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CAST-Appropriate Technology Development Centre– is an international Non-Governmental Organisation founded in Italy in 
1980. Since 2007, CAST is present in Kilifi County implementing rural development projects targeting drought preparedness, food 
sovereignty, inclusion of smallholders in value chains, natural resources management, appropriate technologies and women 
promotion. As per today, the rural smallholders beneficiating directly from CAST activities have been 1,200 smallholder farmers 
from 67 groups in the cassava value chain and 700 members from 8 Beach Management Units in the fisheries sector. 
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 While Mihogo Project has entered its third and last year of 
implementation, it is a big motivation to us seeing one more 
development partner coming on board to support cassava 
value chain in Kilifi County. FAO’s IPP-GAP project, in 
partnership with the County Government, has identified 
cassava among the priority crops, which can uplift lives of 
smallholders in Kilifi County and, at the same time, protect 
soils and the environment at large.

The work done by CAST staff has already registered 
important results since the last issue of our newsletter in July. 
Check out in this issue the articles on the market trials of 
cassava flour blends on page 3 and how smallholders enjoy 
benefits of cassava in Rabai on page 2 and in Bamba in the 
interview on page 4.

Meanwhile plans on further increasing contribution towards 
food security in the County from locally produced products, 
in an environmentally sustainable way, are underway. On 
this, see the article on the Mama Karanga Project on page 2. 
Also, thanks to the partnership with County Government, 
ASDSP, NDMA and Ministry of Education and the financial 
support of European Union and the Waldesian Church of 
Italy, from January we will start the process of having supplies 
for school feeding from the smallholder shambas 
surrounding the schools.

While wishing you a good end of year and a perfect 
beginning of 2016, I look forward to meeting you all again in 
the next issue, early next year.

Filippo De Monte
Project Manager
CAST

When planting select varieties 
that are high yielding, disease 
resistant, high in starch content, 
sweet to taste, early maturing 
and stores in the ground for long.
 
Select a good site with flat or 
gently sloping topography. 
Cassava does well in loamy soils. 
However, when planting practice 
minimum tillage using a ripper or 

sub soiler in case of hardpan. This is important to conserve 
soil organic matter, moisture, reduce soil erosion and allow 
good soil drainage; in shallow or hard soils, increase topsoil 
volume per plant for better establishment. Make ridges or 
mounds to reduce water logging in poorly drained soils.

Select vigorous and healthy cassava plants. Do not select 
stem cuttings from the top green stems and bottom 
portions of plants. Cut stem into cuttings of 20–25 cm long 
for planting. 

The correct planting time is at the onset of rains. Plant at a 
spacing of 1 m x 1.5 m intercropped with cowpeas which 
fixes nitrogen and acts as a soil cover. Intercrop with 
leguminous trees such as Gliricidia and Faidherbia albida 
that enrich soils.

Control weeds early to ensure minimal soil disturbance.

Maturity for Tajirika and Shibe is 8-12 months and tubers can 
last in the soil up to 16 months.

Elizabeth Koech
Field Agronomist
CAST

Closing the Year Cassava Production 
Tips
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The women will get knowledge and skills to improve their 

individual operations as well as run the shops competently. 

Overall, the fish shop will serve as a learning centre for the 

women, sources of quality fish for their individual 

businesses and as a source of income. This learning centre 

coupled with training activities and technical support 

services provided under the project stand to improve the 

skills and knowledge and further transform Mama Karanga 

into competent food handlers and business people.

  Abraham Wangila

  Fisheries Officer

  CAST

Mama Karanga refers to the women who buy fish for frying 
and later selling in their neighbourhoods or on streets. It is 
important to note that these women handle more than half 
of the annual marine fisheries production in Kenya and are 
by far the most important in the value chain especially with 
regard to marketing. 
CAST’S Mama Karanga project has had a lot of success in its 
implementation. To start with, a fish shop for Uwezo 
Women Group is now at advanced stages of renovation. The 
walls of the once just-a-dark-room now have a washable 
surface; a PVC ceiling is in place as well as plumbing works 
comprising of 3000-litre water tanks. The shop now looks 
more like a food processing place that mirrors international 
standards albeit at a small scale. 
Plans to open the shop are in high gear. CAST staff and the 
group members have been hammering out a plan on how 
to run the business. Such discussions, which are held in 
weekly meetings, include the possible quantities of fish, 
suppliers, ice issues and dividing roles. Shop workers have 
already been identified and training preparations are 
complete. 
Further on training, the project beneficiaries will be trained 
on fish handling, processing and marketing. Plans for this 
are at advanced stages and the baseline surveys for this 
purpose are complete. 

A sweet aroma wafting from the bakery greets you as you 
make your way into Mwanaidi Chiringa’s home at 
Mwalango village in Rabai Sub County. Mwanaidi is the 
Chairperson of Mwangaza Women’s Group, a group of 24 
women, who have set up base in the area to turn the 
everyday cassava crop into tasty delights. The group was 
started in 2008 to uplift the lives of its members and has 
successfully done so. With contributions from members and 
donations of assets from the County government and the 
Millennium Development Goals Project, the group now 
engages in full-fledged cassava production and processing. 
When KALRO introduced the Tajirika, Shibe and Karembo 
varieties in the area, the group fearlessly accepted them 
despite reservations from the rest of the community. They 
now have one acre under production as a group while each 
member has 2 acres of the same. This cassava is collected 
and processed at a central place and used to make mouth-
watering mahamri, chapatti, rolls, scones, cakes and 
cookies which are then sold at local shops, schools, during 
events and to the community at large. The group has 
formed smaller marketing units of seven that take turns in 
selling the products around the village and even go door-
to-door for a more personalized approach. The group 
admits that this entails hard work but its fruits are borne 

every month when each member receives 2500kes from 
their sales. 
But the road to this success has not been without its bumps: 
lack of appropriate technologies in farming like tractors 
instead of the small jembes they now use, insufficient funds 
for expansion and modernizing of the baking process, as 
well as facing ridicule from ignorant individuals who felt the 
pursuit of cassava business was futile are a few of the 
challenges the group has had to overcome. They have done 
so by sensitizing the community on the benefits of using 
cassava and further by showing them the wonders that can 
be created from the crop. Where do they go from here? Well, 
plans are already underway to install electricity in the 
bakery to ease the baking process by using electrical 
appliances which are more efficient for the group’s scale of 
production. The group now urges farmers to follow in its 
footsteps and plant cassava in plenty as it will provide food 
for them, especially during the drought season, and will 
earn them cash from the sale of products; and they should 
know, for they have mastered the art of turning cassava 
confections into cash!

Halima Shaaban
Behaviour Change Specialist
CAST

Uwezo Fish Shop

Pastry perfection
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Cassava Products  Market Trials 

Product market trials is a very vital step and effective promotional 
tactic for a new or existing product to enter a new market, release 
a new product or increase existing sales. CAST promotes  cassava 
crop as a solution to food security and alternative economic 
livelihood to communities in the ASAL areas of Kilifi County. The 
project strategy of promoting cassava flour consumption has 
empowered many small holder cassava farmers in the project 
area through skills acquisition on cassava production, processing 
and utilization thus improving cassava flour consumption at 
household level. With the improved production farmers have 
enough for food and surplus for commercialization. This has 
triggered the need to develop cassava products for local markets.

Through ASDSP funding, CAST in collaboration with KENAFF, 
conducted a feasibility study where various cassava blends were 
developed, tested and approved by farmers as appropriate 
c a s s a v a  b l e n d s :  c a s s a v a / m a i z e  7 : 3  f o r  u g a l i ,  
cassava/sorghum/cowpeas 6:3:1 for porridge , cassava/wheat 7:3 
for baking, chapatti and maandazi. The project identified two 
open air markets in each Sub County to conduct the trials and 
farmer groups from within that particular locality prepared the 
cassava products for the trial. These products were plain cassava 
flour, ugali blend and porridge blends which were sold at a  price 
of 40, 50 and 60 shillings respectively and other cassava flour 
baked products that were sold between 5 to 10 shillings. 

Mkapuni Market Day

Mkoroshoni Market Day

Mkapuni Market Day

Chanagande Market Day

The free samples of cooked and baked cassava products 
offered to prospective consumers in the trials were 
beneficial, as it increased exposure, gave the consumers a 
taste of what's to come and allowed them to feel 
confident with their purchase. The sample test eliminated 
the fear factor and allowed consumers to test the product 
risk-free. Consumer feedback was very positive as many 
liked the flour due to its ability to make a portfolio of 
different products. The branding of the packaging with a 
sticker labeled with the name and ratio of the blend 
played a greater role in improving consumer confidence 
on the quality of the product where many preferred the 
flour with labels than that without. This induced  demand 
thus attracted many consumers  who tested cassava 
products and bought  flour for home trials. Total sales 
from the  14 markets for cassava products was  79,535 
shillings.

Despite cassava  being a common crop in the County 
majority of the people have little knowledge of its 
multiple uses. With these trials it has created a lot of 
awareness to consumers on the importance of cassava 
and its various products  other than just boiling the 
tubers . The trial was indeed a success  for our farmers 
since it has created  market outlets for cassava products. It 
has assisted them to understand the demand, preference, 
streamlining production, distribution and product 
support systems, mitigating risk to investment,making 
relevant changes and adjustments to the product so as to 
achieve greater accuracy in full scale launch of cassava 
products for local markets.

Levis Mwalimu
Marketing Expert
CAST
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In the next issue, look out for updates on the Resilient Schools and a guide on integration of conservative agriculture in cassava 
production. There will also be more from Mama Karanga and from the marketing department. Be sure to check these out, and 
more, in the upcoming newsletter! Look out for more Farmers' Markets in December following the great success of the last 
three conducted in City Mall Nyali, Distant Relatives Kilifi  and Tuskys Mall Mtwapa in August, October and November 
respectively. 

For further information, please contact: 
CAST -  Kilifi Shopping Arcade Bulding—Biashara Road—P.O.BOX 561 - 80108 Kilifi

Tel: 0729 403629 / 0417 522350  e-mail: kilifi@cast-ong.org  
or visit the website at eastafrica.cast-ong.org

Upcoming events 

A project  
implemented by 

This project is funded by the 
European Union  

Co funded by ASDSP In partnership with GOK, Kilifi county, NDMA & KALRO 

This newsletter has been realized within the project 
Re-introduction and Commercialization of Cassava for Improved Livelihoods through Whole Value Chain Model

Meet Sidi Charo Kitsao a Mihogo Project 
beneficiary and renowned cassava 
producer as she shares with us her 
experience in the project  

Tell us something about yourself

I am a wife and mother of six living in 
Chira village, Bamba Ward I am a crop and 
livestock farmer who really enjoys 
farming and taking care of my family. 

When did you start growing cassava?

I have grown cassava my entire life. As a 
kid, my family would go to our farm and 
tend to cassava almost on a daily basis. 
T h e  c o m m o n  v a r i e t y  t h e n  w a s  
kibandameno. Other varieties slowly 
came into play such as nzala uka, ushirika 
and mgirikacha.   

What has changed?

A lot. Today, we have improved varieties, 
agronomical  practices and even 
consumption methods. This coupled 
with the growing number of actors who 
have come on board to support the crop 
has made cassava a priority not just as a 
food crop but as a cash crop as well. 

How many acres of cassava do you 
have?

As a Cassava Production Promoter 
(CPP), I have planted one acre of Tajirika 
and another with Kibandameno and 
Tajirika.

Where did you get the cuttings?

The tajirika variety were from a project 
implemented by CAST while the 
kibandameno were from the previous 
season.

H o w  h a s  t h e  M i h o g o  P r o j e c t  
influenced your life?

The project has brought me to greater 
heights. If it were not for this project, I 
don’t know how my children would be 
coping. I used to buy raw cassava from 
other farmers and fry it for sale at the 
local school. Nowadays, I do not buy 
the cassava from other people. Instead, 
I get it from my shamba making a tidy 
sum. Thanks to the cassava, I can now 
comfortably pay school fees, my 
children eat and dress well, my 
livestock has  increased, 

cleared off my land debts and still 
manage to save some money. My 
children can now take sugar daily 
unlike before when it was a luxury. 
Today, I no longer do jobs like dig-for-
pay or selling charcoal. Rather, I hire 
people to dig and weed for me. 

What are some of the challenges you 
have experienced so far? 

Termites are the greatest challenge. But 
there are technologies we are being 
inducted to and I’m hopeful things will 
improve. Another challenge is striking 
a balance between farming and doing 
business. I can’t find enough time for 
my farm amid busy days on the market.  
But I’m getting better at it every day.

What drives you?

The need for a better life, especially for 
my children.

Parting shot:

Cassava is the only crop that can take us 
out of poverty. I have seen it and 
experienced it. Whoever has ears, let 
them listen! 

Susan Juma
Monitoring and Evaluation Officer
CAST


	Page 1
	Page 2
	Page 3
	Page 4

