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The purpose of the study is to establish baseline 
information on market women and youth aged 
15-35 years. This information is critical for 
formulating and or drawing policies or interven-
tions that can be used to strengthen voice and 
participation of women working in the market. 
The report also covers issues facing market 
women and the required interventions from 
different stakeholders. This report is based on 
data collected from Bivamuntuyo market, Kaler-
we in Kampala and the main markets in Arua 
and Gulu. 50 respondents participated in the 
study, 37 interviews were conducted while 13 
market women were engaged during a focus 
group discussion.

Majority of market women interviewed who are 
engaged in market vending are aged between 
26-30 years, indicated by 38% of respondents, 
followed by people aged 31 years and above as 
noted by 32% of the people interviewed. 49% of 
vendors interviewed mentioned that they have 
attained ‘O’ level education, 22% had attained 
primary level of education; 16% had attained 
post-secondary education, while only 14% had 
completed ‘A’ level education. 35% of the 
women had been in business for 9-16 years, 27% 
of them had been in business for 17-24 years, 
19% noted that they had been in business for 1-8 
years, 11 % had spent less than one year while 
only 8% of them had spent more than 25 years 
vending in the market.

Majority of the women market vendors were 
introduced into business by either a close 
relative or a friend. Others started their 
business when they joined women’s savings 
groups. Majority of the women had no formal 
training on how to run their business. While 
working in the market, the market women 
enjoyed different services including; security 
for their goods at the markets, sanitation 
services, garbage collections, and financial 
services in form of loans. The women however 
also faced numerous challenges working in the 
market such as lack of sufficient capital to 
invest in their business, poor management by 
the market committees/authorities, high 
market dues, overcrowding in the markets and 
a lack of a platform to voice their concerns. The 
market women were visible in the leadership 
and management of the different associations 
and groups to which they belonged. 

In-spite of the challenges, many market women 
have realized several achievements. Many 
women have been able to acquire assets includ-
ing land and houses, educating their children 
and generally improving their quality of life. 
Many of the market women have also be able to 
build strong social networks for solidarity and 
participation. 

This study posits several recommendations to 
improve the voice and participation of market 

There is need to develop and up-to-date a comprehensive legal and policy framework on markets. 
The Markets Act of 1942 is outdated, majorly irrelevant and completely inconsistent as a law to the 
current market trends. A comprehensive legal framework could also involve harmonization of relat-
ed laws.

A specific agency to oversee the establishment, management and administration of markets in the 
country should be established. 

The market administration and authorities should proactively involve more women in the adminis-
tration and management of markets. This will ensure that the voices of women, who are the majority 
stakeholders in the markets, are represented in all decision-making processes. 

Organizations targeting market women should prioritize financial literacy skills training for the 
market women. Issues around financial access and literacy are of priority concern for the women. IST 
should engage the National Women’s council to provide training to market women in managing 
loans and finances generally.

Market women should be more proactive in seeking leadership roles in the market. This is the only 
guarantee that issues affecting them will be voiced at the necessary forums. The women should also 
strengthen their  associations or groups because it’s through these groups or associations that they 
can voice their concerns and grievances to the market administration.
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study, 37 interviews were conducted while 13 
market women were engaged during a focus 
group discussion.

Majority of market women interviewed who are 
engaged in market vending are aged between 
26-30 years, indicated by 38% of respondents, 
followed by people aged 31 years and above as 
noted by 32% of the people interviewed. 49% of 
vendors interviewed mentioned that they have 
attained ‘O’ level education, 22% had attained 
primary level of education; 16% had attained 
post-secondary education, while only 14% had 
completed ‘A’ level education. 35% of the 
women had been in business for 9-16 years, 27% 
of them had been in business for 17-24 years, 
19% noted that they had been in business for 1-8 
years, 11 % had spent less than one year while 
only 8% of them had spent more than 25 years 
vending in the market.

Majority of the women market vendors were 
introduced into business by either a close 
relative or a friend. Others started their 
business when they joined women’s savings 
groups. Majority of the women had no formal 
training on how to run their business. While 
working in the market, the market women 
enjoyed different services including; security 
for their goods at the markets, sanitation 
services, garbage collections, and financial 
services in form of loans. The women however 
also faced numerous challenges working in the 
market such as lack of sufficient capital to 
invest in their business, poor management by 
the market committees/authorities, high 
market dues, overcrowding in the markets and 
a lack of a platform to voice their concerns. The 
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have realized several achievements. Many 
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and generally improving their quality of life. 
Many of the market women have also be able to 
build strong social networks for solidarity and 
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This study posits several recommendations to 
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The Markets Act of 1942 is outdated, majorly irrelevant and completely inconsistent as a law to the 
current market trends. A comprehensive legal framework could also involve harmonization of relat-
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country should be established. 
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stakeholders in the markets, are represented in all decision-making processes. 
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The purpose of the study is to establish baseline 
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women and the required interventions from 
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and Gulu. 50 respondents participated in the 
study, 37 interviews were conducted while 13 
market women were engaged during a focus 
group discussion.

Majority of market women interviewed who are 
engaged in market vending are aged between 
26-30 years, indicated by 38% of respondents, 
followed by people aged 31 years and above as 
noted by 32% of the people interviewed. 49% of 
vendors interviewed mentioned that they have 
attained ‘O’ level education, 22% had attained 
primary level of education; 16% had attained 
post-secondary education, while only 14% had 
completed ‘A’ level education. 35% of the 
women had been in business for 9-16 years, 27% 
of them had been in business for 17-24 years, 
19% noted that they had been in business for 1-8 
years, 11 % had spent less than one year while 
only 8% of them had spent more than 25 years 
vending in the market.

Majority of the women market vendors were 
introduced into business by either a close 
relative or a friend. Others started their 
business when they joined women’s savings 
groups. Majority of the women had no formal 
training on how to run their business. While 
working in the market, the market women 
enjoyed different services including; security 
for their goods at the markets, sanitation 
services, garbage collections, and financial 
services in form of loans. The women however 
also faced numerous challenges working in the 
market such as lack of sufficient capital to 
invest in their business, poor management by 
the market committees/authorities, high 
market dues, overcrowding in the markets and 
a lack of a platform to voice their concerns. The 
market women were visible in the leadership 
and management of the different associations 
and groups to which they belonged. 

In-spite of the challenges, many market women 
have realized several achievements. Many 
women have been able to acquire assets includ-
ing land and houses, educating their children 
and generally improving their quality of life. 
Many of the market women have also be able to 
build strong social networks for solidarity and 
participation. 

This study posits several recommendations to 
improve the voice and participation of market 

There is need to develop and up-to-date a comprehensive legal and policy framework on markets. 
The Markets Act of 1942 is outdated, majorly irrelevant and completely inconsistent as a law to the 
current market trends. A comprehensive legal framework could also involve harmonization of relat-
ed laws.

A specific agency to oversee the establishment, management and administration of markets in the 
country should be established. 

The market administration and authorities should proactively involve more women in the adminis-
tration and management of markets. This will ensure that the voices of women, who are the majority 
stakeholders in the markets, are represented in all decision-making processes. 

Organizations targeting market women should prioritize financial literacy skills training for the 
market women. Issues around financial access and literacy are of priority concern for the women. IST 
should engage the National Women’s council to provide training to market women in managing 
loans and finances generally.

Market women should be more proactive in seeking leadership roles in the market. This is the only 
guarantee that issues affecting them will be voiced at the necessary forums. The women should also 
strengthen their  associations or groups because it’s through these groups or associations that they 
can voice their concerns and grievances to the market administration.
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formulating and or drawing policies or interven-
tions that can be used to strengthen voice and 
participation of women working in the market. 
The report also covers issues facing market 
women and the required interventions from 
different stakeholders. This report is based on 
data collected from Bivamuntuyo market, Kaler-
we in Kampala and the main markets in Arua 
and Gulu. 50 respondents participated in the 
study, 37 interviews were conducted while 13 
market women were engaged during a focus 
group discussion.

Majority of market women interviewed who are 
engaged in market vending are aged between 
26-30 years, indicated by 38% of respondents, 
followed by people aged 31 years and above as 
noted by 32% of the people interviewed. 49% of 
vendors interviewed mentioned that they have 
attained ‘O’ level education, 22% had attained 
primary level of education; 16% had attained 
post-secondary education, while only 14% had 
completed ‘A’ level education. 35% of the 
women had been in business for 9-16 years, 27% 
of them had been in business for 17-24 years, 
19% noted that they had been in business for 1-8 
years, 11 % had spent less than one year while 
only 8% of them had spent more than 25 years 
vending in the market.

Majority of the women market vendors were 
introduced into business by either a close 
relative or a friend. Others started their 
business when they joined women’s savings 
groups. Majority of the women had no formal 
training on how to run their business. While 
working in the market, the market women 
enjoyed different services including; security 
for their goods at the markets, sanitation 
services, garbage collections, and financial 
services in form of loans. The women however 
also faced numerous challenges working in the 
market such as lack of sufficient capital to 
invest in their business, poor management by 
the market committees/authorities, high 
market dues, overcrowding in the markets and 
a lack of a platform to voice their concerns. The 
market women were visible in the leadership 
and management of the different associations 
and groups to which they belonged. 

In-spite of the challenges, many market women 
have realized several achievements. Many 
women have been able to acquire assets includ-
ing land and houses, educating their children 
and generally improving their quality of life. 
Many of the market women have also be able to 
build strong social networks for solidarity and 
participation. 

This study posits several recommendations to 
improve the voice and participation of market 

There is need to develop and up-to-date a comprehensive legal and policy framework on markets. 
The Markets Act of 1942 is outdated, majorly irrelevant and completely inconsistent as a law to the 
current market trends. A comprehensive legal framework could also involve harmonization of relat-
ed laws.

A specific agency to oversee the establishment, management and administration of markets in the 
country should be established. 

The market administration and authorities should proactively involve more women in the adminis-
tration and management of markets. This will ensure that the voices of women, who are the majority 
stakeholders in the markets, are represented in all decision-making processes. 

Organizations targeting market women should prioritize financial literacy skills training for the 
market women. Issues around financial access and literacy are of priority concern for the women. IST 
should engage the National Women’s council to provide training to market women in managing 
loans and finances generally.

Market women should be more proactive in seeking leadership roles in the market. This is the only 
guarantee that issues affecting them will be voiced at the necessary forums. The women should also 
strengthen their  associations or groups because it’s through these groups or associations that they 
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followed by people aged 31 years and above as 
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vendors interviewed mentioned that they have 
attained ‘O’ level education, 22% had attained 
primary level of education; 16% had attained 
post-secondary education, while only 14% had 
completed ‘A’ level education. 35% of the 
women had been in business for 9-16 years, 27% 
of them had been in business for 17-24 years, 
19% noted that they had been in business for 1-8 
years, 11 % had spent less than one year while 
only 8% of them had spent more than 25 years 
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introduced into business by either a close 
relative or a friend. Others started their 
business when they joined women’s savings 
groups. Majority of the women had no formal 
training on how to run their business. While 
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enjoyed different services including; security 
for their goods at the markets, sanitation 
services, garbage collections, and financial 
services in form of loans. The women however 
also faced numerous challenges working in the 
market such as lack of sufficient capital to 
invest in their business, poor management by 
the market committees/authorities, high 
market dues, overcrowding in the markets and 
a lack of a platform to voice their concerns. The 
market women were visible in the leadership 
and management of the different associations 
and groups to which they belonged. 

In-spite of the challenges, many market women 
have realized several achievements. Many 
women have been able to acquire assets includ-
ing land and houses, educating their children 
and generally improving their quality of life. 
Many of the market women have also be able to 
build strong social networks for solidarity and 
participation. 

This study posits several recommendations to 
improve the voice and participation of market 

There is need to develop and up-to-date a comprehensive legal and policy framework on markets. 
The Markets Act of 1942 is outdated, majorly irrelevant and completely inconsistent as a law to the 
current market trends. A comprehensive legal framework could also involve harmonization of relat-
ed laws.

A specific agency to oversee the establishment, management and administration of markets in the 
country should be established. 

The market administration and authorities should proactively involve more women in the adminis-
tration and management of markets. This will ensure that the voices of women, who are the majority 
stakeholders in the markets, are represented in all decision-making processes. 

Organizations targeting market women should prioritize financial literacy skills training for the 
market women. Issues around financial access and literacy are of priority concern for the women. IST 
should engage the National Women’s council to provide training to market women in managing 
loans and finances generally.

Market women should be more proactive in seeking leadership roles in the market. This is the only 
guarantee that issues affecting them will be voiced at the necessary forums. The women should also 
strengthen their  associations or groups because it’s through these groups or associations that they 
can voice their concerns and grievances to the market administration.
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The purpose of the study is to establish baseline 
information on market women and youth aged 
15-35 years. This information is critical for 
formulating and or drawing policies or interven-
tions that can be used to strengthen voice and 
participation of women working in the market. 
The report also covers issues facing market 
women and the required interventions from 
different stakeholders. This report is based on 
data collected from Bivamuntuyo market, Kaler-
we in Kampala and the main markets in Arua 
and Gulu. 50 respondents participated in the 
study, 37 interviews were conducted while 13 
market women were engaged during a focus 
group discussion.

Majority of market women interviewed who are 
engaged in market vending are aged between 
26-30 years, indicated by 38% of respondents, 
followed by people aged 31 years and above as 
noted by 32% of the people interviewed. 49% of 
vendors interviewed mentioned that they have 
attained ‘O’ level education, 22% had attained 
primary level of education; 16% had attained 
post-secondary education, while only 14% had 
completed ‘A’ level education. 35% of the 
women had been in business for 9-16 years, 27% 
of them had been in business for 17-24 years, 
19% noted that they had been in business for 1-8 
years, 11 % had spent less than one year while 
only 8% of them had spent more than 25 years 
vending in the market.

Majority of the women market vendors were 
introduced into business by either a close 
relative or a friend. Others started their 
business when they joined women’s savings 
groups. Majority of the women had no formal 
training on how to run their business. While 
working in the market, the market women 
enjoyed different services including; security 
for their goods at the markets, sanitation 
services, garbage collections, and financial 
services in form of loans. The women however 
also faced numerous challenges working in the 
market such as lack of sufficient capital to 
invest in their business, poor management by 
the market committees/authorities, high 
market dues, overcrowding in the markets and 
a lack of a platform to voice their concerns. The 
market women were visible in the leadership 
and management of the different associations 
and groups to which they belonged. 

In-spite of the challenges, many market women 
have realized several achievements. Many 
women have been able to acquire assets includ-
ing land and houses, educating their children 
and generally improving their quality of life. 
Many of the market women have also be able to 
build strong social networks for solidarity and 
participation. 

This study posits several recommendations to 
improve the voice and participation of market 

There is need to develop and up-to-date a comprehensive legal and policy framework on markets. 
The Markets Act of 1942 is outdated, majorly irrelevant and completely inconsistent as a law to the 
current market trends. A comprehensive legal framework could also involve harmonization of relat-
ed laws.

A specific agency to oversee the establishment, management and administration of markets in the 
country should be established. 

The market administration and authorities should proactively involve more women in the adminis-
tration and management of markets. This will ensure that the voices of women, who are the majority 
stakeholders in the markets, are represented in all decision-making processes. 

Organizations targeting market women should prioritize financial literacy skills training for the 
market women. Issues around financial access and literacy are of priority concern for the women. IST 
should engage the National Women’s council to provide training to market women in managing 
loans and finances generally.

Market women should be more proactive in seeking leadership roles in the market. This is the only 
guarantee that issues affecting them will be voiced at the necessary forums. The women should also 
strengthen their  associations or groups because it’s through these groups or associations that they 
can voice their concerns and grievances to the market administration.
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Many women around the world are getting involved 
in market vending because of their increasing role 
as the main bread winners in the households, 
coupled their low literacy levels that limit their 
employment in the formal sector.  According to the 
World Bank, market vending suffers various 
constraints such as low productivity, limited access 
to capital by the vendors, inadequate support from 
urban authorities and poor working facilities. This 
is further exacerbated by the fact that most market 
vendors lack the entrepreneurship skills to manage 
their ventures. 

According to the African Economic Outlook, 
Uganda remains on track to achieve the Millenni-
um Development Goal poverty reduction target. 
This is due to the continued drop in absolute pover-
ty rates from 24.5% in 2009/10 to 19.7% in 2012/13.  
However the continued shrinking of the labour 
market and lack of employment opportunities have 
forced many to pursue self employment.  Hence, 

market as the centre of the study. The study does 
not lay specific emphasis on women as a key stake-
holder in the market. It focuses externally looking 
at the impact of private contractors on vendors in 
the market. Stephanie Vogelius (2013) analyses the 
impact of women entrepreneurship amidst the 
changing social cultural factors. While she focuses 
on Bugolobi market and women in particular, her 
study is broad and does not answer questions of 
women’s voice and participation in the market 
sphere where they work. 

No study has been undertaken to specifically look 
at the demographics of market women (educa-
tion, age, family situation among others), wom-
en’s sources of goods and of finance, how women 
organize themselves in the market, and whether 
they organize themselves to achieve a set purpose, 
challenges of managing their commodities, rates 
of business success or failure, provision of services 
to support their work and the strengths and weak-
nesses of the institutions that provide support to 
market women. Due to this lack of 
evidence-based information, market women have 
not been a target for interventions to address and 
promote their voice and accountability needs.
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and in particular the market place, has become an option where 
women with scarce resources can guarantee themselves access 
to cash through engaging in market vending. Women are also 
propelled to market vending as a way of empowering themselves 
in a society that tends to be traditional and oppressive rather 
than liberal.  This means that for many women, market vending 
is more of a survival-based approach than a search for opportu-
nities. 

In spite of this, market vending in Uganda can best be described 
as underdeveloped, disorganized, haphazard, opportunistic, 
and individualistic. The market infrastructure in most markets 
in the urban areas remains poor and dilapidated while in the 
countryside, the market structures remain largely of makeshift 
quality. Although it is the general belief that there are more 
women market vending than men,  there is limited information 
available on market women in Uganda. While few studies have 
been undertaken on markets, the studies have been largely 
specific to either the market as a functional entity or space of 
trade. 

Ruth Abesiga (2014) specifically looks at the effects of privatiza-
tion on markets performance in Uganda with St. Balikuddembe 



The purpose of the study is to establish baseline 
information on market women and youth aged 
15-35 years. This information is critical for 
formulating and or drawing policies or interven-
tions that can be used to strengthen voice and 
participation of women working in the market. 
The report also covers issues facing market 
women and the required interventions from 
different stakeholders. This report is based on 
data collected from Bivamuntuyo market, Kaler-
we in Kampala and the main markets in Arua 
and Gulu. 50 respondents participated in the 
study, 37 interviews were conducted while 13 
market women were engaged during a focus 
group discussion.

Majority of market women interviewed who are 
engaged in market vending are aged between 
26-30 years, indicated by 38% of respondents, 
followed by people aged 31 years and above as 
noted by 32% of the people interviewed. 49% of 
vendors interviewed mentioned that they have 
attained ‘O’ level education, 22% had attained 
primary level of education; 16% had attained 
post-secondary education, while only 14% had 
completed ‘A’ level education. 35% of the 
women had been in business for 9-16 years, 27% 
of them had been in business for 17-24 years, 
19% noted that they had been in business for 1-8 
years, 11 % had spent less than one year while 
only 8% of them had spent more than 25 years 
vending in the market.

Majority of the women market vendors were 
introduced into business by either a close 
relative or a friend. Others started their 
business when they joined women’s savings 
groups. Majority of the women had no formal 
training on how to run their business. While 
working in the market, the market women 
enjoyed different services including; security 
for their goods at the markets, sanitation 
services, garbage collections, and financial 
services in form of loans. The women however 
also faced numerous challenges working in the 
market such as lack of sufficient capital to 
invest in their business, poor management by 
the market committees/authorities, high 
market dues, overcrowding in the markets and 
a lack of a platform to voice their concerns. The 
market women were visible in the leadership 
and management of the different associations 
and groups to which they belonged. 

In-spite of the challenges, many market women 
have realized several achievements. Many 
women have been able to acquire assets includ-
ing land and houses, educating their children 
and generally improving their quality of life. 
Many of the market women have also be able to 
build strong social networks for solidarity and 
participation. 

This study posits several recommendations to 
improve the voice and participation of market 

There is need to develop and up-to-date a comprehensive legal and policy framework on markets. 
The Markets Act of 1942 is outdated, majorly irrelevant and completely inconsistent as a law to the 
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Organizations targeting market women should prioritize financial literacy skills training for the 
market women. Issues around financial access and literacy are of priority concern for the women. IST 
should engage the National Women’s council to provide training to market women in managing 
loans and finances generally.

Market women should be more proactive in seeking leadership roles in the market. This is the only 
guarantee that issues affecting them will be voiced at the necessary forums. The women should also 
strengthen their  associations or groups because it’s through these groups or associations that they 
can voice their concerns and grievances to the market administration.
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employment in the formal sector.  According to the 
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1.1. Background to the Study 

C
H

A
PT

ER
 O

N
E:

There is need to develop and up-to-date a comprehensive legal and policy framework on markets. 
The Markets Act of 1942 is outdated, majorly irrelevant and completely inconsistent as a law to the 
current market trends. A comprehensive legal framework could also involve harmonization of relat-
ed laws.

A specific agency to oversee the establishment, management and administration of markets in the 
country should be established. 

The market administration and authorities should proactively involve more women in the adminis-
tration and management of markets. This will ensure that the voices of women, who are the majority 
stakeholders in the markets, are represented in all decision-making processes. 

Organizations targeting market women should prioritize financial literacy skills training for the 
market women. Issues around financial access and literacy are of priority concern for the women. IST 
should engage the National Women’s council to provide training to market women in managing 
loans and finances generally.

Market women should be more proactive in seeking leadership roles in the market. This is the only 
guarantee that issues affecting them will be voiced at the necessary forums. The women should also 
strengthen their  associations or groups because it’s through these groups or associations that they 
can voice their concerns and grievances to the market administration.

Uganda has different types of markets, most 
of which are in urban areas.  Majority of the 
urban markets were established between the 
late 1950s and early 1960s at the brink of post 
colonialism. As population growth has 
spiraled and immigration from the rural to 
urban areas increased, markets in urban 
areas have continued to expand and diversify. 
Markets vary in structure and purpose and 
include Supermarkets, roadside markets, 
open-public markets, mobile markets, street 
vending and sheltered markets among 
others.  The expanding of markets has also 
led to the development of illegal markets in 
road reserves and open public spaces 
enabling vendors to operate from the streets 
or occupy illegally distributed makeshift 
stalls at a given area selling different goods.  
The legal and policy framework for operation 
and administration of markets dates back to 
the colonial era and is old, archaic, largely 
irrelevant and mostly out of date. The exist-
ing legal and policy framework on markets in 
Uganda is also sporadic and fragmented and 
does not meet the present needs and 
demands of the market sector. As a result 
several markets in Uganda today operate 
outside the existing legal and policy frame-

1 Ruth Abesiga “The Effects of Privatization Policy on Markets  
Performance in Uganda: A Case Study of St. Balikuddembe 
Market”(Master of Arts in Development Studies, Institute of 
Social Studies, 2014), 11
2  Abesiga (2014) 11
3  D. Munasirei et al., “Investigating Gender Dimensions in 
Vending Activities in the City of Mutare, Zimbabwe,”Journal of 
Sustainable Development in Africa, No. 4 (2007): 172
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Uganda remains on track to achieve the Millenni-
um Development Goal poverty reduction target. 
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market and lack of employment opportunities have 
forced many to pursue self employment.  Hence, 
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at the impact of private contractors on vendors in 
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on Bugolobi market and women in particular, her 
study is broad and does not answer questions of 
women’s voice and participation in the market 
sphere where they work. 
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they organize themselves to achieve a set purpose, 
challenges of managing their commodities, rates 
of business success or failure, provision of services 
to support their work and the strengths and weak-
nesses of the institutions that provide support to 
market women. Due to this lack of 
evidence-based information, market women have 
not been a target for interventions to address and 
promote their voice and accountability needs.
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Many women around the world are getting involved 
in market vending because of their increasing role 
as the main bread winners in the households, 
coupled their low literacy levels that limit their 
employment in the formal sector.  According to the 
World Bank, market vending suffers various 
constraints such as low productivity, limited access 
to capital by the vendors, inadequate support from 
urban authorities and poor working facilities. This 
is further exacerbated by the fact that most market 
vendors lack the entrepreneurship skills to manage 
their ventures. 

According to the African Economic Outlook, 
Uganda remains on track to achieve the Millenni-
um Development Goal poverty reduction target. 
This is due to the continued drop in absolute pover-
ty rates from 24.5% in 2009/10 to 19.7% in 2012/13.  
However the continued shrinking of the labour 
market and lack of employment opportunities have 
forced many to pursue self employment.  Hence, 

market as the centre of the study. The study does 
not lay specific emphasis on women as a key stake-
holder in the market. It focuses externally looking 
at the impact of private contractors on vendors in 
the market. Stephanie Vogelius (2013) analyses the 
impact of women entrepreneurship amidst the 
changing social cultural factors. While she focuses 
on Bugolobi market and women in particular, her 
study is broad and does not answer questions of 
women’s voice and participation in the market 
sphere where they work. 

No study has been undertaken to specifically look 
at the demographics of market women (educa-
tion, age, family situation among others), wom-
en’s sources of goods and of finance, how women 
organize themselves in the market, and whether 
they organize themselves to achieve a set purpose, 
challenges of managing their commodities, rates 
of business success or failure, provision of services 
to support their work and the strengths and weak-
nesses of the institutions that provide support to 
market women. Due to this lack of 
evidence-based information, market women have 
not been a target for interventions to address and 
promote their voice and accountability needs.
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the informal sector with its previous supplementary role in the 
provision of employment and welfare has become the new space 
for millions of workers  especially women.  The informal sector, 
and in particular the market place, has become an option where 
women with scarce resources can guarantee themselves access 
to cash through engaging in market vending. Women are also 
propelled to market vending as a way of empowering themselves 
in a society that tends to be traditional and oppressive rather 
than liberal.  This means that for many women, market vending 
is more of a survival-based approach than a search for opportu-
nities. 

In spite of this, market vending in Uganda can best be described 
as underdeveloped, disorganized, haphazard, opportunistic, 
and individualistic. The market infrastructure in most markets 
in the urban areas remains poor and dilapidated while in the 
countryside, the market structures remain largely of makeshift 
quality. Although it is the general belief that there are more 
women market vending than men,  there is limited information 
available on market women in Uganda. While few studies have 
been undertaken on markets, the studies have been largely 
specific to either the market as a functional entity or space of 
trade. 

Ruth Abesiga (2014) specifically looks at the effects of privatiza-
tion on markets performance in Uganda with St. Balikuddembe 

The purpose of the study is to establish baseline 
information on market women and youth aged 
15-35 years. This information is critical for 
formulating and or drawing policies or interven-
tions that can be used to strengthen voice and 
participation of women working in the market. 
The report also covers issues facing market 
women and the required interventions from 
different stakeholders. This report is based on 
data collected from Bivamuntuyo market, Kaler-
we in Kampala and the main markets in Arua 
and Gulu. 50 respondents participated in the 
study, 37 interviews were conducted while 13 
market women were engaged during a focus 
group discussion.

Majority of market women interviewed who are 
engaged in market vending are aged between 
26-30 years, indicated by 38% of respondents, 
followed by people aged 31 years and above as 
noted by 32% of the people interviewed. 49% of 
vendors interviewed mentioned that they have 
attained ‘O’ level education, 22% had attained 
primary level of education; 16% had attained 
post-secondary education, while only 14% had 
completed ‘A’ level education. 35% of the 
women had been in business for 9-16 years, 27% 
of them had been in business for 17-24 years, 
19% noted that they had been in business for 1-8 
years, 11 % had spent less than one year while 
only 8% of them had spent more than 25 years 
vending in the market.

Majority of the women market vendors were 
introduced into business by either a close 
relative or a friend. Others started their 
business when they joined women’s savings 
groups. Majority of the women had no formal 
training on how to run their business. While 
working in the market, the market women 
enjoyed different services including; security 
for their goods at the markets, sanitation 
services, garbage collections, and financial 
services in form of loans. The women however 
also faced numerous challenges working in the 
market such as lack of sufficient capital to 
invest in their business, poor management by 
the market committees/authorities, high 
market dues, overcrowding in the markets and 
a lack of a platform to voice their concerns. The 
market women were visible in the leadership 
and management of the different associations 
and groups to which they belonged. 

In-spite of the challenges, many market women 
have realized several achievements. Many 
women have been able to acquire assets includ-
ing land and houses, educating their children 
and generally improving their quality of life. 
Many of the market women have also be able to 
build strong social networks for solidarity and 
participation. 

This study posits several recommendations to 
improve the voice and participation of market 

There is need to develop and up-to-date a comprehensive legal and policy framework on markets. 
The Markets Act of 1942 is outdated, majorly irrelevant and completely inconsistent as a law to the 
current market trends. A comprehensive legal framework could also involve harmonization of relat-
ed laws.

A specific agency to oversee the establishment, management and administration of markets in the 
country should be established. 

The market administration and authorities should proactively involve more women in the adminis-
tration and management of markets. This will ensure that the voices of women, who are the majority 
stakeholders in the markets, are represented in all decision-making processes. 

Organizations targeting market women should prioritize financial literacy skills training for the 
market women. Issues around financial access and literacy are of priority concern for the women. IST 
should engage the National Women’s council to provide training to market women in managing 
loans and finances generally.

Market women should be more proactive in seeking leadership roles in the market. This is the only 
guarantee that issues affecting them will be voiced at the necessary forums. The women should also 
strengthen their  associations or groups because it’s through these groups or associations that they 
can voice their concerns and grievances to the market administration.
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study is broad and does not answer questions of 
women’s voice and participation in the market 
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trade and improvement programme. The modern market, 
which was officially opened in April 2015,  is expected to create 
direct employment to 
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approximately 4600 people and create indirect 
employment to thousands more.  It should be 
noted that at the time of the study the market 
vendors had not yet occupied the new market and 
where still located at the make shift Kaunda 
grounds.

Arua main market is located in Arua town in Arua 
distrct. The district lies in the north western 
corner of Uganda and is bordered by the District of 
Maracha in the north west; Yumbe District in the 
north east; Democratic Republic of Congo in the 
west; Nebbi District in the south; Zombo District 
in the south east; and Amuru District in the east. 
Arua main market is one of the markets that has 
been earmarked for reconstruction under the 
second phase of the markets and agricultural trade 
improvement programme of the African Develop-
ment Bank.

2.  ARUA MAIN MARKET

1.6   Study design and
        methodology

1.6.1. Scope of Study 
This study is limited to three markets; Bivamuntuyo market in 
Kalerwe, Kampala and the main markets in Arua and Gulu. 
The Institute for Social Transformation (IST) in partnership 
with Youth Arts Development and Entrepreneurship Network 
(YADEN) and Pearl Development Initiative (PDI) are imple-
menting interventions targeting market women in the three 
markets.  As a result of their project scope, the three markets 
become the default study sites.

1.6.2. Approach

The baseline research employed two main research methodol-
ogies: secondary data review and qualitative data collection. 
The desk review focused on identifying existing literature on 
market women and the issues affecting them. The desk review 
sought to clearly identify background information for the 
baseline, and also clearly define the baseline focus. Three tools 
were developed for qualitative data collection for the study. The 
qualitative methodology adopted the use of in-depth interview 
(IDI) guides; key informant interviews (KIIs) and focus group 
discussions (FGDs). The fieldwork was preceded by the devel-
opment of research tools that included the recruitment guide, 
IDIs, KIIs and the FGD guide.39 Correspondent, “Modern Gulu market nears completion” Monday 

Times, 27th May, 2015 accessed on 27th May, 2015 http://www.mon-

daytimes.co.ug/details.php?option=acat&a=2350#.VWXwaFWqqko
40 Our Reporter, “Museveni officially opens Gulu main market” Red Pepper, 29th 
April, 2015 accessed on 27th May, 2015 http://www.redpepper.co.ug/photos-m7-of-
ficially-opens-gulu-main-market/
41 “President opens Gulu Market” The State House of Uganda. Last modified on 
26th May, 2015. http://www.statehouse.go.ug/media/news/2015/04/28/presi-
dent-opens-modern-gulu-market-urges-ugandans-prioritize-wealth-creation-t
42 Ibid 43 “The official website of Arua District” accessed 27th May, 2015 
http://arua.go.ug/ 44 “African Development Bank Group” accessed on 27th May, 
2015 http://www.afdb.org/en/documents/document/appraisal-re-
port-uganda-markets-and-agricultural-trade-improvement-programme-project-
2-matip-2-approved-12-2014-50843/
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their ventures. 

According to the African Economic Outlook, 
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This is due to the continued drop in absolute pover-
ty rates from 24.5% in 2009/10 to 19.7% in 2012/13.  
However the continued shrinking of the labour 
market and lack of employment opportunities have 
forced many to pursue self employment.  Hence, 

market as the centre of the study. The study does 
not lay specific emphasis on women as a key stake-
holder in the market. It focuses externally looking 
at the impact of private contractors on vendors in 
the market. Stephanie Vogelius (2013) analyses the 
impact of women entrepreneurship amidst the 
changing social cultural factors. While she focuses 
on Bugolobi market and women in particular, her 
study is broad and does not answer questions of 
women’s voice and participation in the market 
sphere where they work. 

No study has been undertaken to specifically look 
at the demographics of market women (educa-
tion, age, family situation among others), wom-
en’s sources of goods and of finance, how women 
organize themselves in the market, and whether 
they organize themselves to achieve a set purpose, 
challenges of managing their commodities, rates 
of business success or failure, provision of services 
to support their work and the strengths and weak-
nesses of the institutions that provide support to 
market women. Due to this lack of 
evidence-based information, market women have 
not been a target for interventions to address and 
promote their voice and accountability needs.

1.6.3. Respondents
A total of 37 interviews were conducted (13 inter-
views in Bivamuntuyo market in Kalerwe, 12 in 
Arua and Gulu markets respectively). The inter-
viewees included respondents in market leader-
ship, female vendors who worked in the markets, 
female vendors who sold their goods just outside 
the market, female vendors in leadership positions 
of an association for vendors. The study also 
captured a few male perspectives through inter-
view of selected male vendors. Persons with 
disabilities where also considered as respondents 
during the fieldwork. 13 respondents participated 
in the FGD in Bivamuntuyo market, Kalerwe.

1.6.4. Study questions
The study sought answers to these specific ques-
tions:
2.   What challenges do market women face? 
3.  What community and cultural obstacles 
prevent market women from participating in the 
policy making process on issues affecting them?
•   What current policies are in place to address 
issues that face them? 
•    Are they aware of these policies? 
•    Which policy areas would they propose recom-
mendations? 
•    What are their recommendations?

1.6.5. Pre-testing the Research Tools
Prior to conducting the actual fieldwork, a pre-test 
of the tools was done in Bivamuntuyo market. A 
pre-test checklist was developed to guide the 
survey team during the pre-testing exercise. The 
objective of the pre-test was to determine the 
following:

• The chronology and floor of questions, 
• Length and monotony of the questionnaire, 
• Any cumbersome repetitions in the interview 
questions, 
• Whether the time allocated for the interviews 
was sufficient, 
• How the interviews would be conducted in a 
market setting that is noisy, 
• The nature of information that the tools would 
generate,
• “Readability” of the questions,
• Ability of respondents to answer all questions 
both in terms of relevance to them and questionnaire flow 
(skips etc.), and anything missed,
• Interviewer instructions: whether the questions 
where clear,
• Questionnaire translation – is the translation 
clear, does it make sense, is it ambiguous?,
• Closed ended answers – are respondents able to 
answer according to the code lists?,
• Identify difficult questions to administer and 
best way to address them,
• Any other answers/issues that respondents may 
consider pertinent to improving the questions, 
1. General reactions of the respondents to the 
interview tools. 

1.6.6. Orientation and Training of data
           collectors
The Interviewers who conducted the field interviews were 
oriented prior to the pre-test exercise. The purpose of the 
orientation session was to discuss the data collection tools as 
well as other modalities for executing the fieldwork. The 
content of the orientation session also included interviewing 

techniques, especially how to probe for better 
information, as well as an introduction to the 
baseline study (objectives, target respondents, 
importance and implications of the baseline 
survey findings). A field survey protocol was 
developed with clear instructions to interviewers 
to facilitate consistency and harmony in the data 
collection exercise.

1.6.7. Sampling Procedure and Sample Size
The guiding principle for selection of respondents 
was the purposive sampling strategy for selection 
of key informants and a simple random sampling 
for the rest of the respondents. 

1.6.8. Data Management and Analysis
The data collected from the field was analyzed in 
order to give context to the qualitative findings 
and also to identify common themes. Data from 
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Many women around the world are getting involved 
in market vending because of their increasing role 
as the main bread winners in the households, 
coupled their low literacy levels that limit their 
employment in the formal sector.  According to the 
World Bank, market vending suffers various 
constraints such as low productivity, limited access 
to capital by the vendors, inadequate support from 
urban authorities and poor working facilities. This 
is further exacerbated by the fact that most market 
vendors lack the entrepreneurship skills to manage 
their ventures. 

According to the African Economic Outlook, 
Uganda remains on track to achieve the Millenni-
um Development Goal poverty reduction target. 
This is due to the continued drop in absolute pover-
ty rates from 24.5% in 2009/10 to 19.7% in 2012/13.  
However the continued shrinking of the labour 
market and lack of employment opportunities have 
forced many to pursue self employment.  Hence, 

market as the centre of the study. The study does 
not lay specific emphasis on women as a key stake-
holder in the market. It focuses externally looking 
at the impact of private contractors on vendors in 
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on Bugolobi market and women in particular, her 
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women’s voice and participation in the market 
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tion, age, family situation among others), wom-
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to support their work and the strengths and weak-
nesses of the institutions that provide support to 
market women. Due to this lack of 
evidence-based information, market women have 
not been a target for interventions to address and 
promote their voice and accountability needs.

1.6.3. Respondents
A total of 37 interviews were conducted (13 inter-
views in Bivamuntuyo market in Kalerwe, 12 in 
Arua and Gulu markets respectively). The inter-
viewees included respondents in market leader-
ship, female vendors who worked in the markets, 
female vendors who sold their goods just outside 
the market, female vendors in leadership positions 
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captured a few male perspectives through inter-
view of selected male vendors. Persons with 
disabilities where also considered as respondents 
during the fieldwork. 13 respondents participated 
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1. General reactions of the respondents to the 
interview tools. 

1.6.6. Orientation and Training of data
           collectors
The Interviewers who conducted the field interviews were 
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Uganda has since 1942, when the Markets Act was enacted, 
developed a plethora of legal and policy instruments in an 
attempt to organise and administer markets. The legal and 
policy framework has also been geared towards enabling 
development of modern and structured markets that are 
easily accessible to the buyers but also operationally 
convenient for the vendors. This section will limit itself to 
the national normative principles and standards on markets 
in Uganda. The review will analyze the existing legal and 
policy framework and how it responds to the market women 
in particular.

2.0.1. 1995 Constitution of Uganda 
The 1995 Constitution is the Supreme law and provides 
under its National Objectives and Directive Principle II (iii) 
that the State shall be guided by the principle of decentralisa-
tion and devolution of governmental functions and powers to 
the people at appropriate levels where they can best manage 
and direct their own affairs.  Principle XIV (b) provides that 
“the State shall endeavour to fulfill the fundamental rights of 
all Ugandans to social justice and economic development and 
shall, in particular, ensure that all Ugandans enjoy rights and 
opportunities and access …work…” The Constitution’s princi-
ple of decentralization directly empowers local governments 
to control and manage markets within their jurisdictions to 
ensure efficient and effective service delivery and good 

2.0. National Legal Framework

governance. This means that 
market women should be able to 
participate in local government 
decisions about control and man-
agement of markets but also have 
access to avenues for market 
services that can foster a good 
environment for doing business in 
the market. 

Romzek and Johnston 2002 (cited 
in Yang et al., 2009) argue that 
maintaining quality services in the 
market requires both ‘perfor-
mance measurement planning’ as 
well as ‘evaluating the contractors’ 
management policy. Brown et al, 
(2005) state very clearly that effec-
tive service delivery in markets 
necessitates guaranteeing that 
citizens’ grievances are addressed 
given that they are the primary 
beneficiaries of services. The 
aspirations of the Constitution if 
effected would ensure that women 
are active participants in the 
processes of management and 
administration of markets.
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2.0.2. Markets Act 
The Markets Act  is the principal legislation on markets and was enacted 
in 1942. The Act provides of the establishment and management of 
markets, however since its enactment, several developments have taken 
place including increased urban population growth and the shift from 
subsistence to commercial agricultural production. Which means the 
provisions of the Markets Act might be outdated. The Act has become 
inadequate in its content and therefore does not match up to the current 
needs of market development, management and administration. This 
leaves a huge gap in the administration and management of markets. 
Interesting to note, the Act does not define a market, which omission 
informs for a broader and non-uniform definition of what a market is. 
The Act mandates the administration of a district, a municipal council 
and a town council with authority to establish and control a market 
within its given locale or jurisdiction. The Act also prescribes particular 
offenses and penalties for persons operating in the market.47

2.0.3. Markets Rules SI 94-1 48

The Markets Rules like the Act are clearly outdated and nearly obsolete. 
They make reference to words like ‘Governor’, ‘township authority’ 
which are no longer applicable. The rules vest a lot of authority in the 
market master to collect fees, perform the duties and have the powers 
assigned to him or her by the market authority. 49 

2.0.4. The Local Governments Act (LGA) 50

The LGA operationalizes the principle of decentralization enshrined in 
the Constitution. Section 30 of the LGA mandates local governments to 
establish, administer, manage and collect revenue from markets. The 
LGA seems to indicate that markets fall under the purview of lower local 
governments and city or municipal division councils which is in contrast 
with the Markets Act which shows that markets fall under the owner-
ship, control and management of districts, municipalities and town 
councils. This has brought about a conflict between municipalities and 
division council or even district and sub-counties over ownership of 
markets. Such legal uncertainty breeds conflict whose default casualties 

are often the women due to their vulnera-
bility as result of their lack of participation 
in decision-making processes.

2.0.5. The Kampala Capital City Act 
Sections 7(2) and 35 of the Act empower 
Kampala Capital City Authority (KCCA) to 
establish and administer over markets 
within the mandate of the Authority. 
Reference to KCCA is specifically relevant 
for Bivamuntuyo market, Kalerwe that is 
located in Kampala district. 

2.1.1. Plan for Modernization of Agriculture
The Plan for Modernization of Agriculture 
(PMA) is geared towards increasing the 
ability of the poor to raise their incomes 
and improve their quality of life through 
transformation of the agriculture sector 
from being largely subsistence to a 
commercially oriented one.  The PMA is 
aimed at poverty reduction and economic 
growth in Uganda through enhanced 
trading or marketing of agricultural 
commodities and other industrial and 
general merchandise. It is aimed at leading 
to increased incomes, employment oppor-
tunities and working conditions of vendors 
in markets, including market women.

2.1  Existing Policies,
      Plans and Guidelines
      relating to markets in
      Uganda  
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2.1.2. Decentralization Policy Strategic Framework
The Decentralisation Policy Strategic Framework is aimed at contribut-
ing to poverty reduction efforts by creating a government system that can 
sustain quality service delivery. Through decentralization the mandate 
for administration and management of markets was given to lower local 
governments and division councils. 

2.1.3. National Land Use Policy
The development of markets has a direct impact on land use and the 
ability to use land more effectively. The land use policy in Uganda is 
inseparable from the development of markets. It is argued that the land 
use policy in Uganda is the main spatial development framework for the 
country meant to guide and bring about orderly development at a 
national level by separation of incompatible land uses.  The national 
land use policy provides practical recommendations on how to achieve 
business competitiveness through land registration rights, titling of 
ownership and other activities to be handled at district level rather than 
at the central government level. 

2.1.4. Government Policy on sell of markets’ land, development and 
management in the city, municipalities and towns
The guidelines are the latest market policy regarding the sell, develop-
ment and management of markets in Kampala city and other urban 
authorities. The policy guidelines were enacted  to help protect the inter-
ests of the market vendors, including women, and urban councils and 
minimize disputes among market vendors and urban councils regarding 
the sell, reconstruction and management of urban markets. The guide-
lines arose out of the continued attempts by some urban authorities to 
sell/lease some of urban markets to private developers/investors, 
haphazard re-development and privatizing the management of markets 
in total disregard of the interests of the sitting market vendors, govern-
ment policies and directives. The policy guidelines bar any sale of urban 
market land and also seek to empower the sitting markets vendors to 
redevelop and manage the markets. It should be noted that while these 
guidelines aspire to provide protection to market vendors, they are not 
law and of no legal force. 

2.1.5. Government Policy guidelines for 
the Management and control of rural 
markets facilities constructed under 
CAIIP-1 

55

These policy guidelines guide local govern-
ments and market vendors in the newly 
constructed rural markets under the CAIIP 
on how to manage, control and maintain 
the market facilities within the principles of 
varied related laws. The objective of CAIIP 
is to improve market place economic and 
social infrastructure in order to: induce 
marketing of agricultural commodities, 
enhance the incomes of market vendors and 
farmers, increase employment, increase 
customer shopping convenience and 
increase revenues for local governments. 
The policy vests ownership of the rural 
markets in the lower local authority howev-
er management and control is vested in the 
sitting market vendors. The policy also 
provides that major rehabilitation and 
maintenance of rural markets shall be 
undertaken by the local authorities.

2.1.6. The National Physical Planning 
Standards (NPSS)
The NPSS is a Government manual of crite-
ria for determining the scale, location and 
site requirements of various land uses and 
facilities. The standards provide criteria for 
setting up a market. The guidelines define 
markets as “premises for sale of consumable 
goods including farm produce to the 
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the sell, reconstruction and management of urban markets. The guide-
lines arose out of the continued attempts by some urban authorities to 
sell/lease some of urban markets to private developers/investors, 
haphazard re-development and privatizing the management of markets 
in total disregard of the interests of the sitting market vendors, govern-
ment policies and directives. The policy guidelines bar any sale of urban 
market land and also seek to empower the sitting markets vendors to 
redevelop and manage the markets. It should be noted that while these 
guidelines aspire to provide protection to market vendors, they are not 
law and of no legal force. 

2.1.5. Government Policy guidelines for 
the Management and control of rural 
markets facilities constructed under 
CAIIP-1 
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These policy guidelines guide local govern-
ments and market vendors in the newly 
constructed rural markets under the CAIIP 
on how to manage, control and maintain 
the market facilities within the principles of 
varied related laws. The objective of CAIIP 
is to improve market place economic and 
social infrastructure in order to: induce 
marketing of agricultural commodities, 
enhance the incomes of market vendors and 
farmers, increase employment, increase 
customer shopping convenience and 
increase revenues for local governments. 
The policy vests ownership of the rural 
markets in the lower local authority howev-
er management and control is vested in the 
sitting market vendors. The policy also 
provides that major rehabilitation and 
maintenance of rural markets shall be 
undertaken by the local authorities.

2.1.6. The National Physical Planning 
Standards (NPSS)
The NPSS is a Government manual of crite-
ria for determining the scale, location and 
site requirements of various land uses and 
facilities. The standards provide criteria for 
setting up a market. The guidelines define 
markets as “premises for sale of consumable 
goods including farm produce to the 
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public.” The guidelines state that 
markets should be sited on 
secondary streets in the commer-
cial area. Market sites must 
contain provisions for customer 
parking (if there is no public car 
park), servicing and deliveries. 
Markets must be provided with 
adequate piped water supply, 
sanitation facilities, drainage, and 
waste disposal, as well as covered 
and hygienic stalls, with the 
approval of the local authority. 
The selling area should be 
enclosed by a wall or fence. There 
should also be lock-up shops for 
butchers, fishmongers, etc., and 
stalls for the sale of fresh fruit and 
vegetables. 

It is interesting to note that the 
guidelines replicate the language 
of the Markets Act in a more 
relevant and contemporary way. 
The provisions of the guidelines 
would have more relevance if they 
were reduced into legal provisions 
in order to foster a good environ-
ment for female vendors to do 
business in the markets.

This chapter will present the findings of the study as well as answers to the 
study questions. The baseline study applied more qualitative methods than 
quantitative approaches for gathering data and information from the field. This 
chapter presents the findings from the field and is sectioned according to the 
parameters of the baseline study gathered from the interviews and FGDs 
conducted across all the three survey sites. 

A total of 50 respondents were interviewed for purposes of the study. 37 respon-
dents were interviewed using the IDIs and KIIs while 13 were engaged during 
the FGD in Bivamuntuyo market, Kalerwe. Graph 1 is representative of the 37 
respondents.

Graph 1: Showing Sample per Study Site

Source: Field data

3.0 Number of Respondents interviewed 
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3.1  Demographics of market women

It can be noted that, the survey focused primarily on female vendors 
aged 15-35 across all the three survey sites. However, in order to 
compare emerging issues on the survey parameters, a few male respon-
dents were interviewed to collect male insights and perspectives on the 
issues affecting market women. The study also interviewed in particu-
lar market women with disabilities. The survey sought to establish the 
demographic characteristics of the market women as one of the 
parameters; this is meant to provide a basis for understanding the 
categories of people engaged in market vending. The variables looked 
at included; age of respondents, marital status, number of children, 
level of education and years spent in market vending. The findings are 
as indicated below.

3.1.1. Age of market women

Graph 2: Showing the Age of Respondents

Majority of the market women are aged between 26-30 years, indicated 

Source: Field data

Source: Field data

by 38% of
respondents. This is followed by market 
women aged 31 years and above as noted by 
32% of the respondents interviewed. Very few 
market women are aged between 15-25 years as 
noted by 30% of respondents respectively.

3.1.2. Marital status

Graph 3: Showing Marital Status of 
Respondents

The findings show that majority of market 
women were legally married or living with a 
partner as indicated by 51% of the market 
women interviewed; 27% of the respondents 
were single, while 22% have never married or 
did not have a partner.
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3.1.3. Level of Education

Graph 4: Showing Level of Education

3.1.4. Number of years vending in the market

Graph 5: Showing Number of Years in Vending Business

With regards to education, 49% of the market women inter-
viewed mentioned that they have attained ‘O’ level education, 
22% of them mentioned that they have attained primary level 
education, 16% of them have attained post secondary or tertia-
ry level of education, while only 14% of the market women 
respondents had completed ‘A’ level education.

It was further discovered that, majority of market 
women have been vending in the market for a dura-
tion of 9-16 years (35% of vendors interviewed); 27% 
of the female respondents noted that they have been 
in vending for a duration of 17- 24 years, while 19% of 
the respondents noted that they have been vending 
in the market for a period of between 1-8 years. Only 
11 % of the market women interviewed have spent 
less than one year vending in the market while only 
8% of them have spent more than 25 years in vending 
in the market.

3.1.5. Number of children 
The study findings indicate that majority of the 
market women had more than three biological 
children on average as well as other children for 
whom they are responsible. As a result, their average 
household constitutes about five people. One of the 
market women noted;
       “…almost everyone here do have children, either of  
       their own, or an orphan from a very close relative…and  
       if you look at it that way, then majority of us do have  
       more than 4 people in their respective households..”

Market woman participating in the interviews at 
Bivamuntuto  Market, Kalerwe 22



3.1.6 Starting the vending business

In regard to how market women started operating their respective 
businesses in the designated markets, it was discovered that majority of 
the market women were brought into the business by either a close 
relative or a friend. Some of the market women noted that they started 
their businesses when they joined a women’s’ savings groups. In other 
instances, the market women looked for start-up capital from their 
spouses to start their vending businesses. Some of the vendors 
mentioned that they grew up around the market place so it became part 
of their life to engage in the vending business. A respondent in Gulu 
market noted, “I grew up watching my mother work in the market…I inher-
ited this stall from her…” Other respondents noted that they started off 
working in other peoples’   shops then raised enough capital  and started 
their own market stalls. Some vendors indicated that they were encour-
aged by their relatives to start a small business that could help them take 
care of their children other than waiting for support from their husbands. 

Some of the responses are noted below;

Majority of market women did not 
undergo formal training to engage in 
their vending business; but rather they 
learnt the requisite skills from their 
aunts, mothers, fathers and friends as 
they helped them in their stalls. Some 
market women just picked interest in 
market vending because they saw some 
of their friends prospering from it.

“…I have a sister, when I dropped out of school my sister was working here and 
she called me from the village. We started as mobile vendor moving 
door-to-door selling tomatoes. We always got commodities from Nakasero…” 
(Bivamuntuyo market, Kalerwe)
‘…It’s because the market was close and we grew up around so we kept seeing 
people doing business and getting good money that is why I joined…” (Arua 
Market)
“….I asked the owner of the shop whether I could put up my business in front of 
his shop..” (Arua Market)
“…I first worked from somewhere in fact I was a peasant but when my husband 
wanted to shift he asked me if I needed this place and I replied him I would so he 
let me in. I came with the little I had and started up the business…” 
(Bivamuntuyo market, Kalerwe)
“….when my first marriage broke up a friend advised to start a small business of 
bananas. I started this business with capital of UGX 400,000/..…” (Bivamuntuyo 
market, Kalerwe) 
“….when my family failed to pay my school fees, my sister helped me and got me 

capital to start selling silver fish. I started with 
little like a full basin but now I can afford a full 
sack…” (Gulu Market)
“…after separating with my husband, I started 
working as a house girl, after a year, this is 
where I got capital. I came and bought at UGX 
100,000/=. I started selling cooking oil after I 
got a friend who advised me to start vending 
silver fish. This friend was a supplier so he 
supplied me with silver fish and I started 
selling both cooking oil and Mukene…” 
(Bivamuntuyo market, Kalerwe)
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3.2.1. Sources of Finance

Source: Field data

Graph 6: Showing Sources of Business
Start-up Income

The study also wanted to establish the sources of finances that 
market women used to start their businesses. This is because 
women in Uganda have fewer assets and less access of productive 
resources than men (Snyder 2000). According to Stephanie Vogelius 
(2013), the institutional set up often works against women resulting 
in them being less likely to own land (which can be used as collater-
al for credit). The findings indicate that the market women 
obtained their capital from three main sources; contributions from 
their family members, relatives and friends; personal savings and to 
a small extent loans from micro-credit institutions. 

Zewde and Associates (2002) argue that as women entrepreneurs, 
including market women, often operate around market economics 
in the urban centres, the possibilities of accessing markets associa-
tions, savings groups and institutional support becomes increasing-
ly improved. It can therefore be argued that the proximity of 
networks that link women to accessible financial services is a major 
contributing factor that motivated women to engage in market 
vending (Gadar and Yunus, 2009 in Mulira et al., 2010).57 

This assertion is augmented by the study findings; respondents 
from Arua market noted that banks / finance service providers such 
as FINCA, Finance Trust, Pride Micro Finance and Brac were some 
of the institutions that provided loans to market women to support 
their businesses. In Gulu market, the respondents noted that they 
received loans from the Centenary bank, FINCA and Savings and 
Credit Cooperative Societies (SACCOs). It is important to note that 
majority of the finance institution are actually micro finance in 
nature.

The findings indicate that majority of the market 
women (68%) started their market vending 
businesses using personal savings, 24% started 
their businesses using capital from their family 
members and friends, while only (8%) of the 
market women acquired loans to start their 
market vending business. 

These were emphasized by some vendors as 
indicated in quotes;

3.2.  Sources of Goods and Finance

“….I started selling with a capital given to me by a 
brother…” (Bivamuntuyo market, Kalerwe)
“…I had some savings with me from teaching….” 
(Bivamuntuyo market, Kalerwe)
“….I had some savings with me and my aunt added 
me some…..” (Gulu Market)

“….I had some savings with me, and got some 
from the groups where I joined (the produce 
vendors association)….” (Gulu Market)
“….I got start capital from my elder brother after 
sharing with him my idea…..” (Arua Market)
“….I had some savings and I also borrowed a loan 
from a Village Saving and Loan Scheme Associa-
tion where am a member….” (Arua Market)
“…I had some savings and I also acquired a loan 
from centenary bank…..” (Arua Market)
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These responses indicate that many women have 
a good savings culture that is why they were able 
to save and start up their businesses. However it 
should also be noted that, in addition to their 
personal savings, they were able to acquire some 
soft loans from friends or savings associations to 
supplement their savings. 

3.2.1. Sources of Goods 
The goods sold in markets are often obtained 
from various locations. The study sought to 
establish the sources of goods sold by market 
women in their respective stalls. According to 
the study findings, 89% of the market women 
acquired the goods they sold on their stalls 
through a supplier. Only about 10% of the 
market women produced some of the items they 
sold in the market such as vegetables. Manufac-
tured goods were obtained from respective 
company suppliers or whole sellers within the 
market vicinity. Some market women in Arua 
market travelled to districts such as Nebbi, 
Mbarara, Mbale, Kampala districts in search for 
their produce while others crossed the border 
into the Democratic Republic of Congo to buy 
goods such as rice.

The study found that market women organized themselves into 
different groups or associations for different purposes. Membership 
to these associations or groups is through payment of prescribed 
fees, to wit, membership fees. Across all markets the membership 
fees are usually about Uganda Shillings Ten Thousand only. Women 
were also prominent in the leadership of these groups or associa-
tions. The women assumed leadership to these groups or associa-
tions through elective process. According to a market woman (Arua 
market) “women are involved through election processes and they 
are majority in leadership.” Some of the associations have specific 
objectives such as associations formed for the purposes of providing 
soft loans; other associations are established to support and 
promote a savings culture among the vendors. 

Snyder (2000) notes that the formation of informal savings groups 
is very common around markets in East Africa. Since the 1980s these 
informal associations have soared in popularity where market 
women work in savings groups or associations allocating small 
amounts of money to a central pool.  These savings go on rotations 
periodically and work as a solidarity fund where each woman entre-
preneur can invest according to her priorities.  In other instances, 
the associations where formed by vendors dealing in specific 
produce or items. It should be noted that the associations were in 
most cases not exclusive to only market women, albeit the fact that 
they are majority members. 

In Bivamuntuyo market, Kalerwe, the market women listed some of 
the existent associations to include; Youth Action for Development 
Association, Slum Dwellers Association, Act Together Uganda, “I 
collect fares for Youth Action for Development association which 

3.3.   Organisation of market women
         in the Markets

“….I started selling with a capital given to me by a 
brother…” (Bivamuntuyo market, Kalerwe)
“…I had some savings with me from teaching….” 
(Bivamuntuyo market, Kalerwe)
“….I had some savings with me and my aunt added 
me some…..” (Gulu Market)

“….I had some savings with me, and got some 
from the groups where I joined (the produce 
vendors association)….” (Gulu Market)
“….I got start capital from my elder brother after 
sharing with him my idea…..” (Arua Market)
“….I had some savings and I also borrowed a loan 
from a Village Saving and Loan Scheme Associa-
tion where am a member….” (Arua Market)
“…I had some savings and I also acquired a loan 
from centenary bank…..” (Arua Market)

was started by the Slum Dwellers Association and Act Together 
Uganda. We get money from people, record it in there log books and 
bank it to help them save.” (Market woman, Bivamuntuyo market), 
SACCOs, Kalerwe Savings Association and Cash Round. “We save 
and then give out loans according to the cash you put in your log 
book. If you want a loan say of UGX 500,000/=, you have to be with 
at least UGX 250,000/= case on your account. And you have to be 
active and paying back comes with the way you earn.” (Market 
woman, Bivamuntuyo market) and muno-mukabi which helps 
vendors save on a daily basis. 

In Arua market, the market women noted that their market had 
different groups whose membership depended on the type of 
produce the market woman sold. These groups include the 
produce group, fish monger group, flour group, dry tea group, 
onion and irish potatoes group and horticulture group. According 
to one market woman in Arua market, “being a member of these 
market groups has provided her with more than financial support. 
The groups have supported her in resolving conflicts as well as 
educated her on how to save.” In Gulu market there where two 
common associations that the market women identified -the Gulu 
main market association and the Gulu marker traders association. 
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Source: Field data

Graph 7: Showing Services available for
Vendors
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3.4.   Available Services in the
         Markets

was started by the Slum Dwellers Association and Act Together 
Uganda. We get money from people, record it in there log books and 
bank it to help them save.” (Market woman, Bivamuntuyo market), 
SACCOs, Kalerwe Savings Association and Cash Round. “We save 
and then give out loans according to the cash you put in your log 
book. If you want a loan say of UGX 500,000/=, you have to be with 
at least UGX 250,000/= case on your account. And you have to be 
active and paying back comes with the way you earn.” (Market 
woman, Bivamuntuyo market) and muno-mukabi which helps 
vendors save on a daily basis. 

In Arua market, the market women noted that their market had 
different groups whose membership depended on the type of 
produce the market woman sold. These groups include the 
produce group, fish monger group, flour group, dry tea group, 
onion and irish potatoes group and horticulture group. According 
to one market woman in Arua market, “being a member of these 
market groups has provided her with more than financial support. 
The groups have supported her in resolving conflicts as well as 
educated her on how to save.” In Gulu market there where two 
common associations that the market women identified -the Gulu 
main market association and the Gulu marker traders association. 

The survey also sought to establish the kinds of services available 
for market women in the markets. The study found that their where 
no services that where peculiar to market women, the services 
provided in the market where provided to all vendors.

The services provided in the market included 
garbage collection (22%); toilets and water supply 
(24%), security for their goods in the market (27%), 
loans (6%) and conflict settlements (4%). These 
services are however not free, the market women, 
like all vendors are required to make monthly cash 
contributions towards provision of these services. 
The contributions or payments varied in frequency 
as some payments where made on needs basis, 
others weekly while others where paid for monthly. 
In Bivamunuyo market, Kalerwe the market women 
noted that “we pay for garbage collection UGX 1,000/= 
every weekend, latrines you pay UGX 200/= every visit, 
water a jerry can of water is UGX 200/=, when you want to 
bathe you pay UGX 300/= and security we pay UGX 
1,000/= every Wednesday.” 

It was further noted that these services are provided
by the municipal councils, those that have been
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3.5.   Services needed by market women

awarded tenders to manage the markets, market 
vendors associations, and market leaderships. 
For example in Gulu market a respondent noted 
that the “municipal council contracted garbage 
collectors to ensure the market is always kept 
clean especially inside.” However, majority of 
market women were not satisfied with the quality 
and management of the services provided and 
mode of addressing complaints related to 
garbage collection. In-spite of these service 
providers, the market women noted that in some 
cases those responsible for collecting garbage 
collection did not collect the garbage at the 
required times. In other cases the markets run 
out of water for long periods of time, which can 
create a health risk. In Arua market, one of the 
market women, also a person with disabilities 
noted that the toilet services where not conducive 
for persons with disabilities. The market women 
also noted that many had lost their items from 
their stalls despite having security guards in the 
markets.

The services provided in the markets or associa-
tions or groups are only for those vendors work-
ing inside the markets. In Arua market one 
female vendor noted thus “these groups/ associa-
tions only benefit those inside the market. 
Outsiders do not have any benefits.” The require-
ment that services or membership to groups or 
associations is limited to those inside the markets 
serves a security purpose. This is because the 
person who for example has taken out a loan is 
easily accessible in case of default, if they work 
outside the market, the risk of default and acces-
sibility is high. 

In Gulu market, the Gulu fishmongers association and Gulu 
main market association was noted as the most prominent 
associate supporting the female vendors. Gulu main market 
association was credited for supporting vendors acquire loans 
through drafting of requisite recommendation letters as well as 
standing as guarantors for vendors borrowing money.

Right: women in Arua market prepare their stalls   |   Left: Vendor in
Bivamuntoyu market prepares her goods

3.5.1. Improve already existing services

The market women noted that before attention can be given to 
introducing new services, priority should be made on improving 
upon already existing services. For example, the market women 
in all the markets agreed that they paid too much for the toilet 
facilities, and the number of toilets where few. The vendors in 
Bivamuntuyo market, Kalerwe noted that the market administra-
tion should construct separate toilets/latrines for the female 
vendors because currently all the vendors share the same toilets. 
This status quo provides no privacy for market women and can 
present varied threats including sexual assaults among others. 

Overcrowding in all the markets was said to be stretching the 
available services like toilets, water and also led to too much 
garbage at the garbage collection place. In Gulu and Arua 
markets, it was noted that the available toilet facilities do not 
match the number of users. The toilets are also constructed right 
in the middle of the market which emit a lot of stench and pose a 
high health risk in the event break out of a contagious diseases. 
The drainage systems in all the three markets are in deplorable 
conditions. The water points were found to be outside the 
markets and in some cases the markets had water shortages for 
longs periods of time.  All three markets did not have accessible 
structures for persons with disabilities. It should be noted that 
one of the main objectives of the African Development Bank’s 
markets and agricultural trade and improvement programme is 
to improve hygiene conditions and install facilities to meet the 
demand.  It can be posited that once the vendors have been 
relocated to the newly reconstructed Gulu market, the hygiene 
should be better.

The market committee is responsible for administration and 
management of the markets. Respondents in Bivamuntuyo 
market noted that the market committee did not run the 
market very well. For example according to the rule 11, Market 
Rules provides that, “dogs are not allowed in the market.” How-
ever the vendors in Bivamuntuyo market noted “cows and dogs 
are always running around this market.” Having animals run 
around in the markets poses health risks, especially since most 
of the items sold in the markets are agricultural produce goods. 
In the same market, the vendors noted “we have a problem of 
poor management of the market basically from the market 
committee.” The respondents however failed to expound on 
what this meant. They were simply not satisfied with the work 
of the market committee.

In Arua market the women noted that the market committee’s failure 
to manage car parking was having a negative impact on their 
businesses. “Car parking is not monitored. Drivers park in front of 
your business, yet it was not the case during the past 3 years…busi-
ness has dropped due to these cars parking that block customers 
from accessing.” In Gulu market, some of the market women noted 
that there was a lot of theft in the market. They recommended that 
the management of the market addresses this issue by increasing the 
number of security guards. 

It is important to note that the allegations concerning poor manage-
ment of the market are exacerbated by the lack of platform to raise 
grievances. Respondents from Bivamumtuyo market, Kalerwe noted 
that “there is no platform for vendors to air their voices.” 

3.6.6. Lack of knowledge on the legal and policy framework
Majority of the market women had no knowledge of the laws govern-
ing markets. Most were aware of the basic regulation. For example 
one respondent in Bivamuntuyo market, Kalerwe noted “we know 
that the market opens at 6.00am and closes at 8.00pm in the 
evening…we also know that being vulgar and fighting in the market 
is prohibited.” A respondent from Gulu market noted, “I am contend-
ed with the laws in place so I see no need to adjust or change the 
existing laws.” This statement would make a plausible argument if 
the existing laws were contemporary and relevant to address the 
prevailing and emerging issues concerning markets; this is however 
not the case. This no doubt evidences the fact that the market women 
have no knowledge on the legal and policy framework governing the 
sector in which they operate. 

3.6.7. Inadequate capital and financial environment 
As noted above, lack of adequate capital, limited access to affordable 
financial services was a major challenge for almost all market women. 
The lack of access to affordable financial services prevented market 

when they lose their merchandise due to bad 
weather, theft or fire. While respondents in Gulu 
market noted that there is need for “stable fire 
fighters in case of fire outbreaks,” this is merely 
aspirational and provides no protection for the 
vendors and their merchandise in the event of 
destruction. This is so because the vendors have 
no capacity to take out insurance on their 
merchandise. 

3.7. Leadership within the market

The study found that there are two levels of 
leadership in the market. Leadership of the 
formal market authority/ administration and 
leadership in the different associations or groups 
that market women are involved in. Market 
women were not very active in the formal leader-
ship of markets. It was also noted that the top 
leadership positions in the formal leadership of 
the markets were dominated by the men, with 
women only contributing as members within the 
leadership structure. 

With regards to the leadership of the different 
associations or groups within the market, the 
study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
tions.
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).

Similarly the sporadic price fluctuations and 
inflation further exacerbates the already finan-
cially grim reality for market women and 
further shrinks the limited financial resources 
available to them.

3.6.8. Social security and social protection
Lange (2003) argues that the ‘main trend in 
urban Uganda is an increasing acceptance of 
women’s participation in the informal econo-
my.’ However women’s involvement in the 
informal economy and in market vending 
provides no guarantees in terms of social 
protection for these women when they face 
varied shocks such as sickness or even retire-
ment benefits for their old age. Respondents in 
Bivamutuyo market, Kalerwe noted that “ven-
dors need retirement benefits.” The lack of 
social protection mechanisms furthers the 
vulnerability that these market women face 



3.5.   Services needed by market women

awarded tenders to manage the markets, market 
vendors associations, and market leaderships. 
For example in Gulu market a respondent noted 
that the “municipal council contracted garbage 
collectors to ensure the market is always kept 
clean especially inside.” However, majority of 
market women were not satisfied with the quality 
and management of the services provided and 
mode of addressing complaints related to 
garbage collection. In-spite of these service 
providers, the market women noted that in some 
cases those responsible for collecting garbage 
collection did not collect the garbage at the 
required times. In other cases the markets run 
out of water for long periods of time, which can 
create a health risk. In Arua market, one of the 
market women, also a person with disabilities 
noted that the toilet services where not conducive 
for persons with disabilities. The market women 
also noted that many had lost their items from 
their stalls despite having security guards in the 
markets.

The services provided in the markets or associa-
tions or groups are only for those vendors work-
ing inside the markets. In Arua market one 
female vendor noted thus “these groups/ associa-
tions only benefit those inside the market. 
Outsiders do not have any benefits.” The require-
ment that services or membership to groups or 
associations is limited to those inside the markets 
serves a security purpose. This is because the 
person who for example has taken out a loan is 
easily accessible in case of default, if they work 
outside the market, the risk of default and acces-
sibility is high. 

In Gulu market, the Gulu fishmongers association and Gulu 
main market association was noted as the most prominent 
associate supporting the female vendors. Gulu main market 
association was credited for supporting vendors acquire loans 
through drafting of requisite recommendation letters as well as 
standing as guarantors for vendors borrowing money.

Right: women in Arua market prepare their stalls   |   Left: Vendor in
Bivamuntoyu market prepares her goods

3.5.1. Improve already existing services

The market women noted that before attention can be given to 
introducing new services, priority should be made on improving 
upon already existing services. For example, the market women 
in all the markets agreed that they paid too much for the toilet 
facilities, and the number of toilets where few. The vendors in 
Bivamuntuyo market, Kalerwe noted that the market administra-
tion should construct separate toilets/latrines for the female 
vendors because currently all the vendors share the same toilets. 
This status quo provides no privacy for market women and can 
present varied threats including sexual assaults among others. 

Overcrowding in all the markets was said to be stretching the 
available services like toilets, water and also led to too much 
garbage at the garbage collection place. In Gulu and Arua 
markets, it was noted that the available toilet facilities do not 
match the number of users. The toilets are also constructed right 
in the middle of the market which emit a lot of stench and pose a 
high health risk in the event break out of a contagious diseases. 
The drainage systems in all the three markets are in deplorable 
conditions. The water points were found to be outside the 
markets and in some cases the markets had water shortages for 
longs periods of time.  All three markets did not have accessible 
structures for persons with disabilities. It should be noted that 
one of the main objectives of the African Development Bank’s 
markets and agricultural trade and improvement programme is 
to improve hygiene conditions and install facilities to meet the 
demand.  It can be posited that once the vendors have been 
relocated to the newly reconstructed Gulu market, the hygiene 
should be better.

The market committee is responsible for administration and 
management of the markets. Respondents in Bivamuntuyo 
market noted that the market committee did not run the 
market very well. For example according to the rule 11, Market 
Rules provides that, “dogs are not allowed in the market.” How-
ever the vendors in Bivamuntuyo market noted “cows and dogs 
are always running around this market.” Having animals run 
around in the markets poses health risks, especially since most 
of the items sold in the markets are agricultural produce goods. 
In the same market, the vendors noted “we have a problem of 
poor management of the market basically from the market 
committee.” The respondents however failed to expound on 
what this meant. They were simply not satisfied with the work 
of the market committee.

In Arua market the women noted that the market committee’s failure 
to manage car parking was having a negative impact on their 
businesses. “Car parking is not monitored. Drivers park in front of 
your business, yet it was not the case during the past 3 years…busi-
ness has dropped due to these cars parking that block customers 
from accessing.” In Gulu market, some of the market women noted 
that there was a lot of theft in the market. They recommended that 
the management of the market addresses this issue by increasing the 
number of security guards. 

It is important to note that the allegations concerning poor manage-
ment of the market are exacerbated by the lack of platform to raise 
grievances. Respondents from Bivamumtuyo market, Kalerwe noted 
that “there is no platform for vendors to air their voices.” 

3.6.6. Lack of knowledge on the legal and policy framework
Majority of the market women had no knowledge of the laws govern-
ing markets. Most were aware of the basic regulation. For example 
one respondent in Bivamuntuyo market, Kalerwe noted “we know 
that the market opens at 6.00am and closes at 8.00pm in the 
evening…we also know that being vulgar and fighting in the market 
is prohibited.” A respondent from Gulu market noted, “I am contend-
ed with the laws in place so I see no need to adjust or change the 
existing laws.” This statement would make a plausible argument if 
the existing laws were contemporary and relevant to address the 
prevailing and emerging issues concerning markets; this is however 
not the case. This no doubt evidences the fact that the market women 
have no knowledge on the legal and policy framework governing the 
sector in which they operate. 

3.6.7. Inadequate capital and financial environment 
As noted above, lack of adequate capital, limited access to affordable 
financial services was a major challenge for almost all market women. 
The lack of access to affordable financial services prevented market 

when they lose their merchandise due to bad 
weather, theft or fire. While respondents in Gulu 
market noted that there is need for “stable fire 
fighters in case of fire outbreaks,” this is merely 
aspirational and provides no protection for the 
vendors and their merchandise in the event of 
destruction. This is so because the vendors have 
no capacity to take out insurance on their 
merchandise. 

3.7. Leadership within the market

The study found that there are two levels of 
leadership in the market. Leadership of the 
formal market authority/ administration and 
leadership in the different associations or groups 
that market women are involved in. Market 
women were not very active in the formal leader-
ship of markets. It was also noted that the top 
leadership positions in the formal leadership of 
the markets were dominated by the men, with 
women only contributing as members within the 
leadership structure. 

With regards to the leadership of the different 
associations or groups within the market, the 
study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
tions.
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).

Similarly the sporadic price fluctuations and 
inflation further exacerbates the already finan-
cially grim reality for market women and 
further shrinks the limited financial resources 
available to them.

3.6.8. Social security and social protection
Lange (2003) argues that the ‘main trend in 
urban Uganda is an increasing acceptance of 
women’s participation in the informal econo-
my.’ However women’s involvement in the 
informal economy and in market vending 
provides no guarantees in terms of social 
protection for these women when they face 
varied shocks such as sickness or even retire-
ment benefits for their old age. Respondents in 
Bivamutuyo market, Kalerwe noted that “ven-
dors need retirement benefits.” The lack of 
social protection mechanisms furthers the 
vulnerability that these market women face 

3.5.2. Awareness and Sensitization

The market women noted that before attention can be given to 
introducing new services, priority should be made on improving 
upon already existing services. For example, the market women 
in all the markets agreed that they paid too much for the toilet 
facilities, and the number of toilets where few. The vendors in 
Bivamuntuyo market, Kalerwe noted that the market administra-
tion should construct separate toilets/latrines for the female 
vendors because currently all the vendors share the same toilets. 
This status quo provides no privacy for market women and can 
present varied threats including sexual assaults among others. 

Overcrowding in all the markets was said to be stretching the 
available services like toilets, water and also led to too much 
garbage at the garbage collection place. In Gulu and Arua 
markets, it was noted that the available toilet facilities do not 
match the number of users. The toilets are also constructed right 
in the middle of the market which emit a lot of stench and pose a 
high health risk in the event break out of a contagious diseases. 
The drainage systems in all the three markets are in deplorable 
conditions. The water points were found to be outside the 
markets and in some cases the markets had water shortages for 
longs periods of time.  All three markets did not have accessible 
structures for persons with disabilities. It should be noted that 
one of the main objectives of the African Development Bank’s 
markets and agricultural trade and improvement programme is 
to improve hygiene conditions and install facilities to meet the 
demand.  It can be posited that once the vendors have been 
relocated to the newly reconstructed Gulu market, the hygiene 
should be better.

The market women also noted that they need counselling and 
sensitization on issues such as HIV/AIDS, cervical cancer among 
others. Awareness and sensitization targeting market women will 
ensure they have access to accurate information on important 
issues that would affect their lives.

The market women in Bivamuntuyo market, Kalerwe noted that 
they need institutions to provide them with group loans at low 
interest rates. Accessible and affordable financial services is 
critical for the women to be able to advance their businesses. The 
soft loans would therefore enable them expand their businesses 
at affordable rates with manageable repayment schedules.

The market women also noted that they urgently 
needed organized capacity building trainings on 
how to grow and manage their businesses. The 
training would also be important in empowering 
them with information on how to successfully 
manage or service the loans obtained. The market 
women noted that advocacy should be done to 
engage government to provide a special loan 
scheme targeting market women specifically. The 
market women also noted that they needed train-
ing on basic business management including 
techniques on marketing their products, custom-
er service and edging out their competition. 
Motala (2002) posits low levels of professionalism 
due to low levels of education among vendors and 
low access to modern information communica-
tion technologies was hindering their perfor-
mance in their marketing businesses.

The market women often come to the market 
with their children. The markets visited during 
the study did not have designated play and safe 
areas for the children. Children were seen loiter-
ing and running around in the market. There is 
need for a designated safe play area for the 
children because the bustle of activity in the 
market poses different dangers to them.

Arua market is in urgent need of clean water, a 
garbage collection point, and toilets convenient 
for persons with disabilities. In 2009 Arua market

3.5.3. Access to financial services 

3.5.4. Training on managing their businesses

3.5.5. Safe spaces in the market

3.5.6. Services needed

The market committee is responsible for administration and 
management of the markets. Respondents in Bivamuntuyo 
market noted that the market committee did not run the 
market very well. For example according to the rule 11, Market 
Rules provides that, “dogs are not allowed in the market.” How-
ever the vendors in Bivamuntuyo market noted “cows and dogs 
are always running around this market.” Having animals run 
around in the markets poses health risks, especially since most 
of the items sold in the markets are agricultural produce goods. 
In the same market, the vendors noted “we have a problem of 
poor management of the market basically from the market 
committee.” The respondents however failed to expound on 
what this meant. They were simply not satisfied with the work 
of the market committee.

In Arua market the women noted that the market committee’s failure 
to manage car parking was having a negative impact on their 
businesses. “Car parking is not monitored. Drivers park in front of 
your business, yet it was not the case during the past 3 years…busi-
ness has dropped due to these cars parking that block customers 
from accessing.” In Gulu market, some of the market women noted 
that there was a lot of theft in the market. They recommended that 
the management of the market addresses this issue by increasing the 
number of security guards. 

It is important to note that the allegations concerning poor manage-
ment of the market are exacerbated by the lack of platform to raise 
grievances. Respondents from Bivamumtuyo market, Kalerwe noted 
that “there is no platform for vendors to air their voices.” 

3.6.6. Lack of knowledge on the legal and policy framework
Majority of the market women had no knowledge of the laws govern-
ing markets. Most were aware of the basic regulation. For example 
one respondent in Bivamuntuyo market, Kalerwe noted “we know 
that the market opens at 6.00am and closes at 8.00pm in the 
evening…we also know that being vulgar and fighting in the market 
is prohibited.” A respondent from Gulu market noted, “I am contend-
ed with the laws in place so I see no need to adjust or change the 
existing laws.” This statement would make a plausible argument if 
the existing laws were contemporary and relevant to address the 
prevailing and emerging issues concerning markets; this is however 
not the case. This no doubt evidences the fact that the market women 
have no knowledge on the legal and policy framework governing the 
sector in which they operate. 

3.6.7. Inadequate capital and financial environment 
As noted above, lack of adequate capital, limited access to affordable 
financial services was a major challenge for almost all market women. 
The lack of access to affordable financial services prevented market 

when they lose their merchandise due to bad 
weather, theft or fire. While respondents in Gulu 
market noted that there is need for “stable fire 
fighters in case of fire outbreaks,” this is merely 
aspirational and provides no protection for the 
vendors and their merchandise in the event of 
destruction. This is so because the vendors have 
no capacity to take out insurance on their 
merchandise. 

3.7. Leadership within the market

The study found that there are two levels of 
leadership in the market. Leadership of the 
formal market authority/ administration and 
leadership in the different associations or groups 
that market women are involved in. Market 
women were not very active in the formal leader-
ship of markets. It was also noted that the top 
leadership positions in the formal leadership of 
the markets were dominated by the men, with 
women only contributing as members within the 
leadership structure. 

With regards to the leadership of the different 
associations or groups within the market, the 
study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
tions.
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).

Similarly the sporadic price fluctuations and 
inflation further exacerbates the already finan-
cially grim reality for market women and 
further shrinks the limited financial resources 
available to them.

3.6.8. Social security and social protection
Lange (2003) argues that the ‘main trend in 
urban Uganda is an increasing acceptance of 
women’s participation in the informal econo-
my.’ However women’s involvement in the 
informal economy and in market vending 
provides no guarantees in terms of social 
protection for these women when they face 
varied shocks such as sickness or even retire-
ment benefits for their old age. Respondents in 
Bivamutuyo market, Kalerwe noted that “ven-
dors need retirement benefits.” The lack of 
social protection mechanisms furthers the 
vulnerability that these market women face 



was selected amongst 26 other markets across the Country to be 
redeveloped under the Market and Agricultural Trade Improve-
ment Project (MATIP-1) funded by the African Development 
Bank and the Arab Bank for Economic Development in Africa at a 
joint cost of $70million.  There is however no sign on the ground 
to indicate that works will soon begin.  As a result the market 
vendors in Arua market also noted that there is need to increase 
the size of the market to create more space for the vendors to 
operate. The lack of space in the market poses different difficul-
ties including over crowing, risks in case of fire outbreaks among 
others.

The survey also enlisted the challenges female vendors are facing 
while operating their respective market stalls, and it was noted that 
there are many challenges as indicated below.

The market women noted that the constant change in market dues 
without consulting the vendors was a huge challenge. In 
Bivamuntuyo market, Kalerwe the market women noted that they 
have to pay Uganda Shillings Thirty Thousand every month as well 
as Uganda Shillings One Thousand for every sack of items brought 
into the market every day. The dues where indicated as over stretch-
ing their minimal capital, sales and savings. “The market dues too 
are high some of us we can’t afford the monthly amounts because we 
have very little capital to run our businesses.” (Market woman, 
Bivamuntuyo market, Kalerwe). The women in Bivamuntuyo 
market also wanted the market authority to “levy off market dues 
for any vendor that was ill or on maternity leave.” The market dues 
are already high for vendors who have limited financial resources, 
therefore where a person is required to pay the dues even when they 

3.6. Issues facing market women and
       the different interventions available

3.6.1. Market dues

3.6.2.  Land wrangles and market 
            administration

3.6.3. Modernisation of the markets

are sick or on maternity leave, this deepens the 
financial shocks that the market women face. In 
Gulu market one of the respondents noted that 
the “persistent increase in rent they pay monthly 
which is currently at UGX 6,000/= needed to be 
addressed.” The market women in Gulu also 
noted that the municipal council in Gulu market 
uses very stringent and in some cases harsh 
measures for collecting revenue such as confisca-
tion of goods.

In Kalerwe market the vendors noted that the 
frequent land wrangles over ownership of the 
market between private individuals and central 
authority administrators was affecting their 
businesses.  Although the market women would 
not articulate what was the actual problem with 
regard to the land wrangles because they are not 
privy to this information, they noted that the 
land wrangles where causing frequent changes in 
the market management and administration. 
The frequent changes in market management 
and administration often led to sporadic changes 
in administration in the market.

The Markets and Agricultural Trade Improve-
ment Project was designed to re-develop markets 
in 21 municipalities and town councils in 
Uganda.  The programme’s main focus is market 
infrastructure development. Gulu market is the 
only market completed under the first phase of 
the programme (2009 -2015). However during the 

study, the market vendors had not yet occupied 
the new market. The reconstruction of 
Bivamuntuyo market  has faced varied challenges 
including allegations of corruption that have 
frustrated the reconstruction process. Arua market 
is earmarked to be reconstructed under the second 
phase of the programme (2015-2020).66 

The market committee is responsible for administration and 
management of the markets. Respondents in Bivamuntuyo 
market noted that the market committee did not run the 
market very well. For example according to the rule 11, Market 
Rules provides that, “dogs are not allowed in the market.” How-
ever the vendors in Bivamuntuyo market noted “cows and dogs 
are always running around this market.” Having animals run 
around in the markets poses health risks, especially since most 
of the items sold in the markets are agricultural produce goods. 
In the same market, the vendors noted “we have a problem of 
poor management of the market basically from the market 
committee.” The respondents however failed to expound on 
what this meant. They were simply not satisfied with the work 
of the market committee.

In Arua market the women noted that the market committee’s failure 
to manage car parking was having a negative impact on their 
businesses. “Car parking is not monitored. Drivers park in front of 
your business, yet it was not the case during the past 3 years…busi-
ness has dropped due to these cars parking that block customers 
from accessing.” In Gulu market, some of the market women noted 
that there was a lot of theft in the market. They recommended that 
the management of the market addresses this issue by increasing the 
number of security guards. 

It is important to note that the allegations concerning poor manage-
ment of the market are exacerbated by the lack of platform to raise 
grievances. Respondents from Bivamumtuyo market, Kalerwe noted 
that “there is no platform for vendors to air their voices.” 

3.6.6. Lack of knowledge on the legal and policy framework
Majority of the market women had no knowledge of the laws govern-
ing markets. Most were aware of the basic regulation. For example 
one respondent in Bivamuntuyo market, Kalerwe noted “we know 
that the market opens at 6.00am and closes at 8.00pm in the 
evening…we also know that being vulgar and fighting in the market 
is prohibited.” A respondent from Gulu market noted, “I am contend-
ed with the laws in place so I see no need to adjust or change the 
existing laws.” This statement would make a plausible argument if 
the existing laws were contemporary and relevant to address the 
prevailing and emerging issues concerning markets; this is however 
not the case. This no doubt evidences the fact that the market women 
have no knowledge on the legal and policy framework governing the 
sector in which they operate. 

3.6.7. Inadequate capital and financial environment 
As noted above, lack of adequate capital, limited access to affordable 
financial services was a major challenge for almost all market women. 
The lack of access to affordable financial services prevented market 

when they lose their merchandise due to bad 
weather, theft or fire. While respondents in Gulu 
market noted that there is need for “stable fire 
fighters in case of fire outbreaks,” this is merely 
aspirational and provides no protection for the 
vendors and their merchandise in the event of 
destruction. This is so because the vendors have 
no capacity to take out insurance on their 
merchandise. 

3.7. Leadership within the market

The study found that there are two levels of 
leadership in the market. Leadership of the 
formal market authority/ administration and 
leadership in the different associations or groups 
that market women are involved in. Market 
women were not very active in the formal leader-
ship of markets. It was also noted that the top 
leadership positions in the formal leadership of 
the markets were dominated by the men, with 
women only contributing as members within the 
leadership structure. 

With regards to the leadership of the different 
associations or groups within the market, the 
study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
tions.
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).

Similarly the sporadic price fluctuations and 
inflation further exacerbates the already finan-
cially grim reality for market women and 
further shrinks the limited financial resources 
available to them.

3.6.8. Social security and social protection
Lange (2003) argues that the ‘main trend in 
urban Uganda is an increasing acceptance of 
women’s participation in the informal econo-
my.’ However women’s involvement in the 
informal economy and in market vending 
provides no guarantees in terms of social 
protection for these women when they face 
varied shocks such as sickness or even retire-
ment benefits for their old age. Respondents in 
Bivamutuyo market, Kalerwe noted that “ven-
dors need retirement benefits.” The lack of 
social protection mechanisms furthers the 
vulnerability that these market women face 



was selected amongst 26 other markets across the Country to be 
redeveloped under the Market and Agricultural Trade Improve-
ment Project (MATIP-1) funded by the African Development 
Bank and the Arab Bank for Economic Development in Africa at a 
joint cost of $70million.  There is however no sign on the ground 
to indicate that works will soon begin.  As a result the market 
vendors in Arua market also noted that there is need to increase 
the size of the market to create more space for the vendors to 
operate. The lack of space in the market poses different difficul-
ties including over crowing, risks in case of fire outbreaks among 
others.

The survey also enlisted the challenges female vendors are facing 
while operating their respective market stalls, and it was noted that 
there are many challenges as indicated below.

The market women noted that the constant change in market dues 
without consulting the vendors was a huge challenge. In 
Bivamuntuyo market, Kalerwe the market women noted that they 
have to pay Uganda Shillings Thirty Thousand every month as well 
as Uganda Shillings One Thousand for every sack of items brought 
into the market every day. The dues where indicated as over stretch-
ing their minimal capital, sales and savings. “The market dues too 
are high some of us we can’t afford the monthly amounts because we 
have very little capital to run our businesses.” (Market woman, 
Bivamuntuyo market, Kalerwe). The women in Bivamuntuyo 
market also wanted the market authority to “levy off market dues 
for any vendor that was ill or on maternity leave.” The market dues 
are already high for vendors who have limited financial resources, 
therefore where a person is required to pay the dues even when they 

3.6. Issues facing market women and
       the different interventions available

3.6.1. Market dues

3.6.2.  Land wrangles and market 
            administration

3.6.3. Modernisation of the markets

are sick or on maternity leave, this deepens the 
financial shocks that the market women face. In 
Gulu market one of the respondents noted that 
the “persistent increase in rent they pay monthly 
which is currently at UGX 6,000/= needed to be 
addressed.” The market women in Gulu also 
noted that the municipal council in Gulu market 
uses very stringent and in some cases harsh 
measures for collecting revenue such as confisca-
tion of goods.

In Kalerwe market the vendors noted that the 
frequent land wrangles over ownership of the 
market between private individuals and central 
authority administrators was affecting their 
businesses.  Although the market women would 
not articulate what was the actual problem with 
regard to the land wrangles because they are not 
privy to this information, they noted that the 
land wrangles where causing frequent changes in 
the market management and administration. 
The frequent changes in market management 
and administration often led to sporadic changes 
in administration in the market.

The Markets and Agricultural Trade Improve-
ment Project was designed to re-develop markets 
in 21 municipalities and town councils in 
Uganda.  The programme’s main focus is market 
infrastructure development. Gulu market is the 
only market completed under the first phase of 
the programme (2009 -2015). However during the 

study, the market vendors had not yet occupied 
the new market. The reconstruction of 
Bivamuntuyo market  has faced varied challenges 
including allegations of corruption that have 
frustrated the reconstruction process. Arua market 
is earmarked to be reconstructed under the second 
phase of the programme (2015-2020).66 

The market committee is responsible for administration and 
management of the markets. Respondents in Bivamuntuyo 
market noted that the market committee did not run the 
market very well. For example according to the rule 11, Market 
Rules provides that, “dogs are not allowed in the market.” How-
ever the vendors in Bivamuntuyo market noted “cows and dogs 
are always running around this market.” Having animals run 
around in the markets poses health risks, especially since most 
of the items sold in the markets are agricultural produce goods. 
In the same market, the vendors noted “we have a problem of 
poor management of the market basically from the market 
committee.” The respondents however failed to expound on 
what this meant. They were simply not satisfied with the work 
of the market committee.

In Arua market the women noted that the market committee’s failure 
to manage car parking was having a negative impact on their 
businesses. “Car parking is not monitored. Drivers park in front of 
your business, yet it was not the case during the past 3 years…busi-
ness has dropped due to these cars parking that block customers 
from accessing.” In Gulu market, some of the market women noted 
that there was a lot of theft in the market. They recommended that 
the management of the market addresses this issue by increasing the 
number of security guards. 

It is important to note that the allegations concerning poor manage-
ment of the market are exacerbated by the lack of platform to raise 
grievances. Respondents from Bivamumtuyo market, Kalerwe noted 
that “there is no platform for vendors to air their voices.” 

3.6.6. Lack of knowledge on the legal and policy framework
Majority of the market women had no knowledge of the laws govern-
ing markets. Most were aware of the basic regulation. For example 
one respondent in Bivamuntuyo market, Kalerwe noted “we know 
that the market opens at 6.00am and closes at 8.00pm in the 
evening…we also know that being vulgar and fighting in the market 
is prohibited.” A respondent from Gulu market noted, “I am contend-
ed with the laws in place so I see no need to adjust or change the 
existing laws.” This statement would make a plausible argument if 
the existing laws were contemporary and relevant to address the 
prevailing and emerging issues concerning markets; this is however 
not the case. This no doubt evidences the fact that the market women 
have no knowledge on the legal and policy framework governing the 
sector in which they operate. 

3.6.7. Inadequate capital and financial environment 
As noted above, lack of adequate capital, limited access to affordable 
financial services was a major challenge for almost all market women. 
The lack of access to affordable financial services prevented market 

when they lose their merchandise due to bad 
weather, theft or fire. While respondents in Gulu 
market noted that there is need for “stable fire 
fighters in case of fire outbreaks,” this is merely 
aspirational and provides no protection for the 
vendors and their merchandise in the event of 
destruction. This is so because the vendors have 
no capacity to take out insurance on their 
merchandise. 

3.7. Leadership within the market

The study found that there are two levels of 
leadership in the market. Leadership of the 
formal market authority/ administration and 
leadership in the different associations or groups 
that market women are involved in. Market 
women were not very active in the formal leader-
ship of markets. It was also noted that the top 
leadership positions in the formal leadership of 
the markets were dominated by the men, with 
women only contributing as members within the 
leadership structure. 

With regards to the leadership of the different 
associations or groups within the market, the 
study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
tions.
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).

Similarly the sporadic price fluctuations and 
inflation further exacerbates the already finan-
cially grim reality for market women and 
further shrinks the limited financial resources 
available to them.

3.6.8. Social security and social protection
Lange (2003) argues that the ‘main trend in 
urban Uganda is an increasing acceptance of 
women’s participation in the informal econo-
my.’ However women’s involvement in the 
informal economy and in market vending 
provides no guarantees in terms of social 
protection for these women when they face 
varied shocks such as sickness or even retire-
ment benefits for their old age. Respondents in 
Bivamutuyo market, Kalerwe noted that “ven-
dors need retirement benefits.” The lack of 
social protection mechanisms furthers the 
vulnerability that these market women face 

3.6.5. Poor management of the market

The Markets and Agricultural Trade Improve-
ment Project was designed to re-develop markets 
in 21 municipalities and town councils in 
Uganda.  The programme’s main focus is market 
infrastructure development. Gulu market is the 
only market completed under the first phase of 
the programme (2009 -2015). However during the 

study, the market vendors had not yet occupied 
the new market. The reconstruction of 
Bivamuntuyo market  has faced varied challenges 
including allegations of corruption that have 
frustrated the reconstruction process. Arua market 
is earmarked to be reconstructed under the second 
phase of the programme (2015-2020).66 

 63  http://www.newvision.co.ug/news/647887-kalerwe-market-ven-
dors-landlord-row-over-market-dues.html
 64   African Development Bank, Uganda: Markets and Agricultural Trade 
Improvement Programme: Project – 2 (2014) iv The markets in the 
following districts have been reconstructed under first phase of the 
programme (2009-2015): Kampala, Jinja, Mbale, Gulu, Lira, Hoima and 
Fort Portal. Markets in Entebbe (Kitoro), Masaka, Mbarara, Arua, 
Moroto (Lopedur), Soroti, Tororo, Kasese, Busia, Kitgum and Lugazi will 
be constructed in the second phase of the programme (2015-2020).
 65 The Observer: graft probe, local government next accessed on 25th 
May, 2015 http://www.observer.ug/news-headlines/22423-graft-probe-lo-
cal-government-next
 66 Ibid
 67 The study was commissioned by the Government of Uganda in March 
2008 to review and assess the infrastructural and operational state of the 
local markets across the country.
 68 http://www.monitor.co.ug/Business/Markets/traders-coping-mar-
kets-upgrade/-/688606/2626562/-/q6e2q5/-/index.html

This programme on re-development of the 
markets was informed by the conclusions of a 
feasibility study conducted by the Government of 
Uganda  which found that markets were poorly 
managed, seriously dilapidated, over populated 
with vendors working in poor environments. Gulu 
was one of the markets constructed under phase I, 
vendors had to be relocated to a makeshift market 
to enable construction to take place. A market 
woman from Gulu noted that “since I came to this 
temporary structure, my sale levels have greatly 
reduced because most customers say the market is 
too far so they end up buying from the street 

vendors instead of going to the market.” Another vendor in 
Gulu market noted, “the location of this market is too far…as a 
result most of the buyers resort to buying from street 
vendors…we have spent too long at kaunda grounds where the 
market was relocated this has affected our sales.”68 

3.6.4. Conflict resolution and management
The market women noted that in cases of conflict in the market, 
the market committee was responsible for “sorting out the 
issue”. In Bivamuntuyo market, Kalerwe the market women 
however felt disempowered because they did not trust the 
market committee to resolve issues equitably. According to one 
respondent “we are always cheated when we have a problem 
because we have nowhere to run to even if it’s wrong informa-
tion. On one occasion, one mama rihanna was put behind bars 
because she got misunderstandings with her supplier and now 
she no longer works here that was like eight months ago, the 
administration was too bad.”

The market committee is responsible for administration and 
management of the markets. Respondents in Bivamuntuyo 
market noted that the market committee did not run the 
market very well. For example according to the rule 11, Market 
Rules provides that, “dogs are not allowed in the market.” How-
ever the vendors in Bivamuntuyo market noted “cows and dogs 
are always running around this market.” Having animals run 
around in the markets poses health risks, especially since most 
of the items sold in the markets are agricultural produce goods. 
In the same market, the vendors noted “we have a problem of 
poor management of the market basically from the market 
committee.” The respondents however failed to expound on 
what this meant. They were simply not satisfied with the work 
of the market committee.

In Arua market the women noted that the market committee’s failure 
to manage car parking was having a negative impact on their 
businesses. “Car parking is not monitored. Drivers park in front of 
your business, yet it was not the case during the past 3 years…busi-
ness has dropped due to these cars parking that block customers 
from accessing.” In Gulu market, some of the market women noted 
that there was a lot of theft in the market. They recommended that 
the management of the market addresses this issue by increasing the 
number of security guards. 

It is important to note that the allegations concerning poor manage-
ment of the market are exacerbated by the lack of platform to raise 
grievances. Respondents from Bivamumtuyo market, Kalerwe noted 
that “there is no platform for vendors to air their voices.” 

3.6.6. Lack of knowledge on the legal and policy framework
Majority of the market women had no knowledge of the laws govern-
ing markets. Most were aware of the basic regulation. For example 
one respondent in Bivamuntuyo market, Kalerwe noted “we know 
that the market opens at 6.00am and closes at 8.00pm in the 
evening…we also know that being vulgar and fighting in the market 
is prohibited.” A respondent from Gulu market noted, “I am contend-
ed with the laws in place so I see no need to adjust or change the 
existing laws.” This statement would make a plausible argument if 
the existing laws were contemporary and relevant to address the 
prevailing and emerging issues concerning markets; this is however 
not the case. This no doubt evidences the fact that the market women 
have no knowledge on the legal and policy framework governing the 
sector in which they operate. 

3.6.7. Inadequate capital and financial environment 
As noted above, lack of adequate capital, limited access to affordable 
financial services was a major challenge for almost all market women. 
The lack of access to affordable financial services prevented market 

when they lose their merchandise due to bad 
weather, theft or fire. While respondents in Gulu 
market noted that there is need for “stable fire 
fighters in case of fire outbreaks,” this is merely 
aspirational and provides no protection for the 
vendors and their merchandise in the event of 
destruction. This is so because the vendors have 
no capacity to take out insurance on their 
merchandise. 

3.7. Leadership within the market

The study found that there are two levels of 
leadership in the market. Leadership of the 
formal market authority/ administration and 
leadership in the different associations or groups 
that market women are involved in. Market 
women were not very active in the formal leader-
ship of markets. It was also noted that the top 
leadership positions in the formal leadership of 
the markets were dominated by the men, with 
women only contributing as members within the 
leadership structure. 

With regards to the leadership of the different 
associations or groups within the market, the 
study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
tions.
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).

Similarly the sporadic price fluctuations and 
inflation further exacerbates the already finan-
cially grim reality for market women and 
further shrinks the limited financial resources 
available to them.

3.6.8. Social security and social protection
Lange (2003) argues that the ‘main trend in 
urban Uganda is an increasing acceptance of 
women’s participation in the informal econo-
my.’ However women’s involvement in the 
informal economy and in market vending 
provides no guarantees in terms of social 
protection for these women when they face 
varied shocks such as sickness or even retire-
ment benefits for their old age. Respondents in 
Bivamutuyo market, Kalerwe noted that “ven-
dors need retirement benefits.” The lack of 
social protection mechanisms furthers the 
vulnerability that these market women face 



The market committee is responsible for administration and 
management of the markets. Respondents in Bivamuntuyo 
market noted that the market committee did not run the 
market very well. For example according to the rule 11, Market 
Rules provides that, “dogs are not allowed in the market.” How-
ever the vendors in Bivamuntuyo market noted “cows and dogs 
are always running around this market.” Having animals run 
around in the markets poses health risks, especially since most 
of the items sold in the markets are agricultural produce goods. 
In the same market, the vendors noted “we have a problem of 
poor management of the market basically from the market 
committee.” The respondents however failed to expound on 
what this meant. They were simply not satisfied with the work 
of the market committee.

In Arua market the women noted that the market committee’s failure 
to manage car parking was having a negative impact on their 
businesses. “Car parking is not monitored. Drivers park in front of 
your business, yet it was not the case during the past 3 years…busi-
ness has dropped due to these cars parking that block customers 
from accessing.” In Gulu market, some of the market women noted 
that there was a lot of theft in the market. They recommended that 
the management of the market addresses this issue by increasing the 
number of security guards. 

It is important to note that the allegations concerning poor manage-
ment of the market are exacerbated by the lack of platform to raise 
grievances. Respondents from Bivamumtuyo market, Kalerwe noted 
that “there is no platform for vendors to air their voices.” 

3.6.6. Lack of knowledge on the legal and policy framework
Majority of the market women had no knowledge of the laws govern-
ing markets. Most were aware of the basic regulation. For example 
one respondent in Bivamuntuyo market, Kalerwe noted “we know 
that the market opens at 6.00am and closes at 8.00pm in the 
evening…we also know that being vulgar and fighting in the market 
is prohibited.” A respondent from Gulu market noted, “I am contend-
ed with the laws in place so I see no need to adjust or change the 
existing laws.” This statement would make a plausible argument if 
the existing laws were contemporary and relevant to address the 
prevailing and emerging issues concerning markets; this is however 
not the case. This no doubt evidences the fact that the market women 
have no knowledge on the legal and policy framework governing the 
sector in which they operate. 

3.6.7. Inadequate capital and financial environment 
As noted above, lack of adequate capital, limited access to affordable 
financial services was a major challenge for almost all market women. 
The lack of access to affordable financial services prevented market 

when they lose their merchandise due to bad 
weather, theft or fire. While respondents in Gulu 
market noted that there is need for “stable fire 
fighters in case of fire outbreaks,” this is merely 
aspirational and provides no protection for the 
vendors and their merchandise in the event of 
destruction. This is so because the vendors have 
no capacity to take out insurance on their 
merchandise. 

3.7. Leadership within the market

The study found that there are two levels of 
leadership in the market. Leadership of the 
formal market authority/ administration and 
leadership in the different associations or groups 
that market women are involved in. Market 
women were not very active in the formal leader-
ship of markets. It was also noted that the top 
leadership positions in the formal leadership of 
the markets were dominated by the men, with 
women only contributing as members within the 
leadership structure. 

With regards to the leadership of the different 
associations or groups within the market, the 
study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
tions.
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).

Similarly the sporadic price fluctuations and 
inflation further exacerbates the already finan-
cially grim reality for market women and 
further shrinks the limited financial resources 
available to them.

3.6.8. Social security and social protection
Lange (2003) argues that the ‘main trend in 
urban Uganda is an increasing acceptance of 
women’s participation in the informal econo-
my.’ However women’s involvement in the 
informal economy and in market vending 
provides no guarantees in terms of social 
protection for these women when they face 
varied shocks such as sickness or even retire-
ment benefits for their old age. Respondents in 
Bivamutuyo market, Kalerwe noted that “ven-
dors need retirement benefits.” The lack of 
social protection mechanisms furthers the 
vulnerability that these market women face 



The market committee is responsible for administration and 
management of the markets. Respondents in Bivamuntuyo 
market noted that the market committee did not run the 
market very well. For example according to the rule 11, Market 
Rules provides that, “dogs are not allowed in the market.” How-
ever the vendors in Bivamuntuyo market noted “cows and dogs 
are always running around this market.” Having animals run 
around in the markets poses health risks, especially since most 
of the items sold in the markets are agricultural produce goods. 
In the same market, the vendors noted “we have a problem of 
poor management of the market basically from the market 
committee.” The respondents however failed to expound on 
what this meant. They were simply not satisfied with the work 
of the market committee.

In Arua market the women noted that the market committee’s failure 
to manage car parking was having a negative impact on their 
businesses. “Car parking is not monitored. Drivers park in front of 
your business, yet it was not the case during the past 3 years…busi-
ness has dropped due to these cars parking that block customers 
from accessing.” In Gulu market, some of the market women noted 
that there was a lot of theft in the market. They recommended that 
the management of the market addresses this issue by increasing the 
number of security guards. 

It is important to note that the allegations concerning poor manage-
ment of the market are exacerbated by the lack of platform to raise 
grievances. Respondents from Bivamumtuyo market, Kalerwe noted 
that “there is no platform for vendors to air their voices.” 

3.6.6. Lack of knowledge on the legal and policy framework
Majority of the market women had no knowledge of the laws govern-
ing markets. Most were aware of the basic regulation. For example 
one respondent in Bivamuntuyo market, Kalerwe noted “we know 
that the market opens at 6.00am and closes at 8.00pm in the 
evening…we also know that being vulgar and fighting in the market 
is prohibited.” A respondent from Gulu market noted, “I am contend-
ed with the laws in place so I see no need to adjust or change the 
existing laws.” This statement would make a plausible argument if 
the existing laws were contemporary and relevant to address the 
prevailing and emerging issues concerning markets; this is however 
not the case. This no doubt evidences the fact that the market women 
have no knowledge on the legal and policy framework governing the 
sector in which they operate. 

3.6.7. Inadequate capital and financial environment 
As noted above, lack of adequate capital, limited access to affordable 
financial services was a major challenge for almost all market women. 
The lack of access to affordable financial services prevented market 

when they lose their merchandise due to bad 
weather, theft or fire. While respondents in Gulu 
market noted that there is need for “stable fire 
fighters in case of fire outbreaks,” this is merely 
aspirational and provides no protection for the 
vendors and their merchandise in the event of 
destruction. This is so because the vendors have 
no capacity to take out insurance on their 
merchandise. 

3.7. Leadership within the market

The study found that there are two levels of 
leadership in the market. Leadership of the 
formal market authority/ administration and 
leadership in the different associations or groups 
that market women are involved in. Market 
women were not very active in the formal leader-
ship of markets. It was also noted that the top 
leadership positions in the formal leadership of 
the markets were dominated by the men, with 
women only contributing as members within the 
leadership structure. 

With regards to the leadership of the different 
associations or groups within the market, the 
study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
tions.
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).

Similarly the sporadic price fluctuations and 
inflation further exacerbates the already finan-
cially grim reality for market women and 
further shrinks the limited financial resources 
available to them.

3.6.8. Social security and social protection
Lange (2003) argues that the ‘main trend in 
urban Uganda is an increasing acceptance of 
women’s participation in the informal econo-
my.’ However women’s involvement in the 
informal economy and in market vending 
provides no guarantees in terms of social 
protection for these women when they face 
varied shocks such as sickness or even retire-
ment benefits for their old age. Respondents in 
Bivamutuyo market, Kalerwe noted that “ven-
dors need retirement benefits.” The lack of 
social protection mechanisms furthers the 
vulnerability that these market women face 

The market committee is responsible for administration and 
management of the markets. Respondents in Bivamuntuyo 
market noted that the market committee did not run the 
market very well. For example according to the rule 11, Market 
Rules provides that, “dogs are not allowed in the market.” How-
ever the vendors in Bivamuntuyo market noted “cows and dogs 
are always running around this market.” Having animals run 
around in the markets poses health risks, especially since most 
of the items sold in the markets are agricultural produce goods. 
In the same market, the vendors noted “we have a problem of 
poor management of the market basically from the market 
committee.” The respondents however failed to expound on 
what this meant. They were simply not satisfied with the work 
of the market committee.

In Arua market the women noted that the market committee’s failure 
to manage car parking was having a negative impact on their 
businesses. “Car parking is not monitored. Drivers park in front of 
your business, yet it was not the case during the past 3 years…busi-
ness has dropped due to these cars parking that block customers 
from accessing.” In Gulu market, some of the market women noted 
that there was a lot of theft in the market. They recommended that 
the management of the market addresses this issue by increasing the 
number of security guards. 

It is important to note that the allegations concerning poor manage-
ment of the market are exacerbated by the lack of platform to raise 
grievances. Respondents from Bivamumtuyo market, Kalerwe noted 
that “there is no platform for vendors to air their voices.” 

3.6.6. Lack of knowledge on the legal and policy framework
Majority of the market women had no knowledge of the laws govern-
ing markets. Most were aware of the basic regulation. For example 
one respondent in Bivamuntuyo market, Kalerwe noted “we know 
that the market opens at 6.00am and closes at 8.00pm in the 
evening…we also know that being vulgar and fighting in the market 
is prohibited.” A respondent from Gulu market noted, “I am contend-
ed with the laws in place so I see no need to adjust or change the 
existing laws.” This statement would make a plausible argument if 
the existing laws were contemporary and relevant to address the 
prevailing and emerging issues concerning markets; this is however 
not the case. This no doubt evidences the fact that the market women 
have no knowledge on the legal and policy framework governing the 
sector in which they operate. 

3.6.7. Inadequate capital and financial environment 
As noted above, lack of adequate capital, limited access to affordable 
financial services was a major challenge for almost all market women. 
The lack of access to affordable financial services prevented market 

when they lose their merchandise due to bad 
weather, theft or fire. While respondents in Gulu 
market noted that there is need for “stable fire 
fighters in case of fire outbreaks,” this is merely 
aspirational and provides no protection for the 
vendors and their merchandise in the event of 
destruction. This is so because the vendors have 
no capacity to take out insurance on their 
merchandise. 

3.7. Leadership within the market

The study found that there are two levels of 
leadership in the market. Leadership of the 
formal market authority/ administration and 
leadership in the different associations or groups 
that market women are involved in. Market 
women were not very active in the formal leader-
ship of markets. It was also noted that the top 
leadership positions in the formal leadership of 
the markets were dominated by the men, with 
women only contributing as members within the 
leadership structure. 

With regards to the leadership of the different 
associations or groups within the market, the 
study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
tions.

“….women also seat in their sub-sector groups and raise their opinions 
about anything that can help to improve the working conditions, business-
es and market and these leaders forward it to the Association executive 
members…” (Arua Market)

The findings indicate that market women have achieved several 
benefits as a result of vending in the market. For many of them, 
vending in the market, networking with other women and being 
part of the different associations or groups has given these women 
voice and empowerment. According to a respondent in Gulu 
market, “working in the market has given me courage to stand up 
for myself…I can tell people what I want and what i do not want 
without fear.” This was a similar narrative that emerged from many 
of the respondents. The associations and groups to which the 
women belong are not just places where women seek to obtain 
financial support. They are also places where women can share 
personal challenges and seek advice on different issues such as 
domestic violence, land wrangles, children’s issues from fellow 
women. The associations and groups have also provided these 
women with solid networks and strong friendships that are an 
empowering force for the women. Respondents from 
Bivamuntuyo market, Kalerwe noted thus, “…when any of us faces 
any short comings like death of a loved one and also when one of 
the group members gives birth the group members are there to 
support her.”

Majority of the women have also been able to claim their indepen-
dence and freedom through vending in the market. As Stephanie 
Vogelius (2013) notes, majority of female vendors are motivated to 
run their own business in search for increased independence or 

3.8.   Achievements by market women
         as a result of vending in the market

accumulation of wealth. Market women have been able to; 
support themselves, support and educate their children, expand 
their businesses, acquire assets like land and houses. 

“I have managed to pay fees for my kids…and for some of us like 
me…. I have managed to buy a plot of land.” (FGD with vendors in 
Bivamuntuyo market, Kalerwe) 
“I have built a house from selling in the market.” (Respondent, 
Arua market)
“Selling in the market has helped me pay rent, feed my children 
and pay their school fees.” (Respondent, Arua market)
One vendor who has worked in Arua market for 19 years noted “I 
have been able to pay school fees, build a hose, help my relatives 
and expand my business.”
“Through this work I have been able to educate my children, feed 
my family on a daily basis and also been able to acquire a small 
piece of land on my own.” (Respondent, Gulu market)
“I am so proud of myself because of my progress in business, 
despite the fact that I didn’t go so far with education but I am 
successful and my fish mongering business has benefited me in a 
lot of ways….I have bought land, I have built a house, I have a son 
in secondary school, I am the sole bread winner in my family and 
now I supply fish to the rest of the vendors in my sector.”
(Respondent, Gulu market)

It should be noted that the longer the woman has been vending in 
the market, the more achievements she is likely to register. Major-
ity of the respondents who had been in the market for less than 3 
years did not register many achievements. One respondent who 
have been vending in Gulu market for 2 years noted thus, “I have 
benefited nothing from selling in the market.”
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).

Similarly the sporadic price fluctuations and 
inflation further exacerbates the already finan-
cially grim reality for market women and 
further shrinks the limited financial resources 
available to them.

3.6.8. Social security and social protection
Lange (2003) argues that the ‘main trend in 
urban Uganda is an increasing acceptance of 
women’s participation in the informal econo-
my.’ However women’s involvement in the 
informal economy and in market vending 
provides no guarantees in terms of social 
protection for these women when they face 
varied shocks such as sickness or even retire-
ment benefits for their old age. Respondents in 
Bivamutuyo market, Kalerwe noted that “ven-
dors need retirement benefits.” The lack of 
social protection mechanisms furthers the 
vulnerability that these market women face 



The market committee is responsible for administration and 
management of the markets. Respondents in Bivamuntuyo 
market noted that the market committee did not run the 
market very well. For example according to the rule 11, Market 
Rules provides that, “dogs are not allowed in the market.” How-
ever the vendors in Bivamuntuyo market noted “cows and dogs 
are always running around this market.” Having animals run 
around in the markets poses health risks, especially since most 
of the items sold in the markets are agricultural produce goods. 
In the same market, the vendors noted “we have a problem of 
poor management of the market basically from the market 
committee.” The respondents however failed to expound on 
what this meant. They were simply not satisfied with the work 
of the market committee.

In Arua market the women noted that the market committee’s failure 
to manage car parking was having a negative impact on their 
businesses. “Car parking is not monitored. Drivers park in front of 
your business, yet it was not the case during the past 3 years…busi-
ness has dropped due to these cars parking that block customers 
from accessing.” In Gulu market, some of the market women noted 
that there was a lot of theft in the market. They recommended that 
the management of the market addresses this issue by increasing the 
number of security guards. 

It is important to note that the allegations concerning poor manage-
ment of the market are exacerbated by the lack of platform to raise 
grievances. Respondents from Bivamumtuyo market, Kalerwe noted 
that “there is no platform for vendors to air their voices.” 

3.6.6. Lack of knowledge on the legal and policy framework
Majority of the market women had no knowledge of the laws govern-
ing markets. Most were aware of the basic regulation. For example 
one respondent in Bivamuntuyo market, Kalerwe noted “we know 
that the market opens at 6.00am and closes at 8.00pm in the 
evening…we also know that being vulgar and fighting in the market 
is prohibited.” A respondent from Gulu market noted, “I am contend-
ed with the laws in place so I see no need to adjust or change the 
existing laws.” This statement would make a plausible argument if 
the existing laws were contemporary and relevant to address the 
prevailing and emerging issues concerning markets; this is however 
not the case. This no doubt evidences the fact that the market women 
have no knowledge on the legal and policy framework governing the 
sector in which they operate. 

3.6.7. Inadequate capital and financial environment 
As noted above, lack of adequate capital, limited access to affordable 
financial services was a major challenge for almost all market women. 
The lack of access to affordable financial services prevented market 

when they lose their merchandise due to bad 
weather, theft or fire. While respondents in Gulu 
market noted that there is need for “stable fire 
fighters in case of fire outbreaks,” this is merely 
aspirational and provides no protection for the 
vendors and their merchandise in the event of 
destruction. This is so because the vendors have 
no capacity to take out insurance on their 
merchandise. 

3.7. Leadership within the market

The study found that there are two levels of 
leadership in the market. Leadership of the 
formal market authority/ administration and 
leadership in the different associations or groups 
that market women are involved in. Market 
women were not very active in the formal leader-
ship of markets. It was also noted that the top 
leadership positions in the formal leadership of 
the markets were dominated by the men, with 
women only contributing as members within the 
leadership structure. 

With regards to the leadership of the different 
associations or groups within the market, the 
study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
tions.

“…when you want to operate in this market, you go to 
the leader of the sector that you want to join and she 
guides you until you get one stall or a place to rent, 
then you will be required to provide other formal 
introductory documents…..” (Gulu Market)

The findings indicate that market women have achieved several 
benefits as a result of vending in the market. For many of them, 
vending in the market, networking with other women and being 
part of the different associations or groups has given these women 
voice and empowerment. According to a respondent in Gulu 
market, “working in the market has given me courage to stand up 
for myself…I can tell people what I want and what i do not want 
without fear.” This was a similar narrative that emerged from many 
of the respondents. The associations and groups to which the 
women belong are not just places where women seek to obtain 
financial support. They are also places where women can share 
personal challenges and seek advice on different issues such as 
domestic violence, land wrangles, children’s issues from fellow 
women. The associations and groups have also provided these 
women with solid networks and strong friendships that are an 
empowering force for the women. Respondents from 
Bivamuntuyo market, Kalerwe noted thus, “…when any of us faces 
any short comings like death of a loved one and also when one of 
the group members gives birth the group members are there to 
support her.”

Majority of the women have also been able to claim their indepen-
dence and freedom through vending in the market. As Stephanie 
Vogelius (2013) notes, majority of female vendors are motivated to 
run their own business in search for increased independence or 

3.9.  Legal and Policy
         Framework

accumulation of wealth. Market women have been able to; 
support themselves, support and educate their children, expand 
their businesses, acquire assets like land and houses. 

“I have managed to pay fees for my kids…and for some of us like 
me…. I have managed to buy a plot of land.” (FGD with vendors in 
Bivamuntuyo market, Kalerwe) 
“I have built a house from selling in the market.” (Respondent, 
Arua market)
“Selling in the market has helped me pay rent, feed my children 
and pay their school fees.” (Respondent, Arua market)
One vendor who has worked in Arua market for 19 years noted “I 
have been able to pay school fees, build a hose, help my relatives 
and expand my business.”
“Through this work I have been able to educate my children, feed 
my family on a daily basis and also been able to acquire a small 
piece of land on my own.” (Respondent, Gulu market)
“I am so proud of myself because of my progress in business, 
despite the fact that I didn’t go so far with education but I am 
successful and my fish mongering business has benefited me in a 
lot of ways….I have bought land, I have built a house, I have a son 
in secondary school, I am the sole bread winner in my family and 
now I supply fish to the rest of the vendors in my sector.”
(Respondent, Gulu market)

It should be noted that the longer the woman has been vending in 
the market, the more achievements she is likely to register. Major-
ity of the respondents who had been in the market for less than 3 
years did not register many achievements. One respondent who 
have been vending in Gulu market for 2 years noted thus, “I have 
benefited nothing from selling in the market.”

Another aspect under consideration during the 
study was whether the respondents were aware of 
the legal and policy framework that governs 
establishment, administration and operation in 
the market. All the respondents were not able to 
articulate any legal or policy provision on 
markets. The market women made reference to 
rules whose origin they would not substantiate. 
According to the respondents, where a person 
wants to start vending in the market, he or she will 
approach the sub-sector head of the particular 
sector the person is interested in joining. The 
sub-sector head will provide the requisite guid-
ance. The prospective vendor will submit a refer-
ence letter from the local council, and legal and 
security checks will be done to ascertain that the 
person is free to vend in the market. Once the 
security checks have been concluded, the 
prospective vendor will pay prescribed registra-
tion fees and will also be given an operations 
license. It should be noted that this procedure is 
not provided for in any law. 
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).

Similarly the sporadic price fluctuations and 
inflation further exacerbates the already finan-
cially grim reality for market women and 
further shrinks the limited financial resources 
available to them.

3.6.8. Social security and social protection
Lange (2003) argues that the ‘main trend in 
urban Uganda is an increasing acceptance of 
women’s participation in the informal econo-
my.’ However women’s involvement in the 
informal economy and in market vending 
provides no guarantees in terms of social 
protection for these women when they face 
varied shocks such as sickness or even retire-
ment benefits for their old age. Respondents in 
Bivamutuyo market, Kalerwe noted that “ven-
dors need retirement benefits.” The lack of 
social protection mechanisms furthers the 
vulnerability that these market women face 



The market committee is responsible for administration and 
management of the markets. Respondents in Bivamuntuyo 
market noted that the market committee did not run the 
market very well. For example according to the rule 11, Market 
Rules provides that, “dogs are not allowed in the market.” How-
ever the vendors in Bivamuntuyo market noted “cows and dogs 
are always running around this market.” Having animals run 
around in the markets poses health risks, especially since most 
of the items sold in the markets are agricultural produce goods. 
In the same market, the vendors noted “we have a problem of 
poor management of the market basically from the market 
committee.” The respondents however failed to expound on 
what this meant. They were simply not satisfied with the work 
of the market committee.

In Arua market the women noted that the market committee’s failure 
to manage car parking was having a negative impact on their 
businesses. “Car parking is not monitored. Drivers park in front of 
your business, yet it was not the case during the past 3 years…busi-
ness has dropped due to these cars parking that block customers 
from accessing.” In Gulu market, some of the market women noted 
that there was a lot of theft in the market. They recommended that 
the management of the market addresses this issue by increasing the 
number of security guards. 

It is important to note that the allegations concerning poor manage-
ment of the market are exacerbated by the lack of platform to raise 
grievances. Respondents from Bivamumtuyo market, Kalerwe noted 
that “there is no platform for vendors to air their voices.” 

3.6.6. Lack of knowledge on the legal and policy framework
Majority of the market women had no knowledge of the laws govern-
ing markets. Most were aware of the basic regulation. For example 
one respondent in Bivamuntuyo market, Kalerwe noted “we know 
that the market opens at 6.00am and closes at 8.00pm in the 
evening…we also know that being vulgar and fighting in the market 
is prohibited.” A respondent from Gulu market noted, “I am contend-
ed with the laws in place so I see no need to adjust or change the 
existing laws.” This statement would make a plausible argument if 
the existing laws were contemporary and relevant to address the 
prevailing and emerging issues concerning markets; this is however 
not the case. This no doubt evidences the fact that the market women 
have no knowledge on the legal and policy framework governing the 
sector in which they operate. 

3.6.7. Inadequate capital and financial environment 
As noted above, lack of adequate capital, limited access to affordable 
financial services was a major challenge for almost all market women. 
The lack of access to affordable financial services prevented market 

when they lose their merchandise due to bad 
weather, theft or fire. While respondents in Gulu 
market noted that there is need for “stable fire 
fighters in case of fire outbreaks,” this is merely 
aspirational and provides no protection for the 
vendors and their merchandise in the event of 
destruction. This is so because the vendors have 
no capacity to take out insurance on their 
merchandise. 

3.7. Leadership within the market

The study found that there are two levels of 
leadership in the market. Leadership of the 
formal market authority/ administration and 
leadership in the different associations or groups 
that market women are involved in. Market 
women were not very active in the formal leader-
ship of markets. It was also noted that the top 
leadership positions in the formal leadership of 
the markets were dominated by the men, with 
women only contributing as members within the 
leadership structure. 

With regards to the leadership of the different 
associations or groups within the market, the 
study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
tions.

“…when you want to operate in this market, you go to 
the leader of the sector that you want to join and she 
guides you until you get one stall or a place to rent, 
then you will be required to provide other formal 
introductory documents…..” (Gulu Market)

The findings indicate that market women have achieved several 
benefits as a result of vending in the market. For many of them, 
vending in the market, networking with other women and being 
part of the different associations or groups has given these women 
voice and empowerment. According to a respondent in Gulu 
market, “working in the market has given me courage to stand up 
for myself…I can tell people what I want and what i do not want 
without fear.” This was a similar narrative that emerged from many 
of the respondents. The associations and groups to which the 
women belong are not just places where women seek to obtain 
financial support. They are also places where women can share 
personal challenges and seek advice on different issues such as 
domestic violence, land wrangles, children’s issues from fellow 
women. The associations and groups have also provided these 
women with solid networks and strong friendships that are an 
empowering force for the women. Respondents from 
Bivamuntuyo market, Kalerwe noted thus, “…when any of us faces 
any short comings like death of a loved one and also when one of 
the group members gives birth the group members are there to 
support her.”

Majority of the women have also been able to claim their indepen-
dence and freedom through vending in the market. As Stephanie 
Vogelius (2013) notes, majority of female vendors are motivated to 
run their own business in search for increased independence or 

3.9.  Legal and Policy
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accumulation of wealth. Market women have been able to; 
support themselves, support and educate their children, expand 
their businesses, acquire assets like land and houses. 

“I have managed to pay fees for my kids…and for some of us like 
me…. I have managed to buy a plot of land.” (FGD with vendors in 
Bivamuntuyo market, Kalerwe) 
“I have built a house from selling in the market.” (Respondent, 
Arua market)
“Selling in the market has helped me pay rent, feed my children 
and pay their school fees.” (Respondent, Arua market)
One vendor who has worked in Arua market for 19 years noted “I 
have been able to pay school fees, build a hose, help my relatives 
and expand my business.”
“Through this work I have been able to educate my children, feed 
my family on a daily basis and also been able to acquire a small 
piece of land on my own.” (Respondent, Gulu market)
“I am so proud of myself because of my progress in business, 
despite the fact that I didn’t go so far with education but I am 
successful and my fish mongering business has benefited me in a 
lot of ways….I have bought land, I have built a house, I have a son 
in secondary school, I am the sole bread winner in my family and 
now I supply fish to the rest of the vendors in my sector.”
(Respondent, Gulu market)

It should be noted that the longer the woman has been vending in 
the market, the more achievements she is likely to register. Major-
ity of the respondents who had been in the market for less than 3 
years did not register many achievements. One respondent who 
have been vending in Gulu market for 2 years noted thus, “I have 
benefited nothing from selling in the market.”

Another aspect under consideration during the 
study was whether the respondents were aware of 
the legal and policy framework that governs 
establishment, administration and operation in 
the market. All the respondents were not able to 
articulate any legal or policy provision on 
markets. The market women made reference to 
rules whose origin they would not substantiate. 
According to the respondents, where a person 
wants to start vending in the market, he or she will 
approach the sub-sector head of the particular 
sector the person is interested in joining. The 
sub-sector head will provide the requisite guid-
ance. The prospective vendor will submit a refer-
ence letter from the local council, and legal and 
security checks will be done to ascertain that the 
person is free to vend in the market. Once the 
security checks have been concluded, the 
prospective vendor will pay prescribed registra-
tion fees and will also be given an operations 
license. It should be noted that this procedure is 
not provided for in any law. 
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).

Similarly the sporadic price fluctuations and 
inflation further exacerbates the already finan-
cially grim reality for market women and 
further shrinks the limited financial resources 
available to them.

3.6.8. Social security and social protection
Lange (2003) argues that the ‘main trend in 
urban Uganda is an increasing acceptance of 
women’s participation in the informal econo-
my.’ However women’s involvement in the 
informal economy and in market vending 
provides no guarantees in terms of social 
protection for these women when they face 
varied shocks such as sickness or even retire-
ment benefits for their old age. Respondents in 
Bivamutuyo market, Kalerwe noted that “ven-
dors need retirement benefits.” The lack of 
social protection mechanisms furthers the 
vulnerability that these market women face 

The market committee is responsible for administration and 
management of the markets. Respondents in Bivamuntuyo 
market noted that the market committee did not run the 
market very well. For example according to the rule 11, Market 
Rules provides that, “dogs are not allowed in the market.” How-
ever the vendors in Bivamuntuyo market noted “cows and dogs 
are always running around this market.” Having animals run 
around in the markets poses health risks, especially since most 
of the items sold in the markets are agricultural produce goods. 
In the same market, the vendors noted “we have a problem of 
poor management of the market basically from the market 
committee.” The respondents however failed to expound on 
what this meant. They were simply not satisfied with the work 
of the market committee.

In Arua market the women noted that the market committee’s failure 
to manage car parking was having a negative impact on their 
businesses. “Car parking is not monitored. Drivers park in front of 
your business, yet it was not the case during the past 3 years…busi-
ness has dropped due to these cars parking that block customers 
from accessing.” In Gulu market, some of the market women noted 
that there was a lot of theft in the market. They recommended that 
the management of the market addresses this issue by increasing the 
number of security guards. 

It is important to note that the allegations concerning poor manage-
ment of the market are exacerbated by the lack of platform to raise 
grievances. Respondents from Bivamumtuyo market, Kalerwe noted 
that “there is no platform for vendors to air their voices.” 

3.6.6. Lack of knowledge on the legal and policy framework
Majority of the market women had no knowledge of the laws govern-
ing markets. Most were aware of the basic regulation. For example 
one respondent in Bivamuntuyo market, Kalerwe noted “we know 
that the market opens at 6.00am and closes at 8.00pm in the 
evening…we also know that being vulgar and fighting in the market 
is prohibited.” A respondent from Gulu market noted, “I am contend-
ed with the laws in place so I see no need to adjust or change the 
existing laws.” This statement would make a plausible argument if 
the existing laws were contemporary and relevant to address the 
prevailing and emerging issues concerning markets; this is however 
not the case. This no doubt evidences the fact that the market women 
have no knowledge on the legal and policy framework governing the 
sector in which they operate. 

3.6.7. Inadequate capital and financial environment 
As noted above, lack of adequate capital, limited access to affordable 
financial services was a major challenge for almost all market women. 
The lack of access to affordable financial services prevented market 

when they lose their merchandise due to bad 
weather, theft or fire. While respondents in Gulu 
market noted that there is need for “stable fire 
fighters in case of fire outbreaks,” this is merely 
aspirational and provides no protection for the 
vendors and their merchandise in the event of 
destruction. This is so because the vendors have 
no capacity to take out insurance on their 
merchandise. 

3.7. Leadership within the market

The study found that there are two levels of 
leadership in the market. Leadership of the 
formal market authority/ administration and 
leadership in the different associations or groups 
that market women are involved in. Market 
women were not very active in the formal leader-
ship of markets. It was also noted that the top 
leadership positions in the formal leadership of 
the markets were dominated by the men, with 
women only contributing as members within the 
leadership structure. 

With regards to the leadership of the different 
associations or groups within the market, the 
study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
tions.

4.0    Conclusion

CHAPTER FOUR:
CONCLUSION AND RECOMMENDATIONS 

The market women were able 
to articulate internal rules and 
regulations that all vendors 
are required to comply with. 
These rules included respect 
for fellow vendors, prohibition 
of theft in the market, prohi-
bition of fighting or quarrel-
ing in the market, tribalism 
among others. It should be 
noted that while some of the 
rules are provided for in the 
Markets Rules, the vendors 
were not aware of the rules 
and those in leadership could 
not refer to the same.

Women in Uganda continue to face marginalization that has impacted on their ability to access decent education that 
can empower and prepare them to compete favourably in the labour market. Market women remain one of the most 
vulnerable and marginalized groups of women working in the informal sector.  For majority of the women, working in 
the market has been the result of efforts to mitigate the impact of socio-economic shocks and pressures such as loss of a 
job, loss of a spouse -the bread winner, impact of sickness and disease among others. This therefore means that for 
majority of the market women, vending is an imposed option to mitigate life’s socio-economic challenges.

Women during the focus group discussion share some of the
issues affecting them in the market 
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).

Similarly the sporadic price fluctuations and 
inflation further exacerbates the already finan-
cially grim reality for market women and 
further shrinks the limited financial resources 
available to them.

3.6.8. Social security and social protection
Lange (2003) argues that the ‘main trend in 
urban Uganda is an increasing acceptance of 
women’s participation in the informal econo-
my.’ However women’s involvement in the 
informal economy and in market vending 
provides no guarantees in terms of social 
protection for these women when they face 
varied shocks such as sickness or even retire-
ment benefits for their old age. Respondents in 
Bivamutuyo market, Kalerwe noted that “ven-
dors need retirement benefits.” The lack of 
social protection mechanisms furthers the 
vulnerability that these market women face 



The market committee is responsible for administration and 
management of the markets. Respondents in Bivamuntuyo 
market noted that the market committee did not run the 
market very well. For example according to the rule 11, Market 
Rules provides that, “dogs are not allowed in the market.” How-
ever the vendors in Bivamuntuyo market noted “cows and dogs 
are always running around this market.” Having animals run 
around in the markets poses health risks, especially since most 
of the items sold in the markets are agricultural produce goods. 
In the same market, the vendors noted “we have a problem of 
poor management of the market basically from the market 
committee.” The respondents however failed to expound on 
what this meant. They were simply not satisfied with the work 
of the market committee.

In Arua market the women noted that the market committee’s failure 
to manage car parking was having a negative impact on their 
businesses. “Car parking is not monitored. Drivers park in front of 
your business, yet it was not the case during the past 3 years…busi-
ness has dropped due to these cars parking that block customers 
from accessing.” In Gulu market, some of the market women noted 
that there was a lot of theft in the market. They recommended that 
the management of the market addresses this issue by increasing the 
number of security guards. 

It is important to note that the allegations concerning poor manage-
ment of the market are exacerbated by the lack of platform to raise 
grievances. Respondents from Bivamumtuyo market, Kalerwe noted 
that “there is no platform for vendors to air their voices.” 
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ed with the laws in place so I see no need to adjust or change the 
existing laws.” This statement would make a plausible argument if 
the existing laws were contemporary and relevant to address the 
prevailing and emerging issues concerning markets; this is however 
not the case. This no doubt evidences the fact that the market women 
have no knowledge on the legal and policy framework governing the 
sector in which they operate. 

3.6.7. Inadequate capital and financial environment 
As noted above, lack of adequate capital, limited access to affordable 
financial services was a major challenge for almost all market women. 
The lack of access to affordable financial services prevented market 

when they lose their merchandise due to bad 
weather, theft or fire. While respondents in Gulu 
market noted that there is need for “stable fire 
fighters in case of fire outbreaks,” this is merely 
aspirational and provides no protection for the 
vendors and their merchandise in the event of 
destruction. This is so because the vendors have 
no capacity to take out insurance on their 
merchandise. 

3.7. Leadership within the market

The study found that there are two levels of 
leadership in the market. Leadership of the 
formal market authority/ administration and 
leadership in the different associations or groups 
that market women are involved in. Market 
women were not very active in the formal leader-
ship of markets. It was also noted that the top 
leadership positions in the formal leadership of 
the markets were dominated by the men, with 
women only contributing as members within the 
leadership structure. 

With regards to the leadership of the different 
associations or groups within the market, the 
study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
tions.

In-spite of this, the market women have embraced the sector in which they work due to several advantages and benefits 
they have been able to reap from vending. Many have been able to educate their children, sustain themselves and acquire 
assets such as land. However the market sector continues to have dire legal, policy, institutional and administrative 
challenges that impact on the efficient administration of the markets and the operational environment for market 
women.  Below are some recommendations that if implemented can improve the market sector as well as the participa-
tion of women in the management and administration of markets in Uganda.

4.1 Recommendations 

4.1.1 Legal and Policy Recommendations 

The recommendations have been presented into 
different categories targeting varied stakeholders;

1. There is need to develop and 
up-to-date and comprehensive legal and 
policy framework on markets. The Markets 
Act of 1942 is outdated, majorly irrelevant and 
completely inconsistent as a law to the current 
market trends. The law should therefore be 
repealed and a new law developed to address 
the current legal, policy, administrative, struc-
tural and socio-economic trends affecting 
markets and market vendors. Repealing the 
Markets Act will provide an opportunity to 
enact a strong and contemporary law on 
markets.

2. Harmonization of the legal 
and policy framework to create a legal and 
policy regime that is robust and comprehen-

sive. The Local Government Act for example is littered with provi-
sions relating to establishment, administration and management 
of markets; however these provisions are inconsistent with the 
Markets Act. Market vendors require licenses to operate -the Trade 
License Act is therefore applicable to them. Harmonization of 
these different laws into one compound legislation will provide a 
one stop reference law on markets, prevent confusion on which law 
is applicable, and erase legal loopholes that can be exploited for 
abuse to the detriment of market vendors.   

3. Engendering the legal and policy framework with 
gender considerations specific to women is critical for market 
women. As majority stakeholders, in terms of numbers, women 
working in the markets have peculiar needs that the legal and 
policy framework should recognize for example the law should 
provide safe spaces for women who have to bring their children to 
the work place/market place. 

4. Uganda should put in place a specific agency to 
oversee the establishment, management and administration of 
markets in the country. The agency, which would be established by 
law, would be able to set specific harmonized guidelines and 
standards regarding markets in the country. All town and munici-
pal councils and other authorities managing markets would be 
overseen by the authority. The authority would also be able to 
collect accurate thematic data on different issues affecting stake-
holders in the market, including women, and crafting targeted 
interventions to address the same. 
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).

Similarly the sporadic price fluctuations and 
inflation further exacerbates the already finan-
cially grim reality for market women and 
further shrinks the limited financial resources 
available to them.

3.6.8. Social security and social protection
Lange (2003) argues that the ‘main trend in 
urban Uganda is an increasing acceptance of 
women’s participation in the informal econo-
my.’ However women’s involvement in the 
informal economy and in market vending 
provides no guarantees in terms of social 
protection for these women when they face 
varied shocks such as sickness or even retire-
ment benefits for their old age. Respondents in 
Bivamutuyo market, Kalerwe noted that “ven-
dors need retirement benefits.” The lack of 
social protection mechanisms furthers the 
vulnerability that these market women face 
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study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
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In-spite of this, the market women have embraced the sector in which they work due to several advantages and benefits 
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).
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when they lose their merchandise due to bad 
weather, theft or fire. While respondents in Gulu 
market noted that there is need for “stable fire 
fighters in case of fire outbreaks,” this is merely 
aspirational and provides no protection for the 
vendors and their merchandise in the event of 
destruction. This is so because the vendors have 
no capacity to take out insurance on their 
merchandise. 

3.7. Leadership within the market

The study found that there are two levels of 
leadership in the market. Leadership of the 
formal market authority/ administration and 
leadership in the different associations or groups 
that market women are involved in. Market 
women were not very active in the formal leader-
ship of markets. It was also noted that the top 
leadership positions in the formal leadership of 
the markets were dominated by the men, with 
women only contributing as members within the 
leadership structure. 

With regards to the leadership of the different 
associations or groups within the market, the 
study found that the management and leadership 
of these associations or groups was dependent on 
the sub-sectors that the vendors are engaged in. 
At this level the women took a more active leader-
ship role as chairpersons and treasurers among 
others. It was noted that women were specifically 
encouraged to take up leadership positions in 
their different sub-sectors, groups or associa-
tions.

4.1.2    Recommendations for markets authorities
            and market administration

5. Market authorities and those in admin-
istration of markets should provide information to 
market vendors and in particular market women on the 
legal and policy framework governing markets. Infor-
mation can be placed in specific places in the market 
such that market vendors have accurate information on 
what laws and policies govern markets. 

6. Market authorities and market adminis-
tration should be more vigilant on provision of services 
to the markets. The market administration is responsi-
ble for ensuring effective garbage collection, ensuring 
that the market is clean, and that the market has access 
to clean water, and sanitation facilities. The local 
government and municipal council authorities should 
work with the market vendors, including the women, to 
ensure improve the sanitation services in the market.  

7. The market administration and authori-
ties should proactively involve more women in the 
administration and management of markets. This will 
ensure that the voices of women, who are the majority 
stakeholders in the markets, are represented in all 
decision-making processes. This guarantees that 
women participate in the different foras that consider 
management and structuring of the markets, and that 
women’s’ voices are heard. In all markets the women 
noted that there is need for consultations and formal 
assessments before market dues are adjusted.

4.1.3 Recommendations to Organizations provid-
ing services to market vendors 

8. Organizations targeting market women 
should prioritize financial literacy skills training for the 
market women. Issues around financial access and literacy 
are of priority concern for the women. Organizations work-
ing with market women should design curricula and train-
ing programs that fit into the busy schedule of the market 
women with the objective of building their skills on how to 
manage this capital, savings, growing their business, acquir-
ing assets, customer care and customer maintenance.

9. The organizations targeting market women 
should also engage these women to understand what there 
other needs are and proffer interventions that meet the 
needs. The study found that market women needed infor-
mation on issues such as HIV/AIDS, cervical cancer, among 
others. Organizations working with market women are best 
placed to provide accurate and timely information to these 
women on issues affecting them.  

4.1.4 Recommendations to Institute for Social Trans-
formation
10. IST should engage the National Women’s 
council to provide training to market women in managing 
loans and finances generally. Majority of the market women 
are involved in one or more associations that provide loans 
or promote savings. The National Women’s council would 
therefore either provide these trainings; provide informa-
tion that can be used for the trainings or link IST to partners 
on the ground that can provide financial training to the 
women. 

11. IST can also empower market women with 
information on their roles, responsibilities and rights in the 
markets. Without information on their rights working in the 
market place, market women are susceptible to varied 
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women from expanding their businesses. 
Majority of the market women noted that low 
capital to investment in their businesses was a 
major problem for them. In instances where 
the market women are able to access financial 
services, the high interest rates on loans also 
inhibited their ability to expand their financial 
base and expand their businesses. “….It takes 
long time for one to access the loan due to 
population of the vendors who are also looking 
at the source….and even majority of these 
money lenders and micro-credit institutions 
ask for security that we do not have, like asking 
for a log book of a car which majority of us do 
not have..…” (Gulu Market).

Similarly the sporadic price fluctuations and 
inflation further exacerbates the already finan-
cially grim reality for market women and 
further shrinks the limited financial resources 
available to them.

3.6.8. Social security and social protection
Lange (2003) argues that the ‘main trend in 
urban Uganda is an increasing acceptance of 
women’s participation in the informal econo-
my.’ However women’s involvement in the 
informal economy and in market vending 
provides no guarantees in terms of social 
protection for these women when they face 
varied shocks such as sickness or even retire-
ment benefits for their old age. Respondents in 
Bivamutuyo market, Kalerwe noted that “ven-
dors need retirement benefits.” The lack of 
social protection mechanisms furthers the 
vulnerability that these market women face 



abuses from different stockholders in the market. IST should therefore 
empower market women to find their voice and use it in their work-
spaces. 

4.1.5 Recommendations for female market vendors
12. Market women should be more proactive in seeking 
leadership roles in the market. This is the only guarantee that issues 
affecting women will be voiced and the necessary forums. Women 
already in different leadership roles should not spectate and partici-
pate as silent observers but should be actively involved in the issues 
concerning markets.

13. The women should also strengthen their associations 
or groups because it’s through these groups or associations that can 
voice their concerns and grievances to the market administration. 
Strong associations or groups are helpful in influencing changes that 
address the interests of market women. In all the markets the associa-
tions where useful in enabling the women secure finances through 
recommendations and letters of guarantee.
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