have a say in 

the agriculture production of the family? Do 

women have a say over the use of coffee 

revenues for household (and other) 

expenditures? Are they involved in the 

governance of the value chain as members 

of producer organisations?  
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What are the type of issues you might 

encounter analysing a coffee value 

chain?    

1. Role of women in coffee production  

Women's roles in the coffee workforce vary 

significantly from one country to another, 

and even within countries. In Vietnam, for 

example, women make up about 50% of 

the in-country traders, which is significantly 

more than in other countries. In Brazil, 

where a third of the world's coffee is 

produced, you find a very low percentage 

of women in field work and harvest, due to 

the high level of mechanized farming. In 

Uganda women do the majority of the field 

work, while men do the marketing and 

selling part. 

 

These data show that a more equal 

distribution is needed to support women to 

fully use their potential in the commercial 

field. In agriculture it is important to 

analyze the workload of women. The 

recent World Bank report óLevelling the 

Fieldô states that labour constraints are 

important barriers to women trying to 

improve their productivity. Agriculture in 

Africa depends heavily on manual labour, 

supplied by farmersô households, families 

and communities. Women typically assume 

a larger role in childcare and household 

responsibilities than men, which is likely to 

restrict their ability to work on their own 

farms or manage their labourers. The 

report states that women farmers also face 

many difficulties in hiring outside labour 

and effectively supervising them. Given 

this workload it is understandable that 

women are not automatically interested in 

taking up additional activities in the coffee 

production, especially not in countries 

where coffee is considered a menôs crop of 

which the benefits go to their husbands.  

Women are also active in other nodes of 

the coffee chain as employees of large 

enterprises; here it is especially important 

to look into labour and working conditions 

of female employees.  

The tools in this toolkit can be used as a 

guide when designing interventions that 

balance the work in the farmer family and 

create women-friendly working conditions 

for female employees in other nodes of the 

value chain. 
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2. Access to and control over resources 
and benefits 
 

 

Figure 3: Access to and control over resources and 

benefits 

 

Women's ownership of resources in coffee 

production is modest at all levels, but 

sometimes difficult to describe for several 

reasons. Regarding ownership of land for 

example, the distinction between 

ownership and user-rights, and co-

ownership for married couples is 

sometimes unclear. There are of course 

differences from one country to another, 

but in general the productive resources, 

land but also equipment, and means of 

transport, are the property of men. 

Ownership of land is important for 

successful coffee production, as ownership 

is often linked to a lot of other benefits, 

such as ownership of coffee trees and 

therefore the income derived from coffee 

sales, and membership of producer 

organisations. On the basis of membership 

of cooperatives, members are invited for 

training etc. This explains why in most 

cases men are invited to and participate in 

trainings, even if the training relates to 

activities carried out by their spouses. Also 

other services like marketing, information 

services of the producer organization, but 

also credit, will more likely benefit men.   

This toolkit offers you tools to design 

appropriate interventions contributing to a 

more equitable distribution of resources 

and benefits. 

 

3. Decision-making  

Since it is mostly men who are members of 

producer organisations, they have a say in  

decisions regarding the coffee chain (e.g. 

related to marketing) and they can be  

elected as leaders. At family level the 

income from coffee sales are perceived as 

the income of the man, who decides on the 

use of it. This may result in women losing 

interest in investing in the coffee 

production, or even in women harvesting 

unripe beans and selling them to local 

buyers at a low price. This situation was for 

instance found in Uganda, where the 

Bukonzo Joint cooperative members 

participated in the Gender Action Learning 

System (GALS) programme (see tools 

3.1a-3.1e). This Cooperative Society in 

West Uganda faced many problems; 

quality of the coffee received was generally 

low, and several farmers sold their coffee 

to individual traders instead of the 

cooperative, to mention just two major 

difficulties. Discussions with members 

showed that the men considered coffee to 

be a real ómanôsô crop even though the 

women managed the farms in terms of 

picking, drying, hulling and sorting. As the 

men received the payment from the 

Cooperative and spent the profit according 

to their own views, the women would 

usually keep coffee for themselves, often 

picked when still unripe, and sell it directly 

to traders to have some earnings of their 

own.   

 

The above shows how a lack of control 

over coffee revenues can influence the 
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productivity in the value chain in quantity 

as well as in quality. The tools provided in 

the toolkit help you to discover the locally 

relevant elements and include them when 

designing intervention strategies.  

Promising examples 

Based on the Gender Action Learning 

System approach, the Bukonzo Joint 

Cooperative Society has gone through 

quite some changes. Currently men and 

women share more of the work on the 

farm, men and women go for joint land 

ownership and joint decision- making on 

the income, productivity levels have 

improved, quality has increased 

significantly, and there is far less side-

selling than before.  

 

This book presents various promising 

examples of organisations and companies 

who have successfully applied gender-

sensitive approaches.  

 

Credits 
FAO at work, Women Key to food security, 

2010-2011 

 

World Bank in partnership with the ONE 

Campaign, ñLevelling the Field: Improving 

Opportunities for Women Farmers in Africaò 

2014 

  

World Bank óVoice and Agency. Empowering 

Women and Girls for Shared Prosperityô under 

the leadership of Jeni Klugman and Lucy 

Hanmar , 2014    

 

Donor Committee on Economic Development 

(DCED) óGuidelines for Practitioners óMeasuring 

Womenôs Economic Empowerment in Private 

Sector Developmentô By Erin Markel, 2014  

 
UNDP, 2010. Gender, Climate Change 

andCommunity-Based Adaptation, 

UNDP, New York.  

 
YouTube: Oxfam Novib, WEMAN, IFAD 
 óCoffee value chain, Ugandaô parts 1 and 2 
(also available in French and Portuguese) , 
GALS experiences of Bukonzo Joint    
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1.3 Applying a youth 

lens for agricultural 

development 
 

Quote: 

ñThe way agriculture is packaged 

for youth is not appealing. 

Agriculture óis not the thing to do, if 

all else fails, go into farming é 

doing agriculture is a sign of failure 

é agriculture needs to be 

demystified é it needs to be made 

more appealing and technology-

driven, e.g. drip irrigation/ 

greenhouses, etc.ô ò   HIVOS paper 

on youth and small-scale farming, 2012 
  

ñEfforts to engage youth involve 

elevating their voices and ensuring 

meaningful opportunities to 

contribute to resolving issues and 

promoting positive change in their 

communities and nationséò USAID 

Youth in Development report, 2012 
 

Compared to gender, youth in agriculture is 

a relatively new topic, but one that receives 

growing attention. Large organizations like 

USAID and the World Bank have started to 

research the situation of rural youth and 

development agencies, and businesses 

have started pilot projects to reach out to 

young farmers. These efforts bring several 

trends and challenges to the forefront and 

show examples of viable approaches. 

Generally accepted is the fact that 

structural change is happening as coffee 

producing countries are transforming 

rapidly from rural to service economies. In 

spite of this trend, coffee continues to be 

an important commodity. Nevertheless, the 

average age of coffee farmers is rising, 

and youth is not motivated to get involved 

in the coffee production nor do they see job 

opportunities in the coffee chain.  

How can the potential of rural youth be 

unlocked? 

 

The challenge for this sector is real, as 

young people are leaving rural areas 

looking for attractive lives and work in the 

cities and abroad. Youth migration is slow 

and not always immediately visible, but 

poses a real threat to the supply of coffee 

in terms of quantity and quality in the 

coming years. 

 

An important lesson from the studies is that 

when you modernize coffee production and 

supply chains in a professional way, 

production and trade of coffee can deliver 

good returns and provide motivation to stay 

in rural areas. The biggest constraint is the 

lack of access to land and benefits. If these 

are adressed, youth is an ideal catalyst for 

change, given their greater propensity and 

willigness to adopt new ideas, concepts 

and technology. These are all critical in 

changing the way coffee farming is 

practiced and perceived. It is important to 

seek innovative ways to tempt younger 

persons to join the coffee value chain. 

 

The pilot projects and studies present an 

overview of approaches and 

recommendations giving a good insight 

into the bottlenecks young people/farmers 

face in the coffee sector, bottlenecks that 

are similar for women involved in coffee.  

 

In short, the key questions to be answered 

are similar to the ones presented in the 

Harvard Analytical Framework:  

1. What are the roles of young men and 

women? 

2. What access do young men and 

women have to land and other 

productive resources, such as means 

of transport (ox-cart, bicycle), human 

capital (skilled labour information), 
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financial capital (savings, credit)? 

How do they benefit from the coffee 

revenues? 

3. How are young men and women 

involved in decision-making, on the 

agriculture production of the family on 

household expenditures, on value 

chain governance at the level of 

producer organisations, on household 

expenditures?  

   

The USAID work with youth in 

development has inspired a framework to 

help planners in designing projects 

allocating resources equitably. The tool is 

presented in this toolkit (tool 2.c) and 

provides information relevant to the 

analysis of access to and control over 

resources and benefits by youth in each 

function of the coffee chain.  

1. Role of youth in coffee production  

Parents often do not see a future for youth 

in coffee prodction, and do not give them  a 

role in it, even if youth are present on the 

farms. The studies mentioned above and 

pilots show that few or no youth own coffee 

trees or are part of contract farming 

schemes. This is partly because heritage 

rules and traditions prevent families to 

hand over the legal responsibility of the 

farm to youth, which is likely to restrict their 

ability to work on their own farm or manage 

their labourers. Partly it is also because the 

workload combined with the financial 

returns does not automatically spark young 

peopleôs interest in coffee production.  

 

The tools in this toolkit can be used as a 

guide when designing interventions that 

encourage youth to find a career in coffee, 

not only in production but also in other 

parts of the value chain. 

2. Access to resources 
As with women, youth ownership of 

resources in coffee production is low at all 

levels.  

When a young farmer has no formal 

ownership of or responsibility for land and 

coffee trees, it is difficult to participate in 

training, or access credit and tools to apply 

innovative production methods. 

 

This toolkit offers you tools to design 

appropriate interventions contributing to a 

more equitable distribution of resources. 

3. Decision-making  
As male household heads are the 

members of the producer organisation, 

they have a say in decisions regarding the 

coffee chain (e.g. related to marketing) and 

they can be elected as leaders. Youths are 

underrepresented in membership and 

governance of farmers associations and 

have fewer resources in terms of 

technology and credit. At family level the 

income from coffee sales are perceived as 

the income of the male parent, who 

decides on the use of it. This may result in 

youth losing interest in investing in the 

coffee production or even in seeking 

innovations.  

Promising examples 

This book presents several promising 

examples of approaches applied in 

different parts of the world by organisations 

and companies to sensitize and include 

youth in the coffee sector.  
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Tool 2 a - Making a gender-
sensitive value chain map 
By Vanderschaeghe, Lindo, 

Senders and Motz 

 

Why use this tool? 

Gender mapping focuses on making 

women visible in a coffee value chain. 

Although women are participating in all 

coffee value chain activities, they tend to 

be invisible: 

¶ In the production process; as men are 

owners of the land and assumed to be 

the coffee producers, womenôs 

contributions as partner in the farm and 

family business stay hidden.  

¶ In smallholder settings the family 

labour, particularly that of women and 

youth, stays invisible as generally the 

men as owners are invited to value 

chain analysis sessions. The same can 

be said when upgrading strategies are 

formulated within their farmer 

organization. 

¶ Permanent and seasonal labourers 

and employees, particularly female 

workers on coffee estates, are also 

little visible as generally only higher 

management is invited to participate in 

a value chain analysis or the 

formulation of an upgrading strategy.  

 

 

What do you gain from using it?  

¶ Get a global gender-sensitive picture of 

the value chain, the actors involved, 

their linkages and the percentages of 

men and women in each VC segment.  

¶ Gain insight into where and how 

women are participating in the coffee 

value chain: as owner of coffee farms 

and coffee-related businesses, as 

unpaid labour in family businesses, or 

as wage labourers on coffee estates 

and coffee enterprises.  

¶ Gain insight into the position and 

contribution of women in the value 

chain. 

¶ Gain insight into the role position and 

contribution of women and men at 

each stage of the value chain. 

¶ Identify constraints and opportunities 

for women to participate and upgrade 

their position in the value chain.  

¶ Identify how gender inequality affects 

upgrading of the coffee value chain.  

Who applies this tool and for whom? 

This mapping tool can be used in 

participative workshops with value chain 

actors (women as well as men). Although 

the general perception might be that 

women little participate in certain 

segments, the key to a good gender 

analysis is to go to the field with an open 

mind and make sure to invite both men and 

women of coffee producing households, 

II Value Chain 

Analysis  
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and interview women leaders in order to 

get an unbiased picture of the value chain. 

How does it work? 

Step 1: Mapping of value chain actors  

1. Define the specific geographic region 

(country and province) and/or a 

specific end product (e.g. organic, fair 

trade coffee) for your value chain 

mapping. 

2. Identify the end market (low or high 

end consumers; USA/Europe/Japan) 

and write them on oval cards.  

3. Identify the different value chain steps 

(links) of your coffee value chain and 

write them down on arrow-shaped 

cards of one colour: specify input 

supply, production, processing (wet 

and dry), collecting, trading, national 

sales or export. Put the cards in a 

logical order on a flipchart.  

4. List the different actors in the value 

chain and write them down on cards 

of a second colour. Try to differentiate 

actors according to: size, legal status 

(family business, enterprise, 

cooperative, and government), 

technology, etc.  

5. Identify the number of male and 

female owners per identified actor 

and add that to the cards. Use 

symbols for men and women or 

joined ownership.  Use various sizes 

to make the differences more visual.  

6. Put the cards in a logical order and 

place them on the flipchart below the 

respective value chain links.  

7. Draw lines between actors to indicate 

main product flow. 

8. Identify which actors contract hired 

labour. Make cards of a third colour to 

write down the numbers of men and 

women employed. Differentiate where 

needed between permanent and 

seasonal labour.  

9. Lastly, identify where women provide 

unpaid family labour, working on the 

family farm with little or no control of 

coffee income, and add it to the map.  

 

EXAMPLE 1: MAPPING OF VALUE CHAIN ACTORS OF COFFEE 

VALUE CHAIN KENYA 
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Step 2: Mapping of support services   
Identify the support services for the value 

chain actors at the different stages of the 

value chain. Write them down on cards of 

another colour. Examples of supporting 

service providers are extension services, 

certification services, financial services 

(saving, credit and insurance) and 

business development services such as 

market information, trade facilitation, 

business management, brand development 

and quality assurance. Reflect also 

services that can alleviate womenôs 

reproductive workload, such as childcare 

services. 

 

 

EXAMPLE 2: MAPPING OF SUPPORT SERVICES AND THEIR 

OPPORTUNITIES AND CONSTRAINTS FOR WOMEN, COFFEE 

VALUE CHAIN KENYA 
 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
    

 

  
Step 3: Opportunities and constraints 

for women at support service level 

The next step is to identify opportunities 

and constraints women face in accessing 

and benefiting from services that support 

their performance and improve value chain 

coordination and upgrading. Write main 

opportunities and constraints on cards. 

Mark opportunities with a + and constraints 

with a ï sign. Guiding questions are: 

¶ What is the percentage of women and 

men served by these service 

providers?  

¶ Do women working on coffee farms 

owned by their spouses receive 

extension or credit services? Do 

female workers access job training? 

¶ Are services designed considering 

specific needs and conditions of 

women like domestic obligations and 
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time constraints, limited mobility and 

market networking, limited property as 

collateral for loans, etc.? 

¶ What are the main constraints women 

face in accessing supporting services?  

¶ Which services present opportunities to 

improve the position of women in a 

coffee value chain? 

 

Step 4: List factors in the VC 
environment which (dis)enable women 
empowerment  

Identify important factors that affect the 

role and position of women in the value 

chain like land and property rights, 

infrastructure, public policies, labour 

policies, gender roles and stereotypes, 

coffee certification standards and 

regulations, consumers trends, womenôs 

rights movement, etc.  Write them down on 

cards of a different colour. 

 

 

EXAMPLE 3: MAPPING OF ENVIRONMENT FACTORS 

PROVIDING OPPORTUNITIES AND CONSTRAINTS FOR WOMEN, 

COFFEE VALUE CHAIN KENYA 
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Step 5: Factors providing opportunities 
or constraints for women empowerment 
in coffee VC development 

The next step is to identify opportunities 

and constraints for women empowerment 

in the coffee value chain. Write them on 

cards and mark them with + and ï signs. 

Guiding questions are: 

¶ How do cultural and/or legal norms 

influence land ownership practice?  

¶ How does this influence womenôs 

access to membership of farmer 

organizations and connected services? 

¶ How do social stereotypes influence 

opportunities and benefits for women in 

the coffee value chain, including paid 

labour?  

¶ How does this influence the presence 

or absence of women in specific parts 

of the value chain, and appreciation 

and reward for their contributions? How 

does this affect VC upgrading, 

improving productivity, quality and 

management of the coffee VC?  

¶ What constraints and opportunities do 

women have to upgrade/improve their 

position in the value chain, for instance 

increase decision-making and control 

of coffee income on family farms, 

improve employment conditions, or 

gain access to staff or management 

positions? 

¶ Do standards and certification pay 

sufficient attention to the role and 

position of women?   

 

 

 

Credits 
Vanderschaeghe, M., Lindo, P., Senders, A. and 

Motz, M. Based on APF gender & value chain  

toolkit version 2; APF gender in value chain 

workshops 
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Tool 2 b - Access to and 
control over resources and 
benefits 
By Lindo based on March 

 

Why use this tool? 

This tool provides information relevant for 

the analysis of access to and control over 

resources and benefits by gender and age. 

It is based on the Harvard Analytical 

Framework, and is an important tool for 

making women and youth visible and for 

understanding gender dynamics and power 

relations within coffee households, 

responding to four basic questions: who 

does what, who owns, who decides and 

who benefits?  It provides useful 

information for identifying constraints and 

opportunities for women and youth 

empowerment in the household and the 

coffee chain.  

 

The Harvard Framework was one of the 

first frames designed by researchers at the 

Harvard Institute for International 

Development, to help planners in designing 

projects allocating resources equitably.  

What do you gain from using it?  

¶ Identify the different roles in the 

division of labour between men and 

women, boys and girls at household 

level. 

¶ Analyze gender dynamics in a target 

group in terms of gender roles, access 

and control of resources, and decision-

making at household and community 

level. 

¶ Better understand the different 

perceptions that men and women have 

about the same resource and its value. 

¶ Discuss strategies for equal access to 

productive resources within producersô 

organizations and cooperatives. 

 

Who applies the tool and for whom? 

¶ It can be applied in mixed groups (men 

and women), preferably with couples 

(marriage) in rural programmes, and 

organizations of producers or 

entrepreneurs. 

¶ It can be applied in men-only or 

women-only groups for awareness-

raising on gender gaps in economic 

matters.  

¶ This tool can be applied at any level of 

the coffee chain: seedling producers, 

coffee farmers, coffee processors, etc. 

How does it work? 

¶ Group discussions are facilitated 

around three themes; the tool provides 

guiding questions. 

¶ Discussion should start in small 

groups, where men and women work 

separately, and continue in plenary.  

¶ Ensure the groups are formed with 

people who are alike and have similar 

household dynamics; for instance work 

in separate groups of small and large 

coffee farmers.  

¶ It is the role of the facilitator to óunpackô 

easy answers (e.g. ówe do/ decide 

togetherô)   

¶ Matrixes are used to present the 

outcomes of the discussions. 

Step 1: Guiding questions on roles of 
men and women 

¶ Which daily activities do women and 

men undertake at specific levesl or 

functions of the chain? For instance for 

coffee farmers: which activities do men 

and women undertake from land 

preparation to harvesting, processing 

and selling coffee? Which supporting 

activities: feeding, cleaning, housing, 

and caring for household members? 

¶ How much time do they invest? Try to 

reflect the % of work done by men or 

by women for each specific activity.  

¶ What kind of activities do boys and 

girls conduct?
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Figure 4: Matrix roles and tasks (Source: March, 1996 and Lindo, 2007) 

   

Matrix Roles and tasks (Not only productive tasks but also reproductive tasks like fetching 

water, firewood etc.) 

Activities Time  

(in hours 

or days) 

Men 

 

Women 

 

 

Boys 

 

Girls 

é .. XXX  X  

...  X XXXX   

   XX  XX 

 

 

Figure 5: Distribution of time among men and women in coffee production in Dak Lak Province, Vietnam (Source: EDE 
Consulting, HIVOS, 2013). 

 

Figure 6: Distribution of time among men and women in household activities in Dak Lak Province, Vietnam (Source: 
EDE Consulting, HIVOS, 2013).
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Step 2: Guiding questions for the 
debate on access to and control over 
resources  

¶ What are the resources used to carry 

out the work identified in the activity 

profile: land, water, fertilizers, tools and 

equipment, technology, financial 

resources?   

¶ Do women possess land, houses or 

other resources? Are these legalized in 

their names/ can they sell them?  

¶ Which tools and equipment do men 

and women possess for cultivating, 

harvesting, processing, transporting 

activities? 

¶ Which skills and access to technology 

do men and women have?  

¶ Do men and women access credit; are 

there differences in amounts or credit 

conditions?  

¶ What resources are available to and 

controlled by women? 

¶ What resources are available to and 

controlled by young men and women? 

¶ Which new skills and access to 

technology can young people 

introduce? 

 

 
 
 

Figure 7: Matrix Access to and control over resources (Source: March, 1996 and Lindo, 2007)  

 
Matrix: Access to and control over resources 

Resources 

e.g. 

Who owns the resource How is it used Who decides on its use 

Land    

House    

Tools and Equipment    

Technology    

Finance    

 
Figure 8: Matrix Decision-making (Source: March, 1996 and Lindo, 2007) 

 

Matrix: Decision-making 

Decision Activity How do men 

participate 

How do women 

participate 

How do sons 

participate 

How do daughters 

participate 

Use of income 

from coffee 

    

New investments      

Changes of 

technology 
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Step 3: Guiding questions for reflection 
on decision-making 

¶ What kinds of decisions are made 

related to the coffee activity? 

¶ How is the money generated with the 

sales of coffee or related services 

used? 

¶ How is it invested? In whose name are 

the new assets purchased? 

¶ How is income redistributed within the 

family? 

¶ What kind of control do women have 

over income and resources that they 

generate?  

¶ What kind of control do young people 

have over income and resources that 

they generate? 

¶ How do women participate and 

negotiate in decision-making within the 

household related to coffee?  

¶ How do sons and daughters participate 

and negotiate in decision-making within 

the household related to coffee? 

 

 

 

 

 

 

 

 

Credits  
March, Candida, 1996, óConcepts and 

Frameworks for Analysis and Panning in Terms 

of Genderô. Oxfam UK, Gender and Learning 

Team. Gender and Development Training 

Centre. Adapted by Patricia Lindo, 2007.   

 

EDE Consulting, (2013). Research Report: 

Gender Roles in Smallholder Robusta Coffee 

Production in Dak Lak Province, Vietnam, 

commissioned by Hivos  
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Tool 2 c - Youth inclusive 
value chain analysis 
From Making Cents International 

 

Why use this tool?  

Youth represent important opportunities for 

the development of the coffee value chain. 

They are the future and can introduce new 

skills, innovation to coffee farms and 

businesses, and new dynamism to value 

chain articulation. This tool analyzes where 

and how young men and women are active 

in the coffee value chain, and gives insight 

into the different set of opportunities and 

the additional constraints young people  

face to fully participate and earn a living 

from it.  

What do you gain from using it?  

¶ This analysis makes visible where and 

how young men and women are active 

in the coffee value chain and what 

constraints and opportunities they 

experience. 

¶ If youth is underrepresented in the 

coffee chain, this analysis provides an 

overview of opportunities to increase 

the participation of youth in the coffee 

value chain.  

Who applies this tool and for whom? 

This tool is applied by companies and 

organisations interested in promoting the 

engagement of youth in the coffee value 

chain. The tool serves as the basis for 

systematic data collection based on which 

initiatives are developed. 

How does it work? 

Step 1: Making youth visible in the 
coffee chain 

 
Figure 9: Key information and questions

Key Information to Obtain  Key Related Questions to Answer  

Are there youth in this value 

chain?  

¶ Are youth currently active participants in this value chain?  

¶ Are youth consumers of the value chainôs final product(s)? 

(Are they stakeholders?)  

What are they doing?  ¶ In what activities in the value chain are youth participants? 

(Consider every link in the chain; potential roles include input 

providers, producers, processors, wholesalers, etc.)  

¶ In what activities are youth most prominent?  

¶ What is the approximate number of youth involved in each link 

in the chain?  

Are they capturing value from 

their activities?  

¶ Of the total value of the final product, what % is accruing to 

young people?  

¶ How does this compare to the value accruing to other value 

chain actors?  

What opportunities are 

available to them?  

¶ To what extent does this value chain feature missing value 

chain links that represent opportunities for entrepreneurship?  

¶ What are the current gaps between the skills and knowledge 

that young people have and what is required to take 

advantage of these opportunities?  
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¶ What are young peopleôs attitudes towards risk?  

What are potential entry 

points?  

¶ Of the opportunities identified above, which do you have the 

capacity to take advantage of?  

¶ What is the attitude of young people towards being involved in 

activities in the value chain?  

What constraints do they 

face?  

¶ Do young people own (or are they able to access) the primary 

assets required to engage in value chain activities? (This may 

include, for example, land, inputs, skills or capital).  

¶ What is the attitude of other value chain actors towards young 

value chain participants?  

¶ To what extent does the involvement of young people depend 

upon consolidating (group formation or merging into existing 

groups)?  

Step 2: Increasing the engagement of youth in the coffee chain 

To translate this analysis into interventions that successfully integrate youth, the following 

considerations are important. 
 
Figure 10: Key considerations and questions 

Key Considerations  Key Related Questions to Answer  

What is my youth strategy?  

 

¶ What are the primary objectives of the project?  Does it 

aspire to greater youth inclusion; to enabling youth to capture 

more value from their existing activities; or both?  

¶ If the project aspires to greater inclusion, how is that 

defined?   

¶ Have we developed a theory of change?  

Have our activities been 

designed in an inclusive 

manner?  

 

¶ Have youth been consulted on programme interventions?  

Have they demonstrated buy-in?  

¶ To what extent have youth been integral in the actual design 

of the interventions (co-creation)?  

¶ To what extent have we engaged youth support systems 

(family, community) in the process of developing 

programmematic interventions?  

Are our programmematic 

interventions likely to be 

impactful?  

 

¶ To what extent do proposed interventions focus on binding 

constraints?    

¶ To what extent do we believe that our proposed interventions 

will be successful in remedying these constraints?  

¶ To what extent do we believe that our interventions will 

ñmove the needleò on youth inclusion, including perceptions 

of youth as value actors in the value chain(s) that are the 

projectôs targets?  

¶ To what extent do we believe that our interventions will be 

scalable or replicable?  
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Credits  
Taken from the Inclusive Value Chain Analysis 

and Development: A Concise Handbook, 

produced Making Cents International under 

USAID contract no. EDH-I-00-05-00007-00 titled 

Kenya Horticulture Competitiveness project 

(KHCP). The project is implemented by Fintrac 

Inc.    
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Tool 2 d - Making visible 
who contributes how to the 
quality of coffee 
By Vanderschaeghe and Lindo 

Why use this tool? 

Even though women perform much of the 

work in the production and processing of 

coffee worldwide, they are often not 

considered as coffee producers, and do 

not benefit equally from their work in the 

coffee value chain. Although women are 

mostly responsible for harvest, post-

harvest and processing activities, essential 

to the quality and price of the coffee grain, 

their opinions and visions at farm level and 

producersô organizations are seldom 

consulted, they lack equal access to 

services to improve coffee production, and 

they lack incentives to participate as equal 

partners in the value chain. 

 

This tool is a great tool for coffee 

households. It helps to visualize womenôs 

contribution to coffee production and 

quality, and reflects on the unequal 

distribution of benefits in the coffee value 

chain as a first step to position women as 

important and equal economic actors in 

farm, business and value chain 

development.  

What do you gain from using it? 

¶ Make menôs and womenôs contribution 

to the quality of coffee in the value 

chain visible.  

¶ Create awareness regarding the 

important role women play in 

household economics and value chain-

upgrading; strengthening the 

negotiating power of women in their 

families and productive organizations.  

¶ Create awareness of the unequal 

distribution of benefits between men 

and women participating in the coffee 

value chain.  

¶ Create awareness of the importance of 

shared benefits and decision-making 

between men and women to improve 

performance of coffee farming and 

value chain upgrading.  

Who applies the tool and for whom?  

This is a participatory tool to be used in 

workshops with a group of producers or 

processors, inviting both men and women. 

As this tool looks into the household 

dynamics, it is important that both 

husbands and wives are invited to attend 

the workshop. 

How does it work? 

Step 1: Preparation: visualization of 
value chain and market(s) 

Before looking into womenôs and menôs 

contribution to the quality of coffee, it is 

important that participants have clear 

market vision and can define product 

quality in terms of market requirements. A 

value chain mapping tool, which helps 

visualize and define different markets and 

their demands, and a differential of prices 

according to quality of coffee, can precede 

this tool (see tool 2 a Making a gender-

sensitive value chain map).  

Step 2: Group work on contribution of 
men and women to the quality of the 
product 

Men and women work in separate groups 

to answer the questions below. Each group 

answers the same questions handed out 

on a flipchart: 

¶ How do women contribute to the 

quality of coffee?  

¶ How do men contribute to the quality of 

coffee?  

¶ What benefits do women receive for 

their work to produce quality coffee?  

¶ What benefits do men receive for their 

work to produce quality coffee? 
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Figure 11: Questions contributions men and women. See for example The coffee value chain Nicaragua figure 12 

below 

Step 3: Group work on distribution of 
benefits  

After answering these first four questions, 

a next flipchart is given with the following 

question:  

¶ Do men and women receive equal 

benefits? 

¶ If not: What proposals do you have to 

ensure more equal benefits, and 

improve womenôs benefits of coffee 

production? 

Step 4: Plenary session to discuss the 
outcomes of the group work 

Share the data in the plenary session and 

discuss differences and similarities in the 

perceptions men and women have about 

their respective contributions and benefits 

of participating in the chain, as well as how 

this affects value chain upgrading. 

Questions for facilitation of plenary 
session: 

¶ What do the women think about the 

menôs opinions? What do the men 

think about the womenôs opinions?  

¶ Why do the women say that their 

benefits arenôt the same? Why do the 

men say that their benefits are the 

same, if for instance their wives arenôt 

cooperative members and do not 

receive extension services?  

Step 5: Discussing the consequences of 
the situation 

In plenary or in groups of men and women, 

participants respond to the final questions: 

¶ Does the fact that women receive less 

benefit than men for their work, affect 

quantity or quality of coffee? How?  

¶ What proposals do you have to ensure 

more equal benefits between men and 

women?  

Recommendations for the process 

¶ Facilitation should be focused on 

promoting the dialogue between men 

and women. Make the opinions and 

proposals of both groups visible and 

especially give voice and value to the 

womenôs contributions.  

¶ Ask the right questions to make people 

reflect on the status quo; on the 

invisible value of womenôs work, on the 

unequal distribution of income and 

benefits in the household.  

¶ Reveal the contribution of women to 

quality and value adding.  

- Womenôs reproductive and 

productive roles are often 

overlooked, but are key factors to 

product quality and value adding: 

fetching water, cleaning living and 

production areas, managing 

How do women contribute to the quality of 

coffee? 

How do men contribute to the quality of 

coffee? 

 

 

 

 

How do women benefit from their work to 

produce quality coffee? 

How men benefit from their work to 

produce quality coffee? 
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personal and business hygiene; 

harvesting and post-harvesting; 

quality control of production 

processes.  

- Also the budget management skills 

of women are important to business 

upgrading.  

- Help people reflect on the 

complementary nature of menôs and 

womenôs roles in a family business. 

Without women cooking, looking 

after kids and taking care of family 

property, men wouldnôt have time or 

energy to dedicate to their 

productive roles.  

- Question the unequal benefits 

women and men receive for their 

contribution to the family economy. 

Normally, participants will mention 

family benefits as nutrition, 

education and health as óbenefits of 

womenô. It is important that the 

facilitator puts the question 

precisely: óWhat are the benefits to 

a person, woman or man?ô, óHow do 

men or women expand their assets 

(human, productive, financial, 

social, political) as a result of their 

participation in the value chain?ô  

- Connect issues on the chainôs 

upgrading and growth with gender 

gaps and gender constraints.  

 

 

 

 

 

 

 

 

EXAMPLE: THE COFFEE VALUE CHAIN IN THE NORTH OF 

NICARAGUA 
 

Example of tool based on workshops with members of a Coffee Cooperative, mostly men, 

and their wives. Focusing on the contribution of men and women to the quality of coffee, the 

tool revealed that women carry out key activities linked to quality like careful harvesting, 

picking only the ripe fruits, ensuring clean water and hygiene of pulping, washing and drying 

infrastructure. Also women were more conscientious about the importance of good timing of 

the fermentation and drying process, which has a great influence on coffee quality. 

Reflecting on the benefits, men and women realized that the benefits considered to be the 

womenôs are mostly family benefits without a direct impact on womenôs assets, while men 

receive more benefits from coffee production, increasing their personal assets, both human 

(skills and self-esteem) as well as productive, financial and political.   

 

As a result of the exercise, women proposed that cooperatives should ensure training for 

couples and not only for the cooperative members. The sensibilization on gender relations 

within the coffee household strengthens womenôs self-awareness regarding their 

contribution to the quality of coffee and family economy, the inequality in benefits received 

and their right to receive more benefits. This self-awareness gives them greater negotiating 

capacity within their families in relation to income from the coffee and other related benefits. 
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Figure 12: Example Coffee value Chain Nicaragua 

 

 

 

Credits 
Vanderschaeghe, Mieke and Lindo, Patricia 

(2009), in systematization of the process of 

validation of tools for addressing gender in 

productive organizations. Sustainable Economic 

Development Programme HIVOS ï CEDECO.  

  

How do women contribute to coffee quality? How do men contribute to coffee quality? 

¶ Selection of seed. 

¶ Maintenance of seedling nursery. 

¶ Transfer of plants and planting of coffee plants 

in farm. 

¶ Picking only the ripe coffee beans.  

¶ Washing with clean water and cleaning of 

processing infrastructure. 

¶ Pulping, fermentation, washing and drying of 

coffee.  

¶ Selection of coffee grains, removing damaged 

seeds. 

¶ Monitoring the fermentation and drying 

process, ensuring fermentation time is 

adequate.  

¶ Food preparation for coffee workers and taking 

food to the farm workers. 

¶ Preparation of soil for nursery. 

¶ Preparing of land and digging holes for 

coffee planting. 

¶ Regulation of shade. 

¶ Preparation of organic compost. 

¶ Weeding. 

¶ Disease control. 

¶ Pruning of coffee trees. 

¶ Harvesting. 

¶ Pulping and washing of coffee.  

 

 

 

How do women benefit from their contribution 

to coffee quality? 

How do men benefit from their 

contribution to coffee quality? 

¶ We receive support for nutrition of family, for 

health and schooling of kids. 

¶ We receive support to buy clothes and improve 

family living. 

¶ We receive same benefits as men if we are 

owner of a coffee farm and member of coffee 

cooperative. 

¶ We receive income from coffee sales.  

¶ Improvements to the coffee farm.  

¶ It allows us to acquire more assets such 

as land and animals.  

¶ We gain more knowledge and self-

esteem. 

¶ Men decide on use of coffee prime in 

coffee cooperative.  
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Tool 2 e - Activity mapping 
and the identification of 
gender-based constraints 
and design of possible 
actions to address these 
By Terrillon, McEwan and Mayanja 

from CIP  

 

Why use this tool? 

When developing an intervention for value 

chain upgrading, you are dealing with a 

variety of actors, e.g. farmers, 

organizations and enterprises. It is 

important to be aware that these actors are 

typically composed of men and women. 

Men and women play different roles and 

have different responsibilities in the 

activities involved in a production process. 

They face different constraints in accessing 

and controlling the resources needed to 

carry out their activities. These constraints 

have an impact on the value chain, 

because they can affect volumes and 

quality of the produce. By gaining insight 

into these different constraints, this tool 

helps to think of actions to address each of 

these constraints (disaggregated by 

gender) and to contribute to a successful 

value chain upgrading intervention. 

What do you gain from using it?  

¶ Insight in the division of work (activities 

for men, women, youth) within different 

nodes of a value chain 

¶ Insight in constraints faced by different 

gender groups in undertaking their 

activities in different nodes of the value 

chain 

¶ Support to define actions to address 

these constraints 

Who applies this tool and for whom? 

This tool is for companies that work with 

outgrowers or farmer cooperatives that aim 

to address gender-based constraints in 

order to improve the efficiency and quality 

of the coffee production process. Either 

external consultants/facilitators can be 

hired, or experienced staff from the 

CSR/sustainability department itself can 

work with the coffee producers. It is a tool 

to provide a participatory workshop with 

coffee producers. For this workshop all 

members of the coffee-producing 

households should be invited. Depending 

on the time, the workshop can be carried 

out with the entire group, or a first start can 

be made with separate groups in order to 

ensure broad participation. In that case, 

make separate groups of men, women and 

youth, and schedule room for discussion 

and validation with all groups at the end of 

the workshop. 

 

Coffee-producing farmers In Uganda, Gumutindo 
(Source: The Joint Marketing Initiative, August 2012). 

How does it work? 

Step 0: Preparation 

¶ This tool elaborates on tool 2 a: 

óMaking a gender-sensitive value chain 

mapô, which collects sex-disaggregated 

data along a specific value chain. The 

tool provides a holistic perspective on 

the different nodes and linkages in the 

value chain.  

¶ The tool needs at least 3 hours to fill in; 

longer if you work with your target 

populations in separate focus groups.  

¶ For group work it can be useful to draw 

the tables on a flipchart. 

¶ In order to save time, the facilitators 

can fill in the sections pertaining to 
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actors, chain nodes and activities prior 

to using the tool in focus groups. 

Step 1: Identify the actors in the 
different nodes of the value chain 

Use figure 13: óIdentification of gender-

based constraints per actor and activity in 

the value chainô. 

Adapt the first column to your context by 

listing each actor (e.g. small-scale 

producer, processor, and vendor) of each 

node of your value chain. 

Step 2: Activity mapping and degree of 
responsibility of activities 

List and analyze activities carried out by 

the different actors identified in step 1 and 

mark who is responsible; include the 

degree of responsibility per gender (male, 

female and youth). Use X: somewhat 

active; XX: active and XXX: very active. 

Step 3: Identify constraints per activity 

For every gender group, identify 

constraints faced per activity that limit 

access to and control of resources to carry 

out the activity and thereby affect quality 

and productivity of the coffee production.  

Step 4: Analyze the constraints 

Fill in figure 14: óIdentification of potential 

actions to address gender-based 

constraintsô.  

Copy the identified constraints from figure 

13 and put them in column 1. Specify to 

which target group (male, female, youth) 

the constraint applies. 

Analyze the consequences of the 

constraints on the efficiency of the value 

chain; so on the quality and quantity of 

coffee production and the proceeds of 

production (column 2) and the causes of 

the constraints (column 3). Add as many 

rows as needed. 

 

Step 5: Formulate actions to address 
the constraints 

Identify potential actions pertaining to the 

factors causing the gender-based 

constraints; fill in the last column of figure 

14. These can be, for example, technical 

trainings that target the household as a 

whole by mapping responsibilities, and 

having a planning that does not interfere 

with womenôs other tasks (for an elaborate 

example, see example  incl  fig 15). 

Analysing gender-based constraints in value chains, 

during TOT of Women Economic Associations project 

of the World Bank, Northern Uganda (Source: Lentink, 

2013) 

Suggestions for constraints at different 

levels 

When identifying the constraints, keep in 

mind the following challenges/ inequalities 

faced by women (and youth) at different 

levels: 

At household level: 

¶ What is the sexual distribution of tasks 

and workload? 

¶ What type of technology do women 

use to carry out their activities, and are 

these adapted?  

¶ Who has access to/ control over 

resources such as land input, 

equipment, technologies etc.? 

¶ Who has access to services? Which 

services? 

¶ Who decides what to grow, how much 

and where? 

¶ Who decides how much to market and 

where? 

¶ What limitations hamper the quality 

and competitiveness of businesses 

owned by women?  
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¶ Who decides on use of benefits/ 

incomes earned? 

 

At organizational/ group level/ access to 
services: 

¶ How do women participate in different 

associations/groups? Do they face any 

constraints in participating? Why? 

What are the consequences of not 

participating? 

¶ Which services do men and women get 

within the chain and how? Do women 

have access to training, meetings, 

markets, market information? If not, 

why? 

At chain level/ overall environment: 

¶ How much value added is produced in 

each part of the chain? 

¶ Who creates it: men or women? Who 

earns more?  

¶ Who decides on prices? 

¶ What factors in the political, cultural or 

commercial environment contribute 

negatively to female participation? 

¶ What opportunities do women have to 

upgrade their position in the chain?  

 

Credits 

Jacqueline Terrillon (freelance consultant), 

Margaret McEwan (research leader of CIP) and 

Sarah Mayanja (regional research assistant of 

CIP) developed this tool during a workshop 

provided in the gender in value chains 

coachingôs track of Agri-ProFocus in Uganda 

(2012). Anna Lentink from Enclude further 

developed the tool. 

 

 

 

 

 

 

  

Coffee picking in Jinotega Nicaragua 
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Figure 13: Identification of gender-based constraints per actor and activity in the value chain  
(Source: Terrillon, 2013)  

 

Actors by 

Value 

chain 

Nodes 

 

Description 

of activities 

under each 

node of the 

Market Chain 

Responsibilities/ 

roles and level of 

implication by 

gender 

Which constraints are faced that limit 

access to and control of resources for the 

activity carried out, by gender 

M F Y Male Female Youth 

 Input Supply 

              

              

 Production 

              

              

 Processing 

              

              

              

 

 

Figure 14: Identification of potential actions to address gender-based constraints (Source: Terrillon, 2013) 

  

Gender-based 

constraint(s) 

Consequence Cause/Factor leading 

to Gender-based 

constraint 

Actions to address 

Gender-based 

constraints 

Input Supply 

        

        

Production 

        

        

        

Processing 
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EXAMPLE: ROLES OF WOMEN, MEN AND YOUTH IN THE 

COFFEE CHAIN IN UGANDA  
  
In a training of field officers working in the coffee sector in Uganda on how to mainstream 

gender in their activities to upgrade coffee value chains. The field officers first mapped the 

value chain and then used the tables of this tool to define gender-based constraints, analyze 

causes and factors for the constraints, and subsequently formulate actions to address the 

different constraints. 

 

During the discussion of the activity mapping in plenary it was concluded that men perform 

tasks that require physical strength (preparing land, planting) or technical know-how 

(pruning, pest/disease control), whereas women perform more tedious and time-consuming 

tasks (weeding, sorting, etc.). In addition, it was acknowledged that women are responsible 

for household chores and have to tend their vegetable gardens for household consumption, 

on top of their economic activities.  

 

One of the causes for poor coffee quality was that there was competition amongst 

household members to harvest and sell the coffee; coffee was not picked at the right time. 

As a consequence proceeds were less and mistrust and violence in the household 

increased. An action to address this constraint is to organise household sensitization 

trainings on activity mapping and the advantages of shared household responsibility and 

decision-making for the welfare of family. If women and men decide together on coffee 

proceeds they have an incentive to produce better coffee (as for quality and quantity) 

together. 
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Figure 15: Identification of gender-based constraints per actor and activity in the coffee value chain  
(Source: Terrillon, 2013)  

 

Actors by 

Value 

chain 

Nodes 

 

Description 

of activities 

under each 

node of the 

Market Chain 

Responsibi-

lities/roles and 

level of 

implication by 

gender 

Which constraints are faced that limit 

access to and control of resources for 

the activity carried out, by gender 

M F Y Male Female Youth 

Input Supply 

n.a. 

workshop 

            

Production       

  

   

Farmers Land 

preparation 

XXX     No control over 

land 

 

 Planting  XX     No decision- 

making power, 

because  land not 

owned by women 

 

 Weeding X XXX XX Limited time 

to carry out 

Lack of 

access to 

technical-

time saving- 

solutions 

Cultural 

norms 

about type 

of work 

Limited time to 

carry out 

Lack of access to 

technical-time 

saving-solutions 

Limited 

time to 

carry out 

Lack of 

access to 

technical-

time 

saving-

solutions 

 Pruning XXX     Lack of technical 

knowledge 

 

 Harvesting X XX X  No access to 

coffee harvest 

proceeds; 

harvesting not 

correctly done 

(too early, among 

other things) 

 

 Soil and water 

conservation 

XXX X  Lack of 

technical 

Lack of technical 

knowledge 
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knowledge 

 Pest and 

disease 

control 

XX X  Lack of 

technical 

knowledge 

 

Lack of technical 

knowledge 

Limited access to 

inputs 

 

Post-harvest handling 

Farmers Carrying   XXX XX   Lack of access to 

-time saving-

solutions/tools 

 

  Drying  XXX XX   Lack of technical 

knowledge 

 

  Storage  XX X X      

  Collection 

center 

XXX     Lack of mobility 

Lack of access to 

membership of 

cooperatives  

 

 Marketing and 

selling 

XXX X  Lack of 

know-how 

Lack of know-

how 

 

 Receive 

proceeds 

XXX X   Socio-cultural 

environment 
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Figure 16: Identification of potential actions to address gender-based constraints (Source: Terrillon, 2013) 
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Consequence Cause/Factor 

leading to Gender-
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Actions to address Gender-
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Input Supply 

n.a. workshop       

Production 

No access to coffee 

harvest proceeds; 

harvesting not correctly 

done (too early, among 

other things) 
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proceeds are 

less 

Lack of technical 

know-how 

Focus technical training on the 

coffee household as a whole 

(ensure convenient training 
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livelihood of household 

members) 

    Mistrust in 

household  

(women sell too 

early to get access 
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cause  domestic 

violence) 
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trainings on activity mapping 

and the advantages of shared 

household responsibility and 

decision-making  for welfare of 

family   

    No shared decision-

making on coffee 

proceeds 

Lack of technical 

knowledge of weeding; 

pruning; harvesting; 

pest and disease 

control; and soil and 

water management 

Low production 

of coffee 

Lack of access to 

technical know-how 

 

Focus technical training on the 

coffee household as a whole 

(ensure convenient training 

times to not interfere with 

livelihood of household 

members) 

  Lack of time/ access 

to technical time-

saving solutions 

Promote women Friendly 

financial services in 

community 

Community sensitization 

(promote a community that 

accepts  women to access 

and own tim- saving solutions) 

Promote shared responsibility 

household chores and income 

Processing 
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3.1 Individual and 

Household level 

 
Tool 3.1 a - Gender Action 
Learning System (GALS) 
Written by Linda Mayoux as part of 

Hivos, GALS@Scale project 

 

What is GALS? 

GALS (Gender Action Learning System) is 

a community-led empowerment 

methodology using specific participatory 

processes and diagram tools which aims to 

give women as well as men more control 

over their lives as the basis for individual, 

household, community and organisational 

development. GALS is not only a 

ómethodology for womenô, but a 

mainstreaming methodology for women 

and men to address gender issues 

important to the effectiveness of any 

development, including coffee production. 

GALS in different forms has been used to 

promote gender justice by at least 100,000 

women and men worldwide, including 

thousands of coffee farmers. GALS has 

evolved from the generic Participatory 

Action Learning System (PALS) 

methodology developed from 2001 for 

small business and organisational planning 

with women, and later men, in savings and 

credit groups and small cooperatives 

(funded by Hivos, Trickle-Up US, Aga 

Khan Foundation Pakistan, and Kabarole 

Research and Resource Centre, Bukonzo 

Joint Cooperative Union in Uganda and 

Area Networking for Development 

Initiatives (ANANDI) in India). This work 

included a focus on participatory 

monitoring and impact assessment as part 

of DFIDôs Enterprise Impact Assessment 

Information Service (EDIAIS) and was 

adapted for use in value chain 

development in trainings funded by ILO in 

Ethiopia and Kenya. GALS (Gender Action 

Learning System) as a methodology 

specifically focused on promoting gender 

justice was developed under Oxfam 

Novibôs Womenôs Empowerment 

Mainstreaming and Networking (WEMAN) 

programme including work with 

Microfinance Institutions in Latin America, 

Asia and Sudan linked to the MicroCredit 

Summit and work on value chains in 

Uganda, Rwanda and Nigeria under a co-

funded Gender and Value Chain 

(GENVAD) project . It was first used for 

development of coffee production by 

Bukonzo Joint Cooperative Union, Uganda 

from 2009 as part of GENVAD, and from 

2012 by TWIN UK in Uganda and DRC as 

part of the Great Lakes project funded by 

III 

Intervention 

Strategies  
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Comic Relief. The tools presented here 

have been developed since 2013 for the 

Gender Action Leadership and 

Sustainability at Scale (GALS@Scale) 

project with private sector coffee 

companies in Tanzania, Kenya and 

Uganda funded by Hivos. This is 

simplifying the catalyst methodology at 

farmer level as the basis for group 

formation and self-upscaling, reinforced 

then by in-depth livelihood planning 

focusing on coffee and leadership 

development. The aim is to make it self-

funding and financially sustainable beyond 

an initial one-year catalyst phase so that it 

can be integrated into the business 

expansion model in the private sector, 

linked to the GALS@Scale network. 

 

Why use this methodology? 

Gender inequalities are now generally 

accepted not only as key causes of female 

and household poverty and constraints on 

women moving up the chain, but also of 

poor coffee quality, low production and 

inefficiencies throughout the coffee value 

chain for all stakeholders. Gender 

inequalities are also in contravention of the 

UNôs Convention on Elimination of 

Discrimination Against Women (CEDAW) 

signed since 1979 by most national 

governments, the  gender mandates of 

most development institutions, and the 

spirit of Corporate Social Responsibility 

and Fair Trade. But addressing gender 

inequalities continues to be seen as both 

conflictual at farmer level, and costly to 

implement. Gender strategies have 

therefore been seen as something that 

required significant ongoing funding, rather 

than part of longer-term commercial 

investment in business expansion. GALS ï 

if implemented in an empowering way - 

provides a proven methodology that can be 

adapted to most business, cultural and 

organisational contexts to address gender 

issues in a way that benefits not only 

women, but also men and other 

stakeholders, and can be fully self-

sustaining as part of longer-term 

investment in a socially responsible 

business model. 

What do you gain from using it? 

Empowerment and Gender balance for 
farmer and trader households:  

¶ GALS promotes participatory and 

analytical skills at all levels as a means 

of visioning, planning and 

implementing change as individuals, 

households, communities and 

organisations. 

¶ GALS strengthens individual life and 

livelihood planning skills for women 

and men as a basis for mutual 

empowerment, joint decision-making 

and joint land agreements. This has 

reduced gender conflicts, increased 

incomes and efficiency of division of 

labour, and reduced unproductive 

expenditure. This has made men as 

well as women happier, and inspires 

youth and children to aim for a better 

future. 

¶ GALS has led to significant changes in 

gender inequalities leading to 

empowerment of women (including 

equality in decision-making and 

freedom from gender-based violence) 

and also empowerment of men through 

enabling them to change the many 

destructive dimensions of ónormal 

masculine behaviourô enforced through 
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peer pressure and frustrations of life 

(including alcoholism that causes 

cancer, adultery that is a key cause of 

HIV, and violence that poisons 

relationships). Changes have come 

about for a significant number of 

people (40-60% in strong processes) in 

a relatively short time (1-6 months) as 

the basis for longer-term widespread 

change in other areas like property 

relations and political rights. Some 

changes are immediate as an 

óenlightenmentô on issues and 

ówranglesô people had already been 

struggling with just before they learned 

a tool. Other changes require 

adaptation at wider community and 

institutional levels and collective efforts 

over a longer period. 

¶ GALS has formed the basis for setting 

up of self- or locally-funded farmer 

groups where these did not exist. 

Improved coffee quality and increased 
quantity: 

¶ Coffee farming households, including 

women-headed households and youth, 

have been able to fully implement 

improved coffee practices and 

significantly improve both quality and 

quantity. Farmers reduce early distress 

sales and can wait until coffee traders 

can offer them the best prices for best 

quality coffee. Bukonzo Joint has been 

able to change coffee in the area from 

one of the worst qualities in Uganda to 

one of the best through integrating 

GALS with other organic and Fair 

Trade trainings. Bukonzo Joint has 

purchased their own processing and 

transport and are now exporting 

independently to Japan, the US and 

elsewhere. In Kilimanjaro Tanzania, 

women and men farmers who had 

previously thought coffee unprofitable 

are now implementing improved 

practices.  

Sustainable upscaling: 

¶ Experience in Bukonzo Joint 

Cooperative Union and Hivos 

GALS@Scale shows that the 

methodology can be financially 

sustainable after about one year as a 

significant contribution to improved 

quality, increased quantity and 

improved chain relationships between 

stakeholders. 

¶ GALS planning at organisational level 

has supported continuation of 

cooperatives like Vuasu Cooperative 

Union in Tanzania, and started 

promotion of women in leadership, 

despite commercial changes and 

withdrawal of some trading companies 

from the area.  

How does it work? 

GALS is based on value principles of 

inclusion, respect and equity that underlie 

and are continually reinforced by  

distinctive participatory facilitation 

techniques and adaptations of four core 

diagram tools (road journeys/calendars, 

concept trees, circle maps and diamonds).  

These same techniques and tools are used 

and adapted for different purposes, 

reinforcing the underlying values, at 

different levels with different stakeholders.  
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Gender Justice 

¶ óGenderô is simple - it means women 

and men treating each other as equal 

human beings with equal human rights. 

¶ Breaking through gender constraints is 

liberating and fun for men as well as 

women. 

¶ Women are intelligent actors in 

development, not helpless victims, with 

human rights established in 

international agreements like CEDAW 

signed by most governments. 

¶ Men are allies in change ï sharing 

resources and decision-making means 

they benefit from a happier and 

healthier family and society. 

¶ Women and men develop achievable 

individual targets for change and road 

maps to move towards their visions, 

based on analysis of their current 

situation, past achievements and 

strengths/opportunities and 

weaknesses/challenges. Starting with 

the individual rather than households 

or groups enables true consensus to 

be negotiated on the basis of mutual 

respect for the visions of others, rather 

than imposing artificial consensus just 

for a ópeaceful lifeô. It also enables 

participation of youth and single people 

as part of the process. 

¶ Men as well as women identify gender-

based barriers at individual, household 

and community levels which prevent 

everyone from achieving their vision, 

analyse the benefits of mutually 

beneficial cooperation, and develop 

win-win strategies for changing 

unhealthy relationships ï including 

changes in property ownership, 

decision-making, and work/leisure 

balance. 

Action leadership 

¶ Inspire with visions and focus on 

opportunities. Focus first on win-win as 

the basis for building consensus on 

more sensitive issues. Action from Day 

1 ï some changes can be made 

immediately and add up to longer 

significant change. 

¶ Inclusion and respect for all ï everyone 

can be a leader. Everyone has 

responsibility for change,  including 

sharing what they learn with others 

through pyramid peer upscaling.  

¶ Progress is systematically tracked, first 

at individual level for individual learning 

and further progress, then shared and 

quantified at group level for mutual 

support and exchanging experience. 

Selected information is then 

aggregated and analysed by the 

organisation and supplemented by 

more qualitative investigation of issues 

arising. 

Sustainable Scale 

¶ Contribution and participation are 

based on principles of inclusion, 

equality and respect and negotiation of 

individual enlightened self-interest, not 

imposing cooperation or exploitation. 

People identify other people in their 

own families and networks with whom 

they have a self-interest in sharing the 

gender messages and GALS 

methodology - either through love and 

a wish to help people who help them, 

or because without changing these 

people they cannot advance. The 

methodology thus scales up through a 

type of voluntary pyramid marketing ï 

aiming for a chain of 1-5-3-3, but 

recent experience indicates the first tier 



 

Sustainable Coffee as a Family Business       45 

of sharing generally exceeds 1-30 over 

a year. Voluntary performance is the 

basis for later identification of the most 

effective community trainers to be 

certified and paid from the increased 

profits generated through improved 

production to upscale in new 

organisations and communities. 

¶ Ways of reducing or eliminating 

recurrent costs of materials, meetings 

and activities are identified and 

implemented from the start ï using 

locally available notebooks and pens 

people buy, convenient timing and 

location of meetings, member 

subscriptions for group costs etc., in 

order to save resources for investment 

where they are really needed. 

¶ The empowerment and gender 

principles, participatory skills and 

diagrams are integrated throughout 

other business or organisational 

activities as the normal way of 

conducting more efficient transactions 

and effective supply chain trainings, as 

well as disseminating and reinforcing 

the methodology itself. 

Who applies the methodology and for 

whom? 

¶ Community champions and facilitators: 

The main drivers in all GALS 

processes are GALS practitioners or 

óchampionsô - women and men in 

communities who used the 

methodology to change their own lives, 

and share what they learned with 

others through pyramid peer sharing. 

Champions are generally not existing 

leaders, but people who really need the 

methodology to turn their lives around, 

including people who cannot read and 

write, and people with alcohol and 

violence issues. In many cases these 

people have made very dramatic 

changes in their lives and become the 

most effective leaders of change in 

others. Existing leaders are informed 

and encouraged to join and contribute 

their skills and resources as equal 

participants in the process ï 

particularly removing obstacles and 

blockages at higher institutional levels.  

¶ Process catalyst and reinforcement 

team: The catalyst process is initiated, 

reinforced, supported and monitored by 

a small core of óprocess catalystsô - 

senior and core implementing staff. 

They are guided for about a year by an 

expert consultant who progressively 

introduces more advanced facilitation 

techniques and tools, reviews progress 

and helps to design the most cost-

effective and sustainable way of 

integrating the methodology into 

existing activities.  

¶ Other organisational staff: Once the 

initial catalyst process is strong enough 

in the original communities (usually 3-6 

months) upscaling can start through 

other staff learning from the original 

champions and process catalyst team, 

using the tools to change gender 

relations in their own lives and 

integration of the tools in their other 

activities and organisational planning. 

¶ GALS network: GALS processes can 

link to the GALS national and global 

networks to arrange farmer to farmer 

and inter-organisational exchange 

visits and e-discussion to learn from 

and contribute to other processes and 

increase collective voice for gender 

advocacy. Details and links to GALS 

resources can be found at: 

www.galsatscale.net. 
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Stages of implementation 

GALS has been implemented in different 

ways adapted to different business, cultural 

and organisational contexts ï including 

communities where no organisation exists, 

cooperatives of varying sizes, private 

commercial companies and NGOs and 

donor agencies. Implementation is 

currently conceived for the Hivos 

GALS@Scale project, focusing on coffee 

farmers in Tanzania, Kenya and Uganda, 

in the following three phases that 

progressively introduce and strengthen 

core skills and tools: 

Step 1: Catalyst Phase ï 0-6 months 

Champion Catalyst Workshop/s (6 days) 

with 20-60 champions from one or more 

communities and organisations facilitated 

by GALS expert practitioner/s. This 

introduces at least the first four tools: 

Soulmate visioning, Vision Journey, 

Gender Balance Tree and Empowerment 

Leadership Map, together with songs and 

cultural innovations and basic facilitation 

and peer sharing skills. Champions then 

track and share progress in existing or new 

groups. Aiming to implement their visions 

and gender changes and for each 

champion to scale up by a factor of 

average 1 to 30 over 6 months.  

 

Community peer sharing workshops (1 day 

each) immediately following the Champion 

Catalyst Workshops. The champions 

practice the facilitation skills, start to 

establish their leadership networks and 

reinforce their own understandings of the 

tools. 

 

Inception meetings (1-3 days) for 

preliminary introductions and planning at 

organisational level and personal use of 

the tools by staff for gender mainstreaming 

in the organisation followed by 

sustainability planning after the first 

workshops. 

 

Ongoing tracking of progress at individual 

level, group sharing of experiences and 

support from the local core catalyst team. 

Step 2: Livelihood and leadership 
strengthening ï after 3-6 months 

Livelihood and leadership strengthening 

workshop (6 days) to: 

¶ review experience so far looking at the 

achievements (red ripe fruits) on the 

original diagrams.  

¶ introduce more advanced versions of 

the basic diagram tools adapted for 

livelihoods (increasing incomes 

challenge action tree, household 

business tree, market map, livelihood 

calendar vision journey) and examine 

areas for collaboration to increase 

incomes. This starts to look at how the 

business case for gender and GALS 

could be established and how to collect 

the necessary information. The tools 

presented in this manual show 

adaptations of these for coffee 

production.  

¶ introduce tools for leadership 

development (leadership soulmate 

visioning, leadership diamond, 

leadership challenge action tree and 

leadership vision journey) and reflect 

on GALS facilitation and peer sharing 

experience. 

¶ introduce the core GALS monitoring 

tool for the whole process (Multilane 

Vision Journey). 

 

Organisational/stakeholder visioning and 

planning using soulmate visioning, gender 

justice diamond, challenge action trees and 

organisational vision journey facilitated by 

the champions and core catalyst team to 

introduce the methodology properly for 

staff, demonstrate its proven value for the 

organisation and discuss ways of 

mainstreaming. 

Ongoing implementation and tracking of 

progress at individual level, group sharing 

of experiences, organisational 
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quantification and aggregation of 

information on changes by the local core 

catalyst team and work on integration into 

the business model and supporting 

institutions. 

Step 3: Annual Review and 
sustainability plan ï after 1 year 

Annual GALS@Scale Review and 

Sustainability Planning Workshop  

¶ brings together aggregated information 

on achievements relating to gender 

justice and deepens understanding and 

commitment to gender justice and 

womenôs human rights 

¶ brings together aggregated information 

on achievements on livelihoods to 

establish the local business case for 

GALS 

¶ brings together aggregated information 

on leadership, and the most effective 

strategies for pyramid peer sharing to 

accelerate voluntary scaling up and 

strengthen leadership networks 

¶ identifies and certifies a core set of the 

best champions who have changed 

their own lives and taught a significant 

number of people in their own 

communities to a good quality 

standard, and who have participatory 

facilitation skills. They will qualify to be  

involved in upscaling, documentation 

and dissemination on a paid basis in 

other regions (locally, nationally or 

internationally) in recognition of their 

contribution to increasing profits of the 

company/cooperative and/or reducing 

costs for the service organisation.   

¶ includes and trains field staff who will 

integrate gender justice and relevant 

GALS tools and processes into other 

organisational activities including 

technical and other training. 

¶ includes and trains local government 

and other stakeholders in the 

sector/region who will be involved in 

upscaling.  

¶ identifies any further resources and 

support needed at different levels. 

¶ establishes local and/or commercial 

funding and/or further donor funding for 

continued upscaling to new 

communities and organisations and 

other gender, livelihood or leadership 

activities to further deepen the local 

process. 

¶ agrees on, or at least initiates, a 

sustainability plan for further deepening 

gender and livelihood changes, 

strengthening leadership and scaling 

up for the following year. 

 

Multimedia documentation to finalise 

training materials that can be used at 

different levels, and covering gender 

issues arising to feed into gender 

strategies and advocacy. 

 


