
AGRICULTURAL VALUE CHAINS AND GENDER IN NORTHERN CAMEROON 

ECONOMIC                    

EMPOWERMENT &    

FOOD SECURITY  

VAM GENDER AND MARKETS BRIEFING #3 

KEY MESSAGES:  

 WOMEN’S DOMESTIC AND COMMERCIAL FUNCTIONS WITHIN MARKETS MAKE WOMEN’S FINANCIAL AUTONOMY MORE DIFFI-

CULT. IN THE RURAL AREA, ONLY 3% OF WOMEN BENEFIT FROM A FIXED SALARY. 

 

 THE HIGHER THE LEVEL OF EDUCATION IS FOR MEN, THE MORE OFTEN SPENDING DECISIONS ARE TAKEN JOINTLY. 

FROM 17% WHEN MEN HAVE A LOW LEVEL OF EDUCATION TO 45% WHEN THEY HAVE REACHED THE SECONDARY LEV-

EL OR MORE. 
 

 EMPOWERMENT IS DETERMINED ACCORDING TO MULTIPLE CHARACTERISTICS SUCH AS INVOLVEMENT IN ECONOMIC AND 

PRODUCTIVE ACTIVITIES, SCHOOLING AND ACCESS TO TRAINING, RELATIONSHIP TO TRADITION, "OPENNESS" , PUBLIC 
SPEAKING AND PARTICIPATION IN ASSOCIATIVE ACTIVITIES. 

 

JULY 2017 

 

FIGURE 1 : SOURCES OF FUNDINGS FOR MEN AND WOMEN IN CAMEROON 

SUMMARY BRIEF FROM WFP REPORT : WFP, 2016. Gender and Market Case Study #3 : Gender, market analysis and food chain in North and Extreme North of Cameroon                                              

WOMEN’S FINANCIAL AUTONOMY is limited. 
In fact, women have less decision-making power 
over their economic activities. 59% of women 
say that it is the spouse who decides on health 

spending, and 49% when it comes to major pur-
chases for the household. Men tend to make 
decisions alone without involving women.  

 

SELF FINANCING is the main source of resources 
for men and women in Cameroon, 64% of both 
(FIG 1).There are significant disparities between 
men and women having assets that could be 
used as collateral for a loan, respectively 46% 

and 15%. 

 

DOMESTIC WORK AND SANITARY CONCERNS are 
major issues. Women see household manage-
ment as a priority and as an instrument of social 
rise. Maternity-related challenges, such as child-
care, are prominent. Difficulties in accessing 
drinking water, sanitation and garbage are con-

cerning as they are not conducive to an appro-

priate management of menstrual hygiene. 

DOMESTIC WORK AND SANITARY CHALLENGES MAKE     

WOMEN LESS COMPETITIVE ON MARKETS  
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  TO  GO  FURTHER  :  

    Gender and Market Initiative: Empowering West African 
Women  through Market-based Food Assistance : 

 https://resources.vam.wfp.org/node/106 

  

FOR THE  LATEST INFO  ON  CAMEROON :   

     http://www1.wfp.org/countries/cameroon 

   *Content of this document  stems from : 

WFP, 2016. Gender and Market Case Study #3 : Gender, market 

analysis and food chain in North and Extreme North of Cameroon.                                                              

  FOR  CRITICAL FEEDBACK  : rbd.vam@wfp.org 
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THE HIGHER THE MEN EDUCATION 
LEVEL IS THE MORE OFTEN THE 
DECISION FOR SPENDING IS TAKEN 
JOINTLY WITH THE WIFE 

73% OF WOMEN WORK WITHOUT 
DOMESTIC HELP OR EMPLOYEES  

15% OF WOMEN HAVE PROPERTY 
WHICH MAY BE A GUARANTEE TO 
OBTAIN A CREDIT COMPARED TO 
46% OF MEN  

VALUE CHAINS DEVELOPMENT 

IN CAMEROON 

GENDER AND MARKETS DATA IN CAMEROON * 

CAPACITY BUILDING within the WFP teams is essen-

tial for building gender responsiveness. At the same 

time, training, and support for professional growth, 

entrepreneurship and women's leadership are good 

practices to be implemented among the beneficia-

ries. The creation of a practical guide for women en-

trepreneurs in the food chain is an interesting initia-

tive, reinforcing the entrepreneurial capacities of 

women (negotiation, creation of business plan etc.). 

The awareness of men in the management of family 

planning is also important. It is also suggested that 

WFP integrate a functional literacy component into 

all its market initiatives. 

 

COOPERATIVES have proven to promote transparency 

and accountability in trade. They have also made it 

possible to encourage women to perform functions 

traditionally reserved for men, reversing the existing 

status quo. 

 

PARTNERSHIPS should be developed, especially with 

UN WOMEN to promote the creation of gender-

sensitive markets and infrastructure, taking into ac-

count women's domestic work and health challenges 

they face. 

TAKING ACTION 

  

 

1. LOW LEVEL OF      

EDUCATION 

 Investing in education and training 

for women and girls is an example 

of good practice.  

 Advocating for more investment in 

education and training for women 

and girls in partnership with MINE-

DUB, MINPROFF, MINEFOP, CTD 

(Local and Regional) and UNESCO.  

 It is suggested that WFP include in 

its ongoing initiatives based on mar-

kets and food chains, such as CBT or 

community granaries, a component 

 

2. MATERNITY AND 

CUSTODY CHAL-

LENGES FOR CHIL-

DREN 

 Raising awareness among economic 

operators and their spouses about 

better family planning and gender-

sensitive management of their 

household / household;  

 Advocating with relevant actors for 

setting up childcare facilities within 

existing markets.  

 

3. SANITATION 

ISSUES WITHIN 

MARKETS 

 Advocating with the relevant admi-

nistrations for the construction of 

gender sensitive markets in the 

Northern and Far North regions; 

 Advocating with the CTD (Local and 

Regional) Authorities to reinforce the 

conditions of sanitation and hygiene 

in the existing markets; 

 Developing a partnership with UN 

WOMEN to promote the concept of 

"gender sensitive markets"; 

 Develop and implement an awa-

reness program on water, sanitation 

and menstrual hygiene management 

in local development. 

SOME CHALLENGES SOME RECOMMENDATIONS 
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TABLE 1 : EXCERPT FROM THE SUMMARY TABLE OF MARKET CHALLENGES 
AND RECOMMENDATIONS 


