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[bookmark: _Toc62651126]1.0 Background
Uganda is one of the leading cassava producers in Africa.  According to the annual agricultural survey of 2018, an estimated 2.15 million households grow cassava, representing about 29% of all agricultural households in Uganda. About 4.4 million tons of cassava was produced in 2018 from 941,000 Ha indicating a yield of 8.7 tons per hectare.  The percentage of households growing cassava varies by region, with over 60% of the households in some regions engaged in cassava production (EAAPP, 2011). In Uganda, cassava is an essential source of food and incomes for smallholder farmers and traders. It provides about 20% of the people's calorific needs and constitutes about two-thirds of per capita food production. 
Fresh cassava root is an important value chain providing incomes to many micro, small and medium enterprises mostly owned by women (Scoping Study, 2014). Fresh cassava root is widely consumed both in urban and rural areas as a snack and main meal. Uganda possesses numerous cassava landraces with good eating quality for the fresh root market.  Also, the National Research Program (NARO) has a policy of releasing only "sweet varieties" which can be eaten fresh.  Over 20 sweet varieties have already been released.
Despite the importance of the fresh root value chain and its growth trend, the subsector faces a severe limitation of increasing utilization, resulting from the rapid postharvest physiological deterioration (PPD) that affects fresh cassava.  The rapid deterioration leads to both physical and financial losses to the value chain actors, and limits increased utilization of fresh cassava roots.
As part of the multi-CGIAR collaborative research on "Expanding Utilization of RTB and reducing their postharvest losses" funded by the International Fund for Agricultural Development (IFAD) on behalf of the European Commission (EC) and led by the International Potato Center (CIP), the Cassava Waxing Project which is also known as "Extending the Shelf life of Fresh Cassava Roots for Increased Incomes and Postharvest Loss Reduction" was implemented in Uganda (2014-2016) by IITA in collaboration with NARO, IIRR, and other collaborators such as CIAT, CIRAD, Kyambogo and Makerere Universities, the private sector, Kabarole and Kyenjojo Local Governments and the Government of Uganda (GoU). The Cassava Waxing Project aimed to address the rapid postharvest loss challenges of fresh casava roots by building the capacity of Ugandan actors to adopt waxing technology. 
[bookmark: _Toc62651127]Objective
The cassava sub-project's main objective was to increase availability, utilization, and incomes from cassava production and marketing by increasing the period during which fresh roots can be marketed while retaining the desired quality. 

Specific objectives included the following:
· Increasing the shelf-life of fresh cassava roots 
· Reducing postharvest losses within the fresh cassava value chain
· Increasing incomes from production and trading in waxed fresh cassava roots
· Increasing the participation of women in higher and more profitable levels of the value chain and more equitable distribution of benefits between men and women in the community.
· Contributing to stabilizing the prices of cassava roots 
· Increasing the market demand for preserved roots.
· Improving food security

[bookmark: _Toc62651128]Approach
The research team adopted the steps for product development proposed by Wheatley et al. (1995), which commenced with idea generation and screening, and market research (scoping study). The subsequent steps included location/beneficiary selection, technical and consumer research, on-station validation, pilot testing in the field with a farmer cooperative and an entrepreneur, capacity building, and knowledge sharing. Waxing technology was successfully tested, and its efficacy validated on-station. After that, packhouse facilities were constructed to introduce the waxing technology, carryout field testing, validate the technology, and build cassava producing cooperative and entrepreneur. Waxing facilities were installed in the packhouse facilities and launched for use in November 2016. The beneficiaries continued the waxing activities after the project closed. 
This report presents the findings of a rapid assessment of the use of waxing technology to support the expansion of the technology in RTB.
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2.0 Current waxing technology use
Rwibaale Farmer Cooperative Union continued to utilize waxing technology to enhance the shelf-life of cassava roots. Waxing is combined with other agronomic practices that include growing cassava in ridges and pruning of the cassava plants before harvesting the roots for waxing.  Table 2.1 below shows the total number of farmers utilizing the waxing technologies since 2017 and after the project's closure.

Table 2.1:	Cooperative members and other farmers/processors using waxing technology, 2017 - 2020.

	Name

	Sex
	Quantity of cassava roots waxed and traded (kg) 
	Grand Total


	
	
	2017
	2018
	2019
	2020
	

	Asiimwe Charles
	M
	
	                 95 
	
	
	                    95 

	Asuman Kisembo
	M
	
	               186 
	
	
	                 186 

	Byarugaba George
	M
	           453 
	               100 
	
	
	                 553 

	Harriet Kemigisa
	F
	
	               133 
	
	
	                 133 

	Henry Musiime
	M
	
	               198 
	
	
	                 198 

	Jane Kisembo
	F
	           265 
	               176 
	        1,169 
	
	              1,610 

	Janet Kugonza
	F
	
	               100 
	
	
	                 100 

	John Musinguzi
	M
	
	               605 
	
	
	                 605 

	Julius Omuhereza
	M
	
	               217 
	           106 
	
	                 323 

	Katasi Omuhereza
	F
	           558 
	               160 
	        1,270 
	           960 
	              2,948 

	Moses K
	M
	           548 
	               358 
	
	
	                 906 

	Musinguzi John
	M
	
	               218 
	           103 
	
	                 321 

	Namatovu Hajara
	F
	
	               112 
	
	
	                 112 

	Naziwa Ziada
	F
	           128 
	
	
	
	                 128 

	Nyesi Kakuliremu
	F
	
	
	           498 
	
	                 498 

	Rose Nyamahunge
	F
	
	
	        1,946 
	
	              1,946 

	Rwamwenge
	M
	           354 
	
	
	
	                 354 

	Sande G William
	M
	           583 
	               211 
	              74 
	
	                 868 

	Semakula John
	M
	
	                 68 
	
	
	                    68 

	Ssemakula S
	M
	
	                 99 
	
	
	                    99 

	Stephen Kyarwajongo
	M
	
	
	
	        2,148 
	              2,148 

	Swaleh Agondeze
	M
	
	
	
	          82.9
	                82.9

	Grand Total
	
	        2,889 
	           3,037 
	        5,166 
	        3,108 
	           14,283 



From available records show that a total of 22 farmers have been waxing their cassava for sale. This was predominantly home-based waxing activities after the project ended, and the packinghouses were disused.  At least 14 tons has been waxed by the smallholder farmers/processors over the period 2017 up to to-date.  Figure 2.1 below shows the utilization trend of waxing technologies by the Rwibaale Cooperative Union members.
Cassava roots for waxing are grown in ridges, and farmers carry out pruning before the roots are harvested.  Pruning of cassava to increase the roots' eating quality has become a widespread practice in the communities. Family members do the pruning of cassava plants. 

Utilization of waxing technology by the beneficiaries fluctuates. In 2017, an estimated 2.9 tons was waxed.  Average weekly processing of waxed roots was about 0.5 tons. The range was 128.2 kg to 1,141 kg per week. In 2018, the total volume waxed increased to an estimated 3.04 tons. This represents an increase of 5% over the 2017 figures. However, average weekly processing of waxed cassava reduced to 138 kg. 

In 2019, 5.16 tons was waxed, accounting for a drastic increase of about 70% over the previous year. The average volume waxed also increased to 148 kg per week. In 2020, the average quantity of waxed per week increased from 148 kg to 152 kg, representing 3%.  The long-term trend over the period 2017 up to to-date shows an increase in utilization.

Figure 2.1:	Waxed Cassava Root Processing, 2017 to 2020


Source:	 Farmer records

Waxing technology is simple and is quickly being used by both female and male beneficiaries and others.  Records show that female users of the technology constitute 38%. For both sexes’ utilization of waxing, technologies show a fluctuating trend.






Figure 2.2:	Quantity of waxed cassava produced by sex.



Source: Farmer records


Table 2.2 below shows the increase in the Cooperative membership because of the benefits accruing to the group from utilizing waxing technologies. Total membership increased by over 700 per cent and currently stands at 121 members compared to 47 members at the project's close.  There is both a 700 per cent increase in females and males, indicating that both sexes view the technologies as beneficial.


Table 2.2:	Increase in membership of the Cooperative project group.  

	Period
	Women
	Men
	Total

	Technology Pilot Phase (2016)
	8
	7
	15

	End of Project
	32
	15
	47

	Current (2020)
	64
	57
	121


Source:	 Project farmer records

Income enhancement was the primary driver for the continued use of waxing, pruning, and growing of cassava in ridges. Farmers, rural traders, and extension staff workers in the community found that pruning cassava improves the roots' taste.  It was also found out that growing cassava in ridges enhances its productivity.  Currently, many farmers are carrying out these practices to produce cassava roots for waxing. Pruning knowledge is being passed on to more farmers, including younger adults, students, and children in the homesteads. Younger adults and children prefer eating cassava root that has been pruned due to the sweet taste it acquires.

[bookmark: _Toc62651130]3.0 Marketing of waxed fresh cassava roots
An estimated 60% of total cassava production is marketed in the fresh form. Given the production figure of about 4 million tons per year (UBOS, 2018; Annual Agricultural Census), the total fresh market volume is about 2 million tons.  The cassava fresh market segments include open markets, supermarkets, institutions, hotels, bars, rood side food kiosks where fresh roots are cooked into meals. Within each of these market segments, different sizes exist, i.e., small, medium, and large. There are also the low-value and high-end (niche) markets.
Waxed cassava marketing strategies vary according to the type of market. A strategy of market penetration is being used to access and place waxed cassava in the existing markets.  In these markets, sellers are already familiar with cassava roots and the challenges of low eating quality and a very short shelf-life, forcing the traders to discount their prices as the fresh root deteriorates during marketing. Waxed roots have advantages over the unwaxed fresh roots due to the long shelf-life and sweet taste that meet the consumers' desire. Also, cassava farmers are using improved agronomic practises that increase yields and reduce the unit cost of roots, thereby offering traders and farmers opportunities to increase the competitiveness of waxed cassava in the market. 
Also, a market development approach is also being explored to expand the market for and utilization of waxed cassava roots. Waxed cassava was introduced to new markets where buyers were previously not using cassava.  Table 3.1 below shows current new markets for waxed cassava roots.


Table 3.1:	Waxed cassava marketing 

	Business/Individual Name
	Type of market
	Demand (kg/week)
	Name
	Contact

	Mega Standard 
	Supermarket
	170 - 180
	Mwalimu
	782041546

	Zenith 
	Supermarket
	 
	Faisal Kiza
	703170530

	
	
	
	Martin Apurista
	706135499

	Ronji
	Restaurant
	 
	Abraham Muhindo
	0777732135 /0706555141

	Shamim Negesa
	Roadside vendor
	30
	Shamim Negesa
	 

	Hadija
	Restaurant
	20
	Haddija
	774673066

	Endiro Coffee
	 
	 
	Gerald
	702562059

	Express Supermarket
	 
	 
	John
	704902710

	Cafe Corner
	Restaurant
	20
	Peter
	703001412

	Ukasha
	Restaurant
	80
	Janet Nantale
	701005530

	Agnes
	Roadside vendor
	25
	Agnes
	703503313

	Winnie
	Roadside vendor
	30
	Winnie
	705255584



Waxed cassava is seen in some existing markets as a new product due to its attributes. It is being marketed as a better product, using different product development approaches.  Results show that waxed cassava is being increasingly accepted in all the different market segments and types. However, marketing is being hampered by a very thin resource envelope of the cooperative farmers. Due to this, the farmers try to narrow their customer base to improve their supply consistency and gradually increase the market base to include new buyers.

[bookmark: _Toc62651131]4.0 Price
Pricing strategy is an essential element in the overall marketing of waxed cassava roots, and prices are continuously analyzed to balance sales and net income. The waxed cassava price is one of the most important ways consumers compare waxed cassava with unwaxed cassava. Therefore, waxed roots producers and marketers continuously analyze the price to determine the optimum price for maximizing sales and profits and easing the competition that waxed cassava encounters. The lower the price of waxed cassava, the higher the sales farmers make.
While the price indicated for waxed fresh cassava during the project (consumer willingness study) was high, it turned out to be much lower during the commercial phase (after the project).  Several reasons can be advanced for this.  First is the general slow-down in economic activity as firms struggled to make profits.  Later, the situation worsened by COVID 19 pandemic. Several buyers of waxed cassava were negatively affected by the pandemic and closed business. Some of them are currently trying to reopen businesses.
Because of this, the marketing strategy was a price reduction.  The price has reduced from about US$ 330 per ton to US$ 210, representing a reduction of about 30 per cent, as indicated in Figure 4.1. 

Figure 4.1: Price trend

Source:	 Secondary data analysis

The pricing strategy for waxed cassava considered different segments, ability to pay, market conditions, competitor actions, trade margins and input/transaction costs.
Different market segments for waxed cassava exist.  They include both niche and mass markets.  Mass markets serve most of the population. However, they offer much lower prices.  Niche markets account for less marketed quantity. 

[bookmark: _Toc62651132]5.0 Transaction costs
Transaction costs are essential in influencing or impacting on marketing. Table 5.1 below indicates the transaction costs of waxed cassava roots in Uganda in 2020.  Fresh cassava roots account for the largest share of the costs.  It is estimated at 48% of the total transaction costs.  It is followed by wax (13.36 %) and transport to Kampala city's main market (11.52%).

Table 5.1:	Transaction costs for waxed cassava, 2020

	Item
	US$/ton

	Cost of cassava roots (unwaxed)
	94.70

	Transport from village to packhouse
	6.76

	Washing
	2.25

	Energy
	4.51

	Bagging material
	2.71

	Loading 
	4.51

	Labor
	15.78

	Wax 
	26.15

	Transport to Kampala
	22.55

	Off-loading
	4.51

	Marketing
	11.27

	Total
	195.71






The transaction cost data (Table 5.2) suggest a potential for increased competitiveness of the waxed cassava value chain. A reduction of the price of roots used for waxing from US$ 94.7 per ton to US$ 54.11 increases the net income to US$ 61.33 per ton from US$ 20.74 per ton.


Table 5.2:	Sensitivity analysis for the cost of roots

	Item
	US$/ton

	Cost of cassava roots (unwaxed)
	54.11

	Transport from village to the packhouse
	6.76

	Washing
	2.25

	Energy
	4.51

	Bagging material
	2.71

	Loading 
	4.51

	Labor
	15.78

	wax 
	26.15

	Transport to Kampala
	22.55

	Off-loading
	4.51

	Marketing
	11.27

	Total
	155.12



[bookmark: _Toc62651133]6.0 Consumption of waxed cassava roots
Consumption of waxed cassava by hotels, restaurants, food vendors, bars, institutions, supermarkets, and households has continued since the project's close. Within these market types, there are different sizes and classes of consumers who prefer waxed cassava.
Waxed cassava is also being prepared for consumption in different forms such as boiling or steaming, frying, roasting, and other cooking forms.  The largest consumption is for chips which is a popular breakfast snack. Consumption has been fluctuating due to many reasons, although it showed a long-term increasing trend.  Fluctuations have mainly been caused by inconsistencies in supply and other factors beyond the control of the value chain actors.  One such factor is the COVID 19 pandemic which disrupted supplies, and demand.
Figure 6.1 below shows the trend in volumes marketed since the project closed.  It is important to note that the marketing of waxed roots from the pilot center in Rwibaale happened after the project's closure, making it challenging for the research team to offer further technical guidance. According to data from the Cooperative group, about 2.8 tons of waxed cassava was sold in 2017.  


Figure 6.1:	Annual sales volumes


Source:	Farmer sales data

This figure increased to 3 tons in 2018. In 2019 the quantity sold increased to slightly over 5 tons. However, sales dropped to 3 tons in 2020.  The decline was due to the COVID 19 pandemic.  Sales had halted in the year and are just emerging again. The small quantity being consumed is attributed to the low marketing input.  The figures are from about three market outlets. 
Figure 6.2 below indicates the growth in sales since mid-2017 which is after the closure of project activities.  Sales grew over the period 2017 – 2018 by about 5 per cent, which was modest.  As indicated, this modest growth was due to the low level of marketing resources being invested.

Figure 6.2:	Growth rate in sales 2017 - 2020


Source:		Secondary data

However, from 2018 to 2019, sales exhibited a much higher growth rate of about 78 per cent.  The marketing strategy aimed to strengthen customers already being served and work with them to grow sales. However, the rate of growth reduced drastically in 2019, having reduced by 39%. This reduction has been due to the COVID 19 pandemic, which hugely disrupted supplies and affected demand because many businesses closed, leading to a much smaller number of consumers.
Current consumption is mainly driven by supermarkets which is a high-end market category. The processors of wax cassava, however, started to re-design their marketing strategy to target mass markets.  By giving samples of waxed cassava to a few food vendors, waxed cassava consumption within this market segment is still going on.  The opportunity to increase demand within mass markets exists.


[bookmark: _Toc62651134]7.0 Actors' roles along the value chain
[bookmark: _Toc62651135]Farmers
Waxing requires a constant flow of the recommended and suitable fresh roots with good eating quality. Farmers in the waxing communities are carrying out this activity.  Also, farmers are expanding the production of cassava roots to be available consistently and sustainably. Waxing combines with other agronomic practices such as ridging and pruning of cassava plants before harvesting. Several farmers in the project's Cooperative Group have adopted ridge farming and are engaged in building other farmers' capacity to adopt ridge farming. Cooperative farmers are also carrying out all the homestead waxing operations by sourcing roots from their farms or procuring from other farmers, transporting to the homestead, and waxing.

[bookmark: _Toc62651136]Local Government
The local government's role involves providing support to farmers and advocating on their behalf to promote waxing activities in their locations.  The local government is providing planting materials of preferred varieties to help the farmers increase production. The local government also has a role in scaling out technologies of pruning and ridging.

[bookmark: _Toc62651137]Researchers
Before the project closure, the research team provided marketing services, identified new buyers, and assessed market responses to waxed cassava.  Advocacy was being done in workshops. The researchers were continuously building the interest and confidence of all buyers' categories to test, utilize and trade in waxed cassava.  It provided information on the benefits of waxed cassava. The research team also distributed communication materials to promote waxing technology for extending the shelf-life of fresh roots. 

[bookmark: _Toc62651138]8.0 Conclusions and recommendations
All the market segments in which waxed cassava is being either marketed or tested indicate a strong desire for the product suggesting a good market for waxed cassava. This is driven mainly by the value-added in terms of a longer shelf-life and good eating quality.  While the purpose of waxing was to extend shelf-life and reduce postharvest losses, the pruning step improves the eating quality of the fresh roots before waxing. Pruning increases the sugar content, thereby making cassava root sweet. This attribute is liked by most of the consumers, especially the younger population. It is contributing to the increased demand.
On the other hand, waxed cassava made from cassava variety that has low eating quality was disliked. Therefore, it is recommended that only varieties with good eating quality and roots that are soft be pruned and waxed. It is also recommended that waxed cassava marketing should be expanded across all the market segments, although an assessment market size of waxed cassava by segment is still required.
The supply of an adequate quantity of waxed cassava to all markets at all times of the year is not yet being achieved partly due to the lack of good cassava production, pruning and waxing plan based on market demand. Therefore, it is recommended that processors adopt a science-based production, pruning and processing plan and establish more waxing facilities to increase competitiveness and efficiency.
The eating-quality of cassava as affected by the intervals between pruning and harvesting: field results showed that variety, and possibly, agronomy and soils alter eating quality. Further studies are needed to assist the farmers in ascertaining the waxing window after pruning. This is important because processors realize that there is less value in keeping to the seven days, recommended during the technology introduction phase, for maintaining the eating quality of waxed cassava. Such additional knowledge will improve the sustainability of supplies.
Information from the processors and consumers is that waxed cassava roots become harder, bitter, or turned yellowish after cooking. This phenomenon is not understood and has not been investigated.  The impact of fresh root maturity on eating quality needs to be investigated to understand the maturity range within which roots maintain good eating quality attributes. Such research will help determine the best age at which a particular variety is most suitable for waxing. Besides, the influence of season of the year on the quality of waxed cassava roots, in terms of softness, texture etc., is unknown and should be investigated.
The waxed cassava value chain is still in its infancy.  There are opportunities to vary marketing models to enhance profitability. Further market analysis is required to document the impact of different marketing models on profitability to identify the best marketing models and practices for marketing waxed cassava. 




[bookmark: _Toc62651139]Annexes:  
Annexe 1:	Marketing testing and scaling sample frame.

	No.
	Name/contact
	Business name
	Category

	1
	Rita 
	Cocktail 
	Bar

	2
	Patrick Dauna
	Cassava republic
	Bar and restaurant

	3
	Paul Lubwama
	Ben Rich 
	Bar and Restaurant

	4
	Rogers
	Buffallo
	Bar and restaurant

	5
	Joseph
	Baguma 
	Chain of Restaurants

	6
	Vicky
	Trudys
	Chain of Restaurants

	7
	Amanda Dian
	Relate Kitchen 
	Fast Food

	8
	Chrispine
	Heritage coffee company
	Fast food 

	9
	Amanda Dian
	Relate Kitchen
	Fast food restaurant

	10
	Jessica
	3 stars Foods
	Fast food vendor

	11
	Farida
	 
	Food vendor (informal)

	12
	Andrew
	Hotel Kash
	Hotel

	13
	Andrew 
	Cornerstone
	Hotel

	14
	Derrick
	Mount Elgon 
	Hotel

	15
	Elijah
	Sheraton
	Hotel

	16
	Emma
	Lake Vic Winsor
	Hotel

	17
	Harriet
	Toro cottage 
	Hotel

	18
	James
	Silver springs
	Hotel

	19
	John Kalogo
	Brisk Entertainment
	Hotel

	20
	Johnson
	Africana
	Hotel

	21
	Jorina
	Mountains of the moon
	Hotel

	22
	Julius
	Africana
	Hotel

	23
	Juma
	Lake View
	Hotel

	24
	Maurice Omogi
	Protea  Entebbe
	Hotel

	25
	Robert
	Fairway 
	Hotel

	26
	Ronald Mwesige
	Eureka
	Hotel

	27
	Susan
	Golf course
	Hotel

	28
	Zaituni
	 
	Informal food vendor

	29
	 
	3 Stars Foods
	Informal food vendor

	30
	Mukasa Nuru
	 
	Informal trader

	31
	Kate
	 
	Kindergarten

	32
	Abdu Wahab
	 
	Long distance truck Driver

	33
	Aidah
	Afridine cafe
	Restaurant

	34
	Bruno
	Africa hot pot
	Restaurant

	35
	Derrick
	Dollops 
	Restaurant

	36
	Emmy
	Emmy's fast food
	Restaurant

	37
	Eve Kyoshaba
	Paradise
	Restaurant

	38
	Festo Muhindo
	Afro American 
	Restaurant

	39
	Fred
	Reinah tourist
	Restaurant

	40
	Kigongo Yasin
	Littleriz
	Restaurant

	41
	Lovina
	Uganda women network
	Restaurant

	42
	Maria
	Dollops
	Restaurant

	43
	Nakazibwe Harriet
	Afro American
	Restaurant

	44
	Peter
	Café Corner
	Restaurant

	45
	Shakira
	Littleriz
	Restaurant

	46
	Shifa
	Fuelex
	Restaurant

	47
	 
	Big mama
	Restaurant

	48
	 
	CKW
	Restaurant

	49
	Emily
	Fishing village
	Restaurant and bar

	50
	Geoffery  Jali
	Fuelex
	Restaurant and bar

	51
	Paul
	Garden 
	Restaurant and bar

	52
	Ben
	Ken-Joy
	Supermarket

	53
	Diana
	Ken Joy
	Supermarket

	54
	Eric
	Jass
	Supermarket

	55
	Eunice Nahabwe
	Express
	Supermarket

	56
	Ezekiel
	Tuskys
	Supermarket

	57
	Fiona Ashaba
	Express
	Supermarket

	58
	Jacinta
	A-S supermarket
	Supermarket

	59
	Khalif
	A-S supermarket
	Supermarket

	60
	Kim
	Jass
	Supermarket

	61
	Linda Agaba
	Ken-Joy
	Supermarket

	62
	Margret
	Express
	Supermarket

	63
	Robert Arinaitwe
	Express 
	Supermarket

	64
	Ssansa  Isaac
	God's plan 
	Supermarket

	65
	Angela
	Tuskys
	Supermarket food court

	66
	Joanita 
	 
	trader

	67
	Shamim
	 
	 

	68
	Aceng
	 
	Consumer

	69
	Agnes Babirye
	 
	Consumer

	70
	Akullo Happy
	 
	Consumer

	71
	Babirye
	 
	Consumer

	72
	Babirye Cissy
	 
	Consumer

	73
	Basic Mugonola
	 
	Consumer

	74
	Brenda
	 
	Consumer

	75
	Butera 
	 
	Consumer

	76
	Christine Namulondo
	 
	Consumer

	77
	Daniel
	 
	Consumer

	78
	David Buyinza
	 
	Consumer

	79
	Diwara
	Afro American
	Consumer

	80
	Doreen
	Littleriz
	Consumer

	81
	Eddie Kakembo
	 
	Consumer

	82
	Edith
	Women fish network
	Consumer

	83
	Eva Nassuna
	 
	Consumer

	84
	Fatuma Babirye
	 
	Consumer

	85
	Flower
	 
	Consumer

	86
	Fred Busulwa
	 
	Consumer

	87
	Geoffrey Orwenyo
	 
	Consumer

	88
	Jessica Mukima
	 
	Consumer

	89
	John Ochola
	 
	Consumer

	90
	Johnson
	 
	Consumer

	91
	Kalinaki
	 
	Consumer

	92
	Kasule Andrew
	 
	Consumer

	93
	Mary Akumu
	 
	Consumer

	94
	Mbabazi
	 
	Consumer

	95
	Milly Adrabo
	 
	Consumer

	96
	Milly Namukwaya
	 
	Consumer

	97
	Mirium Lorika
	 
	Consumer

	98
	Morin Nabulya
	 
	Consumer

	99
	Mugenyi
	 
	Consumer

	100
	Musinguzi Nicodemus
	 
	Consumer

	101
	Nancy Aciro
	Afro American
	Consumer

	102
	Nankya  Darfin
	 
	consumer

	103
	Nerta Kansiime
	 
	Consumer

	104
	Olivia
	 
	Consumer

	105
	Phiona
	 
	Consumer

	106
	Phiona Bukenya
	 
	Consumer

	107
	Phionah 
	 
	Consumer

	108
	Prossy Mbabazi
	 
	Consumer

	109
	Rose Ninsiima
	 
	Consumer

	110
	Rosette
	 
	Consumer

	111
	Samantha
	 
	Consumer

	112
	Sarah Kakayi
	 
	Consumer

	113
	Sheila Turyahabwe
	 
	Consumer

	114
	Sylvia Magezi
	 
	Consumer

	115
	Wanyama Mercy
	 
	Consumer

	116
	Winnie Katusiime
	 
	Consumer

	117
	Winnie Namuddu
	Littleriz
	Consumer

	 
	 
	 
	 

	 
	 
	 
	 





Annex 2:	Weekly sales (Kg) by frequency and year 2017 to 2020

	Week
	2017
	2018
	2019
	2020
	
	Week
	2017
	2018
	2019
	2020

	wk1
	 
	 
	50
	107
	
	wk31
	 
	100.1
	50
	70

	wk2
	 
	 
	159
	220
	
	wk32
	 
	229
	90
	 

	wk3
	 
	 
	74
	220
	
	wk33
	 
	133
	240
	 

	wk4
	 
	 
	65
	80
	
	wk35
	 
	195
	90
	 

	wk5
	 
	 
	112
	226
	
	wk36
	 
	99
	90
	119

	wk6
	 
	 
	111
	 
	
	wk37
	 
	161
	72
	 

	wk7
	 
	 
	109
	107
	
	wk38
	 
	216
	90
	171.4

	wk8
	 
	 
	64
	220
	
	wk39
	 
	106
	205
	 

	wk9
	128.2
	 
	74
	275
	
	wk40
	 
	122
	96
	 

	wk10
	718.1
	 
	 
	177
	
	wk41
	 
	119
	153
	220

	wk11
	 
	 
	 
	96
	
	wk42
	 
	121
	208
	 

	wk12
	1141
	 
	 
	182
	
	wk43
	 
	57
	140
	 

	wk13
	 
	 
	 
	52
	
	wk44
	 
	191
	87
	 

	wk19
	 
	 
	238.2
	 
	
	wk45
	 
	260
	420
	 

	wk20
	 
	 
	160
	 
	
	wk46
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Annexe 3	Roadside cassava vendors
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Plate 1. Waxed cassava chips cooking, in Kisenyi	Plate 2. Waxed cassava frying in 
Rubaga, Kampala    
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