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PREFACE
 

The research which gavo rise to 
this report was conducted between
 
January 1983 and March 1984 as part of the Equity Policy Center's study 

of street food in ten countries (Egypt, Senegal, Togoland the Philippines, 

Indonesia, Thailand, Bangladesh, India, Jamaica, and Peru). Funds for
 
the Bangladesh project were provided to EPOC by the Office of Women in
 
Development, United States Agency for International Development,
 

Washington, D.C.
 

The study in Bangladesh would 
noc have been possible without the
 
help of many people. Above all, we are 
grateful to Mrs. Mahmuda Icianum,
 
then Deputy Secretary, and to Mr. 
 Hedayet ul Huq, Secretary, oZ the 
Ministry of Social Welfare and Women's Affairs, for advice, encouragement 

and permission to carry out the study. In Manikganj itself we are also
 

especially grateful 
for the help and advice of three consecutive
 

subdivisional officers, the subdivisional police oficer, the thana circle
 
officer for development, municipality officials and many othe: local and
 

subdivisional government offcers.
 

rhe cross-nationaL study as a 
 whole was designed by Irene Tinker, 

Director of the Equity Policy Center in Washington, D.C. The in-country 

proposal and research design were also greatly influenced by the wisdom 
and experience of Clarence altoney and Tom T.mberg; Bob Barnes, Sherry
 

PLunkett, Mel Chatman, Liliana AyaLde and Nx1hkam Agarwal of the Dhaka
 

Mission of USAID; Suzanne Wallen, Geoffrey Taylor, and James Novak of 

the Asia Foundation in Dhaka; PhyLlis and Kenneth Forman of Save the
 

Children (USA); Md. Sirajuddin of the Bangladesh Small and Cottage
 

Industries Corporation (who also chaired our Dhaka seminar on street food); 
and Masihur Rahman, economist-consultant to 
the project.
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Additional much appreciated assistance in obtaining secondary sources 
and overcoming obstacles of various types was provided by Eaajuddin Amined,
 
of the Department of Political Science, Dhaka University; Said ALL and 
Dirk Seeleman of the Asia Foundation; Najma Rizvi and I ndadul Hun of
 
International Centre 
 for Miarrhosal Disease Research, Bangladesh; staff 
of the Centre for Urban Studies, Department of Geography, Dhaka University; 
and Stefan Christopher of the External Evaluation Unit, Planning Comission. 

The authors were assisted diligently in the field and in office
 
tabulations by ahmud Riyadh Khan, Rashida Sultana, Begum Shamsun Nahar,
 
1d. Ohidur Rabman, Abdul Khaleque, Hasina Parvin, ahbooba 
 At-ary I(anum,
 
Siddiqur Rahnua, 
 Md. Tofazzal Hossain, and A. Nurtaz Alam. Nazmul Islam 
and Razia Begum also assisted with hand tabulation of data. Computer 
processing of data was graciously accomplished by DEhssham Murshed Khan.
 

Ideas and encouragement were also regularly supplied from Washington by 
mail and on visits to Bangladesh by Irene Tinker and Coralie Turbitt. 
Raymond Owens, consultant to the project,also contributed greatly to the
 
deoign of the inteventions described in the last chapter. 
For their
 
willinGess to undertake some of these Lnterventions we are grateful to
 
Professor Mujiber 1ahman and 
 the board of the Manikganj 1,sociation for 
Social Service and to the Manikganj branch of the Bangladesh Krishi Bank.
 

However, the 
 final course taken by the research and this report, 
including any flaws or lapses therein, are the responsibility of the
 

authors, in particular the senior author. 

Finally, we are grateful to the ready-to-eat food vendors of Hanikganj, 
uto overcame their initial uneasiness in answering our questions, without 
whose patience and trust the research would have been impossibLe. We hope 
that this report has helped to delineate their role in the economy and that 
those who plan this country's development will come to realize that they 
and their fellows in other towns in Bangladesh contribute importantly to 

the society of which they are an integral part. 
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COUNMRY CoNTrzE. 

Economy
 

The economy of Bangladesh is primarily based on subsistenca agriculturc,

in particular on rice cultivation. Forty-nine percent of the Gross Domestic
Product (GDP) in 1981 was 
from agriculture; industry accounted for 13.7%., 
and

services 37.3, 
with the trade subsector contributing 10.7% of the total. Yet

the country is dependent on imports for about 13. 'of its foodgrain supply;
soLe edible oil and farctilizer must also be imported along with the 
cotton,

petroleum, mchinery and cement required by the industrial sector. Income
from jute, tea, and 
leather exports fluctuates with weathaer conditions and
 
international market prices and cannot begin to 
cover the cost of imports,

leading to an increasing deficit in balance of payments. 
 In 1982, 79% of

the annual development budget and 477. of total government budget ware

contri'buted by foreign aid. 
 In terms of per capita Lacome (Tk. 1.5 or Z2c
 
per day) the country is amog Z or 3 lowest in the world. (Wennergren: 1) 

Informal Sector '
 
In 1981, only about 167 
 of the population was urban though urban


population growth is at least 9.3% per year;,most of the urban increa.se ts

in the larger centers of 100,000 or more. 
The population Us 
a whole is

increasing by 2.5. 
 to 37. par year and should reach at 
least .30 million and
 
a density of 2,500 per square mile by the year Z000. 
 Employed persons,

excluding those engaged in household work, were 
277. of the population in
1981. 
 On& source estimates 31% of the labor force 10 years and above to be

in agriculture full-time; another 14.6% is employed part-time, which brings

the total 
to about 66% engaged in agriculcure. 
 With the bulk of the
 
population in the low age brackets 
(477. was under 15 
in 1981) the labor

force is increasing far faster than the cbsorbtive capacity of the
 
agricultural sector; therefore most of the 
new ertrancs to 
the labor
 
force will have 
to become employed in some other sector if incomes 
are
 not to decline even more severely than they have in receut years. 
 Since
 
modern industry is also presently limited in its ability to expand,

development of self-employment, especially through small, traditional and
 
semitraditionaL industries, becomes important. 
 (World Bank 1984)
 

Information on the i:iformal service sector is very Limited. 
The

occupations of employed male slum dwellers in the country's four largest

cities are 
largely such Informal sector activity; peddling of various
 
wares, 
including street food, is prominent, though less so 
than manual
 
labnr and rickshaw pulling (DU 1979); unemployment is also high (estimated

to be 56% by one study) (D:U 1983). 
 In Dhaka city hawkers and vendors, not
 
counting their helpers, may have been 6 or 
7" of the -orkforce in 1977,

generating a sales volume equivalent to 
a full quarter of the small-scale
 
industry sector': GDOP 
for 1977-73. Daily earnings appear to 
have been

almost double the going rate for agricultural labor, higher than unskilled
 

-construction workers, but 
less than that of skilled construction workers.
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Only 2.5. appear to be daily commuters from outside the city. (Based on 
data from Rahmau, n.d. ane BBS 1982a.) 

Turning to the production of goods for sale (industry), counting both 
primary and secondary occupations, 25% of the workforce in the areas 
studied by the BIDS Rural Industries Studies Project (one of Which was 
urban) was in industries,only some dhich are related to ready-to-eat food; 
handloom, gur, rope, rice products, dyed yarn, fish nets and other 
equipment, carpentry, baske/ry, mat-making, bricks, tailoring, biris, 
mustard oil, grain milling, and dairy products together account in 
descending order of importance for 877. of employment in these areas. Rural 
enterprises depend more heavily tnan urban ones on unpaid family, piece­
rated, and casual laborers, and many are a7tually profit negative 
if wages
 
are calculated for family workers. 
These profit negative enterprises tend
 
to be ones which make heavy use of women's unpaid Labor. Ho,ever, prozit
 
are quite high for many rural enterprises, such as 
bakery goods, oil
 
pressing, vehicle and electrical goods repair, carpentry, etc.
 

Markets 

The bulk of the country's trade takes place in rural markets (hats)
 
which meet only once or 
twice a week, though in some cases, especially in
 
the towns, 
the site also contains a smaller permanent market which is open
 
daily. A striking feature of most of these markets is 
the high percentage
 
of middlemen traders, many of them part-time, since in recent years the
 
need has increased tremendously for income to 
supplement functionally lower
 
and lower wages and profits from agri:ulture. (Siddiqui 1982, BaEnoe 
1975)
 
Hats are als 
 social events featuring entertainments, local level trizLs
 
and religious functions. (Baqee 1975) Nonpermanent vendors usuelly pay
 
a small daily toll according to type and volume of their goods; 
at present
 
the collection rights are deligated to local 
governing bodies (municipaliti:
 
and union councils), who are supposcd 
to use it for market maintainance a­
development after firwarding a small percentage 
to the central government.
 
In practice, the local governing bodies usually lease the 
toll collection
 
rights to a private indiviAual; it is traditional for him in 
turn to subla:-.
 
these rights 
to others though at present subleasing is illegal. (Siddiqui
 

-Ionen 
In contrast to many Asian countries, women vendors are a rare sight in
 

Bangladesh. The conservative Muslim ideal of female seclusion prevents all
 
.bur elderly ;,omen and little girls in traditional surrounding: from doing
 
work of any kin6 outaida the hcme unless the 
family is absolutely desperate.
 
As mo*e women have become desperate and willing to leave the home for work,
 

This is with the conspicuous exception of some hereditary itinerant tradin3
groups ('gypsies') whose women engage in trade. 
The ideal of purdah is
generally weaker or non-e:tistant among non-MusLim minority communities.
 

ix 
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however, opportunities for work havm declined; 
the spread of electric­
powered rice mills has deprived wJomcn of their previously major source of 
outside employment though post-harvest processing of grains rmains a major
 
source of work in rural 
areas (Begum and Greeley 1980; Westergeard 1983);

in urban areas domestic service is the main source of female employment

(3S 1982a). Female nutrition is also worse than that of men (though food 
intake for both is inadequate) due partly to the ideal of sacrifice (men
and children oatiug before women), the belief 
that a woman should abstain
 
from eating or eat lightly whc-a she or a 
nursing child is ill (menstruation

and pregnancy being !'cialLy deflned as-
illness), frequent pregnancies,

long periods of nursing, and the nursing of older children during pregna'ncy.

'omen's Life expectancy is less than 
that of met.; and if unpaid labor in
 
the home I'scourted, they also work Longer hours then men, more than half
 
af their home 
labor being essential to agricultural production. 
 (InstitUt2

of Nutrition and Food Science 1975; Tinker 1982)


Government and private voluntary organization peograms for poor women
 
hove had 
some success; the most benef!icial have been those which stress
 
seLf-reLiance and income earning through small, economically homogeneous
 
groups.
 

Credit
 
Though 65% 
of the banks 
are in rural areas, ouly LZ. of the advances


and 167. of the deposits occur in rural areas. 
 necent cttampts to provide
 
small loans have mostly benefitted special experimentaltarget groups;

Most potential borrowers arQ still turned away due to 
the requirements of

substantial collateral, time consuming paper work (and often travel as
 
well) and sometimes the payment of bribes to 
bank officers. Banks also
 
labor under the burden uf interest payments which are insufficient to 
cover

their tosts and poorly trained staff with high workloads and low saLaries.
(1ennergren) 
 The bulk oi rural credit is therefore provided by informal
 
sources, i.e., 
friends and relatives, professional money Leders, well-to-do
 
people, shop-keepers, and other traders. 
 Interest is most frequently paid

in kind and usually varies between 120% 
and 2407 per fear. Shop-keepers

may require that purchases be made from them instead of collateral or 
interest. (Hussain 1983) About half of the loans 
are unsecured, but in
 
some cses of secured loans 
it is the borrower's collateral that the lender 
wants more than the interest per se. (Yunus 1983)
 

Recent PVO and donor agency experiments witli' small-scale credit havefound that borrowers are willing to pay high (up to 367) interest and will 
repay if they believe other loans wiU. be possibLe when needed, that
 
paperwork can be zeduced, that administrative costs 
can be recovered, that

usurious private rates 
cau be lowered through competition, and that
 
peer-group pressure and the incentive of future access 
to forcad saving3

can be effectively used as security (USAID 1982). 
 Most PV's operatin;
 
in Bangladesh now have small loan programs for the poor; through their
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influence banks 
are becoming more 
flexible and development oriented than
 
previously. However, 
the need for credit still far exceeds its availebtlity.
 

Research SettinR
 

Dhaka Division is the central administrative zone, and also the most
 
representative (or least atypical) 
ares of thi country. At the time of the
 
research it was 
divided into five districts. 
 The research was centered in
 
one of the 
five former subdivisional headquarters of Dhaka District, just

outside the region of the capital's most immediate influence. The town o­
:tanikganj has a population of 38,000, and it is the most important market
 
center in the surrounding area, located both on 
the river and on a major
 
land route which links the capital to 
the western half of the country. The
 
region is one of 
the poorest 
in Bangladesh, an erosion prone, low-yielding.

rice-producing but rice deficit area, much of which is under water during
 
the rainy season. Both in the town and its 
immediate hinterland, industry
 
is primarily micro and cottage industry; 
at present only brickworks appear

to consistently employ more 
than 10 workers though there are signs 
that
 
larger scale industry will soon be moving into the outlying areas.
 

The municipaUty is 
primarily an administratives, commercial, and
 
service center with two levels of government offices and courts, 2 hospitalj
 
and a veterinary hospital, 7 primary schools, 4 high schools, 
2 colleges,
 
2cinema halls, a sport. stadium, a twice weekly periodic markit and
 
3 daily markets.
 

It's street food trade is 
active and highly visible. Some vendors
 
walk throughout the central area (known to locals 
as the town; outer
 
municipal area "e not so considered), but most vendors sell from only
 
one of 5 main ling locations:
 

I. the illegitimate and periodically demolished squatters' market
 
the bus stand on the Dhaka-tricha Road on 


at 
the northern edge


of the municipality;
 

2. the court area;
 
3. the main road in the 
center of town;
 
4. the two other markets in the center of town and at 
the ghat; and
 
5. the residential neighborhoods.
 

FOOD AND VENDORS 

Our working definition of street food wab: 
 food sold outside of
 
permanent, four-walled structures which could be eaten at 
the place where
 
It was bought. 
Thus businesses with three-walled permanent or four-wallel
 
nvn-,ermanent struct-es were 
included in the study along with those
 
without any structure at all. Food 
that was often not eaten on the spot,

such as uncut fruit or biscuits and other dry snacks, was 
also included
 
because such foods 
could be ea.ten at the purchase place (and in fact often
 
are). The definition is to 
some extent artificial since ready-to-eat foods
 
sold in permanent shops do not appear to 
be any different from those sold
 



from non-permanent ones; and some businesses which operate comoletely in
the open air are 
fairly highly capitalized and lnng-standing. However, for
the most part we 
believe the definition has made it possible 
to concentrate
 
on smaller businesses.
 

A census of vendors 
and 	foods fitting this definition was conducted
throughout 
the 	municipality in winter-spring 1983. 
 Observation by surveyors
and information aiven by vendors regarding their wares 
throughout the year
revealed a total of 128 
ready-to-cat foods. 
 Only 45. of these tend to be
sold mainly by their producers. 
 The 	six most widely sold foods 
(sold by
.more than 100 vendors), 
in order of popularity, are canacur, sweet biscuits,

date"gur, lozenges, muri, 
and bananas.
 

The total number of vendors fitting our census definition of 
street fco.
vendors is 550, representing about 807 
of all 
the 	fast-food e4cabLishments

the 	municipality. 
These vendors were classified according to 
the 	areas of
the municipality in which they sell and 
type of food suld. The food/vendor
 
ty.es are:
 

i. 	wet meals/hotals 
 - rice and wet curries;
2. 	dry meal substituce/restaurant Zoods 
- ruti, fried vegetable,egg, and other restaurant snacks;
 
tea and tea shop snacks
3. 	 (fewer than restaurant snacks); 

4. 	dry snacks sold in mudidokans (grocer's shops which carrymany items, including uncooked food arid non-food);

5. 	dry snacks/sweets sold by vendors specializing in these items
rather than from a mudidokan;
 
6. 	wet sweets ­ milk solid, syrupy sweets;
 
7. 	dairy products and ice cream;
 
8. 	fruit and 
fruit juices;
 
9. other - bottled drinks when sold by a vendor who sells those only;
chotpotti; 	bhandari sharbat (a type of health drink); 
kasondi


(a liquid condiment).
 
Product surveys were repeated at three other times 
in the year to get
cn idea of seasonal changes in the availability oi our 
128 	foods and their
vendors. 
 As 	expected, fluctuations Ln the quantities 
and 	types of fresh
fruits occurred with changes in 
season. 
Certain dry snacks (bhapa pitha,**


gulgulla) were also observed ti 
be seasonal, i.e., 
for 	sale only in wintar.
In each location the number of vendors changed with each season 
due
both to 
the 	arrival of newcomers 
and 	the d~parting of those previously

observed. Between winter and spring 
there was a loss of 227 at 
the bus

stand (the only area surveyed in winter); 
becween spring and Ramzan, a not
 

Zn Bangladesh the English word 
'hotel' is -sed
'restaurant.' 	 in the ,nerIcan sanse of
It denotes 
an eating es:abliahment which sells mcals,
w4hich in Bangladesh means rice and foods served with rice.
facilities are availablC, Lhe 
If overnight


term 'residential hotel' will be 
used.
'Restaurant' denotes an establishment which sels snacks and meal
substitutes only.
 
A steamed rice flour cake, flavored usually with date 	sugar. 
 GulguLla
 
is a whole wheat 'donut hole.'
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drop of 62% throughout th" municipality; 
the rainy season brought an
 
incraase of 23% of 
the spring total; and in autumn there was again a not
 
decrease of 16%. 
 Some of cne uaeorcuras were due zu known business 
failure, estimated to be on the average 27.per season or 9% in the course
 
of the year. Most, however, wer. due 
to changes in occupation, especially
in Ramzan, but also in autumn, spring, summer and the rainy season, in 
that order of significance. Alternative work in agriculture ouc-pullad
non-agricultural employment in spring and (espe-ially) in 11amzan, ';hich

*rhis 
year began in summer. The greacest activity in the 
street food tradc
 
'
"oas in winter, followed in decreasing order by zpring/summar, the rainy
 
season, autumn, and Ramzan. 
Rd:.zaa is an eaz±ezliv - bed .i'40 for bus 
hawkers, who almost entirely lose their clientelle during this month. It

is also bad for dry snack and fruit vendors (so me of whom are bus hawkersl
 
though these products sell well in the late afternoons just prior to the
 
-breaking of the daily fast. 
 In fact, in this month vendors of all types

try to 
sell at least one item which is popular for this purpose, and
 
iftari sales are 
quite profitable for some.
 

!Then asked about changes in profession 25% of the sample respondents
said they take up different work during at least one season of the year;

39% of these are dry snack sellers. Al categories of vendors except swee
 
sellers also said they change their wares to 
some extant with the changes

in season. Forty-nine percent of the'vendors sell three items or fewer;

29% 
are single item sellers, mostly sellers of dry snacks. 
 However, one's
 
main impression is
one of groat diversity and a fairly large number of
 
products (up to 
 ZO) per vandor though vendors tend to 
stick within a
 
particular line of wares.
 

Only five women vendors "cre 
observed who fit our definition. Their

businesses arz: a hotel, a tea shop, 
a mudidokan, fruit, and dry snacks,
 
. sixth woman is a wholesale producer of dry snacks; 
and a seventh,

Presently primarily a beggar. 
is an occasional seller of bananas from her
 
own trees. Yet 36% of the vendors have female help 
 in their businesses;
ZA7 
have the help of unpaid female family members. Ifone looks only at

producer vendors (297.) of the total), percentagis of women participants
.become much higher. For exar.ple, 100. of the producers or canacur, the
 
single 
most widely so!, product, use female help in production; 57% 
of tha
producer/vendors of date gur (date sugar, the 
third most widely sold 
,roduct) use femaie help; anc 76% of the producer vendors cf muri (puffed
rice), the f-ifth most widely sold product, use ;oman helpers. (See Table 1. 
Many village women produczrs sell to. middlemen %who coma to their homes to 
buy for resale in town or at vcrious rural hats; only thoea.-
whosc male 
family members have come 
to town to sei. have been revealed by our census. 
Thus the number of women involied in nroduction of these foods is far 
higher than our figures suggest. If these iomen were to sell their wares
 
in public, the entire picture would change.
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Producers and Women Ifeipers aking 9 of the Host Uldely Sold Products* 

Number of
Producer Vendors 

Date 

55 

ur Hurl 

21 

Canacur 

6 

Hatha 

8 

Tea 

68 

Butl 

68 

Bhaji 

68 

Acar 

5 

al 

28 

X 
z. 

Number of Producer 
Vendors with Women 
Helping to Hake 
This Product 

Number of Producer 
Vendors with Women 
Helping to Hake
This Product 

48 

87.2 

16 

76.1 

6 

100 

4 

50 

0 

0 

1 

1.47 

16 

23.5 

5 

100 

14 

50 

Total Number of 
Wtomen Who help to 
Hake This Product 

Numn , "of Hiddlemen 
Vendors of This Food 

58 

64 

19 

88 

9 

135 

4 

1 

0 

0 

1 

0 

18 

0 

7 

61 

16 

0 

There Is also a large-scale canicur producer who has six women employees. lie was excludedfrom the total of 550 vendors because he sells from a permanent, 4-walled structure, 
** 

Date gur is liquid or crystallized brown sugar made from the sap of the date tree - analogousto maple §yrup/sugar. Hurl is puffed rice. Canacur is a spiced mixture of tried peanuts andstrands and squares of fried dough made from flour and various putses. Hatha is a drink madefrom yoghurt or witey and sugar or salt. Ruti (chapati) is toasted, flat, whole wheat bread.hihnji Is a fried mixed vegetable pre,)aration. Acor is a sweet/sour relish or condy-likesubst-nce mride -4th fruit and spices. Dal is a boiled or toasted preparation made from any
tit . Inr,e vi!cr ..ty of :,ulsvs. 



Of an estimated municipelity worzforce of 11,818, 
sreat food vendors
and their helpers appear to constitute about 67.;
these 
are 557. of the total
 
street food workforce, of which 45% live outside the municipality.
 
.iddlemen are 57. of the vendor sample, producers constitute 29%, and 
M27
 
are multiproduct sellers who thamaeLves prepare at least 
one thing that the 7
sell. 
 The majority of the middlemen (53.) buy both from proaucars and othzr
 
middlemen, and 237 
are 'primary level' middlemen who are the anly intermeJia­
between producer and consumer; .47. buy only from other middlemen; and are
 
often only the last link in 
an extensive chain of intermediaries. liost (:;
buy their goods inside the municipality though 59% sell only goods which
 
originate outsidc; 57. sell only goods made inside.
 

Estimated ages of 70% af the vendors range from 16 
to 45; a quarter zrQ

perhaps 46 or more; 5% 
were estimated to be within 10 and 15. 
 The child
 
vendors sell dry snacks, fruit, dairy products; and mudidokan wares.
 
Twenty-seven percent of the sample has had 6-10 years of schoolingV only one
 
has spent more 
than 10 years in school; 31% have nevtr been to 
school though

6% have had at least one year of vocational training. !.side from the
 
question of schooling we do not have information regarding literacy and
 
numeracy for the sample 
as a whole though we believe that those "4ho are
 
functioning as sellers all know how count and how to do other simple

numerical operations, at least mentally. 
Among the vendors whose familiel
 
were also studied 68 are illitcrate. Only 5 vendors in the family study
 
eroup keep written records, primarily for credit sales.
 

In contrast to the 
2.5. of the Dhaka vendors found by one study

(0ahman,n.d.) to be commuters from outside the city, 45 
 of the Hanikganj

vendors live outside the municipality. 
Of the sample vendors livine in t[:z

municipality, two-thirds were born there; 
half of those who were not born
 
there have lived there for at Lsa: 10 years. None have come ,,ithin the
 
last year. Thus, the trade is 
 not -aminated by migrants, in contras: to 
the impression of Dhaka given by still another study (S. *,hmed1902).
Those who come from outside appear to come 
from closer distances and to 
-c
 
home at night rather than coming to stay. Ninety-four percent of the
 
samole vendors owm neither land 
nor shop from which they sell; those who
 
own either or both all sell from a structure of some kind, and two-thirds
 
are mudidokans.
 

Hindus are perhaps 20% of the regional population, (which is much
 
higher than the national 127.) and among the vendors as a whole they 
represent 247., slightLy 
more 
than their percentage of the local population.

However, within their traditional specialities (sweets and dairy products)

and among mudidokans anc 'ot.er' product vendor 
 they zrc heavily
 
over-represented.
 

xv
 



ECONOHICS OF VrN~NG
 

Credit
 

The almost total unavailability of commercial credit for small vcniorz
 
in Hanikganj is illustrated by the fact that 95% of the sample started

business without it; 
80% started without credit of any kcind 
(formal or
 
informal, commercial or interest-free). 
 Half began exclusively irith their
 
o',n savings. 
 Gifts, inheritance, interest-free loans, supplier credit(5% only) and combinations of those sources with each other and with saviss
 
account for the other half except for 4% who actually obtained an interest­
bearing loan. 
Three of theSe loans were formal, i.e., from a vendor's
 
association (the bus stand hat 
two associations which make very small 
luans
 
to members), and 4 were informal 
loans: 
 three from professional money-lUndr 
and one from a neighbor. None were from a bank.
 

The on-goin% need for credit is considerable, however. 
Lack of accas:
 
to credit was 
the major vendor complaint. 
At the time of the study LI war:repaying interest-bearing 
oan., (not for starting capital). Though only 57start9d business with supplier credit, 76% acquire all or some of their 
ingredients or stock on credit. 
Suppliers are in fact the major source cf
non-starting credit, and most of 
them apparently do not charge interest or 
higher than normal prices for credit sales, at Least in liaiikganj. This 
doei not mean that vendors would not benefit from capital which would allot:
 
them to buy in bulk (a frequently expressed wish) or at last in cash at
all times. 
 Amounts of startincg capital (uncorrected to any comon index)
vary extremely widely. 
The most highly capitalized businesses are in the
 
court area, followed in descending order by the main road, the markets,
 
the neighborhoods, and the bus stand.
 

Sale:
 
Sales also have a tremendous range from Tk. 70 to Tk. 14,000 per week.

The sample average is Tk. 2,017 per week though half the vendors make weekly
sales of Tk. 1,400 ov leass. 
 Buyers spend more in sweet shops and mudidoka.: 
than for other types of food. The total volume of turnover for the samplQ

is about Tk. 318,687 per week, which is one year amount: 
to about $2 millio.,

Sales, income, and rate of return have been compared in Table 2.
 

Business Costs
 

Ingredients and stock are 
the major business expense (60% 
to S9", of

sales for most veniors). Actual rent averages a low 0.79% of sales for
 
those who pay it; 
markat toll averages 0.29% of 3ales for toll-payers.

These.surprizingly low amounts may be due 
to underreporting af rent; 
som:
 
of those renting government property ales 
make supplementary unof.iciaL 
payments, not included in the calculation. Transportation costs :re nil
 
for 45% oZ the vendors and within 21.of sales for 43%. 
 The remainder
 
spend up 
to 9% of sales. 
 Forty percent walk exclusively, 18% use only
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Table 2
 

Sales, Income, Rate of Return, and Percentage of
 
Family Support Provided by Nine Food/Shop Types
 

Percentage
 
Providiig
 

Weekiy Sales Average Over Half

Food/ShoqTyDti Weekly Income/Profit Rate of
Low;es Highest Averae Frily
Lowest Highest Average 
 Return Support
 

Hotels 
 800 4800 1990..42 100 
 519 302.75 17.94 
 75.00
 
Restaurants 
 1050 
 4000 2090.42 124 
 1023 432.71 26.00 
 66.66
 
Tea Shops 
 225 2450 964.75 
 50 1106 356.50 58.61 
 87.50
 
Hudidokans 
 350 0400 2574.79 
 53 4158 684.45 36.21 
 54.55
 
Dry Snacks 
 70 9000 2066.44 29 
 1980 515.21 33.21 
 68.18
 
Sweet Shops 
 2450 
 3350 2975.00 256 
 366 324.75 12.25 
 75.00
 
Dairy Products 
 175 2100 1095.00 92 
 840 359.00 48.78 
 20.00
 
Fruit/Juice 
 175 6000 1728.03 12 
 1167 415.24 31.63 
 75.68
 
Other 
 :,L3 
 3500 1715.75 176 
 1439 706.00 69.92 
 75.00

All Types Combined 
 70 14000 2092.38 
 12 4158 503.24 31.67 
 67.30
 
Excluding Vendor with
 
Tk. 14000/wenk sales 
 70 9000 2017.00 
 12 4150 491.68 32.24 
 67.09
 
All Types, Excluding

the Two. lighest Incomes 70 
 9000 1976.35 12 
 1979.88 469.08 31.12
 



rickshaws, and 37 hire coolies; 47. usa 
bus or coaster; 32% 
use a combinzti
 
of the above.
 

Fuel is 
a more significant cost than either rent or transportation,

averaging 57 of sales for those who i!vy it. 11otever, a great 
deal of fuel
 
is 
not bought but is gathered by women and children, reducing costs by at
 
least half.
 

Zighty percent of tht sample is 
unlicensed, for those who have licenses
 
-ie yearly official cost is 
Less 
than half of one percent o; sales. Ho-'evnr,

the unofficial 
costs involved in obtaining a license for the first 
time
 
(unfortunately not accurately known) are reputedly cometimos significant.
 

Loss
 
The majority (637) make up to 10% of 
their sales on credi: 16 make
 

more 
than 15% of sales on credit, and L4 
 never sell on credit; 76% say
 
loss from defaulting customers, 
a severe problem for 
some vendors, is
within 4% of sales; 
21 report no loss. 
 Though begZing and giving to

beggars are highly visible activities, 747. say they spend less 
than 1% of
their sales in this way, donati'on amounts being small. 
Three quarters of
 
the sample say they have no spoilage of goods 
or that the amount of the

loss Eighty percent have never 


is under 1% of sales. 

lost anything from
 

.theft, 
and only 577. make a serious effort to 
guard against it. Only 18%
 
spend anything (0.095% 
of sales) for the purpose.
 

Income
 

Estimated incomes range from Tk. 12 per 
,eek (a child vendor who

brings in about one-third of 
the family income) 
to Tk. 4p153 ;er week
 
(a mudidokaz 
near the court). The average income is 
Tk. 49Z oar week
 
or Tk.' 70 
per day, but half the sellers make 7k. 337 per week (Tk. 48
 
me: 
day) or less. (See Table 
2).
 

A.n average family size of 7.42. 
indicates an average per capita
 
income of Tk. 9 per day, re. 
6.48 per day or 
Less for half the vendor
 
families. 
 In terms 
of rate 
of return 'other' products rani highest (707.),

folowed by tea 
shops (597.), 
 dairy products (49%), mudidolu;n (367.),

dry snacks (33%), 
fruit (32%), restaurants (26%), 
hotels (187), 
and sweet
 
shops (12%). 
 For all types oZ foods together the average 
rate of return
 
is 22.. Volume of trade can compensate for a 
low rate of return:
 
mudidokans have only the fourth highest rate of return but rank second,

after 'other' products, in terms of income. 
They are followgd in the
 
income ranking by dry snack seliers, restaurants, fruit/Juice sellers;
 
dairy products, tea 
shops, sweet shops, 
and hotels in that order.
 

Excluding the 
two highest incomes, earnings from street food averacd

Tk. 67 per day, about the same as 
that of a skilled carpenter in Manikgani

during the research period, more than three times the going wage foragricultural labor 
(skilled and unskilled combined) in Dhaka District as 
a whole and 2.6E times the wage (Tk.25) of an unskilled non-agricultural

labor in Manikganj town. However, for those with low earrings ecrthcuctinC 
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or other manual labor might be a more profitable choice, should such choice
 
be available.
 

When wages of unpaid family workers (calculated at Tk. 
15 per day) arc
added to business costs, profits 
for 
the sample register a drop of 37. 
 .,.
a computed wage of Tk. 25 yer day profits and rate of 
return become negaci--.

for hotels, sweet shops, and dairy product 
sellers. Consumption of owrn
 wares by vendors and their 
families amounc 
 to 
about 77 of the profitf th,'

would have if they did not do so. 
 For those vendors with paid employees
 
rages paid to 
workers average 27 
 cf profits.
 

Vending is the only source of individual income for 53' of 
the sample,
the main source for 29. 
and only a secondary source 
for 15".. For 
the lctce:
 groups, income from own 
land, followed by another business, a salary and o-n
 
-,age labor are 
the main other sources of income.
 

Half (53) 
 of the vendor families have 
the benefit of earnings from
other family members besides the vendor; for 47 
 the vendor's earnings are
the family's sole source of support; for 67 
 the vendor's earnings provide

at least 51% of the. family's income. 
 (Table 2)
 

Both sales and income of each of the women vendors are well below the
average for 
their respective categories 
 two of them are the lowest earncr.
 
in their food 
type category. However, as 
a group their average race of
return is 297, not far 
below the sample average of 32%. 
This suggests that
low volume of sales due to 
Lack of capital is 
the main cause of their low

incomes. 
 Access to additicial capital might improve matters. 
 All are*

earning the family's only income or 
the major share of 
it. Though low,

the average earnings for the 
women vendors at least equal or 
exceed those
 
available to women 
through ocher types of work.
 

Vendor families spend most of their income 
on food: according to
their answers, an average of Tk. 5.37 per day per head; 
1:S%spend less
 
than Tk. 4 per capita per day, enough to provide only 1 meals per day

for their members. 
All but one 
of the 22 families studied in detail also
buy street food regularly; usually it is 
a dry snack or ice 
cream i£r the
children; cigarettes, biris, 
and betel nut and leaf are bought for adults.
 

Of these families also 54% 
learned their production/selling skills

from parents, husbands, other family nembers or neighbors; 187 learred by
doing it themselves; 18 learned by watching other vendors. 
In adjusting

to !.ncreased costs 
half (55) of these families prefer to raise their
 
selling prices only as 
a last 
resort, for fear of losing custoners;

smaller servings, cheaper ingredients, switching to 
other products, and
 
ozbinations of these methods 
are rescrted to.
 

Hindu-Muslim Differences
 

As per popular belief, our 
sample Hindu vendors started business with
larger amounts of capital, have an average higher sales volume, and have a

higher average income than thefr Muslim counterparts. However, contrary


to expectation, they have been in business a shorter time.
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CUSTOMERS
 

Six customers from each of a subsample of vendors (73) were intervic!,::.

while purchasing food; 49% 
were taking all or 
..ome of their purchases away
 
to be eaten elsewhere, but 89% said they usually buy at least some 
of their
 
purchases for other people. 
 Thus customcrs are not the only consumers,
 
perhaps not even the malor coasumers of street food. 
From the vendor family

studies we know that when vendors purchase dry snacks, ice cream, or fruit
 
it 
is usually for their children. 
Only hotel foods and tea, usually consu=w. 
on the spot, can be said for certain to 
be eaton mainly by adults.
 

Only Z7.of the customers have had any connection with the sale of stzca:

Zood; 23. are in buziness/selling, however; 
22 farm their own land; 20. 1rc
 
wage laborerc (rickshaw, construction, domoscic service, shop assistants);

197. are 
salaried, mainly army/police and white collar workers; 9% are childr.n.
 
3% are college students; and other dependents, semi-dependents, and
 
miscellaneous occupations comprise 
the remainder. 
 Of the 10 female
 
customers 
5 are dependents (4 children, I housewife); the other half are

3 wage laborers, a school teacher, and a begger. 
Occupational spread vari.s
 
with the area, children predominating in the neighborhoods, farmers in the
 
market, service holders and businessmen on the nain road, farmers and
 
laborers at the bus stand, and service holders at 
the court.
 

Service holders are the major customers (about one 
third) for hotels,

tea shops, and fruit; businessmen are 
the main patrons of restaurants,
 
mudidokans, 
sweet shops, and dairy products; farmers are 
top customers far
 
dry snacks; and.children form a third of 
the buyers of chotpotti and
 
bhandari sharbat. Laborers are at 
least 10. of the clientelle of all
 
types of shop, 287.of 
the restaurant customers, 25. 
of the fruit buyers,
 
and 22% of the mudidokan patrIMLs.
 

Customers and vendors both appear to 
divide in approximately thc
 
s.Me proportions into those Living 
in town (39%), in the outer municipalic*:

(127), and outside the municipality (491,); 
 7. are bus assanger3. Custord:
 
incomes 
are much lower than those of the vendors; excluding the 14.without
 
income, the average is Tk. 278 per week, only 557 
 of the average for the
 
vendor sample; (79% make less 
than Tk. 350 per week). This clear
 
discrepancy applies in all but 
two shop categories: 
 sweet sellers make
 
less 
than their customers, and hotel owner: make only 3% more than theirs.

The average customer family size (7.22) 
is almost the 
same as the averace
 
vendor family size (7.42), and the 
same discrepancy in income exists when 
customer and vendor family per zapita incomes and family food expenditures 
are compared. 

As a group the customers spend 16% of their incomes on street food.
 
(Table 4) 
Those in the lowest income bracket (k. 
175 per week or less)

spend 23%; those earning Tk. 176-350 per week spend 217.; 
the two middle
 
brackets spend 14 
 and 17%, and the highest bracket spends only 6Z. 
The
 
minimum cost of 
a single purchase ranges from Tk. 0.23 for mudidokan
 

X
 



Table 3 

Customer Ocaunations
 

•Number of Percentage
 
Cc.utoaion 
 Resoondents of Total
 

3usiness/Sellin 1.02 23.4
 
V:rmin, (own land) 93 
 22.4
 
L:bor (rickshaw, construction 83 
 20.2
 
w,ork, domestic service, shop 
 35.3 .
 

Loyees)
m.:r Non-depeneen:
 
S:'vicc (permanent, salaried 
 84 19.3
 

:-cvern=ent or private 
crn--oyment, army/police)
 

Children (age 14 and under) 
 40 9.21
 
College students 
 13 3.0 
Unemployed Adult 4 0.9 13.37
Housewife j De:endcnt1 0.2
 

aatired 
 2 0.5 Semi-depcen/:nt 
Other (U.P. Chairman, 4 0.9 Non-deoondcn
 

ba-.gar, priest) 
 - - , 

436 100.0
 

Table 4 

Percanta.e of Income Soent on Strcee Mood bv Income Bracket
 

J Weekly Avcra;e "4eekly Averaze Percenta7C 
Income Exrenditirc for Averare of Income Spent cn7ri.ckat Street Food"'-" Income 3treet Food 

(Take) (Take) ( 7 ) 

Lk. 0-175 
 Z6 1.14 23
 

Tk. 176-350 
 52 249 21
 
Tk. 351-525 
 61 446 14
 

-k526-700 106 641 17
 

-k. 701 and over 
 69 1159 6 
-.1 brackets 44 278 "6 

..
vorage expenditure is calculated on the basis of all 436 respondents;

:vcrage income is the everoe for earning -espondents only. If the
vez::g income for ell 436 reanondent: (Tk. 23,) is used, rtrect foo'
 
expenditure becomes '57. cI incomL in 
 the .owezt "raakat enC 7..7. for
the custome- sc-.pLe as a whole. This :tould give 
a distorted impression,

,icever.
 

'No rasrgondenc indicated -n c*:pcndi.ture of less than Tk. 0.25 on a single

purchase, but Tk. 0.15 and Tk. 0.20 purchases uere observed in other
 
tonMs.
 



snacks, fruit and dairy products to Tk. 1.00 for 'other' products; averaga 
kv~onditure for a single purchase ranges from Tk. 0.66 at tea shops to
 
Tk. 9.84 at sweet shops. 
 The median sweets purchase, however is Tk. 5.00,
 
loss 
than the Tk. 6.00 median for hotel fooa purchases.
 

Purchasing patterns 
are not the 
same as general eating patterns sinca
 
many foods are 
made at home for consumption and those 
buying foods
 
ready-to-eat are not necessarily the 
ones who will 
eat them. According to 
the answers of the customers (whjLch conflict with some of our other data 
on iccome and may represent wishful thinking to some extent), 99% eat a
 
full meal with rice 
at least once a day; nobody never eats 
it, and all act 
It at least once a week. Yet 57. never buy such a meal ready-to-eat.
 
tuti/bhaji and restaurant food is eaten at 
Least once a day by 547. but
 
bo6ht this frequently by only 3L%. 
Tea, on the other hand, is bought ct
 
-Least daily by 41% but consumed at least daily by only 40%, suggesting
 
that 17.of the customers buy it for others (e.G., 
businessmen buy it for 
clients). Most of thoje who do not buy tea more than once a day do not
 
buy it or drink it at all. 
 At Least 7 of the mudidokan and 13% of th:
 
dry snack customers also appear to buy for 
others. The greatest n=mbers 
buy and eat at least weekly but 
less than daily. Wet sweets 
and dairy
 
products, on the other hand, 
are eaten but not bought by 137 and Z2% of
 
the respondents respectively. 
The highest percentages eat and buy sweets
 
once a fortnight or less; dairy products 
are eaten or bought by the
 
greatest number at least weekLy 
 but less than daily. Fruit and juice 
also are consumed by 5% more respondents than buy; the majority say they
 
eat it 
once a week or more but less 
than daily. Only 21" of the
 
respondents consume chotpotti and bhandari sharbat at all, 
and all of
 
the buyers appear 
to be consumers 
and vice versa; the highest percentage
 
buys and eats 
at liast weekly but less frequently than daily. 

Street food purchases appear 
to 
represent either temporary, "holding
 
action" meal substitutes or snacks 
for 78% of the customers; the rest at
 
leasc occasionally depend on commercial food 
for meals. Four percent
 
appear to take home-cooked meals outside the 
home to 
be iacen elsewhere,
 
but in contrast to customers in some other countries none 
appear to zaka
 
ready-co-eat meal. food home 
to be eaten there. Those who at laast
 
occasionally depend 
on commercial 
food for one or both meals cone fzom
 
service, business, 
labor, former, and dependent occupational categories,
 
in that order. They are customers of all 
the nine vendor types.
 

Children (14 and under) are 8.257. 
of the 
customer sample, represem:in­
the major customers (25%) 
in he neiL.borhoods, a third of the customers
 
for chotnotti, 217. of the dairy product buyers, 
107. of the mudidokan and 
dry snack purchasers, 87. of the restaurant clientelle, and 
L. of the fruit 
buyers. They spend only 3.91. of 
the tocal sample expenditure; however,
 
the majority of dry snack, ice 
cream, and possibly fruit purchases made
 
by adults appear to be made on 
behalf of children.
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FOOD PREPARATICN AND HiANDLING
 

Food preparation methods vary with the rype of 
food and preparation
 

'location. Hoeel and restaurant foods, tea, and sliced and soIced fruit
 
are prepared at the selling site; dry snacks, wet 
sweets, dairy products 
and chotpotti are prepared at homu. Preparation methods used for peanuts 

a~nd canacur, matha, ruti, bhaji, tea, muri, acar and chotpotti are
 
described in the full report. Major complaints of observers regarding
 

sanitation, not applicable to 
all vendors, were infrequent or no washing
 
of dishes and hands, or infrequent changing of dishwater, failure to cover
 
food, and dirty clothes. Water used for cooking and drinking was usually
 

either boiled pond water or tubowell water, judged to be safe for
 

consumption.
 

Interviewers raced the cleanliness of vendors on a 5-point scale:
 
very clean; clean; OK for most items; on 
the dirty side/I would hesitate
 
to eat this vendor's food; and very 
 .:,ty/. would never eat this vendor's
 

food. No vendors were rated as very dirty; four (2.5% 
ware judged to be
 
on the dirty side; 61% were considered clean; Z1% were rated very clean,
 
and 16% were considered O. for most items. Ratings do not seem to
 

correspond with prices charged by vendors though price information is not
 
sufficient to allow a clear judgment 
on this. Income and cleanliness
 

rating also show no clear connection.
 

The majority of respondents deny having any need to worry about
 
spoilage; 13". eat their leftover %rares before they can spoil; 
127 reduce
 
prices at the end of the day to 
avoid the problem; 67. do both of the above?
 

ona reprocesses them; and one 
feeds them to his animals.
 

Kicrobiological analysis of 7 food samples (muri, matha, canacur, gur,
 
ruti, bhaji, and acar) Was conducted in Dhaka a: the International Centre
 
far Diarrhoeal Disease Research, 3angladesh. Analysis was requested to
 
obtain a rough preliminary indication of possible dangers 
from these
 
foods and as no more than that. All samples were judged fit for human
 
consumption. However, in 
the two liquid products, matha and bhaii
 

(the latter in this case was abnornally soupy), smal quantitias of
 
bacteria were found which though not dangerous in the Z staples could
 
cause diarrhea in larger concentrations. 
 To soma extent this supports
 

the frequently encountered local Jelief that dry foods tend to 
be safer
 
than wet ones.
 

INTERVENTIONS 

At the outset -f tha res-a..rch it ,as agrel that attempts would be 
made to intervene in problematical areas revealed by the scudy -n,;that 

these interventions would be implemented through local government ur 
voluntary organizations. Although both Bengali and foreign voluntary 
organizations are currently working in che :anikganj 
area, al! are not
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Licensed to work in town; furthermore, thci, target groups, prosranz, an 

?olicies vary widelv. The vendor population is also vary hetoroganeous;
 
l:n!dc, 
 landless, part-time, full-time, literate, illitorate, family,
 
individual, aLl-famale, involving both sexes, alL-male, single product,
 
nulti-product, producer, middleman, rural, town-dwelling, structureless,
 
housed, marginal and solvent businesses are all included. However,
 
meetings tih representativcs of local organi:ations revealed tha: most 
%rere wiLling to consider some of the vendors at least at 
iart of their
 

targaet groups.
 

The first intervention was a "fair" designed to acquaint the local 
organizations with those vendors who needed and wanted their help and
 
vice versa. ALl organizations did not uLuimately participate, but those 
representatives who attended, together with rPOC staff, spent one day
 
circulating among the vendors, and anaeringasking questions and 
distributing a handbill deszribing the Local organizations and their
 

programs.
 

When asked about their business problems the number one complaint
 

of the vendors was 
lack of capital and Lack of access to low-interest
 

loans, and research verified that form..l credit is almost totally
 
unavailabLe to the rtudy population. 
Our major intervention efforts
 
have been centered upon a loan program for vendors, tmplemented through
 

the Nanikganj Aspociation for Social Service and the Bangladesh Krishi
 
Bank and monitored by Mrs. Naseem Hussain, the Bengali social scientist
 

associated with the research. 
The important task of 'moicvatjn&,'
 
organizing, screening, and supervising the repayments 
of vendors has
 
been undertaken by Mr. Mahmud Riyadh Khan, formerly a researcher with
 

the EPOC street foods project. Other intezvcntions suggested for the
 
future are a Legitimate area from %:hich currently illegal vendors can
 
sell, experiments for selling matha as 
a bottled drink, and sanitation
 

education.
 

Exi/ 



1. iNTRODUCTION
 

COUNTRY CONTEXT
 

Bangladesh became an indipendent nation in December 1971, after a
 

1O-month struggle for independence from Pakistan. 
Prior to the formation
 

of Pakistan in L947, 
the region had been one of 
rte Muslim majority areas
 

of British India. 
At present 87% of the population is Muslim; 12% is
 

Hindu; Buddhists, Ciristians and 'other' religious groups represent less
 

than 1% each.(Table 3.22, 1932 LtIsti a 11ai 
book: 91)
 

The new govezrcment wea 
faced first with the task of repairing damage
 

done by the war (eatimated at $1.2 
billion, Wennergren: 1) and by a
 

devastating cyclone which struck in 1970 (damages estimated at $180 million).
 

It also inherited froni Pakistan the problems of low per capita income; 
low
 

literacy, education and skill levels; 
 low aricultural productivity,
 

associated with uses of 
traditional technology; a small industrial base; 

almost complete lack of mineral resources; transportation and communication
 

difficulties due to the region's many often-inundated flood-plains and shifting
 

rivers; and a chronic balance of payments deficit (Wennergren: I ). Though
 

tremendous strides have been made, due to a high fertility rate (2.57. 
- 3% 

increase per year) these latter problems to a 
large extent remain with
 

Bangladesh today.
 

The Economy
 

The economy is primarily agricultural (49% of the GDP in 
1981) and,
 

based largely on subsistence production. 
The main crop is rice, harvested
 

in 3 seasons (November-January, July-August, and April-June). 
 Population
 

growth has mostly cancelled out the effects of the increases in Gross
 

Domestic Product (GDP) which have occurred since 1971. 
 Wennergren gives 
an
 

annual per capita GDP of Tk.2016, or Tk. 5.5 per day (22c 
per day) for 1981, 

putting the country among the lowest two or three in the world. (op cit: 7). 

There is also an increasing gap between agricultural production and demand
 

for food. 
 However, this masks the fact that agricultural production as a
 
that
 

whoae has increased and.striking increases have occurred in 
 production of
 

specific crops, e.g., wheat, potatoes, boro rice, and mustard. (Ibid: 
9).
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Industry accounted for 13.7. 
of the Gross Domestic Product (GDP) in
 
1981 (Wennergren: 9). 
 Jute, textiles, pulp, paper and tobacco, which
 
constitute 
about 697. of the value added in the manufacturing subsector
 

recovered to 
their pre-war (1969-70) 
levels in 19S1-82. 
 (1983 Yearbook,
 
H. Siddiqui: 87). 
 Other important, faster-growing subsactors 
are cement,
 
fertilizer, and food processing industries, dominated by the sugar industry,
 
which is profitable largely due 
to the fact that it is 
a government monopoly
 
supplied with sugar-cane at government controlled prices. 
 The government 
(through the Bangladesh Sugar and Food Industries Corporation) also owns 
and mnages one distillery, two biscuit and bread factories, Mo flour mills, 
two ice plants, one beverage factory, four edible oil refineries, six oil
 
crushing plantn, and five fish freezing operations (Ibid: 95-96). 
 These
 
are being transferred 
radually to privaue ownership under a new policy.
 
A number of comparable private food businesses of this 
type also exist on
 

various levels.
 

The services sector accounted for 37.37. of the total GDP in 1981. The
 
trade subsector has grown 13.4% per 
year between 1973 and 1981, when it
 
constituted 10.77. 
of the total (Wennergren: 8-10). Banking and insurance 
have had the lowest grcwth in this period; their contribution to 
the GDP
 

declined.
 

Relational changes in sectoral shares of the GDP have beon slow, with
 
a shift of 17 
per year away from agriculture to 
the combined industrial and
 
services sector during a period of a 
years. (Wennergren: 10) 
 Banglaoesh is
 
dependent on imports for part of its foodgrain (Wennergren: 14-16), edible oil
 
and fertilizer supply. 
An average of 137. of the needed amount of grains per year
 
are zlso imported (Johnson 
in Wennergreu: 14-16) 
 Cotton and cotton yarn,
 
petroleum, petroleum products, machinery and cement are imports required by the 
industrial sector. 
However the country's supply of exports, primarily jute,
 
jute products, tea, leather and leather goods (to 
some extent fish and shrimp)
 
is at 
the mercy of undependable weather conditions, and the income from these
 
p~oducts is subject to 
severe fluctuations in international market prices.
 
Exports do not begin to 
cover 
the costs of imports (the petroleum and
 
petro-product import bill in 1982, only 237. of the total bill, was equal to
 
87% of the year'-
 total export earnings) (Wennergren: 15-16), and the trend
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has been towards 
an increasing deficit in balance of payments. (Wennergren:10)
 

The country has also been dependent on foreign aid for much of.its steadily
 

increasing development budget (approximately 79 
 of the ADP and 47 oe the
 

total GOB annual budget in 1982). 
 (Wennergren and World Bank in Wennergren:257)
 

Despite the importance of agriculture's contibution to the GDP, only 32. of the
 

ADP budget is devoted to that sector (Wennergren: 248).
 

Urbanization
 

The present level of urbanization in Bangladesh is low compared to
 

that of most of her neighbors; only 8.78 of the population was 
living in
 

urban areas in 1974 (Chaudhury: 2); 
in 1981, according to government figures,
 

15.8 of the population was urban (BBS Yearbook 1982: 
114). In comparison,
 

in 1974 India's urban population was 20.6, Iran's 
was 43.3%, Burma's w-1s
 

227., and that of Pakistan was 26.8. (Chaudhury: 2) However, in Bangladesh
 

the rate of urban growth is high compared to many of these other countries;
 

in 1961-74 the exponential rate of urban population increase was 
6.7 per year
 

(Chaudhury: 5). 
 The average yearly increase between 1974 and 1981 was 
15.83, 

in contrast to the national average yearly growth of 3.12% between 1961 and
 

1974 and 3.L37. between 1974 aud 1981. 
 (Based on figures provided in BBS
 

198..2 83; Allen quoted.-n Wennergren: 65, gives 9.5)1
Statstical Yearbook: 


Centers of 100,000 or more have increased in number from two in 1901 
to 

6 in 1974 to 15 in 1981.2 It is these larger centers that contain the bulk
 

of the total urban population: 55.577. in 1974 end 55.66 3
in 1981. Howe!ver,
 

'Richmond Allen, 'Rural vs Urban Population Growth Rates,' USAID unpublished
 
memo, January 22, 1982.
 

2This may actually be 14, depending on whether or 
not Demra's population of

326,123 has been included within the figure for Dhaka statistical met:-opolitan
area. In the Yearbook and in Dhaka District Statistics 1983 tl.e figu':es for
the Dhaka metropolitan area are identical, yet the latter 
source 3hows Demra 
to be included within the s.m.a.; the 
1982 Yearbook lists Demra's population

additionally. The 5
1983 Bangladesh Yearbook says 13 cities,unspecif-.ed (p. 8).
 

3
Chaudhury (p.11) gives 577 
for 1974, no figures for 1981. The above 557.

figures are from a calculation based on the tables the
on pages 114-115 Ln 

1982 Statistical Yearbook. 
Fo llowitg the Yearbook Demra has been coiznted as a
separate city and its population added to the 3,458,602 listed for Dhaka s.m.a.
 

http:cities,unspecif-.ed
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the number of Large sized centers 
(defined by Chaudhury as 25,000-99,999)
 
has also increased: 
 from 0 in 1901 to 37 in 1974 (Chaudhury: 43) to 42 
in 1981. 4 Centers in the size range 25,000-49,999 are also increasing in
 
size. Between 1961 and 1974 ten out of 15 cities in this range shifted
 
into larger size categories; and 14 olit of 23 in the 10,000-25,000 category
 
shifted upwards. 
 It is mainly the smaller towns 
for which growth has
 
decelerated. 
The proportion of the country's population living in towns
 
with under 10,000 declined from 197 
in 1901 to 2. in 1974. 5 (Chaudhury: 11)
 

4There are 
two tables in theYearbook showing population of such centers: one,
a table of "urban centers" lists 42 in this population range; a second, atable of "municipalities," lists only 40. (See pp. 115-118.)
 

5In 1974 there were 16 
towns in this size categor7;
are listed in table 3.54, p.117 of the 1982 
that is, sixteen such townsStatistical Yearbook of Bangladesh.


However, 1981 population figures are given for only threTa calculauion for 1981 is not possible. o -these towns, so 



Emloyment and the Informzl Sector 

In Baugladesh, the agricultural sector is the most important source
 

of employment; according to 1981 census figures it occupied 61.27 
 of the
 

employed population 10 years or over in that year (this 
excludes housework
 

and persons unemployed but looking for work; employed persons, excluding
 

household work, were 277 
of the population as a whole). 
 (From figures in
 

table 4.13 p.154, 1982 Statistical Yearbook.) Seasonal shifts in demand 

for agricultural labor complicate the employment picture. 
The RISP study*
 

estimates only 50.9% of the rural working population to be in agiculture
 

are
as a primary prc- ssion; however, another 14.67.Lemployed in it part-time,
 

as a secondary occupation, bringing the total to 65.5% (as of L979) (BIDS: 32)
 

The Wor n1 4 Rtnor. gives 747 
 of the labor force as agricultural,
 

but this includes unemployed persons. (World Bank 1984; v)
 

Due to the fact that the population of Bangladesh is increasing at
 

a rate of between 2.5% and 37 per year, the population (95.9 million as 
of
 

January 1983) will increase by at least 35% betwetn 1984 and the year 2000,
 

reaching 130 million and a density of 2500 per square mile: 
(World Bank
 

1984: vl) Since the bulk of che population is in the very low age brackets
 

also,6 the labor force will increase even more rapidly during this 
period.
 

(Ibid.) Though their numbers are still comparatively few, women are also
 

entering the labor force in 
 greater numbers; both urban and rural activity
 

rates for women have increased between the 1974 and L981 census enumerations: 

frcm 3.77. of the total urban population to 5.177. and from Z.617. of the 

national population in 1974 to 2.847 in 1981. (BBS 1982: 145) 

Diminishing landholdings, rural unemployment, physical calamities, and 

even starvation in the rural areas are pushing many people to the urban
 

centers; though only 15.87 
of the population was urban in 1981 (BBS 198Z: 114), 

the urban growth rate between 1974 and 1981 has been estimated by a USAID
 

study to be 9.5 
 per year. (Allen 1982, in Wennergren: 65) (An average 

derived from census figures for 1974 and 1981 gives 157.) Though a majority
 

of .the working population is 
still currently engaged in agriculture either
 

6In 1981 46.7% of the population was 
under 15 years of age; 63.87. was under 25;
76.9 was under 35. (BBS, 1982 Statistical Yearbook: 76, Table 3.8)
 
*Bangladesh Institute of Development Studies, 1981, Rural Indne±­
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full or part time, three fourths of the expected increase in labor force 

will have to become employed in something other than crop production if 

the incomes of the poorest part of the population are not to decline more 

severely than they already have in the last twenty years. 
 (World Bank
 

op.cit.:1-2) Since modern industry is also unlikely to be able to expand
 

sufficiently to ab.sorb the expanded 
 labor force, expansion of self employment, 

largely through small, traditional and semi-traditional enterprise with links 

to the agricultural sector, becomes an important focus of attention.
 

Information on the informal sector is practically non-existant for
 

Bangladesh though a few sources 
provide glimpses of parts of it. Its
 

dimensions are 
 to some extent contained within the following statistics.
 

In 1980 manufacturing and transport sectors occupied 32.67. 
and 3.27. of the
 

male and female sections respectively of the urban labor force. 
 Sales
 

accounted for another 
 21.27. for males and 5.8% for females. (GOB, BBS 1980)
 

Dividing the pie yet another way, self-employed male workers (agricultural
 

and non-agricultural) constituted 35.6% 
of the rural workers and 31.8% of
 

the urbon male labor force. Self-employed females comprised 15.37. of the
 

rural working population and 3.67 of.the urban female work force.7 When 

unpaid workers are added to 
these totals the self-employed and unpaid male 

workers together constitute 56.47. of the rural and 39.1 of the urban male
 

workforce for 1980. Unpaid female workers bring the totals to 45.3% of the 

rural female workforce and 8.17. of the urban female workforce. These 

categories as well undoubtedly encompass much of the informal sector.
 

A study of slums in four major cities (Dhaka, Chittagong, Khulna, and 

RaJshahi) found 74.47. of the households to be migrants from outside the 

city, 92% of whom had livod in the city for more 
than five years, however.
 

Male occupations were 
largely informal sector activity: rickshaw pulling,
 

peddling of street food and "other necessities" were prominent, al.ng with
 

uanual labor. 
For women who worked outside the house domestic service and 

manual labor were most prominent though some sewed and made handicrafts or 

incense. (DU 1979) 

7Sixty-one point five percent of urban female employment is in domestic services;

in rural areas 
the bulk are evenly divided between agricultural labor (30.37.)
and unpaid family help (307.). (Table 4.17, B3S 1982: 157).
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Another study of 771 slum areas in Dhaka City alone (DU 1983) found
 

rickshaw pulling and day labor to be the main male economic activities
 

(23% and 107. respectively). Hawkers and small shopkeepers constituted 87. 

(4.5% and 3.5 respectively) though 11% of the households had a shop or 

workshop under their ownership. Women were primarily maidservants and 

nursemaids. However, 567. of the study workforce was unemployed at the 

time of the research.
 

On the basis of a sample cen3us of hawkers and. floating vendors in 

Dhaka conducted in 1977 (Rahman n.d.) a total of 39,614 such sellers were 

estimated to be operating in 589 areas in the city. (Ibid: 22) Not 

counting their paid and unpaid helpers, these vendors may have been perhaps 
8 

6-7. of the total workforce of the city at that time. Food vendors 

constituted 25 of the study sample. With an average daily sales volume 

of Tk. 106.50 (Ibid: 19), a weekly t6tal sales volume of Tk. 29,532,277 or 

US $1,181,289 (yearly Tk. 1535.6763 million or $6L,427,048) would have been 

generated, which is 11.96 of the trade services sector of the GDP for 

Dhaka District in 1977-78, or 24.61% of the small scale industry sector 

of the Dhaka District GDP for the same year. (Calculated on the basis of 

Table 12.1 in BBS 1982:536.*) The study respondents earned an average 

monthly income of Tk. 560.72 (T. 130.40 per week) frnm an average profit 

margin of 17.357. (Ibid: 19-Z0) or a rate of return of Z1.28.. From this 

one can compute an average daily profit of Tk. 18.69/day (17.55%. of 106.50), 

almost double the 1977-78 daily agricultural wage of Tk. 10 for Dhaka 

District and Tk. 9.44 for Bangladesh as & whole. It is also higher than 

the Tk. 14.47 paid to unskilled construction workers in the capital in 

On the basis of the 1974 Census population figure for Dhaka Metropolitan
 

Area of 1,679,572 and the Bangladesh Bureau of Statistics urban crude
 
activity rate (. of the total population 10 years old or over in the
 
work-force) of 31.7 for 1974 (GOB 1982, Table 4.3) for the whole country,
 
one can estimate that the workforce in the capital in 1974 should have
 
been approximately 532,424. The above number of hawkers and floating
 
vendors would therefore have been about 7.44. of the 1974 workforce. Since
 
the hawkers were actually enumerated in 1977, three years later than the
 
population as a whole, their numbers may bi assumed to have been fewer
 
im 1974; therefore a figure of 6%. nay be closer to the truth.
 

*GDP of the trade services sector for 1977-78 was Tk.12832 million; GDP of
 
small scale industry was Tk. 6239 million.
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the same year (though skilled workers, i.e., carpenters and masons, received
 

Tk. 24.65 and Tk. 28.34 per day respectively in 1977T78). (Table 11.22,
 

BBS 1982:509)
 

A second study of self-employed small entrepreneurs in Dhaka City in 

1978 (Ahmed 1982), among whom ready-to-eat food sellers are inoluded but not 

grouped into separately identifiable categories, found the average monthly 

income of respondents to be only slightly higher: Tk. 586 per month 

(op cit: L0), or Tk. 19.J3 per day. Unlike the Rahman study, which dealt only 

with sellers of wares, this study included service activities (cycle repair, 

shoe repair, rickshaw, typing) in addition to trade in clothes, crockery
 

and household necessities, uncooked and ready-to-eat foods, etc. Ahmed
 

repeatedly employs the Carn "inLorMal sector" in reference to his subjects
 

but does not define it -3her than to say it is unorganized, poor, and
 

dependent on the formal sector; there is also no attempt to estimate the total
 

number of 
such people in. the city. To a great extent "formal" and "informal"
 

appear to be equated with 3long-term urban" and "migrant" respectively. The
 

implication is that rural-urban migration is the major impetus to the
 

development of the informal sector in Dhaka though i. is mentioned that
 

most of the respondents in the specialized professions category come from
 

Dhaka City itself (p.2 7 ).
 

Rahman's study did not investigate origins of the respondents except
 

to the extent of determining previous occupation and year of starting
 

business, so the two studies are not comparable in this dimension. However,
 
of Ahmed's
 

manyrespandents are obviously migrants; 15.57. were engaged in business
 

activity outside of Dhaka before starting their present endeavors;
 

11. had been landed peasants; 1% had been village
 

quacks (minimally trained allopathic practitioners);and some of the 25
 

who had been engaged previously in manual labor had done agricultural labor.
 

The author also implies in his conclusion that post-liberation migration
 

has been a significant sourc" of increase in the vendor/hawker population.
 

roth Rahman and Ahmed found a heavy percentage of respondents to have
 

startdd business after liberation (197Q): 57.5 of the former study 

sample (p.30) and 44.6% of the latter (p.13). Interestingly, the former 
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study also found 2.5% of the respondents to be daily comuters who reside
 

outside the city.
 

The Rahman study also interviewed customers, 75. of whom were regular
 

rather than occasional; regularity does not correlate with low income, 

contrary to expectation. Forty-five percent said they Liked to be able to
 

bargain over prices (though 33.5% of the sellers indicated that they sold
 

at a fxed price); almost all felt they could obtain goods of comparable
 

quality at lower prices from these vendors then in-the permanent shopping
 

arcades; and 68.5% indicated that informal sellers were more conveniently
 

located than their permanently housed counterparts.
 

Neither of the two studies mentions paid or unpaid helpers; both
 

focus exclusively on selling rather than the production of goods for sale
 

though a portion of their respondents are undoubLtdly also producers of
 

their goods.
 

As background to their study oZ rural industries, the Bangladesh
 

Institute of Development Studies' Rural Industries Study Project examined
 

the breakdown of the rural workforce in eleven village areas, finding 43
 

to be primarily engaged in non-agricultural pursuits (excluding miscellaneous
 

Activities). If secondrry occupations are added (and 217. of the workers
 

have tvo occupations; 17 have three), the non-agricultural sector rises
 

to 50 of the rural workforce in Bangladesh. Cottage industries alone 

engage 22% as a primary occupation; trade and shopkeeping, another 11.3%, 

together comprising a full third of the rural workfo-,ce. 

However, the RISP proper examined production units only, excluding 

pure trade and shopkeeping, and one of the areas of study was urban.
 

Counting both primary and secondary occupations, 257. of the workforce in
 

the areas studied are in industries. About 877. of rural industrial 

employment, roughly in decreasing order of cmployment generation, are in 

handloom clothing and miscellaneous handloom products, gur, rope, 

miscellaneous rice products, dyed yarn, fish nets and other fishing 

equipment, carpentry, basketry and mat-makinug, bricks, tailoring, biris 

(a zoarse type of cigarette), mustard oil, grain milling, and dairy 

products. Urban enterprises had primarily hired labor (66.9 of employment);
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rural units had primarily family labor (71.17 of workers, including owners).
 

In urban locations employment tends to be permanent or apprentice-type;
 

rural units employ mainly piece-rated and casual laborers, if they are not 

family members.
 

Use of unpaid family labor 
to some extent indicates only marginal
 

productivity of labor/negative profits, and negative proftt industries
 

account for 34.8% of the industrial emp.oyment studied 
by the RISP. Among
 

activities with negative profits (when 
 one computes payment of unpaid family 

labor) are hand milled rice products, date gur, basketry, mat making, bamboo 

handicrafts, cane and bamboo furniture, fishing equipment, reeling yarna
 

cpir and jute rope, lime, pottery, and paper bags. (RISP: 157) Almost all of 

these are primarily women's products.
 

Negative profit 
 nt- prise has value in the face of lack of aLterrTatives,
 

especially for women. Rural industries workers are employed for 
an avrage
 

of 27 hours a week compared to 44 hours for urban enterprise. (p.87) This
 

is 171 days in a year; only handloom and blacksmithy provide employment for 

more than 250 days a yeara (p.XIII) Agricultural labor is also seasorAl,
 

and male workers tend to move back and forth between industry in slack
 

agricultural seasons and agricultu;al labor 
during times of high demand, 

when agricultural wageA are higher than returns from industry. 
Women rural
 

industrial workers, on the other hand, spend 907. of their productive working
 

time in industry, having fewer options elsewhere. (pp.XIlV, 92) For women
 

also the social prestige value of not working outside the home constrains 

them from seeking other than home employment as long as the family is not
 

absolutely desperate. (p.79)
 

However, profits per unit of capital are quite high for some products;
 

e.g., bakery goods, 
cane gur, sheet metal, silk weaving (l07.-507. rate of
 

return); oil making, tobacco, carpentry, plastic, soap and tooth powder,
 

motor vehicle repair (507.-75% rate of return); dairy products, fish drying,
 

gzain milling, drug making, watch repair (757. to 
1007. rate of return); and
 

b.ris, footwear, jute handicrafts, blackamithy, jewelry, rickshaw, and
 

electrical goods repair (over 100%). (Complete list is in Table 7.10
 

WISP: 159) 



Since 45% of the street food vendors in Manikganj live outside the
 

municipality and would have to be considered rural, both rural and urban
 

dimensions of the informal sector must be taken into account in relation
 

to our data. Though the Rahman study of Dhaka vendors, by contrast, found 

only 2.5 of e sample to be Uyving out.-dc 1-*.- capital, it is very likely 

that this percentage would be much higher elsewhere, especially in second 

rank cities such as Tangail, Mymensingh, or Faridpur. It is also probable 

that markets in certain areas of Dhaka itself will feature a much highar 

percentage of daily commuting vendors.*
 

For example, a brief survey (by our staff) of street food vendors at
Sadar Chat found about 57. to be daily commuters fzom outside the
municipality; of those 
livint across the river on the 
fringes of
 
the municipalicy are included, the percentage of commuters rises 
to
 
about 237..
 



Street food purchases appear to represent either temporary, "holding
 
action" meal substitutes or snacks for 787 of the customers; the rest at
 
least,occasionally depend on commercial food for meals. 
 Four percent
 
appear to take home-cooked meals outside the home 
to be iacen elsewhere,
 
but in contrast to customers in some other countries none 
appear to taka
 
ready-to-eat meal food home to 
be eaten there. Those who at least
 
occasionally depend on commercial 
food for one or both meals come from
 
service, business, labor, farmer, and dependent occupational categories,
 
in that order. They are cu3tomers of all the nine vendor types.
 

Children (14 and under) are 8.25*. of the 
customer sample, represenrin
 
the major customers (25) in he neig.borhoods, a third of the customers
 
for chortnoti, 217. of the dairy product buyers, 
107. of the mudidokan and
 
dry snack purchasers, 8. of the restaurant cliencelle, and L. of the fru'i: 
buyers. They spend only 3.9% of the total sample expenditure; however,
 
the majority of dry snack, ice cream, and possibly fruit purchases made
 

by adults appear to 
be made on behalf of children.
 

xii 

lZ
 

Markets
 

In rural areas in Bangladesh markets (in the sense of gatherings
 

by people for the purpose of trade) are primarily periodic, i.e., weekly
 

or bi-weekly affairs known an hats. 
 A small n=ber of permanent shops,
 

open daily, may be located at the hat site, but the bulk of trade is
 

betmeen outsiders who come to the center only on hat days. 
Since both
 

buyers and sellers may visit different hats on different days of the week,
 

"tributary" areas of the hats tend 
to overlap. Many professional traders
 

travel from hat to hat on a regular weekly schedule. (One of our Manikganj
 

vendors gave his interviewer a list of about sixty regional hats which he
 

said he visits regularly, but three or four is a more usual figure.)9
 

Buyers and sellers are almost exclusively male. Since hats often
 

specialize, i.e., serve as 
special centers for exchange of particular
 

commodities, attendance may fluctuate with the seasonal availability of
 

theie commodities. 
 (For example, the Jhitka hat, close to Ianikganj town,
 

is famous as a center for the sale of iur.) Specialty hats tend to involve
 

more 
export from the region than horizontal exchange among locals (BRAC 1979: 99).
 

A study oi hats isRajshahi District (Patal 1963) classified them 

into three types:
 

I. Large assembling and distributing centers which bring together
 

agricultural produce of the surrounding region (ricev pulses, oilseeds,
 

jute, spices, vegetables, fruit, poultry, livestock, and gur) for primarily
 

bulk purchase for resale by urban-based merchants. These markets also
 

provide necessities for the farmers to 
take back with them to their homes:
 

cloth, salt, spices, kerosene, utensils, meat and fish. Services of
 

tailors, barbers, blacksmiths, rice mills, oil milla, jute presses, etc.
 

are also provided.
 

9Baqee s study of hats in Dhaka District as 
a whole found 27.85% of the

full-time traders in the sample to be regular attenders at 3 hats in
 
addition to the one at which they were 
interviewed; 12.827. visited no
 
other hat; 17.337. visited one additional hat; 21.711. visited two other

hats; 
20.277. visited four or more additional hats. In contrast, 44.327.
 
of the part time traders attended one hat only; 28" attended only two;*

and 18.41% atteuded three, leaving only 8.68% who attended more than
 
three in all. (1975:141)
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2. Smaller assembling centers to "4hich farmers bring their produce 

for ultimate dispersal via traders in urban centers. S,.vices provided 

are fewer. Selling duration at both of these types of hat is usually
 

mid-day to sunset only.
 

3. 
Small centers (10-25 sellers) in which trade is confined to only
 

a few hours in the late afternoon, is mostly between locals, and consists
 

mainly of locally produced food items. 
A study of hats in Dhaka DI.;strict
 

(Baqee 1975: 85 
ff) found a similar pattern to be operating. Prestuably
 

the pattern is the same throughout the tountry.
 

Larger hats may also feature entertainments in the form of indigenous
 

and modern types of theatre, circus, and musical/poecic competitions.
 

Local village level trials and religious functions are also sometimes held
 

in the premises at the same time so 
that the function of a hat is not
 

purely economic. (Ibid: 167)
 

In Rajshahi and Dhaka Districts,though there is 
some relation between
 

the distribution of population and the number of hats in an area, the type
 

of hat slows little correlation with the size of the neighboring rural
 

settlement. Rather, accessibiliry is important to its development. 
Hats
 

tend to be lccated near transportation routes, especially junctions; 
the
 

distributional pattern is "'tnear," following roads, railways, and lines
 

of drainage. 
 Spacing between them is Irregular.
 

Usually a hat is located in an open clearing, apart from the
 

surrounding settlements. In smaller centers trading is done in the open
 

and in temporary "thatch" sheds; larger centers may house some 
7ermanent
 

shops, sheds and warehouses used by the merchants who buy in bulk for
 

resale in urban centers. 
Larger hats also may be associated with governmental
 

administrative headquarters or institutions Like schools or hospitals since
 

the latter are also usually located on transportation routes.
 

In permanent markets also temporary vendrs mostly sit on 
the ground
 

without benefit of any protection from sun, rain and wind other than that
 

which they can themselves improvize. 
 About 3-4 years ago the Ministry of 

Land Administration, Land Revenue, and Land Reform gave grants to thana and
 

municipality officials to build tin-roofed 
cement and earthen platforms for
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a few vendors in selected areas of the country. (Sirajul Huq) (In Manikganj
 

there are two such structures, but 
the bulk of the temporary sellers sit in
 

the open.) 
 In the major urban centers such roofed platforms and permanent
 

buildings are more numerous, but temporary vendors still squeeze into the
 

spaces in between or sit on the pavements outside the permanent shops and
 

on the edges of the market. (Quasemt 28-29; Mollah: 4.4.2)
 

For the privilege of selling inestablished hats and bazars non-permanent
 

vendors usually' pay a 
small daily toll, aasessed according to their volume
 

of sales and type of produce. Complicated and detailed guidelines for 
toll
 

collectiou are prepared by regional revenue officials. 
Kamal Siddiqui: 179-80,
 

who 	analyzed two Jessor.i markets in 
scme 	detail, points out that the regional
 

government marketing officers, whose job is 
to 
keep track of price movements,
 

do not participate in the preparation of these toll sheets; 
those who prepare 

them have only rough and partial knowledge of the value of various commodities. 

In addition, in many 	 places the vendors are iot 	 aware of the contents of the 

toll 	sheets.
 

All established hats and markets 
are currently theoretically owned by
 

the central government and mnuaged through 
the Ministry of Land Administration,
 

Land Revenue and Land Reform. 
 However, their management is at present 

delegated to local governing bodies (under the Local Govetnment and Rural
 

Development Ministry), who collect the revenue and use it for their own
 

expenses, forwarding a percent to 	 10 
the central government. This amount has
 

recently been reduced from 35% 
to 57, and the local bodies have been
 

corresponding±y given full responsibility for hat/market development and
 

maintenance. Within municipalities it is the municirality which collects
 

and disperses the money; 
in rural areas until very recently the union councils 

(the lowest rung of the administrative hierarchy) with permission and 

10Until March 13, 1984 
17 went to the central government as land development
tax, 	and the remaining portion was divided as 657 to 
the 	municipality and

35% 	to 
the central government for further development in the region. 
A
 
new regulation gives 5% to 
the 	central government as land revenue; 25 is
to be spent by municipalities and upozelas (thanas which have been given

greater judicial and administrative powers) 
for market/hat development and
maintenance; and 70% 
can be spent by the local body for its 
own 	purposes
as it wishes. Approval of 
the District Commissioner is 
no longer required

for 	selection of bids for lease of the market (see below).
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assistance of thana/upozela authorities did this. 
 Now the bulk of the
 

revenue (707.) appears to go to and be controlled by the upozela (formerly
 

thana) and its head officials, rather than the t:ion council, and without 

supervision by higher government authorities. (Sirajul Huq, pers. comm.)
 

In actual practice the local governing bodies usually lease out the 

tax/toll collection rights each year to the highest bidder, who in turn
 

often sublets these rights to several people. Leasing by the government 

authorities is currently legal; subletting is not (Huq) but is widely
 

practiced (Siddiqui: 178-9). Il Since knowledge of the toll sheets is
 

minimal on the part of small vendors, "the arbitrary judgment of the toll
 

collectors decides everything" (Ibid: 180). Siddiqui estimates that in
 

one of the markets in his Jesscre research area in 1977-78 the subleasees
 

were able to collect an additional unauthorized Tk. 20,000 per year. (183).*
 

Between the producer and the consumer are several layers of middlemen
 

with various volumes of trade and levels of capital; not all of these may be
 

observed in moi.t hats and bazars. 
Some tour the villages and purchase from
 

producers in their homes; others buy from producers or other middlemen in
 

"The hierarchical toll system is very old. 
The British regarded it as a
 
restraint to trade and sought to abolish it in 1793. However, since

they were only able to succeed in stopping the flow of funds to the
 government and not the actual collection and subcollectioa of tolls by

the zamindars and their agents, the system was 
soon reinstituted. In

the 1950's the Pakistan government took over the collection from the

zamindars but continued the practice of leasing the collection rights.
In practice subleasing continued as well. 
Under Sheikh Mujeeb (in 1972,

after the birth of Bangladesh) the lessee system was abolished, and toll

collection rights were given 
to the local hat/bazar committees and
 
revenue officers, who were supposed to 
collect directly from the vendors.

In the face of large-scale misappropriation of funds by these agents the

lessee system was again restored in 1975. (Siddiqui: 178-9)
 

Under Ziaur Rahman (1979-81) the Leasing system was again abolished,

and the task of collecting from hats and bazars was 
given to a series of

youth organizations (Jubo-Complex), who were 
to give 607. to the union

councils, keep 10. for their own projects, and return the rest 
to the

central government. 
 (Alam & Rahman: 2) This increased union council
 
revenue by as much as 977.. (Ibid: 10) 
 Collection by the youth
organizations has now been stopped, and the present martial law government

has again allowed leasing of toll collection, under the management of
municipalities and union councils, subject to the approval of centraL
 
qovernment officials (Circle Officer, Sub-Divisional Officer, and District

Commissioner). 
As of March 13, 1984 this approval is no longer necessary,

but it is the upozela head rather than the union council who controls the

non-municipality markets and hats. 
 (Sirajul Huq, personal communication). 

*In Maniksanj during the year of the research the unauthorized amountcollected by eight sub-lessees may have been anywhere between Tk. 87,760(at a 20% rate of return to the sub-collectors) and Tk.188,848 (at a 100% 
rate of return, the same percent of profit realized by the official lessee). 
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the hat/market for resale in the 
same or other markets or again from door
 
to door in the villages. Some middlemet.are local day 
Laborers trying to 
supplement their meagre wages; others are full time sel.lars; some of the
 

latte: 
are financed by bigger middlemen, aicher local 
or from bigger centers.
 
In bazars and hats which feature both rural and urban produced goods, the
 
middlemen's 
wares may have been obtained cn credit from other sellers in
 

the larger urban centers. (BRAC: 84-9)
 

Siddiqui indicates that in Jessore at least the number of middlemen has
 
increased greatly in the last 50 years, especially in the post-liberation
 

(Bangladesh) period. 
 Baqee also found 60 
of his Dhaka District hat trader
 
respondents to have been in business since liberation only; 
53 were part-time
 
(127). 
 Siddiqui feels that the increase in marketable surplus has not kept
 
pace with the increase in intermediaries however. 
He believes that stagnat
 

production and increased population have made speculation and hoarding more
 
profitable than direct trade for richer people, while at 
the same time
 
declining real wages and worsening conditions of sharecropping, 
etc. have
 

given rise to a need for supplementary income among the poor, hence the
 
rise in the number of middlemen. (187) 
 Though this excess of middlemen
 
leads to higher prices and accumulation of surplus in the hands of those
 
who have little connection with produccion (most of whom also provide no
 
services, such as packaging or 
further processing, as goods move 
through
 

their hands), he emphasizes that many of 
the small brokers are very poor
 
and 
are themselves at the mercy of the bigger operators, 
on whose patronage
 

they depend for survival. (188)
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Women
 

The most immediately observable aspect of women's condition in
 

Bangladesh is the adherance to the ideal of purdah, i.e., 
the custom of
 

secluding women from the view of all men other thau husbands and close
 

relatives. Ideally they are confined to 
the household, and within the
 

household they withdraw from the presence of certain senior male family
 

members as well (husband's father, husband's elder brothers and males of
 

similar status in the husband's extended family). Withdrawal may be
 

.actual physical departure from male view or symbolic departure through
 

covering the head and face.
 

Household architecture reinforces this seclusion. 
The separate
 

buildings in a Muslim village household compound usually face inward and
 

are surrounded by a wall if the family can afford oue. 
 Visitors will be
 

received in a separate area, perhaps a completely separate building,
 

designated frr tiiat purpose. (Sattar 1974) 
 Outside the household
 

compound the body is kept covered, often by means of a burka (an ankle-Length,
 

cape-like garment with separate head piece, often including a face veil
 

as well).
 

Though purdah is primarily enforced by Muslim custom, Hindu families
 

also practice it in varying degrees; 
some Buddhists in -the Chittagong area
 

have also absorbed some of the ideal though Christians and tribals have not.
 

(Maloney 1980: 79-96) Strictness of application varies with age and social
 

class, being strongest during a woman's most productive years and within
 

the rural middle class. Purdah is also a positive idial:
 

Those who practice it sincerely believe that they get inspiration

to observe family traditions and instructions in the faith. They

believe they are more conscientious in all their thought and
 
behavior, and observe prayers and fastings more. 
 Parda is both
 
an outward symbol of piety and propriety, and a means to achieve

religiosity and inner peace. 
Men living in families practising

parda are also thought to enjoy these qualities. (Ibid: 30)
 

Though not exclusively a feature of or original with Islam, purdah has become
 

syt'solic to Muslims of the Islamic way as opposed to other ways of organizing
 

society and culture; given the need ar maintaining symbolic separation from
 

other world views in the context of the formation of Pakistan and Bangladesh
 

and the 
fact that purdah enhances male prestige, adherance to it is likely
 

to die hard in Bangladesh. (Ibid: %2, 96, Z70).
 



Purdah has the effect of isolating women from any knowledge of the 
outside world not provided for them by male family members, and it keeps
 
women isolated from each other. 
 (McCarthy 1977; Sattar 1977) AS such
 
it is a major barrier to education and the type of group action for women's
 
development advocated by many pvo's and government organizations. 
It is
 
also highly correlated with fertility, perhaps the single greatest barrier
 
to 
family planning and women's development in Bangladesh. (Maloney: 96).
 

However, it is interesting that men's and women's views of the 
extent
 
to which purdah is practiced vary; 58.6% of the women interviewed by
 
Maloney, Aziz and Sarkar indicated that 
they had freedom to leave the home
 
for work or shopping and freedom to leave 
the village; only 18.77. of the
 
male respondents indicated that they allowed their wives 
to do these things.
 

The "pro-fertility ethos" of which pureah is 
a part leads to an
 
average of 7.1 
live births (ignoring .abortion and stillbirths) per woman.
 
Frequent pregnancy and birth combined with 
 long periods of nursing
 
(average of 19.2 months) sap women's strength, and women's widespread
 

reluctance to seek medical treatment for themselves and long working hours
 
(70 hours per week versus 60 hours per week for men) lead to a shorter life
 
expectancy for women than for men. (Marum 1981)
 

Women's long hours of work have until recently not been regarded as
 
"productive" though more than half of their labor within the confines 
of
 
the household is 
essential to agricultural production: 
 cleaning, drying,
 
and storing seed and edible grains; collecting seed; parboiling and husking
 
rice; disposing of household wastes; feeding and caring for domestic Animals;
 
growing vegecables, fruits and spices for home use. 
 (Brammer 1983) 
 In
 
addition they pump water from tubewells and carry food to men in the fields
 
(McCarthy 1981: 
2); they procure fuel, prepare the threshing floors and
 
transplant paddy; preservation and storage of non-grain food, fruits,
 
vegetables, and spices is also women's work. 
(Saraf 1981). 

Urban women also work harder than men, contributing 507. of all family 
working hours (rural women contribute 40%) and bring in 33% 
of the income.
 

(Caldwell et al 
1980; Tinker 1982)
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The "pro-fertility ethos" (Maloney 1980) has also led to 
large
 

families and extreme fragmentation of land holdings; land is divided among
 
souS at a man's death; daughters can inherit half of a son's share. Usually,
 

in fact, they relinquish their inheritance in favor of retaining the right
 

to future visizs 
to their family of birth and their brothers' support in'
 

time of future trouble (especial.y divorce). (Jahan 1975: 16) In 1977
 
it was estimated (Januzi and Peach: 
71) that 48% of all 
rural households
 

were landless or owned less 
than half an acre of cultivable land; this
 
figure is now 64.76% (1982 Agric. Yearbook) due to fragmentation through
 

inheritance and the displacement of small farmers who must sell their tiny
 

holdings for cash due to 
low wages, low sale prices for their produce in
 

local markets, illness, and rising food prices. 
 (Begum and Greeley: 9)
 
These conditions have forced more and more families to 
fcrego the restrictions
 

of purdah to allow their wocien to earn to supplement the family income. Female
 

wage labor is usually the lL" 
 in a series of attempts to compensate for
 

insufficient male income in the 
family; it is a sign of desperation. Prior
 
to 
that the leasing and selling of land is usually followed by sale of
 
agricultural assets (livestock and seed) and personal assets. (furniture,
 

jerelry) and then the placing Of sons in wage labor arrangements which provide
 

their food and shelter, reducing the burden on the family budget, 
(Ibid.)
 

Until recently the main source of employment outside the home for women
 

in rural areas has been post-harvest rice procesaing in the houses of
 

neighbors; the bulk of 
this employment was in threshing (by means of a dhenki
 

or 
foot operated wooden thresher) alone. However, the recent spread of
 
electricity and electric powered rice mills has made sending rice to 
the
 

mill for husking cheaper than hiring outside female labor. 
 In 1980 Begum 

and Greeley reported an expected drop of at least 664. in the number of 
employers of female wage labor in one area of Tangail. In a comparable
 

village in Comilla studied by the 
same researchers the process had already
 

occurred, 
In another Comilla village studied by Westergaard in.1979-80
 
(Weetergaard 1983) only about one third of the landless and near 
landless
 

(owning less than half an acre) families were able to 
find employment for 
female family members; this also was correlated with a census-reported drop
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from 167. to 47. in the number of women in the agricultural labor force 
between 1961 and 1974, reflecting an overall reduction in working
 
opportunities for women. 
(Op cit: 36) 
 This has coincided with increasing
 

need for income earning opportunities.
 

In t 
e absence of this previously available primary source 
of
 
employment, what can women do 
to earn money? In their Comilla village
 
Begum and Greeley report that the single most important source of earning
 
was "gleaning from the field" though all types of non-post-harvest earnings 
combined accounted for 83.41% of female eArnings. After husking and 
processing rice (50% of respondents) other unassisted sources of earnings
 
for Cain's sample of wage earning women (Cain 1979) were general housework 
(20), sewing (47.), food processing 2.67.), stripping Jute (5.2%), and 
fieldwork (16.2). Some sale of handicrafts (Begum and Greeley: 10) and
 
sale of fishing nets (Westergaard: 23) is also reported. 
As mentioned
 
earlier, poor wage earning women in four urban communities were found to
 
mainly work as maidservants and water carriersf a smaller number work at 
handicrafts and sewing for private families or agarvati Making; some 
performed hard manual labor crushing bricks and chopping firewood. (DU Center 

for Urban Studies 1979) 

Government and PVO pr-grams for aid to and generating income/emplovment
 
for women have been described by Tinker (1982). 
 They range from charity, 
through training in handicraft production without much attention to marketing 
possibilities, to sophisticated quality control and marketing (e.g., BRAC or 
the Jute Works). Food for Work programs which hire women have had an 
important impact, both legitimizing women's labor and providing desperately
 
needed income. Unfortunately, they are mostly seasonal, and the results
 
(canals and roads) tend to 
benefit the rural elite more than the poor whom 

they employ.
 

Projects which most successfully reach poor women stress formation of
 
small, economically homogeneous groups and self reliance. 
One indigenous PVO 
which employs this approach (BRAC) also reports, however, that it is difficult 
to organize women without the cooperation of male counterparts; woments groups 
are more eanily formed in areas where male groups already exist; though status 
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is usually improved by earning, women's income still goes largely into
 
the pockets of their husbands. (Zafar Ahmed 1983: 31; Parveen Ahmed 1980
 
However, this 
same group (BRAC) also reports that women's saving habits
 
are stronger than meuls and that women repay loans batter; 
women are also
 
more regular in attending meetings, participating in group action, and
 
helping other people in times of trouble. In contrast 
to men, they respor
 
to economic incentives more than prestige or leadership incentives.
 

(Z. Ahmed, op.cit: 34) 



Nutrition and Eating Habits
 

According to 
the Nutrition Survey of Rural Bangladesh 1975-76 the
 
basic Bangladeshi diet consists of rice supplemented with curries of
 
various types: vegetables, fish, meatv, green or starchy fruit and roots,
 
and pulses. The curries are considered only to 
be "trimmings" to Che
 
meal (122), supplements to rice, which on an average (for all age groups,
 
both sexes, and all regions of the country) constitutes 61% of the total
 
food intake. (22) 
 When more rice is available its consumption increases
 
without a proportional rise in the quantity of the accompanying foods.
 

(126) 
 The only food eaten as a substitute for rice is wheat (122), 
on
 
the average constituzing 4% of the food intake (22) but increasing during
 
seasons 
of and in regions of rice scarcity, e.g., June-July and September-

November, immediately preceding the two main harvests: 
 aman (November.
 
January) and aus (July-September), (120) 
 Though during the 12 years
 
preceding 75-76 wheat consumption on the whole increased from 3% to 6% of
 
per capita cereal intake and continues to increase, wheat is eaten primarily 
to compensate for a lack of rice. Potatoes, which in some countries
 
constitute a substitute for cereals, are 
in Bangladesh eaten oaly as 
a 

vegetable supplement to rice.
 

Animal protein constitutes a mere 5% of the per capita food intake, 
and "other plant- and vegetables" constitute 307. (21).
 

With Increasing overpopulation and poverty total per capita food/calorie
 

intake dropped by about 9% between 1962.64 and 1975-76. (130) 
 In terns of
 
estimated nutritional requirements only 41% of 
the country's households were
 
able to provide their needed calorie intake at the time of the second study;
 
71% were able 
to meet their protein requirements; and 97% 
could manage the
 
estimated necessary intake for iron. (51) 
 Despite the latter statistic, hower
 

707. of the population as 
a whole and 32% of the children under five were
 
anaemic (132), due largely to the fact that most of the iron intake comes from 
rice, from which the iron absorption ratio Is very low. (99) Diarrhoeal 
disease, worm infestations, and Low vitamin C, vitamin A, and protein intake
 

further reduce- the ability to absorb Iron.
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On a yearly basis 817. of the households do not meet their calcium needs;
 

89% are deficient in vitamin A; 
and 937 are deficient in vitamin C.
 

Twenty-one percent do not meet their needs for miacin, and 14% 
are deficient
 

in thiamine. (51)
 

Cropping.patterns lead to 
a generally greater availability of all foods
 

except vegetables (which remain relatively constant 
in supply in all seasons)
 

during the first half of the year. 
Host fish other than hilsha are available
 

from October to February but are scarce during the rest of 
the year and are
 

eaten infrequently. 
The months during and following the main (aman) harvest,
 

therefore, are the months when most people have their greatest food intake.
 

Undernutrtion 
would seem to be greatest from late September to mid-Noveqber 

(123-4) and from Juae to mid-July. However, fruits are consumed most heavily
 

in summer (May-July), when most of them are in season (122). 
 Though
 

vegetables of one kind or another are available year round, consumption of all
 

kinds other than green, leafy ones varies inversely with that of fish; people
 

tend to eat one or 
the other but not both.. The neasonality of fruit consump­

tion is 
 also closely connected to the seasonality of vitamin A and C intake.
 

Due to 
lack of vitain A it is estimated that 1% of the total population
 

suffers from night blindness; drying and wrinkling of the white of the eye 

(xerosis), 
a further development towards blindness 
fiom the same deficiency,
 

was found tc have increased during the previous 10 years, especially in
 

children (91). 
 Some of this is due to increasing poverty, but scmm is due
 

to the culturally derived reluctance to 
eat or feed children vegetables,
 

which are thought to cause diarrhoea. 
Carotene intake is negatively correlated
 

with income and landholdings, though intake of almost all other nutrients is
 

correlated positively with these features. (108-9)
 

A whole series of beliefs regarding the effects of different food types
 

on the body affects food intake and nutrition. 
(Maloney: 153-7; Lindenbaum:14-7)
 

Foods are classified as hot/cold (sometimes neutral as well); wet/dry ("meal"
 

foods are usually wet; snacks, dry); 
 sweet/sour; animal protein/vegetable;
 

and pure/impure. ALl foods 
are not classified the same way by everybody. 

All of these classificatory frameworks have very "ancient roots" in south 

Asia. (Maloney: 154) Hot foods such as gur (brown sugar/molasses), eggs,
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meat, and kichuri 
are avoided in hot weather, at times of hot 
illnesses
 
(e.g., fever) and emotional agitation, and by people such as widows and
 
ascetics who need to keep their sexual impulses under control. 
They are
 
preferred in cold weather, at 
times of cold illness (e.g., a "cold"), and
 
when high sexual energy is desired. Cold foods such as 
yoghurt, ice cream,
 
and most fruits are avoided in winter and preferred in summer, etc. 
 Wet
 
foods 
are avoided immediately after childbirth, along with cold foods.
 
Sour foods also are considered to have a cooling effect and to 
inhibit
 
sexuality. 
Sweet foods do not heat the body or promote sexuality, but
 
t6hey neutralize sourness. 
 There is great fondness for sweets; cooked
 
foods (wet meal foods) and curds are sweecened more frequently in Bengal
 
than in other parts of south Asia; sweets are also symbolic as guest's food
 
in Muslim tradition. (Maloney: 157) 
 (This is reflected in the street foods
 
offered for sale in Manikganj also. Thirty-eight sweet snack products,
 
counting all the milk-solid based wet sweets as only one product, and
 
34 fruits oaten ripe or dried,as sweet fruit, together constitute 56% of
 

the products offered throughout the year.)
 

Animal protein/vegetable distinctions and the pure/impure contrast
 
are of more importance 
to Hindus than to Munlims; both relate to religious
 
requirements. 
 Those who eat meat also perform animal sacrifice to female
 
deities; vegetarians are worshippers of abstract powers and/or primarily
 
male deities. Pollutable foods (those cooked in water) 
can be given to
 
ritually ranked equals and inferiors but can be accepted only from equals
 
and superiors. Non-pollutable foods (those cooked in oil 
or totally raw)
 

can be given to and accepted from anybody. (Maloney: 154-8)
 

Though all of these concepts are considered by Western people 
to be
 
at best totally without scientific basis and to a large extent harmful
 
(as 
in the case of vitamin A depr,vation through avoidance of vegetables),
 
there is evidence 
that some of the hot/cold distinctions do have connection
 
with physical reality. 
 Food strictures applied according to 
this concept
 
can also be functional. 
For example, the widespread practice of withholding 
high lactose "hot" milks (buffalo and cow) in favor of lower lactose, "cooler" 
goat's milk, highly dilute mixtures of milk and water, and "cold" curds can
 
actually help to control diarrhea. (Lindenbaum: 146-7)
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As a result of thase and other mental categorizations affecting 

individual social behavior (such as dependence on male children for
 

supp rt in One's, especially a wan's, old age) foods are also consu ed
 

differentially by individuals depending on their sex and positions in the
 

life cycle. Lindenbaum (143) and Chen, et &I. (inRizv z 79) argue that
 

small girls are given less food than mle children, resulting in higher
 

mortality and other physical diability rates for females under five.
 

The 1975-76 Nutrition Survey of Rural Bangladesh also reports move acute
 

underuutrition in young Zirls (0-1l yeer) than in yu boys. (p.131)
 

Rizr' s researchl, 
 on the other hand, did not reveal any evert discrimination 

in feeding small children. However, she points out that the more subtle,
 

indirect operation of the confinements of purdah, which operates most
 

strongly in the years immadiately praceding and following marriage, and
 

the feminine ideal of self-sacrifice aue important cases of lower food
 

intake amoug adolescent un ied girls, young wires, and olde. womm.
 

On the whole average intake of total food is higher for males (NNS: 130). 

but women eat more vegetables (lal); they are also permitted to openly prefer 

sour foods, which are largely regarded as women's foods. (Maloney: 157) 

Pregnant wmen and lactating yomen also have the lowest calorie intake among
 

adults, due partly to the ideal of sacrifice and pertly to the belief that
 

a pregnant woman should eat less then normal to prevent feeling ill and to
 

preveat a difficult delivery; 
some p.ople blieve a pregnant woman when ill 

should omit food altogether. (Vermuryt xii). A nursing woman may eat lass 

if her child is sick so as not to cause the child to become sicker. (xiii)
 

The child also may be fed less or not at all. (.iv) 
 Some food 'are believed
 

beneficial and some harmful for milk productionj but there is much disagreement 

about which foods are and are not helpful. 

The tendency to nurse children as long as possible leads to the existaes 

of many wmen who are simultaneously pregnant and lactating. Their protein
 

and calorie and almost all other nutrient intake is further below the ueedad
 

levels than Ln any other segment of the population, including infants. 

Despite the effects of beliefs and traditional praetices n food intake, 
however, the main cuse of -alnutrition in Bangladesh is poverty and lack of 
food, As entioned earlier, income and Land holdings conrelate positively 
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Credi t 

Formal Credit. The Bangladesh Bank controls 
the credit system as
 

the country's central bank. 
It is the bankers' bank and banker to the
 

government. It foirmulates money and credit policy, issues bank notes,
 

and has responsibility for stabilizing the internal and external value
 

of currency and development of the money market. 
It manages the public
 

debt and is sole custodian of foreign exchange. (MOF 1981-82: 1)
 

Until 1975 627. of the funds of the country's banks and financial 

institutions went to the government to finance budget deficits and
 

government and semi-goierment agencies and corporations. 
Since August
 

1975, however, 56-577.has been allowed to go to 
the private sector.
 

(Hossain, in Bangladesh Yearbook 1983: 79) 
 Credit to the private sector
 

is implemented and administered through six nationalized commercial tanks
 

(Agrani, Janata, Pubali, Sonali, Rupali, and Uttara) and several specialized
 

financial institutions: 
 the Bangladesh Krishi (Agricultural) Bank, the
 

Bangladesh Shilpo (Industrial) Bank, the Bangladesh Shilpo Rin Sangstha

Lof Bangladesh, and the Bangladesh House Building Finance Corporation.
(Industrial Loan Corporation), Investment Corporation 
. (MOF: I) Additionally
 

there are the Bangladesh Cooperativa Bank Ltd.1 
and affiliated cooperatives
 

and the IRDP (Integrated Rural Development Project) cooperativesI which
 

'The Bangladesh Cooperative Bank Ltd. is the apex bank for "traditional"
 
cooperatives. 
Sixty-two central cooperative banks, 12 sugarcane growers,
several thousand cooperatiTe societies, and 16 cooperative and mortgage

banks operate within its fold. (Wennergrens 173)
 

'There are 
two parallel and separate systems of cooperatives in Bangladesh.

The first, operating on three levels, consists of: 
 1) Apex Cooperative
Societies at the national 
Level, 2) Central Cooperative Societies at the

secondary level, and 3) Primary Cooperatives at the local level. A
 government cooperative department, begun in 1904, has jurisdiction over
 
this system.
 

The second system is an extention on a nationwide basis of the method
developed by Akhtar Hameed Khan in Comilla in the 50's. 
 These IRDP coops

emphasize saving to provide short-term credit for members and training of

cooperativ 
officers and members in new agricultural methods. They operate

in two tiers, with local level agricultural cooperatives (Krishi Samabay
Samiti or KSS) under the jurisdiction of Thana Central Cooperative Associa­
tions, with government appointed, salaried supervisory and clerical 
staff
in addition to 
their elected officers. These are 
male organizations.

There are also women's IRDP cooperatives which operate in the 
same regions,

side by side with the men's groups. Host of the members 
are wives or
.daughters or sisters of the men in the KSS groups. 
 Though landless and

small landowners are eligible to join and do join in some areas, 
their

participation in and access 
to the benefits of these coops has been limited;one 

than half
survey of coops under 25 TCCA's revealed no cembers with less 


an acre of land; 23 had more than 5 acres. Despite the IRDP system's
succesa 
in mobilizing new agriculture technology, therefore, its present

reflection of the structure of the country's rural class system has Limited
its effectiveness for development. 
(Wennergren: 185-7)
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operate independently and are re-financed by the Sonali Bank (Wennergren
 
3
 

1983: 173).
 

Banks are well distributed throughout the country, providing access
 

to credit in most districts (Ibid.); 65% of the branches are in the rural
 

areas. 
 However, in 1980-1l only L2.41' of advances and 16% of the deposits
 

were made in rural areas. (Sarkar, in 1a2&.adesh YearboQk 1983: 139)
 

Thus the-urban centers are clearly favored, though one should keep in
 

mind that many of the advances made in urban areas are actually for use
 

in rural areas (e.g., jute trade or food procurement). Some attempt has
 

recently been made by the commercial banks 
to provide "small" (up to
 

Tic. 10,000) Loans for shopkeepers, retail traders, and self-employed
 

persons; in 1977-81 up 
to 2% of deposit liabilities were targetted for
 

this type of loan. Of these bmall loans 38% (18 of the total funds
 

dispersed) were made in the category of less than Tk. 1,000 and 507
 

(48 of the funds) were i 
the Tk. 1,000-Tk. 1,500 category, (From
 

figures provided in Sarkar, op. cit.) 
 Many of these loans appear to have
 

been made under special programs in specific are&s of the country and
 

targetted at various specific social groups, such as 
educated unemployed
 

youth selected for special training in entrepreneurship through a government
 

program. Nonetheless, it is a promising sign.
 

The banking system has been criticized for its use of low and subsidized
 

interest rates, which do not reflect the real value of money in the country's
 

inflationary atmosphere, do not therefore encourage deposits by investors,
 

and do not begin to cover the administrative costs involved in lending.
 

(World 1)ank 1983: viii, Wennergren: 178) 
 In addition, repayment rates have
 

been very low, averaging 3,' only, adding significantly to the costs; in
 

part this is due 
to poorly trained staff vith high workloads and low salaries
 

which make them vulnerable to "pressures to do 'favors' which fall outside
 

regular loan procedures.' (Wennergren: 177) Outside of some of the new 

experimental programs, which are not open to all, most bank loans also require
 

3There are also eight foreign banks. 
 A number of totally private sector
 
Bangladeshi banks have very recently been allowed to open.
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some collateral (in particular, land; but sometimes ocher tangible assets
 

such as stock for a demonstrably thriving business will do) 4 and extensive,
 

complicated paperwork which is costly to the recipient in time and travel
 

expense. Thus many are either ineligible to use or deterred from using 

traditional institutional sources; in some programs funds are allocated
 

but cannot be dispersed as intended. For example, in 1980 only about 327.
 

of the funds set aside for Special Agricultural Program loans were utilized.
 

(Wennergren: 178)
 

Informal Credit. According to an analysis of 28 studies on rural 

credit in Bangladesh (Hussain 1983: 13) institutional Lending (including 

NGO credit activities) has increased from about 147 of the cases of 

borrowing in pro-Liberation years to about 377. of the cases in the post-

Liberation pnriod. Despite this increase, the bulk of rural credit has
 

continued to come from non-institutional, non-formal sources. If loan 

contracts alone are considered, 747. have originated with non-formal lenders 

in the post-Liberation period; two thirds of the outstanding debts in the 

studies consulted were also from nou-formal loans. The average size of 

loans from non-formaL lenders has also been much larger: Tk. 848 per 

borrowing household in post-Liberation years as opposed to Tk. 23 from 

formal sources. (Ibid.) A 1979 Ministry of Land Administration and Land 

Reform study found that the amount taken from informal sources increased 

as the size of land holdings decreased; those with less than 0.5 acres of 

land borrowed 867. of their funds from informal sources. (Wennergren: 176) 

According to the studies reviewed by Hussain, informaL, sources of
 

credit, in urder to importance, are (1) friends and relatives,
 

(2) professional moneylenders, and (3) well-to-do rural people, shopkeepers,
 

and "marketing intermediaries" (undefined). About one fourth of the total
 

non-formal credit is supplied by the latter group. (Op. cit: 15) 

4In Manikganj 
all of the banks require land or an established, licensed 
business as collateral plus, in most cases, the guarantee of a "reliable" 
-third party. Only the Krishi Bank mentioned the USAID Rural Finance
 
Experimental Project operating through one of the BKB branches in Betila,
 
a village about 3 miles from the Town and 1 miles from the border of the 
municipality, as a possible source of unguaranteed loans. These would not
 
be available to ?anikganj town residents or other people outside the 
experimental area.
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Borrowing for purposes ocher than produccion was found to be important
 

in all areas. Production loans were more mmerous in "progressive" or
 

agriculturaLy modernized regions; non-production Loans were ,ore numerous 

in traditional areas. About 4/5 of the non-production Loans were for family
 

expenditures like food, education, social and religious ceremonies, house
 

repair, and Litigation. Production Loans were almost all (over 907.) for
 

fixed, current farming costs. (Ibid.) 

About 63% of lons and 75% of loan contracts were found to involve 

payment of interest, but more than half the borrower households paid non­

monetary interest. Mone Lenders, shopkeepers, and marketing intermediaries 

charge the highest ratei of interest though an "insignificant" number of 

moneylenders give loant without interest. Interest charged on kind loans
 

was higher than on cash loans; for paddy loans it ranged from 200-4007 per
 

year and for loans aginst tha unharvested crop interest was about 3367 

(p.15), ranging from 1507. to 7307. per year. (Huaaini 15-16) This particular 

article quotes no average or usual amount of intaeQxt for informal cash 

loans, but Yunus (1983: 2) states that at least 107. per month (120% per 

year) is "so commonplace 1ou don't even notice it." Waenergren (206, fn. 48) 

also indicates that "107. per month or higher" is the reported norm. Siddiqui 

(362) gives 1207.-240 (107.-207. par month) as the practice in his research 

area. Our own informants indicate that 57. per month is a normal starting 

place; 10% is not unusual.. 

In many cases the a:tual interest collected is of secondary importance
 

to the lender, whose main goal is rather to acquire the borrower's collateral.
 

(Yunus: 2) Hussain (15) details a number of practices described by the
 

studies in his review ,-hich also make the actual interest rate higher than
 

stated:
 

L. 	Raising the prices of goods advanced as a loan and/or devaluing 

goods given in repayment if repayment is made in kind; a variant 

on this is the use of one weighing system (e.g., 1 seer = 80 tolas) 

while advancing the loan and another (e.g., I seer n 82.6 tolas) 

when coLlecting payment; commercial banks do this as well, e.g., 

buying foreign exchange at one rate and selling on the same day 

at 	another. 
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2. 	Demanding labor in payment for 
the loan, sometimes with a
 

restriction against working for anyone else until the loan is
 

repaid; wage rates "paid" by the creditor against the loan are
 

usually below prevailing levels.
 

3. 	For repayment in kind, repayment may be required at 
a time when
 

the market value of the commodity is much higher than when it
 

was borrowed 
(the reverse is also possible, accounting in part
 

for the apparently strikingly higher interest rates 
for 	kind
 

than 	for cash loans).
 

4. 	Loans against an as yet unharvested crop may be made on the
 

condition that the crop be sold to 
the 	lender at less than the
 

going market rate.
 

5. 
The borrower may be obliged to make other (non-loan) purchases
 

at the shop of the lender and may pay higher than normal prices
 

for 	these as well.
 

6. Even interest-free loans may require hidden payment in the 
form
 

of services such as political or factional support.
 

No conventional collateral was reported for 51% of the loans in
 

these studies; however, informal obligationw, as indicated above, were
 

often incurred. 
Secured loans tended to be preferred by professi~nal
 

moneylenders and the rural elite; shopkeepers commonly required purchase
 

of 	goods at their shops rather than collateral. Non-secured loans had
 

higher rates of interest. 
Among secured loans over 3/5ths of the borrowing
 

households gave land as collateral.
 

The Lnfoaal credit sources are 
regarded by some as an alldevouring
 

evil and by others as the providers of a much needed and otherwise
 

unavailable service for poor borrowers, high interest rates 
reflecting
 

the high risk involved. The informal sources tend to 
know their clients
 

personally, can respond quickly to 
their needs, and can exert pressure
 

for repayment from close range. It is interesting that in a village
 

studied by BRAC near Manikgauj, where there were no traditional large
 

moneylenders, the majority of those providing this service were "women
 

from the top (economic) categories" using profits from their excess
 



(Maloney 1980: 79-96) Strictness of application varies with age and social
 

class, being strongest during a woman's most productive years and w ihin
 

the rural middle class. Purdah is also a positive idial:
 

Those who practice it sincerely believe that they ge inspiration
 
to observe family traditions and instructions in the faith. They

believe they are more con.cientious in all their thought and
 
behavior, and observe prayers and fastings more. 
 Parda is both
 
an outward symbol of piety and propriety, and a means to achieve
 
religiosity and inner peace. 
 Men living in families practising

parda are also thought to enjoy these qualities. (Ibid: 30)
 

Though not exclusively a feature of or original with Islam, purdah has become
 

syeolic to Muslims of the Islamic way as 
opposed to other ways of organizin;
 

society and zulture; given the need Ear maintaining s~mbolic separation from
 

other world views in the context of the formation of Pakistan and Bangladesh
 

and the fact that purdah enhances male prestige, adherance to it is Likely 

to die hard in Bangladesh. (Ibid: %2, 96, 270).
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vegetable and poultry sales. 
 The BRAC analysis stresses the inter-kin,
 

inter-neighborhood, patron-client parameters of both male and female
 

derived informal credit in this village. (BRAC: 74)
 

Recent Exeriments n Institutional Credit. Recently various PVO's
 

and donor agencies have been axperimencing with different types of small­

scale credit, both through and outside the corxercial banks. Notable
 

among these projects is the Rural Finance ExperimentaL Project of USAID, 

administered through nine rural financial institutions (7 banks and
 

2 cooperatives). An attempt to 
test eight different possible ways of
 

delivering non-secured credit to and mobilizing savings from 
 small rural
 

producers not normally serviced by banks, the RFEP has found, among other 

things, that "unless natural calamity intervenes, borrowers will repay 

loans if they Zeel thct a further loan will be forthcoming quickly when 

needed," that interest rates as 
high as 36% are acceptable to rural
 

borrowers, that Lending procadures can be streamlined, and that institutions 

can cover their administrative costs through interest and finance charges
 

and can expand. Usurious local private rates can also be brought down
 

through competition; in several project areas money lenders reduced their
 

rates from 120% per yeat to 
607. or 40%, and the 15 interviewed indicated
 

that they considered the program to be a threat to 
their profession.
 

(USAID 1982)
 

A second succesaful small loan program in operation in only two
 

districts so far (now being expanded to five) is the Grameon Bank Project.
 

Under the auspices of project staff small loans from the resources of the
 

commercial banks and the Kxishi Bank are 
extended to groups of five
 

individuals of similar economic status 
for income generating projects.
 

Recipients can own only up to 0.4 
acre of land or have total family assets
 

equal to no more than the value of one 
acre of medium quality land in the
 

area. 
 In lieu of collateral for individual loans 
social pressure through
 

group meetings and forced savings for emergencies and future group
 

activities have led to a repayment rate of over 99% and savings of
 

Tk. L5.6 million among 50,000 landless people, 4"o of whom are women.
 
(Yunus 1983: 6) Grameen Bank operates only for ri ral people but largeLy
 

for non-farming activities.
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Other NGO's such as the Christian Commission for Development in
 

Bangladesh lend to individuals throu&h and/or to groups, charge high
 

interest, and refund pirt of the interest to the group or individual
 

at the completion of the repayment of the 
loan, again using group
 

pressure and future access 
to fored savings as an incentive to repay.
 

(Hastings 1983: 20) CCDB has alto experimented with 24-hour Loans to
 

Dhaka street haukers of clothes, vegetables, and fruit in an attempt
 

to 
break the target vendors' dependence on wholesale supplier credit,
 

for which they have had to pay hiOt interest and a part of their profit. 

Staff negligence aud possible corruption caused the experiment to fail,
 

but CCDB was encouraged by its initial success and wants to reinstitute
 

it. (Adhikari, personall communication) Another PVO, Manabik Shahajha 

Sangetha (MSS) has a small loan program for self..employed slum dwellers 

(including street,vendors), in operation in Dhaka for a.year and a half.
 

Borrowers take 
'rom Tk. 350 to Tk. 1,000 and repay in weekly installments
 

over a 
period of up to two years, paying 5% service charge only. Out of 

80 loanees to data only four have defaulted, due to illness. (Rahman 1984) 

Most of the PVO&s currently operating in Bangladesh now have small 

loan programs like these (though not uecessatrily aimed at vendors). 

In contrast to the banks, which traditionally are not interested in what 

is being done with the money they lend, only in getting it back with 

interest, the Graneen Bank and NGO credit programs place emphasis on the 

developmantal aspects of activity whichthe for the loan is given. 

Through PVO and donor agency influence banks are becoming more flexible. 

Institutional sources are thus becoming more accessible to small borrowers 

and are coming to have more of a developmental focus than previously. 

However, they do not yet come anywhere near filling the existing need.
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RESEARCH SETTING 

Bangladesh is divided into four main administrative/political regions:
 

Dhaka, Chittagong, 3hulna, and Rajshahi 
 Divisions, named for thcir respective
 

capital cities, which are also', in the same 
order, the four largest cities
 

in the country. These divisions, which are often referred to 
respectively
 

as 
the central, eastern, southern, and northern zones, are 
subdivided into
 
districts; 
districts are divided into upozelas (previously called thanas);
 

upozelas are divided into unions, 
 and unions into villages. (Districts have
 

recently multiplied in number, the previously existing level of subdivision,
 

between districc and 
thana, having been phased out; many former subdivisions
 

have now become'districts.)
 

Geographically the four regions are 
quite similar, most of the country
 

being alluvial plain crossed by many 
 rivers, but there are low hills, greater
 

rain.fall, and an abundance of forest in the 
eastern ChittaSong division, relatively
 
dry plains in he north, and a combination of river and tidal plains in the
 

southern division. (Wennergren: 47) 
 Most of the country's crops are
 

produced in every region, rice and jute being dominant. Other agricultural
 

products are 
tea (almost entirely grown in the eastern division) sugarcane,
 

oilseeds, fruits, vegetables, spices, wheat (mostly grown in the north),
 

potatoes, tobacco, cotton, pulses, Livestock, fish and forest products.
 

(Wemnergren: 60-61)
 

The Central Zone
 

The central 
zine, i.e., Dhaka Division, contains the highest jute
 

acreage (437.) 
 of all the divisions and 27 
 of the acreage for all types of
 

rice. Potatoes and oilseids are also widely grown. 
(ifthe four divisions,
 

Dhaka produces the smallest amounts 
of wheat, fruits, and vegetables.
 

Urbanization and economic development as a whole are more 
or less uniform
 

throughout the country, but Dhaks Division dominates slightly; 
in 1974 it
 

had three of the country's nine largest cities, the highest percentage (27.)
 

of ecanonically active persons in non-agricultural pursuits, the largest
 

number of public sector industries (44%.), 
 the largest number of large.scale
 

industries and the most per capita kilowatt hours of electricity available.
 

(Chaudhury: 30)
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Within Dhaka Division the capital is a dominant force, skewing all
 

divisional and district statistics in'the direction of its own profile and
 

making separate analysis of other urban centers in the region difficult.
 

In 1981 it accounted for 137. of the total population in the central zone, 

34.5% of the total (then) Dhaka District population, and 89.6% of the (then) 

district's urban population. 2 (Based on tables in 1982 Statistical
 

Yearbook: 114-115)
 

There are five main regions in the central zone corresponding to its
 

former five districts, whose capital cities are 
also the largest and most
 

important in the zone: Mymensingh, Tangail, Faridpur, Jamalpur, and of
 
13
 

course, Dhaka.
 

Excluding the capital, only one of these administrative-cum-service
 

and 
comnrcial nenters (i.e., Mymensingh, population 107,863) has a population
 

of more than 100,000. 
The remaining three range from 66,911 (Faridpur) to
 

89,847 (JamaLpur).
 

The central zone was considered to be the most representative or at least
 

the least atypical region of the country as 
a whole, and accordingly all of
 

its above-mentioned former district capitals as well as three other non-capitals
 

(Savar, Narayanganj, and Manikganj) were informally surveyed prior to 
the
 

selection of the research site. 
A few details from this pre-survey and the
 

reasoning behind the selection of Manikganj 
for the study have been given in
 

Appendix II.
 

Hanikeani Region
 

Manikgauj, the town which we chose for study,is a former subdivisional,
 

presently district,administrative headquarters with a population of 38,000 in
 

1981. Though it is linked to 
its hinterland both by river and a network cf
 

roads, (62 miles of metalled, 14 miles of semi-pucca, and 515 miles of dirt road)
 

(Dbaka District Statistics: 97), the condition.of the latter is not good,
 

1
'The dominance of Ohaka city does not begin to 
compare to the preeminence
cf capitals in many other Asian countries. In l981, Dhaka city was 2.49

times as large as Chittagong, the country's second largest city. 
 In cdntrast,

in 1967 greater Bangkok was 32 times the size of Thailand's next largest
city and containe 
 over half the country's population. (Chaudhury: 8)
3
This is ex' .uding large cities Like Demra and Narayanganj, which the government
 
now includes within the capital's "statistical metroonitan arpsa_" 

http:condition.of
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much of it 
being under water in the rainy season. Nonetheless hanikganj
 

town is 
the most important market center in the surrounding area (7 thanas
 

of the former subdivision) 
 by virtue of its position on the main metalled
 

highway which connects Dhaka city with the ferry system at Aricha (BRAC: 1982: 
1),
 
gateway to the northern, southern, and western regions of 
the country. Most
 

of Manikganj's trade with its hinterland moves via this primarily east-west
 
highway. (Baqee: 98) 
 This highway also carries many goods, which formerly
 

came to the town, past it and to 
the capital 40 miles to 
the south-west,
 

also providing good linkage between the capital and the town.
 

ManikganA Rezion
 

The Manikganj region comprises an area of 535 sq. miles. 
 It is one of
 
the poorest in Bangladesh, much of the 
land being unfarmable in the rainy
 

season, especially in the south near 
the Padma River, where erosion is
 
constantly changing 
the topographic and landownership patterns. 
 Fifty-five
 

point sight percent of the cropped area has only one crop a yea-; 6.77. of
 

the total area 
is fallow. 
 (Dhaka District Statistics: 
 20) The sandy soil
 
is unsuited to rice, producing an average yield of 10 maunds (approximately
 

820 lbs.) 
or less per acre. (BRAC: 1982: 1) By contrast, the average yield per
 

acre for Bangladesh as 
a whole in 1981-82 was 1038 
lbs. As a consequence,
 

though it is a rice producing area, Manikganj 
is a rice deficit area, producing
 

less than its population needs. 
 Thana Statistics. Vol. 1, 1981 estimates
 

the average yearly foodgrain deficit between 1974-75 and 
1978-79 to have
 

been 51.7 thousand tons.
 

Crops grown are generally the same as 
those grown throughout the central
 

zone though proportions of particular crops vary. 
 For example, though boro
 
rice is a specialty of Dhaka Division and outproduces aman rice in (the
 

former) Dhaka.District as a whole, in the Manikgani 
area in 1981 amen rice
 

production was 3.67 times 
that of boro; the region's amen yield was also
 

higher than (1.4 times) 
that of any'other section of the district. 
 (Dhaka
 
District Statisticsi 37). 
 The former Maoik&anj subdivision also outproduces
 

14The seven thanas of the former subdivision are: Manikganj, Saturia,
Herirampur, Ghior, Shivalayar Daulatpur, and Singair.
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all other areas in the district in khesari dal, the country's most.
 

15 
inexpensive pulse. Manikganj produces more of this than any other
 

type of pulse though six types are widely Crown. 
The arta also leads 

the surrounding region (former Dhaka District) in production of cabbages, 

radishes, mustard and sesame seeds, mangoes, papayas, lichis, jackfruit 

pineapple, bananas, peanuts, beaus, potatoes, tomatoes, pumpkins, and
 

cauliflower; onions, garlic, :'illis and other spices are also g;owU
 

for sale. 
Wheat, jute, sugarcane and aus paddy are ocher important
 

cash crops. 
Six percent of the cropland is irrigated, compared to 
19.
 

in the country as a whole. 
 (Dhaka District Statistics: 23) Forty-nine
 

villages are electrified (one for every 1.32 unions.), 
and the subdivision
 

has 6816 drinking water tubewells, one for every 155 persons. 
The
 

region's rural markets (hats) are more sparsely and less uniformly
 

distributed (oue for evary 15 sq. miles) than elsewhere in the forLer
 

Dhaka District. (Baqee: 95)
 

Brickworks appear to be 
a rapidly expanding industry and the only
 

works in the area that could be called large (up to 124 workers per unit).
 

In 1982 .there were 17 in the subdivision,employing about 
417 workers, an
 
average of 24 per enterprise. Fifteen of these were 
in Hanikganj thana.
 

(Dhaka District Statistics: 74) A year later, at the 
time of the research,
 

there were 13 
on the periphery of Manikganj town alone. Seven of these
 

were seasonally ecploying between 55 and 124 workers each, an average of
 

97 per unit. (Field Observation) Industry, therefore, is primarily micro
 

and cottage industry. 16 Machine rice mills also employ up 
to 12 workers,
 

and the large mills often employ women to boil and turn the paddy on 
the
 

drying floor before it is husked in the mill. 
 Only 3 out of 30 mills
 

observed in Manikganj town had over 10 employees, however, and half of the
 

total had only one (male) employee.
 

In some regions this food 
causes crippling degeneration of the nervous
 
.system when eaten in large quantities as the major staple in the form of
bread. 
 It is not the custom 
to eat it this way in Manikganj, however. 

16In larger Dhaka District as a whole in 1981-82 there were 1157 registered
factories (Dhaka District Statistics: 
72), but data on the number, if any,in Manikganj subdivision is unavailable to date. The bulk of the District's
factories are likely to be in Dhaka Sadar, Narayanganj, Munshiganj and
Narshingdi subdivisions rather than in Mlanikganj.
 

15

http:industry.16
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According to the Bangladesh Bureau of Statistics, in 1982 there were 

12 sawmills in the subdivision, employinb a total of 62 workers; in 1978 

the subdivision had 5,550 handloom workers (only 395 of whom were paid 

employees and 67 of whom were casual) working in Z905 establishments, an
 

average of 1.9 per establishment. There were also 4694 units of other
 

types of cottage industry (unspecified) ergaging a total 12,839 persons,
 

an average of Z.7 per unit.
 

Within the 
town itself, there are numerous service industries such as
 

oil and flour mills, rickshaw repair services, goldsmithies, musical
 

instrument makers, blacksmithiOs, carpeatry works, watch and electrical
 

goods repair/supply shops, all employing under 10 people. 
The same is
 

true even of the food processing operations such as the ice cream/ice
 

factories, the cold drink manufacturer, and the bakeries, acar and candy
 

factories which were excluded from our study as too "large." Rickshaws 

are numerous, and building and road construction projects (food for work 

projects connected with the widening and repair of the main highway) provide 

additional sources of daily wage labor.
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Municipality
 

Manikganj municipality is primarily an administrative, commercial and
 

service center. Two Levels of government offices(formerly thana and
 

subdivision, now upozela and district), civil and criminal courts (now both
 

upozela level and district courts) 2 hospitals, a veterinary hospital,
 

7 primary schools, 4 high schocls, 2 colleges (one coeducational and one
 

for women only) the thana1s only 2 cinema halls, a sports stadium, a twice­

weekly periodic market (hat) and 3 daily markets bring visitors to the town
 

on a regular basis. Manikganj is considered to be a "3rd grade" municipality,
 

meLning that its tax base is between three and five lacs. If one can believe
 

the figures in the 1982 Statistical Yearbook, the population of the
 

municipality has increased by 1L,347 or 42.6% in the Last 7 years, an
 

average of 6.09% per year, which is twice the rate of increase for the
 

country's total population in that period (3.137 per year using the same
 

set of figures) and half that of the country's urban population (12.8. per
 

year). (Based on figures in 1982 Statistical Yearbook: 114)
 

In 1972 the municipality borders were extended to incorporate a number 

of outlying village areas, and there is therefore a difference in character 

between the central commzarcial and residential areas (still regarded by 

locals as the 'town' proper) and the village-Like residential areas along 

the border (referred to as "out of town" and as "villages" by locals), most 

noticeably in the higher quantity of totally bamboo and thatch housing and 

total lack of paved roads in the outer areas. However, there are no
 

particular residential squatter/migrant areas in the toun. Migrants appear 

to disperse themselves without friction throughout the municipality although 

there were some recent attempts to build kaca housing in one particular area 

near 
the court which were summarily dealt with by the subdivisioual officer.
 

7Many people do not accept such a high growth rate for the country as a
 
.whole. USAID uses 2.5% per year for the rural population and 9.5% per
 
year for urban population increase. (Wennergren: 65) However, the 1982
 
Statistical Yearbook figures 
are the only ones we have to go by. (Using the 
ratio of the percentage obtained from 1982 Yfigures to the
 
percentage accepted by USAID (12.8:9.5), the population increase in
 
Manikganj Pouresava is reduced from 6.09% per year to 4.52 per year

during the last 7 years.)
 

1
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The bulk of the municipality lies 
between the Dhaka-Aricha highway on 

its northern border and the Kaliganga River to the south. In two places
 

very small amounts of secondarily incorporated municipal territory extend
 

beyond these natural boundaries on both northern and southern borders.
 

However, the town prope.r stretches along both sides of an offshoot of the
 

river, which passes in an 
arc from south to north and then south again to
 

join the river below the town. Residents call this "the canal."
 

The town's main commercial and residential area lies 
on both sides of 
a road which runs east and west along the southern border of the canal.
 

Buildings facing on 
this street are mostly permanent, made of brick and
 

cement and, in a smaller number of cases, wood and combinations of wood and
 

tin. Almost all 
are either commercial establishments or government offices,
 

including one 
government school; but directly behind them and accessible by
 

only a few narrow paved streets and a multiplicity of tiny unpaved lanes,
 

the arvia is solidly residential.
 

.esidential areas 
also border the northern side of the canal and fan out 

in all directions on eastern and western ends of the canal's northern stretch. 

A second east-west road containing government offices, shops, a nursing home, 

and a girls' school as well as private residences parallels the main road on
 

the south. Another important metalled, north-south road runs from the highway 

to the court and, after a detour around it, to the river ghat in the south. 

Manikganj was 
selected for the research because it appeared to have an
 

active street 
food trade, its small size made it seem more manageable for
 

detailed research, and the ready-to-eat food for sale t.here, with 
 the exception
 

of one or two items, was the same as 
that found in all other cities visited 

except the capital, which was felt to be too large for convenient study.* 

Food Selling Areas:
 

Main Road
 

Along the main road a number of impermanent and also structureless food
 

selling shops are 
found either on the pavement or on the verandas of permanent 

buildings, and moving fast-food peddlars (three or four with pushcarts) can 

aiso be seen walking with their wares. Some collect in front of the school
 

which faces on 
this road at opening time, lunch time, and in the afternoon. 

A description of the street food situation in the towns visited in
the pre-survey, and a more detailed explanation for 
the selection of
Manikganj have been given in Appendix IV. 
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They also gather near the cinema hall at show time. 
After dark the pushcart
 
vendors who sell chatpotti position themselves in the area where ayurvedic
 
and allopathic medicines are 
sold, finding many customers among the men who
 
sit in these shops to gossip. 
 Some of the ayurvedic medicine customers also
 
consume one particular type of medicine as 
an alcoholic beverage, and parties
 
which meet in some medicine shops in the evenings find chatpotti a particularly
 

good accompaniment to 
their drinking.
 

The Markets 

1. Ktca Ba.ar
 

The town's main permanent market (called the kacabazr 
or rau goods
 
market, though many processed and manufactured goods, both edible and inedible,
 
are sold there) lies on tho 
north eastern curve of the canal, just as 
the
 
latter begins its dip to the south. 
This selling area houses several blocks
 
of a combination of privately owned, 4-walled, permanent shops (with residences
 
behind them) and pavement sellers who position themselves along and within the 
intervening streets and lanes. The latter simply sit on the ground with their 
wares in front of them; there are no stalls or demarcation lines to separate 
them, though the positions of the regular vendors are respected by custom.
 
Fish, meat, and milk sellers sit 
under a roof on a cement platform; vendors of
 
other products sell without benefit of any structure other than the temporary
 
roofs which some of them improvize from bamboo poles and jute or plastic sheets
 
on very sunny or rainy days. 
On Sunday and Wednesday afternoons there is also
 
a regional periodic market (hat) in the same location. Then farmers, craftmen,
 
and professional vendors from many miles around (some of whom move regularly
 
from hat to hat) as well as villagers from the hinterland whu come for shopping
 
also sqeeze into the 
lanes in the kaca bazar, making any unnecessary movement
 

unwise if not impossible.
 

Rady-to-eat food is sold here by about 212 vendors, both from permanent
 
structures with tables and chairs and from pots or baskets on the ground. 
 It
 
ranges from full and partial meals to sweets, 
tea, end snacks. Customers buy
 
and take away for home consumption or eat on the spot, jostling each other as
 
they chew, sometimes standing, sometimes walking, sometimes sitting either on
 
chairs or on bricks 
on the ground in front of 
the vendor's pot. (English-speaking
 
Benalia call the latter arrangement an "Italian restaurant," after the Bengali
 
work 41 
 which meana "brick.")
 



41 

Most of the permanent shop buildings are rented by their current users 

from owners who live elsewhere in town, having found it more profitable to 
rent their property than to live in it. A few vendors sell from their 
own
 

land.
 

Those vendors who sell from makeshift temporary structures or from no
 

structure at all pay a daily toll to 
a collector, one of eight sublessees
 

of a man 
Yho has bought the year's collection rights from the municipality.
 

Amounts collected vary according to 
each veudorls goods and volume of trade.
 

Rules for assessment of toll are posted in the market, but it is 
not known
 

how closely they are 
followed by the collectors or understood by the vendors.
 

We would guess the amount paid by all 
the vendors together (not only street
 

food vendors) to be at least 1207. over and above the amount received by the
 

municipality for its lease, perhaps as much as 
200% above this, because the
 

lessee himself appears 
to make 1007. on his investment. (See also p. 15 
above).
 

The vendors also pay unofficial tolls in kind to 4 municipality sweepers
 

who clean the market daily. The kaca bazar is the only area 
in which the
 
municipality collects tolls or taxes from itinerant and structureless vendors.
 

In all other areas such vendors are allowed to sell tax free. 
 (It is the
 

central government which objects to the vendors at 
the bus stand rather thau
 

the municipality. 
See below.) From structured shops in other areas it
 

collects property tax from the building owners 
alone, and in one block of
 
pakka shops which it owns on 
the main road near the court, it collects rent.
 

2. eaths Ghat
 

A second smaller permanent market is found at 
the ghat, where temporary,
 

unhoused sellers of raw fruits, grains, and vegetables also appear daily in
 

the mornings. Prepared ready-to-eat food is also sold there both from
 

permanent stalls and by itinerant vendors. 
 A drop in the level of the river
 

since 1974 (attributed by informants to 
the Farakka Barrage) together wich
 

] 8The rar..Ja 3arrage is located on the Ganges (Padma) River L miles northof the Indiad-Bangladesh border near Chapai"aNwabganj 
in RaJshahi District.
Since 1974, when it was completed, Indian authorities unilaterally determine
the flow of water, diverting it to the flooghly when it 
is needed at the
Calcutta port and releasing it into East Bengal when the levels on the
Indian side become dangerously high.

streams and rivers now become 

Thus in the dry season many associated

uch lower than they used to
completely dry; buLin flood season there is no 

be, sometimes 
corresponding benefit from
drier conditions in Bangladesh. Negotiations with India over control of the
flow of water have been continuing for a long time, but no 
significant
agreement 
has yet been reached.
 



the increasing importance of the main highway has caused the 
traffic at
 

the ghat to be greatly overshadowed by that coming by road to the town.
 

However, a number of outside goods for local sale (e.g., 
tea, sugar, salt,
 

biscuits, cloth) as well 
as local goods .for export to Dhaka (e.g., paddy, 

rice, jute, dal, mustard seed, spices, onions) still travel by river; and 

many villagers from the southern side of the river who walk or cycle to
 

the town for shopping, for work, or for sale of their produce also pass
 

through the ghat on thair way to the town. 

At the ghat also some of the permanent buildings are rented from
 

owners who live in other parts of town.
 

Bus Stand
 

The third important market area is 
 at the bus stand on the Dha!v-Aricha 

road. Here the highway touches the northern end of the municipality's main 

north-south road and the only metalled road by which one can enter the town 

from the north. Large inter-city busses stopping on their way to and from
 

Aricha, wait 5-10 minures for additional 
passengers on the north-western and 

south-eastern corners oe the intersection. On the south-western corner is a 

ticket office and a 3-walled tin waiting room for passengers of the hanikganj 

based min.-busses which ply non-stop beteeu anikganj and Dhaka. These 

coasters, which leave only when full, park in front of the office to wait
 

for their customers, who usually sit 
in the busses rather than in the 

waiting room. The latter is used mainly during strikes and political
 

disturbances when,coasters on the road or anywhere else are
 

few and far between.
 

At the head of t.he T-shaped intersection is a large cinema hall; behind
 

it on both sides, ac a greater distance fron 
the road and actually outside 

the municipality, are numerous upozela (thana) government offices. The 

large, two-storie government Primary Teachers' Training Institute on the
 

south-eastern side, a long block of permaneut one-storied 
shop buildings 

on the south-eastern side, rice mills, a sawnill, cycle repair shops, a
 

petrol station, other government offices, including a small veterinary
 

hospital, and a mosque, all bring numerous people to the area on what is 

from th. government's point of view legitimate businesi. A large number of
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cycle rickshaws, some fitted for'passengers and some for goods transport,
 

wait on the southern side of the road for customers going into 
town or to
 

neighboring villages. 
 Bricks for road construction are piled along the
 

southern side.
 

Both the highway and the road to 
town are raised many feet above the
 

surrounding countryside, 
 and most of the above-mentioned institutions are 
similarly located on raised land associated with the roadbed. 
 Bordering
 

this roadbed and between it and the country side are.many miles of water­

filled ditch which came 
into being at the time of constructing -he road.
 

Sdme stretches of ditch are water-hyacinth-filled swamps. 
Others have been 

cleaned and stocked with fish. Ducks swimming on the surface and goats
 

and cattle grazin, on the slopes add their 
calm and beauty to that of the
 

stretches of green cropland beyond, 
 all contrasting markedly with the bustle 

on 
the roads and the turmoil of the intersection above. 

Along the shoulders of the road on all sides of the intersection,
 

squeezed in among the rickshaws, 
 coasters, busses, legally recognized
 

structures, and piles of bricks, 
are numerous vendors sitting on the ground,
 
on raised wooden platforms, and in 3-sided bamboo or wooden stalls. 
Many of
 
the latter are built on long poles oier the ditch. Moving hawkers also ply
 
back and forth between the sides of the road,running to surround each new
 

bus as it arrives,shouing and waving their wares 
under the noses of the
 

pasnengers. 
These people are "illegitimate" and have been cleared away
 

several times by representative of the central government, 
to whom the land
 
belongs, which has other plans for it, 
and which regards the vendors as an
 

eyesore, a source of crime and an obstruction to the smooth
 

flow of traffic. 
 At night the vendors,
 

hawkers, rickshaws, goats and ducks all disappear, leaving only the stallso
 

platforms, darkened coasters and bricks 
on the scene.
 

This moving portion of the market is an important daily source of fresh
 
meat, fish, fruits and vegetables, grains, clothes, shoes, tailoring and
 
barberiU services for the 
town and its visitors. 
 It is also an important
 

source of ready-to-eat foodpan and cigarettes for 
the "Legitimate" businessmen
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at the intersection, and for the bus passengers passing through, as 
many
 

of these vendors are sellers of street food. 
Only four of the food sellers
 

are housed in pakka and legally recognized buildings rented from owners who
 

live in the area.
 

Court
 

Following the north-south road from the bus stand one crosses a bridge
 

over the canal in the center of town whichdue to the present usut ly low
 

level of the river, remains dry except in the rainy season. 
To the south
 

of the bridge are 
two complexes of buildings consisting on the west z..de of
 

the residences of the central 
gover=ent officers, the government rest house,
 

the post office, the stadium, and the hospital. On the east side are the
 

civil and criminal courts, the bar library, the jail, the public library,
 

the cooperative bank, and a mosque. 
The area immediately to the south of
 

the court houses many bamboo and wood 3-walled restaurants and hotels with
 

tables and chairs. These rent the land under their temporary buildings from
 

the office of the senior-most c~ntral government representative (previously 

the Subdivisional Officer, now the District Commissioner). Gratuitous
 

contributions of tea and snacks are also made to these offices. 
A smaller
 

iumber of unhoused vendors are also stationed in this area, making the 
total 

about forty. 

Neighborhoods
 

The entire town (in the local sease) is a mixture of residences,
 

businesses,primary schools and government offices though some areas such as
 

the entire northern border of the 
canal contain more residences than anything
 

else. Outsid.. the town,(but in the municipality) businesses and offices
 

become very few and in some areas 
are non-existent. Housing varies from
 

single room bamboo and thatch 
through tin and wood and various combinations
 

thereof to two and three-storied brick. 
 Perhaps most frequent in these areas,
 

however, are houses made from 
tin or combinations of brick and tin. 
 In those
 

neighborhoods which were iacluded in the study ready-to-eat food is sold
 

mainly from mudidokans or by itinerant hawkers, very occasionally from a 

tea or snack zhop. (See definition, Appendix 11, p. 200) 
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Twenty-three village-like residential areas were omitted from the
 

study because they contained very few vendors or no vendors at all. 
19
 

Water Availability and Safety
 

In all the food selling areas clean, drinkable water is available
 

though not usually at close hand. It must be brought in most cases from
 

a distance of about 100-150 yards, usually from a tubewell; in three
 

places it can also be brought from taps ccanected to the municipal water
 

supply. (The Latter provide water only during three short periods of a
 

half hour to and hour each in the early moraing,at noon, and at sundown.)Z 
0
 

Most hotels, restaurant , and tea shops, which require water at the selling
 

location, hire women to bring it at least twize a day. None has its own
 

private tap to our knowledge. Water is carried by the women on their hips
 

in large, narrow mouthed clay jugs and poured into the vendors' own storage 

containers, usually steel drums or other large clay jugs. Often these are
 

kept covered. Municipality tubewells have been observed to be scattered
 

19In six of'these area 
only one vendor (in all six cases a grocer's 1hop)
 
was seen. InHabogram and Uchatia respectively two vendors were present
 
(three of the four being grocer's shops), and in Pouli another three
 
grocer's shops were observed; The latter three areas could have'been
 
included, but they did not seem to be different in character than the
 
other residential areas (e.g., Motto or Hijull). It was not expected
 
that anything new would be learned by interviewing the few vendors there,

and greater than normal difficulty of access to them (only on foot and/or
 
very circuitously) suggested that they would be somewhat less closely
 
tied to the town's commercial network than either the included areas or
 
some of the villages completely outside the municipality (such as Betila
 
in the southeast ov Bhatbhour in the aorthwest).
 

20At the bus stand 3 tubewells provide water for vendors: at the teachers'
 
training institute, at the mosque, and on the eastern side in front of
 
the permanent shops. In the densely populated kaca bazar area thern are
 
7 municipality tubeweLs, and one municipality tap, a private tubewell 
belonging to an ice cream factory (not in our universe) and another inside 
the area of the Laosque; the latter two are also sometimes used by vendors. 
The residential population of the kaca bazar area and the eastern ead of 
the main road are also dependent on these sources. On the main road 
itself there are additionally three public tubewells, one near the eastern 
end, one by the municipality office and one in front of a bank. OU the 
western end vendors and populace alike may use those in the vicinity of 
the court: 3 public and 2 private tubewells (at the mosque and the hospital­
semiprivate). On the road parallel to the main road on its south there are 
2 publicly tu:h used private tubewells and one municipality cubewell. The
 
road to the ghat has one tubewell, and the water supply office, located on
 
this road, has a tap which is used by the public. At the ghat the. fire
 
brigade, the mosque, and a government warehouje each have a tubewell,
 
occasionally but rarely used by vendors. The main road's eastern exzension
 
through the neighborhood of Bandutia, where a number of mobile and impermanent

vendors sell, has 2 municipality tubewells and 2 private ones which are used
 
by the public. There is also a tap at the head of the bridge from the
 
kaca bazar to the northern side of the canal.
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throughout the residenticL neighborhoods included 4n the study. 
 (We have
 

no information regarding PuheweLLs in the municipal areas 
excluded from
 

the study.) 
 Ponds and canals are just about as aCCessibLe as tubewells,
 

if rot more so, 
probably within 150 yards of every dwelling/seLling location.
 

It is our impression that 
tubewell water is usually used for dzinking,
 

ice cream, and uncooked beverages; eithnr tubewell or 
pond water is used
 

for cooking; aud tubewell, pond, or canal water is used for washing utensils.
 



11. VENDORS
 

Definition of Street Food
 

The study's working definition of street foods was: any foods not 

sold from a permanent structure with four wails which could be consumed 

on the spot. Permanent structures were defined as those made from brick, 

wood, tin (corrugated iron), or combinations of these; bantboo and thatcn 

were defined as non-permanent. If a structure contained any bamboo 

sections at all other than internal beams and piltars, it was defined as 

non-permanent.
 

Almost no differe~es wer obierved betweeL the types of ready-to-eat
 

foCos sold from permanent structures with 4 walls and those sold from
 

3-walled impermanent or structurelesn shops; 2 1 in addition, some of the
 

latter are highly capitalized businesses. However, as per prior agreement, 

the former were excluded. Foods that often are no. eaten on the spot 

such as uncut fruit or biscuits, were also included because such foods 

could be (and also are) eaten at the purchase place. 
with wares 

The total number of vendorsifitting the above definition was 550 at 

the time of a census made in winter-spring 1983. They, appeared to 

represent ahout 80% of all the ready-to-eat food sellers in the municipality. 

As per previous agreement in Washington, for the sake of future cross-national
 

comparisoUs, these vendors were classified according to 
the areas of the
 

municipality in which they sell and type of food sold. The study areas were 

defined as: (1) the bus stand squattaxJs market, (2) the court area, 

(3) the town's main commercial district, (4) the daily mark.ets at the
 

river ghat and the town's main market area (kaca bazar), and (5) the 

residential neighborhoods. 

2 1Ice cream and ice are exceptions to this statement. In Manikganj ice 
cream is available only from itinerant peddlars and only in the hot 
season. Ice is available to consumers from the factory year round and
from itinerant vendors during Ramzan. "Cotton candy" (hawai mithai)
and gulgulla have also been observed for sale here only by mobile,
 
structureless sellers though other types of dry 
snacks are available
 
in structured shops as well. "Prepared canacur" (canacur treated with
 
.fresh onions or sauce) 
has also been seen only outside of structured
 
shops. Chotpotti is sold in Manikganj only by a few vendors who use
 
pushcarts.
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Specific ?oods
 

Our census revealed 128 foods, listed in Table 1. 
Descriptions of
 

these and a few other foods are given in the glossary (Appendix 1).
 

The numbers oi producers and niddlcmen selling each food also have
 

been given in Table 1. Forty-five (35%) of these foods tend to be sold
 

mainly by their producers, but only tea, ruti (flat whole wheat bread)
 

and bhaji (fried vegetable), among the top 15, 
are in all cases sold by
 

producers only. 
Table 2 shows the 15 most widely sold foods in order of
 

their popul city. 
The top six, all sold by more than 100 vendors, are
 

canacur, s;eet biscuits (cookies), date gur (brown sugar), lozenges (hard
 

candies), nuri (puffed rice), and bananas. 
ALL of these are sold primarily
 

by middlemen, four almost exclusively or exclusively so. (Only date gur is
 

sold by producers in a large minority of cases 
(46.2Z),and at least a not
 

insignifica\t minority (19.26.) of the muri sellers are producers.) 
 This
 

indicates a definite domination of the street food trade by middlemen,
 

corroborated by later tabulations of the sample vendors, of whom 57.27.
 

are exclusively middleman, 13.27 
are producers of at least on of their 

wares, and 29.6 are producers of all their wares. (See below, p. 70 

Food/Vendor Types 

For analytical purposes these 128 foods were 
grouped Luto 9 categories
 

as follows:
 

(I) wet meals/hotels 
 - rice and wet curries; 

(2) dry meal substitute/restaurant* foods 
- ruti, fried vegetable,
egg, 	and other restaurant snacks;
 
(3) 	tea and tea shop snacks (fewer than restaurant snacks);
 
(4) 	dry snacks sold in mudidokans (grocer's shops which carry many


items, including uncooked food and non-food);
 
(5) 	dry snacks/sweets sold by vendors specLalizing in these items
 

rather than from a mudidokan;
 
(6) 	wet sweets ­ milk 	solid, syrupy sweets;
 
(7) 	dairy products and ice cream;
 

(8) 	fruit and fruit juices;
 
(9) 	other - bottled drinks when sold by a vendor who 3ells 
those only;
chotpotti; bhandari sharbat (a type of health drink); ganja

(See Appendix IV.) 

Zn Bangladesh the English word 
'hotel' is used in the American sense of
arestaurant.I It denotes an eating estab:.ishment which sells meals, uhich in
Bangladesh means rice and foods ser/ed wih rice. 
 If overnight ft..iliiesare available, the term 'retidenial hotel' will be used. 'Restaurant' denotesan establishment which sells snacks 
and meal substitutes only. (See Appendix II
for locally used shop categories.)
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Table 1: 
 Number of Producers and Middlemen Se1ling Each Food
 

Food 
No. of 
Vendors 

No. of 
Producer 
Vendors 

No. of 
Middlemen 
Vendors 

7 
Middlemen 

Mcar 
Alu Bukhara 
Amra 
Apple 
Atafal 
Ate Ruti 
Bakharkhani 
Banana 
Batasha 
Bedana 
Beguni 
Bel 
Binni 
Biscuit (Salted) 
Biscuit (Sweet) 
Biscuit (Toasted) 
Blackberry 
Bonboni 
Boroi (Dry) 
Borol (Fresh) 
Butter 
Butter Bun 
Cake 
Canacur 
Canacur (Prepared) 
Chatpoti 
Chewing Gum 
Chicken Curry 

Chlra 
chola (Toasted)ChoLa Bhona 
Chop 
Cream 
Cream Roll 
Coconut 
Cucumber 
Curd 
Dabri (Toasted) 
Dal (Cooked) 

Dalpuri 
Date (Dry)Date (Fresh) 
Datae Gur 
Date Juice 
Oil Bahar 
Drink (Bhandari Sharbat)
Drink (Soft, Bottled) 
Egg (Boiled and Fried) 
Fish Curry 
Fried Vegetable 
Fuluri 
Gab 
Ghogni 
Goja 
Grapes 
Green Coqouut 
Guava 
Gulgula 
Halua 
Howal Mithal 
Hazmi 
Honey 
Hot Paftiea 

66 
1 

20 
8 
6 

68 
I 

103 
65 
1 
6 

16 
3 

19 
135 
87 
2 
5 
2 

20 
5 

12 
4 

141 
8 
2 
2 
6 

73 
3

22 
7 
8 
5 
5 

38 
23 
1 

28 

L8 
12
2 

119 
12 
8 
1 

32 
27 
42 
68 
2 
1 
1 

16 

6 
17 
28 
2 
8 
0 

18 
9 
2 

5 
0 
7 
0 
0 

68 
1 
5 
1 
0 
6 
0 
0 
2 
3 
2 
0 
0 
0 
0 
5 
1 
2 
6 
8 
2 
0 
6 

0 
2 

22 
7 
6 
1 
1 
4 

23 
1 

28 

18 
0 
0 

55 
12 
6 
1 
0 

27 
40 
68 
2 
0 
1 

16 

0 
3 
3 
2 

.8 
0 
0 
0 

61 
1 

13 
8 
6 
0 
0 

98 
64 
1 
0 

16 
3 

17 
L32 
85 
2 
5 
2 

20 
0 

11 
2 

135 
0 
U 
2 
0 

73, 
1 
0 
0 
2 
4 
4 

34 
0 
0 
0 

0 
12 
2 

64 
0 
2 
0 

32 
0 
2 
0 
0 
1
0 
0 

6 
14 
25 
0 
0 
0 

18 
9 
9 

92.4 
100.0 
65.0 
100.0 
100.0 
0.0 
0.0 

95.0 
98.46 
100.0 
0.0 

100.0 
100.0 
89.47 
97.77 
97.7 
10C.0 
100.0 
100.0 
100.0 

91.66 
50.0 
95.74 
0.0 
0.0 

100.0 
0.0 

100.0 
33.33 
0.0 
0.0 

25.0 
80.0 
80.0 
89.4 
0.0 
0.0 
0.0 

C.0 
100.0 
100.0 
53.78 
0.0 

25.0 
0.0 

100.0 
0.0 
4.76 
0.0 
0.0 

100.0
0.0 
0.0 

100.0 
82.35 
89.28 
0.0 
0.0 
0.0 

100.0 
100.0 
50.0 



Food 


Ice 

Ice Cream 

Jackfruit 

Jambura 

Jazrul 

Kadbel 

Kamranga 

Kasundi 

Kesor Au 

haja 

Kielna ShaJ 
Khirai 

Kotkoti 

Labknga Latika 

Labra 

Lao Ghanta 

Lemon 

Lichi 

Logengt 

Manakka 

Mango (Green)

Mango (Ripe) 

Matha 

Heat Curry 


Melon

Milk (Cooked) 

Misri 

Moa 

Hurali 

Nimki 

Nonafal 

Noodle Pudding 

Orange 

Palm (Green) 

Palm Gur 

Palm Juice 

Papaya 
Papor 

Paoe 

Peanut (Salted) 

Peanut (Toasted) 

Piaji 

Pineapple 

Pomegranate 

Potato Curry 

Pound Bread 

Puffed Rice 

Raisin 

Rice (Cooked) 

Sabeda 

SAlad 


Samosa 

Sanpepri

Singara 

Sugar Cane 

Sugar Cane Gur 

Sweets 

Sweet Potato 

Tamarind 

Tana 

Taudur Ruti 

Tea 
Vapa Pitha 

Watermelon 


Table, 


No. of 

Vendors 


1 

11 

16 

2 

1 

4 

2 

I 

4 

3 

2 


30 

92 

3 


1 

1 

7 


16 

119 


. 
1 


36 

9 


28 


2 

53 

3 


30 

20 

1 

7 


10 

1 


11 

8 


39 

1 


38 

8 

15 

38 

16 

6 

5 


53 

109 

11 

43 

2 

3 


6 

4


30 

4 


62 

32 

2 

4 


17 

2 


68 

3 


39 


50 
(continued-)
 

No. of 

Producer 

Vendors 


0 

0 

2 

0 

0 

0 

1 

1 

0 

3 

0 

1 

6 

3 


1 

1 

0 
0

0 

0 

2 

8 


28 


2 

1 

3 


10 

19 

0 

7 

0 

0 

0 


' 8 

36 

0 


38 

4 


14 

36 

1 

0 

5 

4 


21 

0 


43 

0 

3 ­

6 

0


30 

2 

1 


31 

1 

1 


12 

2 


68 

3 


35 


No. of
 
Middlemen 

Vendors 


1 

11 

14 

2 

1 

4 

1 

0 

4 

0 
2 


.29 

86 

0

0 

0 
6 


16 

119


1 


1 

34 

1 

0 


0 

52 

0 


20 

1 

1 


0 

10 

100.0

11 

0 


3 

1 

0 

4 

1 

2 


15 

6 

0 

49 

88 

11 

0 

2 

0 


0 

4

0 

2 


61 

1 

1 

3 

5 

0 

0 
0 

4 


.
 
Middlemen
 

100.0
 
100.0
 
87.5
 

100.0
 
100.0
 
L00.0
 
50.0 
0.0
 

100.0
 
0.0 

100.0
 
96.66
 
93.87
 
0.00.0 

0.0 
85.7
 
100.0
 
100.0100.0
 

100.0
 
94.44
 
11.11
 
0.0

0.0
 
0.0
 

98.11
 
0.0
 

66.6
 
5.0


100.0
 

0.0
 
100.0
 

100.0
 
0.0
 

7.69
 
100.0
 
0.0
 

50.00
 
6.66

5.26
 
93.75
 

100.0
 
0.0 

92.45
 
80.73
 

100.0
 
0.0
 

100.0
 
0.0
 

0.0
 
100.0

0.0


50.0
 
98.38
 

3.12
 
50.0
 
75.0
 
29.41
 
0.0
 
0.0
 
0.0
 
10.25
 



Table 2. Major Street Foods by Producers and Middlemen
 

Producer Middlemen 

Food 
 Vendors Vendors 


Canacur 
 6 135 


Sweet Biscuits 
 3 132 


Date Cur 
 55 64 


Lozenges 
 0 119 


Puffed Rice (Muri) 21 88 


Bananas 
 5 98 


Kotkoti 
 6 86 


Toast 
 2 85 


Flattened Rice(Chira) 0 73 


Tea 
 68 0 


Ata Ruti (Flat Bread) 68 0* 


Friad Vegetable (Bhaji) 68 
 0 


Acar (Pickles) 
 5 61 


Batasha 
 1 64 


Sugarcane Cur 
 1 61 


Total 


141 


135 


119 


119 


109 


103 


92 


87 


73 


68 


68 


68 


66 


65 


62 


. 
Producers
 

4.25
 

2.22
 

46.22
 

0
 

19.26
 

4.85
 

6.52
 

2.3
 

0
 

100
 

100
 

100
 

7.57
 

1.54
 

1.61
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Food/vendor types i, 2, and 6 are almost always associated with
preparation at the place of sale. Matha (a yoghurt-based dritik -
within type 7), "prepared canacur" (a dry snack mixed with fresh onionschillis and sauce 
- type 5), 
many cut fruits 
includi.3 sugarcane (type 8),
and chotpotti (type 9)
are usually given final mixing or 
finishing


touches in front of the consumer, often to his/her. specification. Allother foods,even those sold by producers, are brought ready-made to 
the
 
place of sale.
 

The 550 vendors fall into the food type categories 
as follows:

204 dry snack sellers (377. of the total); 110 fruit sellers (207.);

104 vendors classifiable 
as mudidokanw though in some cases their food
products were few (18.97.); 37 hotels and 3? restaurants (6.7% each);
22 tea shops (4%); 
19 dairy product 
or ice cream sellers (3.5%); 
13 seet 
shops (2.47%); and 4 sellers of other products (0.77.).


Table 3 shows the distribution of these types throughout the researcharea. The areas vary somewhat in -haracter. Fruit sellers (38.2% and
dry snack sellers (31.8%) 
 together constitute 70% of the street food 
sellers at the bus stand. The couri area is dominated by mudidekans

(31.8,), hotels (22.7), and restaurnts (15.9%), 
The latter two 
together
constitute almost 407. of the total; :here 
are at most three sellers in

each of the other categories. On 
 tht main road dry snack sellers (29.),
some of whom sell nou-food also,and audidokans (24.67.) together comprise

547. of the street food establishments 
fruit seller.s (13.3.) and tea
 
shops (6.27.) 
together constitute another 20%. 
The main road also contains
 many of the permanent ready-to-eat foot shops which were by-passed by the
 
study.
 

Street food in the markets (Beotha "hat and the kaca bazar), as

the bus stand, is dominated 

at
 
by dry snac'r sellers and fruit sellers whotogether comprise 707. of the trade, but in the markets dry snack sellers(547) outnumber the fruit sellers (15.7); and there also mudidokans doan additionally signiticaut portion of tie ready-to-eat food business 

(12.87.). Hotels (6.67) and restaurants (41.1t.), though comprising a Lowerpercent of the total, outnumber those In aLj other areas, even at the court, 



Table 3 

Vendor Universe Stratified by Area and Vendor Type 

Bus Stand Court Area Hain Road Markets Nelhborhoods Total 

Code Codef No. of
VendorsjIedr% Venldors 4 7, 

No. ~Vendors ~ % 
of 

Vendot J, Ho. of 
Vno'Vnor 

o. of 
edr %i2 

I. Wet Heals 8 10 to 22.7 3 4.6 16 6.6 "0 0 37 6.7 

2. Heal Substitute 15 9.5 7 15.9 3 4.6 10 4.2 2 4.6 37 6.7 

3. Tea Shop 6 3.8 3 6.8 4 6.1 6 2.5 3 6.9 22 4.0 

4. Hudidokan 10 6.3 14 31.8 16 24.6 31 12.9 J3 76.0 104 18.9 

5. Dry Snacks 50 31.8 3 6.8 19 29.2 131 54.4 1 2.3 204 37.0 
6 . Wet Sweets 3 1.9 3 6.8 7 10.7 0 0 0 0 13 2.4 

7. Dairy/Ice Cream 4 2.5 1 2.2 3 4.6 d 3.3 3 6.9 19 3.5 

8. Fruit/Fruit Juice 60 38.2 3 6.8 9 13.8 38 15.8 0 0 110 20.0 

9. Other 1 0.6 0 0 1 1.5 1 0.4 1 2.3 4 0.7 

Total 157 100 44 100 65 100 241 100 43 100 550 100 
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where such establishments are highly visible. 
There are no wet sweet
 
sellers in the markets,but all other types 
are represented. 
The markets 

also contain a number of permanent shops (also mostly mudidokans) which 

were excluded from the survey. 

Mudidokans dominate the neighborhoods,comprising 76.7% of the sellers. 
There are no hotels, no wec swect sellers, and no 
fruit or juice sellers
 
in the neighborhoods. Very occasioually one comes upon a restaurant or
 
tea shop, a dry snack or dairy product (usually ice cream) seller or a
 

chotpotti vendor.
 

The total number and density of sellers in the neighborhoods is 
 also
 

low. 
Forty-three vendors are distributed through 13 neighborhoods. 
At
 
the court there are only 44, though these are compactly arranged in a much
 

smaller area. 
The main road has a total of 65 ready-to-eat food vendcrs
 

fitting the requirements of our definition, distributed 
over a 3-mile
 

stretch. 
The bus stand has more 
than tvice this number, with 137, and the
 
markets 
together provide the greatest number, with 241 establishments very
 

densely packed together with many sellers of other commodities.
 

Foods and Vendors Excluded from the Stud
 

As mentioned above, businesses operating from permanent 4-walled
 
structures,approximately 20% of the total number of sellers of rtady-to-ea,"
 
foods were excluded from the survey. 
Any vcndor not selling retail to the
 
cousuming public at any time was also excluded though many who sell both
 
to the public and 
to other vendors were included. Pan and supari (betel
 
leaf and nut), which are frequently taken with tobacco and for the effects
 

of the tobacco (though they also have ceremonial importance and are
 

frequently offered 
to guests) were also regarded a non-food, along with
 
all other forms of tobacco. However, many sellers of 
these items were
 

included in the survey because they sold other items which were regarded
 
as food. (It is interesting that 
 he Government of Bangladesh regards
 
the cigarette industry as 
a food processing industry and that 
the
 

*Pan, 
biri and cigarette sales are heavy in Manikganj, and in some vendor
families 
these products appear to substitute for food (e.g.,
eat snacks; adults take pan or 
children
 

tobacco in some form). 
 A count done at
the bus stand would suggest that if all 
the small vendors who sell only
these products were added to 
our universe of eligib:e street food vendors,
sellers of pan, bri, and cigarettes (including those who 
ell ocher
things as well) would constitute 22.4". of the ensuing total.
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words used for cigarette smoking in colloquial and erudite Bengali
 

respectively are 
the same as 
those used for eating and drinking.)
 

Sellers of ayurvedic medicine, one 
type of which is used by some people
 

as an alcoholic beverage, were excluded though the symbiotic relationship
 

betreen the medicine shops and the chotpotti sellers caused us initial'ly
 

to consider including this p-rticular beverage as one of our 
foods. Similarly,
 

the unlicensed, illegal, and covert sellers of western-scyle alcoholic
 

beverages were not included. 
The town's single licensed seller of opium
 

and hashish was excluded initially, but unfortunately, due to 
an error,
 

actually interviewed as port 
of the sample. Since removing him at this
 

point would require complete retabulation of the data, and since his
 

presence as a single individual cannot influence the results by more 
than
 

a fraction of one percentage point, it has 
been decided to leave him in
 

the sample. He is the ksca bazar's only "other" product seller. 22
 

Vendor Sample
 

Approxi'sately one 
third of the 550 were selected for detailed socio­

economic interviews. 
(Sampling procedures and copies of the questionnaires
 

havt been given in appendice.) Due to the unavailability of many of the
 

market area gur producer vetdors at the time of the 
 interviews3,hen gur 

was not in season, only appraimately 45% of the selected number, or 9.8% 
of the universe of the type 5 (dry snack) vendors,could be included. Dry 
snack sellers are therefore tcderrepresented by 54.5. even though they are 

still the single most nuMero.; category of vundor. 
The court area's single
 

ice cream seller also disappeLred with the 
en of summer and could not be 

found. The resulting sample of 159 vendors, in which we also deliberately
 

included all women vendors nor. automatically included by the selection 

process, is spread throughout the research area and across our 9 types of 

vendor foods as shown in Table 4.
 

Sales of opium, Lanja, and banar mad ("Bengali booze," i.e.,mritasanjivan! sure the ayurvedic medicine which is deliberately

consumed in exaest by some people to cause intoxication) are licensed,

and these items cai be bought legally in controlled amounts. Western
alcoholic beveragts 
can be sold legally only in four establishmants

in the capital, aid there they must be consumed on the premises only.While d-inkina a:..ohol in private 's also not 'illegal, people found on the street or '.n any other public place under the influence of anytype..of intoxicarc, legally illerallvor mh...4 .. .
 

22

http:seller.22
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Table 4 : Sampl 

Number of Vendors
Vendor 
 Bus Court Main
Type Stand Area 
 Road 
 Markets Neizhborhoods Total 

Hotel 2 4 1 5 0 
 12
 
Restaurant 
5 
 2 1 3 1 
 12
 
Tea Shop 3 
 1 
 1 
 2 
 1 
 8
Hudidokan 3 4 5 
 10 
 11 
 33

Dry Snacks 16 
 1 
 6 20 1 
 44
 
Sweets 
 1 
 1 
 2 
 0 
 0 
 4
 
Dairy 1 
 0 
 1 
 2 
 1 
 5

Fruit 
 20 
 1 
 3 13 
 0 
 37

Other 
 1 
 0 
 1 
 1 
 1 
 4
All 
 52 
 14 
 21 
 56 
 16 
 159
 

As a unit it represents 297. of all 
the street food sellers in fanikganjo
 

but most categories represent a full third of the universe for that
 

category.
 

Seasonal ty. 
Failure Rate, and Reasons for Failure
 

To get an idea of seasonal changes in the availability of foods and
 
vendors,product 
surveys were repeated at three other times 
in the year:
 
at Ramzau (the month of fasting), which during the year of the study 

started in ;ntense summer; the rainy season; and in the autumn. 
As expected,
 

fluctuations in the quantities and types of fresh fruits occurred with
 
changes in season. 
 Certain dry snacks (bhapa pitha, gulgulla) were also
 

observed to be seasonal, i.e., 
for sale only in winter.
 

Table 5 shows the total number ofvendors of each type counted in 
each location at the time of each census. 
Howe-er, the numerical totals
 
alone do not reveal 
all of the various processes taking place,some of which 
are related to more than seasonality of food products Per Se. In addition,
 
the numbers in 
 some substrata are so 
small that changes in them cannot be 

regarded an necessarily significant.
 

Between Sheet and Basanta (winter and spring) the bus stand (the only 
area surveyed in winter) lost 34 (21.657.)of its sellers and gained no new
 
oues. Sixteen of these (10) departed for unknown reasons; ten (6.36Z)
 



Table 5 

Number of Vendors According to Type in Different Seasons* 

Sheet 
.,t__.-_ __ 

Basanta-Grishno 
(Sprin,Sunmmer)_ 

Ramzan (Fast) 
(Simmer-Rain) 

1 Barsa 
9.s -a _(, 

I o 

Vendor 

Type 

a 
a-I 

mD
C3:3

:3i '1 a 
a 

In 
oCc 

S. 

ao 

rI " 

-4 0 

a-a 
-4 

0) 

0 
9z1 0i 

1Hd 

0 
.0 

-
0~I 

OaH 
oa 

dI 

.1 

HI 
0 

-10
W 0~*­

" 
0
:1 

.0 

14A 

a 

5 

i.Wet fleals otel 8 1 10 3 16 0 7 8 2 13 0 6 6 2 13 0 8 4 12 0 

2. Heal Substitute 

ResLaurant 
15 15 7 3 10 2 2 5 3 11 1 13 6 2 9 2 13 5 10 3 

3. Tea Shop 6 6 3 4 6 3 3 1 3 7 2 3 2 3 5 2 4 1 4 2 

4. Hudldokan 10 8 14 16 31 33 9 13 15 24 32 10 12 15 26 30 10 12 21 22 

5. Dry Snacks 50 33 3 19 131 1 18 3 10 40 1 27 2 13 57 2 26 2 41 1 

6. et Sweets 3 3 3 7 0 0 5 2 5 0 0 5 1 6 1 0 4 3 0 0 

7. Dairy/Ice Crean 4 4 t 3 8 3 2 0 0 3 1 1 1 L 5 0 t 0 4 L 

8. Frui t/l.uic.-

9. Other 

60 52 

11 

3 

0 

9 

1 1 

0 

i 
31311 

1 

0 

0 

4 

1 

8 

1 

0 

0 

50 

1 

1 

0 

3 

I 

21 

L 

0 

0 

23 

1 

1 

0 

14 

I 

0 

1 

Hew Vendors 
Selling Iftari 3 1 2 3 0 

-Totals 157 L23 44 65 241 43 81 33 45 107 37 116 31 46 138 36 90 23 t07 31 
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shifted to agziculzuraL work; 
 seven (4.457.) shifted to other non­
agricultural occupations; and one 
(0.67.) 
went out of business completely.
 

Between thi Basanta-Grissho (Spring-Summer) survey and Ramzan
 

(month of fasting), the entire municipality's then vendor population of
 
516 lost 230 vendors (44.5) 
and gained eleven (2.137.), showing a net
 
loss of 219 (42.4). Of those departing, sixty-five (12.597.) 
left for
 
unknown reasons, 120 (23.25%) shifted temporarily to agriculture,
 

35 (6.78%) shifted to different, non-agricultural jobs, and 10 (1.97.)
 

were known business failures.
 

Between the month of fasting and the 
rainy season survey sixteen
 

vendors (5.38%) stopped selling, and 86 (28.957.) appeared or reappeared
 

in business, 
 giving a net increase of 70 vendors (23.577.). Of those
 
leaving, 4 (1.37.) departed for unknown reasons, 3 (17.)
shifted to
 
agriculture, 6 (2.07%) shifted to other jobs, 
 and 3 (17) went complateLy
 

out of business.
 

By the time of 
the autumn survey 78 vendors (21.257.) had again left
 

seLling and 
19 (5.17.) had reappeared or appeared for 
the first time,
 

causing a net decrease of 59 vendors (16.07%). Of those departing 
19 (5.177.)
 

went into agricultural work, 26 (7.08%) changed to other occupations, and
 

24 (6.5%) left 
for unimown reasons.
 

The rate of known business failure was 
thus 0.67. between winter and
 

spring/summer; 
1.97. between summer and Ramzan, 1% between Ramzan and the
 

rainy season, and 2.45 betveen the rains and the fall, 
an average of 
1.487.
 

in each season (5.927.in
one year). The razios of known shifts in occupation
 
to known business failures are 18:1, 
15.5-, 3:1, and 5:1 respectively in
 
each suceeding season. Apportioning the unexplained departures according
 

to the same ratios, one derives additional probable business failures of
 

0.5367., 0.763%, 0.3365%, and 1.089. respectively. 
This raises the failure
 

rates to 1.172%, 2.7, 1.34, 
and 3.54% respectively, with 
an average of
 

2.188 per season or 8.75. in one yenr.
 

The rates of known temporary shifts from selling to other occupations
 

were 10.81 
 between winter and spring/summer (Ibus stand only), 307. between 

summer and Ramzan, 3% from Ramzan to the rainy season, and 12.257. between
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the rains and the autumn. The ratios of agricultural jobs to non­

agricultural ones 
among those changing occupations were 
1.43:1 between
 

winter and spring/sumner surveys, 3.4:1 between summer and Ramzan,
 

0.5:1 in the rainy season, and 0.73:1 in the autumn. 
Thus the greatest
 

shifts in occupation occurred during RLmzan, followed by autumn, spring/
 

sumer, and the rainy season. 
 The greatest pull of agriculture as
 

opposed to other types of work was also in Rnsan 
 (this year in summer)
 

and in spring/summer. 
Other occupations out-pulled agriculture in the 

rainy season and in the fall. The greatest actual increases in the
 

number of vendors also occurred in the rainy season (29% 
gross increas"
 

and 23% net increase) and In the fall (5.17% 
gross increase) though there
 

was an actual nat'decrease of 16.07% 
at the latter time.
 

The number of vendors at the bus stand in winter was greater than
 

at any other season, so it seems 
likely that winter is in general the
 

most active qelling season for street food. 
Among the fully surveyed
 

seasons spring/sumner had the heaviest tu-nout, followed by the rainy
 

season, the autumn, and Ramnan in that order.
 

Ramzan is an especially bad time for bus hawkers and for vendors of
 

dry snack3 and fruit,especially cut fruit. Due to the heavy social
 

pressure against open consumption, on the spot, day time customers
 

for thene vendors almost disappear. (Normally most customers of bus
 

hawkers buy for immediate consumption.) 
 On the other hand, tea shops, 

hotels, and restaurants with structares can provide curtains behind which 

non-fasters can discretely and quietly eat in the day time. However,
 

fruit and certain dry snacks sell well in the late afternoons just prior
 

to the time of breaking the fast. 
In fact all of the 9 vendor types 

handle at least some foods which function as iftari and iftari can be 

highly profitable for some vendors. However, 10 out of 12 
new vendors
 

who entered the market as 
iftari sellers went out of business within the
 

first week, due primarily to lack of business skills.
 

A gradual decline in the net numuer of dry snack sellers between
 

winter and RAmzan, observable in Table 5, also reflects the end of the
 

gur season. 
Data gur is almost impossible tQ 
store in hot weather. It
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also indicates a preference for "coLd" rather than "hot" foods during 
hot weather, for many dry snacks are cotriderad to have a heating effect 
on the body. The latter preference does not explain the drop in the
 
nu=ber of fruit sellers, however, since 
most fruitj are considered cooling. 

(See glossary for effects of individual foods).
 

At the court 
there is a steady decline in the number of hotels with 
each survey. Restaurants, 
tea shops,mudidok us and dry smack teLlor3 and 
fruit sellers also decline though with some slight fluctuations. 
 This
 
is due to the toss gradual loss of Its 
subdivisional status; 
as each of 
the 6 thanas other than anikganj was upgraded it received its owi local 

court system, causinG a steady decline in the number of visitors to the
 

Manikganj courts and 
the food sellers who cater 
to them. At the time
 
of the surveys 
 anikganj had not yet been made a district. The latter 
change should create a compensatory flow of customers to the court area. 

A slightly different view of seasonALity comes from the sample vendorsg 
own answers. Fifty-six point six percent of the vendors say they sell the 
same products whenever/wherever they seLl; 
207. change their specific
 
products with the 
season but continue to sell the same types of food; i.e., 
the latter vendors' type classifications remain the same whenever/wherever
 

they 
 sell. Another 23% indicate that they switch types with the season;
 
e.g., 
 from ice cream in summer to mainly or only canacur in winter, and
 
perhaps fruit in the rains. 
 (See Table 6). During Ramzan 16% 
also change
 

their seLlin& schedules.
 

Mudidokans 
have the least tendency to 
change any of their products
 
(84 do not change their wares) followed by hotels, tea shops) 
and sellers
 
of "other" products (75% each). 
 In fact, in all categories of vendor
 

except fruit sellers and rostaura.ts, 
50% or more indicate no changes at
 
all in their products throughout the year. 
On the ocher hand 40 
of the
 
fruit sellers and dairy product sellers (i.e. those so 
classified at the
 
time of the census) sell entirely different types of products in some
 
seasons. 
Twenty-five percent of the restaurants, 
tea shops and "other"
 
product sellers; 23% 
of the dry snack sellers; 
177. of the hotels; and 6% of
 
the mudidokanj take on totally different types of wares to become other
 
types of vendors in certain seasons. 
Only the sweet shops never change to
 

selling any wares of other 9r
 

http:rostaura.ts
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Table 6 

Vendors Who Change Products With the Seasons
 

Vendor 'changes All or some 

Vendor 
Vendor sells 
same products 

all or some 
products, but 

wares change 
from one Total number 

whenever he 
sells 

products remaiu 
withintv-oe 

food type 
another 

to of 
Vendors 

No. of No. of No. of 
Vendors Vendors Vendors 

Hotel 9 75.0 1 8.3 2 16.6 12 

Restaurant 5 4L.6 4 33.3 3 25.0 L2 

Tea Shop 6 75.0 0 0 2 25.0 8 

Nudidokan 28 84.8 3 9.1 2 6.1 33 

Dry Snacks 28 63.6 6 13.6 10 22.7 44 

Sweets 2 50.0 2 50.0 0 0 4 

Dairy/Ice Cream 3 60.0 0 0 2 40.0 5 

Fruit/Juice- 6 16.2 16 43.2 15 40.5 37 

Other 3 75.0 0 0 1 25.0 4 

All types 90 56.6 32 20.1 37 23.3 159 
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TwenCy-five percent of the vendors say they stop selling completely at 
one
 
or more 
times of year in order tO pursue non-vending types of wmrk; 
75.
 

continue to sell year round. 
 However, sweet saLlers and "other" product
 

sellers are all year-round vendors; 
the highest percentage of those
 
temporarily changing profession (39%) is 
 foL.d among dry snack sellers.
 

Most of these are at 
the bus stand and in the markets. Tweuty-five
 

percent of the restaurants (divided evenly among the court, the markets
 

and neighborhoods); 
21.6% of the fruit sellers (mainly bus stand and
 

markets); 21.2% of the mudidokan 
owners (mainly neighborhood shops);
 

20% of the dairy product sellers (one vendor on the main road); 
17 of
 

tha hotel owners; and 12.5% of the tea 
shop proprietors (at the 
court)
 
stop their business for certain periods 
to take up other lines of work.
 

(See Table 7). 

Table 7
 

Vendors changingprof ession withthe Season 

Profession changes
Vendor sells
VendorType with sedson/Does not1ear-round 
 sell some seasons Total
 
No. of %
 
Vendors 
 - Vendors
 

Hotel 
 10 83.3 2 1216.66 


Restaurant 
 9 75.0 
 3 25.0 12
 

Tea Shop 
 7 87.5 
 1 12.5 a
 

Mudidokan 
 26 78.7 
 7 21.2 33
 
Dry Snacks 
 27 61.3 
 17 
 38.6 
 44
 

Sweets 
 4 100 
 0 
 0 4
 
Dairy/lce Cream 
 4 aO.O 1 20.0 5 
FruiL/JUice 29 78.3 8 21.6 37 
Other 4 100 0 0 4 
All types 120 75.4 
 39 24.5 
 159
 

Both our product survey enumerations of vendors and tha vendors' own 
answers to our questions regarding seasonality suggest that year-round
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stability of the vendor population is greatest on the main road and in
 
the neighborhoods. 
Despite the 
steady loss of customers at the court,
 
that area is also fairly stable. 
The greatest fluctuations in products
 
and personal occur at the bus stand and in the markets.
 

Number of Items Sold by Vendors2 3
 

As shown in Table 8, based on census data, 297 of the 
street food
 
vendors are single-item 3ellers. 
 host of these (Ill 
out of L59 or 707.),
 
sell in the markets; 207. sell at the bus stand. 
Sixty-nine percent of
 
them are 
dry snack sellers; 18% 
sell fruit or Juice; 5% sell some dairy
 
product; 2.5% 3ell tea; 
1.37 
 sell flat bread (ruti) or a similar meal
 

substitute.
 

Two Ltem sellers are 
the next highest in number: 
 68 or 12.36. A
 
majority (477.) 
of thesr. also are 
dry snack sellers. 
They are divided
 
approximately evenly b(tween the markets and the bus stand with only a
 
few on the main road and even fewer in the remaining areas.
 

Three-item sellers ar2 fewer, only 87 of the total; again, they
 
are mostly in 
 the markets and at the bus stand; 43% are dry snack sellers,
 
and 257 are fruit sellers. As. the number of items rise*, mudidokans,
 
restaurants, heavily
and hctelsLenter the picture. The vendors selling the largest
 
number of items 
 (up to ZO), however, are also fruit sellers, followed by
 
hotels, mudidokan, 
and restaurants and sweet shops, in that order.
 

Thus 49 
 of the vendors sell 
three itemi, or fewer. However, looking
 
at 
the picture another way, can also say that 517. of
one 

the street food
 
vendors 
sell four items or more,up to 
20 items. 
 In fact one's over-riding 
impression is one of diversity of products within a iarti,-ular line. 

Women and Street Food
 

(bly five of our 
550 street food sellers are women. 
They are vendors
 
of the following types: 
 I hotel, I tea shop, 1 mudidokan, one fruit seller,
 

23Ntsber of items refer3 to ready-to-eat food items only.
p4sible for Thus it is ina "single.irem" two casesseller to be a mudidokan (whichsills more by definitionthan one item) with only one ready-to-eat product.
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TabLe 8
 

Number of Items Sold by Vendors
i According to Area 

Number of 
ready-to-
eat foods 

Bus 
Stand 

Court 
Area 

Number of Vendors Selling 
Main Neighbor-
Road hood Markets TotaL 7. 

1 32 2 12 2 111 L59 28.9 

2 25 3 8 1 31 68 12.36 

3 21 2 4 0 17 44 8.0 
4 13 10 7 5 16 51 9.3 
5 15 3 4 2 9 33 6.0 
6 9 1 4 2 6 22 4.0 

7 14 2 4 0 7 27 4.9 

8 8 6 2 6 8 30 5.45 

9 5 1 8 7 5 26 4.7 
10 4 2 4 3 10 23 4.2 
11 2 6 0 8 2 18 3.27 
12 2 2 4 4 7 19 3.45 
13 1 2 1 2 5 11 2.0 
14 2 1 0 0 2 5 0.9 
15 1 0 3 1 2 7 1.27 
16 0 0 0 0 2 2 0.36 
17 1 1 0 0 1 3 0.54 
18 0 0 0 0 0 0 0 
19 1 0 0 0 0 1 0.2 
20 1 0 0 0 0 1 0.2 

Total 157 44 65 43 241 550 100 
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and one dry snack vendor. 
A sixth woman,, exclusively a producer, is
 
a maker of dry snacks. 
Another woman is an occasional seller of bananas.
 

However, women's participation is actually higher than these numbers would
 
suggest. 
 In addition to the woer, vendors, 55 male vendors (107.) employ 
a
 
total of 46 paid female assistants, all but one being assistants who work
 
at the selling location. 
Another nine vendors (1.67.) make use of unpaid
 

female assistance at the selling location (mostly little girls); 
and
 

133 vendors (24) 
 have the unpaid assistance of 159 
female family members
 

at home. 
 Thus a total of 35.6% of the vendors have female help in their
 
businesses. 
 For 25.67. of the vendors this is unpaid participation by female
 

family members. 24 
These are shown in Table 9 below:
 

Table 9
 

Number of Vendors with Female Helpers
 

AtShop % At Home 7. 

Using PaidFemale Helpers 54 9.8 1 0.18 

Using Unpaid
Female Helpers 9 1;6 133 24.18 

*These figures 
ae not totally mutually exclusive because one vendor benefits
from the unpaid help of wife and daughter plus the paid help of 
one woman
employee.
 

If one looks only at producer vendors, the percentages of women par'' ci­
pants become much higher; 1007. of the producers of canacur, the single most
 

widely sold product, make use of female help in production; 87.27 of the
 
date gur producer vendors use female help (this is 
the th "i most widely sold
 
product); 
and 76.1 of the producer vendors of muri, the 
fifth most widely sold
 
produc, 
use women helpers. 
These three products have been compared with six
 
others in Table 10.
 

24Unfortunately, due mainly to 
the fact that many of the date gut producers
selling iu the kaca bazar, most of whom use the help of their female
family members, were not available Pt 
the time of the socio-economic
tnterviews, 
the percentage of vendors with women helpers in the group
interviewed for the socio-economic survey is only 227, 
 compared to 35.67.
of the census population.
 



Table 10 

Producers and Women Helper- Making 9 of the Host Widely Sold Products* 

Date Cur Hurt Canacur Matha Tea Kuti Bhaji Acar Dal 

Number ofProducer Vendors 

Number of Producer 
Vendors with WomenHelping to dake 

This Product 

Number of Producer 
Vendors with WomenHelping to Make 

This Pxoduct 

55 

48 

87.2 

21 

16 

'6.1 

6 

6 

100 

4 

50 

68 

0 

68 

1.47 

68 

16 

23.5 

5 

100 

28 

14 

50 

Total Number ofWomen who help to 

Hake This Product 
58 19 9 4 0 18 16 

Number of MiddlemenVendors of This Food 64 88 135 1 0 0 0 61 .0 

there is also a large-=cale canacur producer who has aii women employe-s. He was excludedfrom the total of 550 vendors because he sells from a permanent, 4-aled structure. 
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In addition to 
the women who are directly associated with the vendors
 

in our census there are many more who prepare ready-to-eat food for sale 

to middlemen. The case mentioned above on p.56 happens to be known to us
 

because that woman herself brings her products to the town to sell them to
 

the vendors whom she regularly supplier. It is unusual for a woman to do
 

this, however. 
A more usual pattern is for village women producers to sell
 

to middlemen who come directly to their houses or 
to send their products
 

via some male fauily member to a village or town market, there to be sold
 

either to middlemen or to consumers. 
Only those women whose male family
 

members have come to Manikganj town to sel (as well as 
the above case of
 

the woman who comes to 
town herself) have been revealed by our census. 
Foods 

like acar, muri (puffed rice) and chira (flattened rice), gur, toasted 

peanuts, and canacur, as well 25as partially processed foods like daL bor1


or husked but uncooked rice, which can be stored for quite a few days without
 
spoiling, appear to be frequently made by womeu and sold to middlemen directly 

from the home.
 

The difference in the mean ages between paid and unpaid women helpers
 

at the selling location, shown in Table 11,reflects the social pressure
 

against work by mature 
omen outside the home. 
Unpaid females who help their
 

male.relatives in public are almost all little girls, 
to whom the restrictions
 

of purdah do not yet apply. 
Older women who work in public are not helping
 

male relatives but rather 
are supporting themselves 
and their families, out
 

L(and
ot dire necessity. those employed by sample vendors all)
Paid women helpers almost all~work for restaurants (5-7.),
 

hotels (33%) and tea 
shops (17%). Unpaid female helpers, however, 

are associated with production for all types of vending operation except
 

sweet shops; wet sweets are an all-male occupation. 
The bulk of the unpaid 

female helpers, of vendors in the sample work with dry snack sellers 

(38 of the women); followed by restaurants (20.507. of the women);
 
fruit/juice sellers (18% 
of the women), hotels and mudtdokans (8 each); and
 

tea shops, dairy products and "other" product sellers (Z.5% 
each). No sample 

vendor has more than one paid female helper.
 

25A dal bori is a pre-mixed, moulded, and dried dumpling of mashed pulses.
It is not considered ready-to-eat until 
it has been boiled in a curry.
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Table 11 

Mean Ages of Female Helpers
 

A ho At Home 

Paid Female
Helpers 

32.42 25 

Unpaid Female 
Helpers 

16.63 30.48 

Male Helpers
 

The above-mentioned discrepancy between sample and census 
results
 

regarding female helpers may apply to male helpers also. 
However, since
 
there has been no tabulation of census data regerding Male helpers, we 
are for the moment dependent on information provided by the sample alone. 

According to the data from the sample, therefore, 64, of the vendors 
have paid and/or unpaid assistance at their selling place and/or production 
location; 36% are completely unassisted. Fifty-four percent have male 
helpers; 437. have unpaid male helpers. The unpaid male helpers work for
 
all typos of shops, most prominently for audidokans (317. of the helpers), 
followed by dry suack sellers (167.), hotels (137), restaurants (L07.), 
fruit sellers (97.), 
dairy product sellers (7%). 
tea shops and sweet
 
shops (57. each), and "other" sellers (4%.). All but one of the unpaid 
male helpers are relatives of the employer.
 

Only 207 of the vendors have paid male employees. 
 Those vendors with 
paid and unpaid male helpers overlap; some have both. In a pattern
 

completely different than that for unpaid helpers, paid male workers are 
concentrated most heavily among restaurants (317.) and hotels (257.), 
followed at distancesome by sweet shops (157.), dry srAck sellers and 
trudidokans (67. each), dairy products (3.67.), and fruit sellers (L.97.). 
Tea shops and lothe-' product sellers have no paid male helpers. 

Six vendors (sweet shops, restaurants, a hotel and a dry enack seller) 
emp'loy three male helpers each; 9 (mainly restaurants) employ two. 
 All the
 
others who employ workers employ only one each. (See Chapter 11r, wages,
 
for further information on paid employees.)
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Child and Adult Helpers
 

Twenty-four percent of the producer vendors 
 (107. of the vendors 

as a whole)employ or have the unpaid help of children (15 years old or 

less) at the production location; 12% (57 of the whole sample) employ 

only children; 737. (317 of the total) employ or have the help of adults; 

and 127 (5% of the total) employ both children and adults. Fifteen 

percent of the producers and 64 of the sample (577. of the sample being 

middlemen) have no help at all in production. 

At the selling location, however, 31 of the sample use paid or 

unpaid child labor; 187. use child labor only; 13 use help of both 

adults and children; and 35 employ or are helped by adults. Forty-seven 

percent have no help in :elling. 

Family and Non-Family Helpers 

Forty-seven percent of the producer vendors (25 of the total) use 

the h ,'f family memberr at the production site; 48% (21% of the total) 

use Gnly family labor; 377. (16% of the total) use non-family help; and 

97 (4 of the total) use both family and non-family Labor in production. 

Fifteen percent of the producers (64 of the total) use no help in 

production.
 

At the selling location 40 of the sample have the.help of family
 

labor; 327. use only family labor; 87 use both family and non-family labor;
 

and 21 use non-family labor. Forty-se'en percent have no assistance at
 

the selling location.
 

Total Work Force
 

Applying th, 1981 population census crude urban activity rate 26 to
 

the population figure for Manikganj municipality in 1951, we can estimate
 

a municipality labor force of approximately 11,818. We know from our
 

vendor census that there are 216 femle helpers of vendors. Assuming that
 

the 141 male helpers of the sample vendors represent approximately 29% of
 

the actual total number of male helpers, we can estimate the cotal number of
 

male helpers to be about 486. The 550 vendors plus their male and female
 

The ratio of economically active (employed) population aged 10 and
 
above to the total population expressed in percentage.
 

26
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helpr. s therefore constitute an estimated workforce of 1252 individuals.
 

As,' .aing a full 45.37. to live outside the municipality, the number of
 

street food personnel in the municipality itself is reduced to 685 people.
 

These represent 5.796%, or roughly 67. of the muni ipality workforce.
 

Place of Processing Food.
 

Hotels, restaurants, and sweet shops usually prepare their goods at
 

the place of sale. Tea shops prepare their tea on the selling premises
 

but sell accompanying snacks which are prepared elsewhere, usually by an
 

unrelated producer. Fruit, including cane, it sometimes cut and/or spiced 

at the place of sale, and some matha sLtLers churn their curds on the 

selling premises. Fruit juice (date juice) i.icollected elsewhere and 

brought to the place of sale. Mudidokans are almost never anything but
 

middlemen. Dry snack sellers, if they ae- producers, usually produce and
 

sell in separate locations; only a few snacks (e.g., chotpotti or "prepared" 

canucur) may receive the final touches in front of the customer. Dry snack 

middlemen are also obviously selling goods prepared elsewhere.
 

Thus dry snacks are almost always prepared in one place and sold in
 

another. Vendors of dry -uacks and fruits (which in the majority of cases 

are not doctored at the selling place) together with mudidokaus account for
 

75.97. of the vendors. Thus the majority of vendors do not prepare products
 

at the place of sale. 

Foods not producud at thq. place of sale are either bought or made at 

home. Almost all local dry snack producers make their wares at home.Z7 

Producers and Middlemen 

Fifty-seven percent of the entire vendor sample are exclusivtly 

mid :!men; 307. are producers of all their wares, and 13 are multi-product 

sellers who make at least one of their wares. Among those who produce all 

their goods, hotels and restaurants rank highest (each with 92% Ipura' producers), 

followed by sweet shops (75), "other" producti (507.), dairy products 

(407. - ice cream sellers are all middlemen; all but one matha seller are
 

2 7 This is excluding Dhaka or other large urban, out of town produceri who
supply local middlemen, such as the Bombay Sweet Factory in Dhaka, which
 
makes a good percentage of the locally sold canacur, or the acar makers

of Faridpur whose wares also make their way to Hanikgaj.
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producers), tea shops (387), 
dry snacks (277.), and fruit (8.17. - vendors
 

who sell pioducts of their own tree3 or who cut and spice their fruit for 

selling).
 

At the time of the survey one mudidokan owner was also selling a few
 

items made in his home. However, tea shops rank highost (62.5%) among
 

those who produce some foods and resell others, iollowed by dairy product
 

sellers (407.), 
 sweet shops (25%), fruit vendors (19%), and hotels and
 

restaurants (8% each).
 

Middlemen's Suppliers
 

The majority of middlemen (53) buy from both producers and other
 

middlemen. The remaining 477. divide almost evenly into those who buy
 
producers (23.) and those who buy only from
 

only fromLother middlemen (24%). 
 Thus 23% are "primary-level" middlemen,
 

i.e., the only intermediary between producer and consumer; 
and 777. are
 

always 
or at least part of the time "secondary-level middlemen," sometimes
 

only the end of a chain of intermdiaries between producer and consumer.
 

However, most of our sample middlemen (637) actually buy their goods
 

within the municipality (though the goods may come from outside); only 117
 

always go beyond its borCers to 
obtain goods; while 267 only som-etimes.
 

travel outside to obtain goods. Outside purchases are usually made at
 

neighboring hats, in surrounding villages or in Dhakabut some fruit
 

vendors travel regularly as 
far as Bogra to obtain goods. The vendors
 

who do all their buying outside the municipality are all found either
 

at the bus stanJ (217. of the middlemen) or in the markets (15% of market
 

middlemca). All of the neighborhood and court middlemen do their actual 

buying in the municipality, and 777. of the mariroad sellers also buy within
 

its borders. In the markets 537. bu,' only from inside, and at the bus
 

stand the percentage is also a high 447..
 

Looking at individual vendor types, 
we see that mudidokans in the
 

sample are all middlemen or partial middlemen, and all of them buy either
 

exclusively or usually from other middlemen. 
All but four of them (87.87.)
 

do their actual buying inside the municipality; the remaining 4 also
 

do.much of their buying within its borders. (If the larger shops had
 

been included the percentage of those making trips 
to Dhaka for purchases
 

would undoubtedly have been higher.)
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TABLE . 12 

Place of Qr:gin al Middlemen 

Goods Goooz. Pr -ad 
V~nd made or Produced r,and 
Pradut Grown in Outside Uuti&J4 Toc," 

Vendor Type 
Own 
Goodt 

Muncig-
ality 

Municip-
ality 

Munlclip-
aity 

No. ot 
vtencor 

----- -- - ------

HOTELS I I 0 0 
Z -> 91.67 B.3 00 

kESTAURANTS 10 0 2 0 
7 -% 83.33 O.O0 16.6/ , 0 

TEA SHOPS 3 2. 
:.-) .37.50 0.00 37.50 25.00 

MUD I JCKAN1. 0 0 
I -> 0.00 o. :,) 9.09 9fo91 

DRY SNACKS 1+ 3 22 5 (30)4 
'. -I. L..a: 6.62 (73.3)5o.o' 611.36 

SWEET SHOPS 

-
3 

. O ..11,, 
1 

2:2. ()(:, 
,. (1) 

rhaiI:, 'RrJTS 
- )40.UO 

2 2 
40.00 

1 
2.::0.00 

(3) S 

FUI/jUICE 2 
5.41 

(:1 
:.,',.) (94.2)99. v? 

2 
5.+1 

35) 

0THF_.k 1 ,,2 

. -> 50.00 1.,:1., 

ALL TYPES 
% -. 

7 
29.55 

6 
3,77 41.5 2.5. i 

112) 

112 
100% 

5.35 58.9%35 
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TABLE - 13 
mW=aW-"MM­

.'..J.uimun wit kmown Suppiter-s 

Supp LL r SuppiLer 

T 
No At ways Always

Vndor ype Suoptier K.nown Unknown 

HOTELS 11 
 1 0

% -9 1. ,:.7 1).00 

RESTAURANTS L0 
 0 0 
% -> 0.00Z. 0.00 


TEA SHOPS 30 
 2 

7.-> 37..0 0.00 25.00 

MUD DOKANS r 
 3 L 
% -> O.'."; 9.09 3.03 

DRY SNACKS 14 11 to 

Z -> .4Ls 25.UO 22.73 

SWEET SHOPS 
 0 0 

. -> 75.0,. o.00 0.00 

DAIRY PROTS 2 2 0
J 40.00 40.00 

FRUrT/JU1CE 2 
% '4> 1.3 IS .14 

OTHERS 
 2 10 
% -o L So. 00 k). I,.j. 

ILL TYPES '4 22 6 
. -: 28.93 13.83 16..Z5 

112
 
100%
 

19.6% 23.2% 

%iuppL &or
 
Both Total
 
Known ze No. of 
Unknown Vendcr%;
 

O 12 
0.O0
 

12
 
16.67
 

:
 
37. ,50
 

29 33 
(7. 2* 

9 4.,
 
20.45
 

1 4
 
25.00
 

t 5
 
20. X. 

L9
19
 
.Sl.3-)
 

0
 
Q,.
 

6- 159
 
4&.25
 

57. 1 
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Fruit sellers are also heavily comprised of middlemen or partial
 

middlemen (95%); and 717 of these middlemen buy exclusively or partially
 

from other middlemen; 29% buy exclusively from producers.
 

Dry snack sellers are 707. middlemen or partial middlemen; 687 of these 

middlemen buy partially or e.ccusively from other middlemen; 327.buy only 

from producers. Lie majority of the middlemen (557) buy always inside the
 

municipality, a quarter (26) 
 always buy outside, the rest buy both in and ou
 

Though tee 
shops always make their own tea, a majority (63.) also
 

sell other goods which they-do not make. Of these only one buys always
 

from a producer; the rest buy either exclusively or partially from
 

middlemen. All 
tea shop suppliers are in the municipality, however.
 

Matha sellers all make their own products, but ice cream is sold 

to the public only by middlemen. All of 
these buy their goods from one
 

of the six ice cream factories within the municipality.
 

Of the four 
'other' pzcduct sellers, two aze producers; the two
 

middlemen buy always directly from producers inside the municipality.
 

Only one of the sweet shops does 
not make all Its own products.
 

Those ready-made produczb are bought both from producjrs and other
 

middlemen but always within the municipality.
 

Hotels and restaurants as well almost all make all their own wares. 

One hotel occasionally re-sells goods bought from another producer, and
 

two restaurants sell a product (gur) bought from a 
middlemen. All these
 

resold products are obtained within the municipality.
 

About half of the middlemen (57) 
 buy from both known and unknown 

suppliers; 207. buy only :rom known persons; and Z37. buy aLways from 

stranger, (usually unk-,wn farmers bringing their own produce to a hat). 

Place of Origin of Middlemen's Goods
 

Though most middlemen (637) buy within the municipality, 59% of them 

sell only goods which originate outside; 367. of them sell goods both from 

outside and inside. Only 57 sell cnly goods made within the municipality.
 

Zt is primarily fruit middlemen (947.) 
and dry snack middlemen (737) who
 

sell only Soods of external origin. Mudidakan goods in 9L of the cases
 

come from both in and out of 
the municipality.
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AMe
 

Villagers in Bangladesh often have an extremely vague notion of their
 

ages, and in most cases (since written records are 
usually non-existent)
 

attempts to arrive at rzasonably approximate assessments of same are
 

complicated, tine-consuming, and ultimately dependent on the judgement of
 

the investigator. Thus, ages of interviewed vendors were estimated
 

by interviewers on the biais of appearance only.
 

The bulk of the vendors (70.47.) appeat to be from 16 to 45 years of
 

age; 24.6 are perhaps 46 or over. The largest percentage (29.6%) seem
 

to be in the age group 26 to 35 7ears. Only 5% look like shildren
 

(10-15 years of age); 107. seem to be 56 to 65 years of age; and 1.9% look 

as though they are over 66. 
 The very young (child) vendors are sellers of
 

dry snacks, fruit, dairy products, and mudidokan wares. There are no vendors
 

who look younger than ten. (The eatire spread of age groups is shown in 

Table 14.)
 

Schooling. Literacy, and Numeracy
 

?or the sample vendors ts a whole 1.44% have never been to school
 

though 277 have had 6-10 years of schooling. Only one vendor, a dry snack
 

seller, has spent more than 10 years in school; 10 (6.2.) have had at least
 

one year of vocational training. Those business types with the highest
 

percentages of relatively well-schooled (more than 6 years) owners are:
 

"other" (75%); hoteli and sweet 
shops (507. each); aud mudidokans (45.45%).
 

Those with the highes- percentages of totally unschooled owners are dairy
 

products (60.), sweet shops (50%), restaurants (41.67.), and fruit
 

sellers (37.8%).
 

We do not have separate quantified data on literacy and numeracy.
 

From studies of the family life of 25 selected vendors (see below) we know
 

that those vendors who are illiterate nonetheless keep mental records of
 

sales and expenditures; were it not so, 
they could not stay in business.
 

A detailed interview with & business failure, a new vendor or wno 
entered
 

the market as an iftari seller in Raznan, also supports this; he could not
 

accurately assess his sales in relation to his costs and suffered not only
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TABLE- 14 
anas nn=. 

Frequencv D tt~l~ut~icirs 1y 'hujSAges, 

-- Vendors Age Gruups -.-.. 

',', 
ti..n 
| 'yr~s 

to to 
15 /rs 25 yrs .5 

to 
yr S5. 4 'r r'i 

to 
/r' m 

flcl \o. 
, 

0-T 

HOTELS 

% -. 
0 

0.. .c 
2 

16.7 
4 1 

8. :.. 
1 

a.3 
1 
.3 

12 

RESTAURANTS 

x 
0 

0.0 
0 6 

5'. 
2 

16.7 8.3 
I 

6.3 
2 

16.7 
L2 

rEA SHQF'! 
" 

0 

c'.0 
,., 

, 
,-

'.'~: 
2 

::5.0C :5.o 
3 

37.3 
1 

12.5 . 
r DII):),NS 

% -1 
0 

0.0 
0 

0.0 24.2 
'12 
6. 4 

5 
15.2 

5 
15.15 

2 
6.1 3.0 

33 

DRY SNF'CKS 0 
0.0 1.-

1O 
22.7 

9 
2Q.5 

8 
18.2 

0 
17.4 

5z 
11.4 

1 
2.3 

SWEET SHOPS 
%" 

0
0.0 ,)

c,. ". 0 
' 

1:s2 .0 125.:• 0 2
',0C' )

0.'. ".. 4 

DAIRY PRDTS 

% -." 
0 

1. 0) 
! 

20. ,) 2 

1 
,0 

2 
40. 0 

L 
20.: 

' 

*.,U 
0 

.0 
... 

:.. 
5 

FFuir/juzCE 0 
7, -. ' .0 

2 
.j.+ 2 

0 
. 5 

9 
211.3 

.' 
. 

*' 

. , 
:7 

cTHERS 
. -. 

0 
. .. " 

1 
, 

2 
.o 

101 
25. u 

C' 
.'. " 

" 
.. , 

'., 

'.,, 

ALL TYPES 
-*" 

0 
.0 

8 
5.0 

'. 
2.6 

47 
29. 

-I7 
18.2 12,6 10. 

13 
1.9 
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a lack of profit but tremendous loss which led to thc immediate ternination 
28 

of his carar.
 

Caj'rent Residence and Migration 

According to our census figures 45. of the vendors live outside the 

municipality and 557. live inside, with 397. Living in the central area known 

locally as the town. (However, according to the sampP. questionnaires, 407.
 

live outside the municipality and 60% Live inside.) This contrasts strongly
 

with the Z.5% of the Dhaka vendor popul-tion which comnutes daily to the c:I.ty to sell.*
 

(N.Rahman: 12) The sixty percent of the sample who live inside divide into 407.
 

who were born there and 207. who have moved there. Twenty percent of the 

vendor population would appear to be aigrant, therefore; about half of these people 

have Uived in the muricipality for more than 10 years. An additional 47. 

have lived in the municipality for seven years or more; 37. have c.e within
 

the last 2 years. None have come within the last year. Thus the street food 

trade is at least not dominated by migrants to the municipality. (In contrast, 

Aomed implies that his Dhaka informal sector respondents are almost all 

Migrants. ) 

There are no migrants among the sellers of wet sweets, dairy products 

and "other" products. 'Since the former two trades are traditionally Hiadu, 

caste-based occupations(in fact all the sweet shops are Hindu owned),the
 

result is not surprising. One would not expect Hindu migration into the area;
 

rather, the opposite is occurring. "Other" product sellers are too few to 

be statistically significant as a separate category. Surprisingly, there are 

also no migrants among the restaurant owners in the sample, although two of
 

the hotel keeper are "new comers" of more than 10 years' standing. (See
 

Table .15.)
 

28A personal experiment with an illiterate woman who became a vendor undei.
 

our tutelage also demonstrated that lack of ability to keep fairly extensive,
 
accurate accounts, at least mentally, makes business impossible. This
 
woman could project clearly her needs and profits on a daily or two-day
 
basis but could not assess her expenses even approximately for longer
 

.periods. She therefore made investments that she could not afford.
 

For particular areas in Dhaka the percentage of commuters is higher. At
 
Sadar Ghat commuters are 57 to 27. of the street food seller population,
 
depending on how one defines 'commuter.' (See p.11 above.)
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Un.fortunately, there is some indication that many of the respondents
 

misunderstood the question regarding length of residence in the municipality,
 

because the above data do not correspond to the answers given in the first
 

census regarding "desh" (or place of cultural/social identity) and village home. 

Of those indicating at the time of the socio-ecoaomic interviews that they 

had present residence inside the municipality but origin o-tsida it, only 

10 (6.3 of the sample) also reported in the census that they had a village
 

home outside the than&; and on.Ly 4 
 (2.5 of the total) of these returned 

a "desh" other than the Hanikgauj region. Thus those .vendors who are actually
 

migrants could be as low as 6.37 of the vendor 
 population. This Will not
 

alter the points made above, but it would support Chaudhury's finding that
 

rural migrants tend to move short distances in search of work and to settle
 

in the closest urban centers, Licking the resources to travel very far.
 

(In Islam and Begum: 11, 5)
 

Length of Time in Business
 

Three quarters (76.1) 
 of the vendors have started their businesses
 

since the birth of Bangladesh, i.e., 
in the last 12 years though almost a
 

quarter (23.27".), representing all business types except"other"product
 

sellers, have been in business since before Liberation. (Sixty percent
 

of Rahman's Dhaka hawkers and vendors had also started after Liberation
 

(Rahman: 12).) Approximately 117 have been in business less than a year,
 

31.45% have been selling for 1-5 years, and a full third hava been selling
 

6-12 years. The newest businesses (less than a year old) are 257. of the
 

tea shops, 217 of the mudidokans, and 16.67. of 
the hotels and restaurants.
 

There are .no 
new sweet shops, dairy product sellers, or other product
 

sellers. However, the bulk of the 
restaurants (757.) have been operating
 

for 6 years or more,and at least a majority of all other types (hotels
 

(58.34), tea shops (75%) mudidokans (69.69.) dry snack sellers (70.467.),
 

sweet shops (507.) fruit sellers (86.487.) and other product sellers (75))
 

have been operating for 3 years or more; all of the dairy product sellers
 

have been in business at least that long.
 



Shoo O-ershio
 

Only seven vendors indicated that they own both land and shop; 
an
 

from which he sells; still another
additional seller owns only the land 


is on government land. (It is incereating that owns only his shop,which 

only 4 of these 9 vendors have a trade licensa.) All sell from either 

a 3-walled permanent structure or a 3 ov 4-walled impermanent one. All 

but one (in business for 5 months only) have been in business for at 

least 5 years; two have been in business for 7 years; three, for 14, 16, 

Noand 19 years respectively; and one has bean operating for 28 years. 


hotels, tee shops, dry snack sellers, dairy product sellers, or fruit
 

Two-thirds of them are mudidokans.
vendors are included in this group. 


are on the main road, two ere neighborhoodOnly one is at-the court, two 

shops, and tht. rest ae in the markets. No bus stand vendor hisowns 

own selling premises, including those selling from non-government land. 

On the whole, 94. of the sample vendors own neither land nor shop from 

which they sell. (There are, of course, other land-owning sellers of 

ready-to-eat food among thfa 4-walled and wholesale vendors excluded from 

the study.)
 

Association Membexshins
 

SLY.ty percent of the vendors belong to no association of any kind;
 

one third belong to cae organization; and 6% belong to two. A single
 

vendor(a dry snack seller) indicates membership in four associations.
 

The bulk of meaerships are vendor association memberships though 

thl still includes only a quarter of the vendors (26.). Slightly more 

than half of the:ne vendors are at the bus stand, where there are two 

the busses
associations: one for hawkers (mobile sellers who service 


and have no selling location at all), which claims a membership of
 

53 vendors, ati one for sedentary vendors, which claims a membership of 100. 

Both groups in:lude sellers of all types of wares, not only ready-to-ead
 

food. Together these two memberships, which by definition should not
 

overlap, should comprise 153 vendors if the group representatives' 

statements are b be believed. Although our winter census revealed a 

total of 157 fas-food vendors at the bus stand, at that time there
 

were in all ,bou 260 vendors in that location (including raw meat, fish,
 

vegetable and rie sellers, tailors, barbers, cloth sellers, cigarette
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vendors, and rickzhaw mechanics). A membership of 153 would represent
 

about 59% of the total number of vendors. Those of our bus stand
 

respondents who indi:ated member!ship in one of these associations
 

represent 427 of the bus stand sample. Since vendor population at the
 

bus stand is in constant flux, however, as mentioned above,this association
 

membership probably represents a somewh±at lower percentage of both the
 

total year-round vendor population and the total year-round ready-to-eat food
 

"vendor population. These two organizations collect dues from and give 

loans to members. The hawkers$ association is saving money to buy a bus, 

which it will run as a Joint business for the profit of the organization. 

Neither is registered as a voluntary association, but both periodically 

attempt to persuade government officials to make vendinag at the bus stand 

legal; for this help has been sought from various influential people, 

including some of the wealthiest shopkeepers in the area. However, 

neither group has been effect.ve in this regard to date. 

The markets are next in degree of participation with 32% of the 

area's food vendor sample population having some kind of vendor
 

association membership. In the kaca bazar there is a market committee
 

elentAd by those vendors with both permanent structure and a trade licanse.
 

(Only 207. of our sample has a trace license though a full third of these
 

(34".) are in the markets.) The committee is said to have about 400
 

members and several sub-committees. It's officers' main job is to settle
 

quarrel- between sellers (even those who are not members) and to collect
 

funds for government celebrations or charitable causes like improved diet
 

in the jail, hospital, and orphanage; and to decide which days will be
 

selling days and which days will be holidays.
 

Only one sample vendor on the main road belongs to a vendor
 

association (probably the main road's market committee),which seems to
 

be for vendors with structure only,aud one vendor in the court area 

indicates a membership. That organization is unknown. In the neighborhoods 

no vendors belong to any association of this type. 

Reasons returned by vendors for not belongini to a vendor/hawker 

association are the following: "o such organization in :he area" (547.); "No such 

http:effect.ve
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organization for my type of business"(217.)j-No benefit will come from
 

joining"( 147.); "Membership is 
 too costly" (4.5%); "Don't Know" (3.67.); "Other" 

(two vendors); and "The established organization will not allow 

new members to join"(one vendor). 

Additionally, eleven percent of the sample vendors indicated
 

membership in a 
 religiot's organization (unspecified, unfortunately); 

3 belong to a sports or cultural club; and one (only) belongs to a 

political party.
 

Servi'ces Provided by Wholesalers 

Credit appears to bc thr_most important service provided by the
 

larger middlemen or suppliers from whom die smaller vendors buy goods
 

or ingredients. 
Vendors can take goods or ingredients without paying 

and pay after selling, bypassing the need for advancing their own 

capital. In the case of the ice cream factories selling equipment 

(storage box and sometimes cart) is also provided free of cost. Access 

to packaging materials (plastic begs) and a work area for doing the 

packing is provided by one canacur who.%esaler; several also provide
 

overnight storage space for 'their' vendors' wares. The presence of 

local wholesalers also enables the smaller vendors of many goods to buy 
locally rather than travelling to the hats, to Dhaka or to the neighboring 

villages to collect their wares.
 



83 

Reli Iou 
Affiliation of Vendo.r
 
One of the reasons for choosing Mankganj forPresenceLof the research was the
both Hindu and Muslim communities. 
Relations between the
two groups appeared to 
be very good, and it 
was 
thought that comparison
between them might Possibly be of some 
interest.
 

According 
to 1981 
census 
figures (BBS 1982: 91), Hindus representL2.iZ of the population in Bangladesh as a whole (Buddhist, Christian,and others together comprise only 1.27). This is a reduction from !3.57in 1974. 
For Dhaka District 
Plone the percentages 
are much lower: 
11.4%
in 1954 and 8.9% in 1981. However$ prior to 
1.947 Maikganj 
was a Hindu
majority area, and one's casual impression still is
of Hindus is that the percentage
a bit higher than elsewhere in the district, especially
Within the municipality-

Ons local government officer estimated the thana
Hindu population 
to be slightly under 20%, and in the absence of any
evidence from thana or subdivisional 
statistics 
to the contrary 
we are
inclined to 
think this is probably correct.
Table 
16 shows the distribution 
of Hindu vendors within our universe
of 550. 
As a whole they represent 247. of the tctalp which is higher than
their representation 


in the population. 
 In addition, all of theshops and 457. of the tea 

weet 

shops are Hindu-owned; 

sellers 52% of the dairy product
are Hindu. 
This supports the local view that
products sweets and dairy
are Hindu specialties. 
Hindu mudidokans and 'otherl product sellersare also disproportionatu.y 

represented. 

restaurants 

Hotels, dry snack sellers, 
and
are either more than or in line with whit one would expect,
lepending 
on which figures 
one accepts for the Hindu population. Only
fruit and juice seller3 (6.36% 
of the vendor total) are clearly below the

percentage in the general population. 
According 
to our census 
of street food
vendors (which it must be remembered, is different than theL.population
a whole),by 
 as
area Hindus represent 4a% 
 Vendorbusiness
of the main road Vendors, 41% 
in the
court area, 337. in the neighborhoods, 

227 in the marketsp and 11% at the
bus stand.
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Table 16 

No. .f Hinu Vendors Accoraing vo

Tvme of S'ioi, .znd Location. 

! Tot .:, 
Bus Court lain Neis.- .rrket I HizduType Stamd Area Road H 7, "uS- ToT.3lbourhoods Area 
 i Vendors lira 

1[ 

Wet Meal O 6 O 0 2 8 21.6 29 37 
2Meal Subs. 0 0 2 1 2 5 3.5 32 37 

Tea Shop 0 3 3 1 30 45.4 12 22 
4Mudi Dok= 1 % 8 0 %3 33 31.7 71 104 

5Dry Smacks 7 5 9 1 22 1A4 21.5 16o 20n 
6Wet Sweoats 3 3 7 0 0 13 100.0 0 13 

Dairy. 4 0 1 1 4 10 52.6 9 19 

Fru t/Juice 2 0 0 0 5 7 6.36 103 110 

9Other 0 0 1 0 2 2 50.0O0 2 1* 

Total 
 17 18 
 31 14 52 
 132 24.0 418 550
 

Based on whole census (550).
 



I1I. ECONOMICS or STREET FOOD VENDING 

STARTING CAPITAL AND CREDIT 

Forty-seven percent of the sample obtained 
their starting capital
 
exclusively from savings, two 
 (1.25%) sold assets to obtain it,another 3.7%
 
inherited it, and 
 28% received 
it as a gift, making a total of 80% who
 
started without making use of credit of any kind. 
Another 3% received
 
it as 
combination of savings, gifts, and interest-free Loans.
 

An additional 77. szarted by means of an interest-free loan from a
 
friend 
or family memberand 57 made use of goods obtained on credit from
 
a supplier. 
This means that 95% 
of the sample started businoss without making
 
use of commercial credit. 
Only seven (4.4) vendors started with the help
 

of an interest-bearing loan, and 3 of those made use of this loan to
 

supplement personal savings or a gift.
 

Of the 
seven loans involved, 3 were from a vendor's association or
 
cooperative, three were 
from professional money Lenders, and one was 
from
 
a neighbor; none were 
from a commercial bank. 
This reflects the fact
 
that formal commercial credit is generally not available to 
small vendors
 
or in fact to small borrowers in general. 
The vendor Tk.l,O00 loans
 
mentioned in the Bangladesh Yearbook 1983 (Sarkar) appear to have been
 
targetted at sp, 
 L groups through special experimental programs;thcugh
 
an encouraging si.a,this type of Loan has 
 not yet become a normal
 
feature of the banking system. 
Visits to 
the seven banks in Manikganj town
 
also confirmed that there bank loans 
are not available to anyone without
 
security in the form of a building and land and/or a weLl-escablished
 

thriving business,all of which must be mortgaged to 
the bank.' 
 In some
 
banks the guarantee of a "reliable" person is additionally required.
 

Small loans (under Tk.l,000) are not given.2
 

Lrhis 
is with the exception of a USAID sponsored experimental program at a
branch of the Krishi Bank in the village of Betila, 3 ailes away from town.
The Grameen Bank, which operates through commercial banks,also gives small
loans for nonagricultural purposes.

Hanikganj region, its services are directed at rural people only. 
Some of
 

Though the Grameen Bank operates in the
 
our vendors would be eligible for membership in Grameen Bank groups, however.
 

'Three nf the sampl(c aurrant, non-starting capital loans were
however, in amounts of 1500, 2000 and 4000. 
from banks,
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Although 80. of the vendors have managed to start business witnout
 

credit, the recurring need for credit is considerable. Thirty-nine
 

point six of the vendors indicated that they have borrowed money from some
 

sources (formal or informal) in the last 3 years, and lack of access to
 

loans was the number one complaint from respondenr.s when asked about their 

business problems. At the time of the survey 187. of the sample (29 vendors) 

were making current payments to a credit source; only one of these was a
 

loan for starting capital. Eleven percent (18 vendors) were paying !.nterest
 

on these loans. Of the interst loansseven were from informal sourc-s,
 

three were actually from a bank, and eight were from a vendors' association.
 

The major source of credit to vendors in our sample is that provided 

by a supplier in the form of goods advanced without payment. Although 

only 57. of the sample started business this way, 767. acquire all or some of the 

ingradients/stock on credit. Surprisingly, only a quarter of these indicate 

that they pay more than normal market prices for the privilage of acquiring
 

goods in this manner; it had been expected that this would be a uajcr 

problem for vendors. In addition, 27. never make purchases on credit at
 

all, making a total of 74.77. who do not experience difficulty due to need 

to buy on credit. (Thi3 does not mean they would not benu.,it from access
 

to further capital which w uld enable them to buy with cash at all times.)
 

Those paying extra for the privilege of credit for ingredients/stock pay
 

as follows: 13.27 pay interest of 1-57; 6.Z7. pay interest of 6-107., and 

4.47 pay between Ii and 257.. 

Interest is charged monthly, 'However, a third of those who buy goods 

on credit pay for them the same day, 91,47 pay within one week, and all but 

two, i.e., 987. of those who buy on credit, say they pay within a mouth;
 

thus interest payments for credit purchases are not usually a long-term peublem
 

though in a few cases they could be a recurring problem.
 

Amounts of Starting Caoital
 

Amounts of starting capital cannot really be compared because some
 

vendors have been in business for 40-45 years. Since the price of rice
 

rose more than L,000 times betwefn Libazation in 1971 and 1977,
 

3This fits with Nuror Rahman's finding that only 107. (47.627 of 217.) of the 
Dhaka hawkers and vendors in his study made use of interest loans; Rahman
 
does not state how many of these, if any, were from formal credit sources
 
or how many were for starting capital. (N. Rahman n.d.: 15)
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we would guess that the value of money was probably at least 2,000 times
 

more than at present in 1938, when our longest-term vendor began his
 

business. Amounts of starting capital need to be converted according to
 

a single index, but no available source has been found which prnvides an
 

index with a baseline prior to 1972. Construction of an index with a 1938
 

baseline would be a major undertaking in itself, beyond the scope of this
 

project. For the present, therefore, Taka amounts have been left unadjusted,
 

as given by respondents. One should keep this in mind, together with the
 

fact that approximately one quarter of the vendors began business more than
 

12 years ago and about one third started business between Liberation and 1978.
 

Amounts of starting capital vat widely from Tk. 5 (a mudidokan on
 

the main road) to Tk. 25,000, a dry snack seller on the main road) with
 

an average of Tk. 1,723 for the sample as a whole. Py areas the bus stand
 

has the lowest average level of ititial capital (V4. 966), followed by the
 

neighborhoods (Tk. 977), the markets (Tk. 1,605), the main road (Tk. 2,760),
 

court area (Tk. 4,303).
and the 


By vendir type, dairy product/ice cream sellers have the lowest average
 

amount of starting capital (Tk. 154), followed in order by fruiz sellers
 

(Tk. 429), tea shops (T. 531), dry snack sellers (Tk. 1,756), hotels
 

(Tk. 1,769), 'other' product vendors (Tk. 2,128), and restaurants (Tk. 5,150).
 

Hindu vendors, who tend to be following traditional occupations and therefore
 

have a higher tendency to inherit their capital and assets, have a higher
 

level of starting capital (Tk. 2,560) than Muslims (Tk. 1,478), many of whom
 

are the first in their families to follow this profession. (Forty-three
 

percent of the Hindu and 25% of the Muslim vendors inherited or received their
 

starting capital as a gift; 317 or the vendors as a whole inherited or
 

received it as a gift. In all individual categories of vendor as well, with
 
either
 

the single exception of mudidokans,Lthe percentage of those who inherited
 

their capital is higher for Hindus than for Muslims or the percentages are
 

equal for the two groups. (See Table 17)
 

The permanent businesses on the main road are more highly capitalized than
 
those in the court area, but the main road also has many vendors who bring
 
down the average.
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DR'Y SNACKS 9 
 4 44.44 
 7, 9 25.71 
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SWEET SHL1PS 
 4 00 
 0 4 
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 3 
 1 ....
 

FRUITJUC-
 4 I0.0 of) , 7 21.:1 
 7 11 2.7.
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O•~~ S.5 . :o 2 1 0i.. , 4 

S. 
2 .": 

A4LL TYPFEE . - 15 42.36b 124 ,5 
 -:5.: 
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SALTS 

Weekly sales have a tremendous range frow a Low of Tk. 70 per week
 

(a dry snack seller in the kaca bazar) to Tk. 14,000 per week (a dry snack
 

and fruit seller at the bus stAnd). Excluding the latter individual,
 

whose volume of trade is l times that of his closest competitor, the
 

range becomes Tk. 70 to Tk. 9,000 (dry snack seller on the main road),
 

which is still considerable. However, half the vendors have weekly sales
 

of Tk. 1,400 or Less; three quarters have sales of Tk. 2,800 or less. The
 

average weekly sales figure for the entire group (excluding the high­

volume trader mentioned above) is Tk. 2,017 per week, (See Table 18).
 

Distribution of vendors within sales brackets may be seen 

in Table 19. 

Sweetshops (for wet sweets) and mudidokans have the highest average 

sales turnover (i.e., buyers are spending more in these than in other 

types of ready-to-eat food establishments), followed in descending order
 

by restaurants, dry snack sellers, hotels, fruit sellers, "other" product
 

vendors, and tea shops. (Also shown in Table 18).
 

For separate areas, average weekly sales range from Tk. l,427 in
 

the residential neighborhoods, through Tk. 1,655 at the bus stand,
 

Tk. 2,615 on the main road, Tk. 3,342 at the court, to Tk. 5,768 in the
 

markets.
 

The total volume of sales for the entire sample is Tk. 318,687 per 

week (U.S. $13,Z78); the total volume of the street food trade in the 

municipality should be approximately three times that amount, or 

Tk. 956,061 ($38,242). Per year this is roughly $2 million. 
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BUSINESS COSTS 

Current Costs
 

In&1edients and stock seem to be the 
major business expense for most
 

vendors (between 
 607. and 397 of sales for 807. of the vendors). Costs are
 

less than 50% 
for only 8.8% of the vendors. Exceptions are largely those 

who do not have to actually buy these things, such as farmers sLlling their own 

fruits or date Juice sellerr 
 who pay for the use of ;thers' trees with
 

half the juice they cullec:.
 

Many vendors (767.) 
 do buy all or some of their ingredients on credit
 

(ice cream vendors all 
buy on credit and have their equipment provided by
 

the producer as well). In fact, this 
can be a way of starting business
 

for those who lack capital, though only 57. of the sample actually started
 

business on the basis of credit from a supplier.
 

Wanes 

Only 21 
of the vendors have paid employees. (See Chapter I.) 
For
 

these vendors employee wages average only 6.5% if salev and 8% of their
 

business costs. 
 Excluding the 
shop categories represeated by only one
 

vendor employer each (tea shops, dairy product sellers, and fruit vendors),
 

the highest percentage of sales is 
spent on wages by restaurants, sweet
 

shops, and hotels (77. each), followed by dry snack sellers (6 
of sales)
 

and mudidokans (4% of sales). 
There are no 
'other' product sellers with
 

paid employees. (See Table le)
 

Among the erploytrs, nocels represent a 
full third; restaurants are
 

277.; mudidokans are 157; 
and sweet shops and dry snack sellers each
 

constitute 9. of the 
total. 
 For hotels, restaurants and sweet shops
 

those with paid employees constitute the majority (837, 75%, and 75% of
 
their respective cttegories). The percentage of mudidokans is next highest
 

(but 15% 
only); and only 77. of the dry snack sellers have paid employees.
 

The other categories are represented only by one employer each or 
by none.
 



Table 18 

Sates; Income, Rate of Return, and Percentage of 
Family Support Provided by Nine Food/Shop Types 

Percentage 

Food/Shop Type Lowest 
Weekly Sales 

h Avert Hi 
Weekly Income/Profit

ghest e Av 

Average 
Rate of 
Return 

Providing
Over Half 
Famlly
Support 

Hotels 800 4800 1990.42 100 519 302.75 17.94 75.00 
Restaurants 1050 4000 2090.42 124 1023 432.71 26.00 66.66 
Tea Shops 225 2450 964.75 50 1106 356.50 58.61 87.50 
hudidokans 350 8400 2574.79 53 4158 684.45 36.21 54.55 
Dry Snacks 70 9000 2066.44 29 1980 515.21 33.21 68.18 
Sweet Shops 2450 3850 2975.00 256 366 324.75 12.25 75.00 
Dairy Products 175 2100 1095.00 92 840 359.00 48.78 20.00 
Fruit/Juice 175 6000 1728.03 12 1167 415.24 31.63 75.68 
Other 563 3500 1715.75 176 1439 706.00 69.92 75.00 
All Types Combined 70 14000 2092.38 12 4158 503.24 31.67 67.30 
Excluding Vendor with 
Tk.14000/week sales 70 9000 2017.00 12 4158 491.68 32.24 67.09 
All Types, Excluding
the Two Ilighest Incomes 70 9000 1976.35 12 1979.88 469.08 31.12 
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TABLE - 19 

Vendors' Weekly Sales by Blocks of 8
 

, -Weekl,,, Sales Block -- ------

Tk 70 
 Tki187 Tk2303 Tk3420 Tk4536 TkZ652 Tk6768 Tk7815 Total
to to to 
 to to
Vendor Type to to & No. of
TkI186 Tk2302 Tk3419 rk4535 Tk56i 
rk6767 Tk7884 Over 
 Vendors
 

HOTELS 
 3 5 
 3 0 
 1 0 
 0 0
% -> 25.0 41.7 25.0 0.0 8.3 
 0.0 0.0 0.:
 
RESTAURANTS 
 2 5 3 
 2 0 
 0 0 
 0
%- 16.7 41.7 
 5.0 16.7 0.0 0.0 0.0 r:.o
 
TEA SHOPS 
 6 1 
 .1 0 
 0 0 
 0 0 
 8
% 
 75.0 12.5 12.5 0.0 0.0 0.0 0.0 0. t)
 
MUDIDOKANS 
 7 9 6 
 9 0 
 0 1 
 1 3
-> 21.2 27.3 18.: =7.: 
 0.0 0.0 
 3.' 3.0
 
DRY SNACKS 
 24 5 4 
 4 


% -.) 54.5 11.4 
2 1 2 - 44
9.1 9,.1 4.5 
 .3 4.5 4.5
 

SWEET SHOPS 
 0 0 3 
 1 0 0 
 4% -> 0.0 0.0 . 25.0 0.0 
0 0 

c.':o0. 

DAIRY PRDTS 
 3 2 
 0 0 0 
 0 0 0% 60.0 40.0 0.0 0.0 0.0 0.0 't 0 O. z 

FRUIT/JUICE 
 19 9 4 
 2 
 : 0 0:'
51.4 24.3 10.8 5.4 
 2.7 5.4 0.0 ). 
OTHERS 
 1 2 0 I 0 0 0 4% - 25.0 50.0 0.0 25.0 0.0 0.0 0.0 0.0 
ALL TYPES 
 65 3 24 19 4 3 3%- 15940.9 :.9 15.1 11.9 
 25 1.9 
 1.9 1.9
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Rent/Toll
 

Approximately half of the sample (527.) vendors pay rent of kindsome 

(including market toll) for their selling location; 
217. pay a daily amount;
 
all but 3 of these are 
in the kaca bazar, where a daily toll is collected
 

from all unhoused vendors.
 

Market toll paid by sample vendors ranges fzom 25 paisa to 
50 paisa
 
per day, with an average of Tk. 0.41 per vendor (0.29% of sales). Toll for
 

all vendors is assessed according to the type and quantity of goods sold.
 
Those paying what is 
more usually referred to as 
rent pay an average 

of Tk. 18 per week, or 0.79% of sales. The highest averag* rents are paid 
on the main road Tk. 45.51 per week followed in descending order by the
 
bus stand (Tk. 24.41 per 
week), the court (Tk. 21 per week), the markets
 

(Tk. 13 per weak) and the neighborhoods (7k. 8 per week). However, in
 
terms of percentage of salea., 
 the ranking is different: main road vendors 
pay 1.2. of thair sales, followed by court vendors (l.)of sales), the bus 

stand (0.27.), the markots (0.7%. of sales) and the neighborhoods (0.37.). 
By vendor types hotels pay the most actual rent (Tk. 42 per week), 

followed by sweet shops (Tc. 24 per week), mudidokans (Tk, 23 per week),
 

restaurants (T. 17 per week), dry snack sellers Tk. 13), fruit sellers 
(Tk. 13 per week), tea shops (T. 8), and dairy product sellers (Tk.l.6 per 

week - only one pays renlt; the others are mobile). In terms of percentage 

of sales, the highest cost is to hotels (2.67.); followed by tea shops and 
mudidokans (each 0.r.); restaurants, sweet shops, and fruit sellers (each
 

0.6); dry snack sellers (0.4%), and the nn-ambulant dairy product sellers 

(0.27.). 
 There are an additional 2.5 
 of the vendors who pay a nominal fee
 

to certain government offices for 
the use of 
an adjacent selling location.
 

One hotel in the market pays extra rent for a separate production
 

location (1.37. of sales making a total of 6% of sales for rent for this 
vendor), and 23 
(16%) vendors pay rent for a storage location separate
 

from their selling premises. These are 
13 dry snack sellers who pay C.57.
 
of their sales for this, making a total average of 0.947. spent on rent;
 

fruit :ellers who pay 0.7". of sales,making a total of 1.3%. of sales
 

for rent; and one mudidokan who pays 0.9% of sales, making a total of 17.
of
 

sales for reant.
 

11 
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Seventy-vthree vendors (46%) 3ay they pay no 
rent, 16% because they have
 
no actual selling premises (i.e., 
they are mobile), 2.5% because they "squat"
 

on public lard, and 5% because they own 
their selling locations.
 

The surprisingly low amounts and percentages of rental payments may be
 
due in part to 
a certain amount of under-reporting of 
rent by agraement with
 
landlords who wish to keep their 
own taxes to a minimum. (This phenomenon ha3
 
been observed elsewhere.) Unfortunately, we do not have any data which would
 

either confirm or refute this possibility.*
 

Transportat-ion
 

Transportation is 
a significant business expense for 
some vendors, primarily
 

fruit sellers, 59.47, of whom spend between 17.and 9% of their sales intake for
 

this (87 spend less than 1. of sales; 327. spend nothing). (See Table 20)
 

This fits with the fact that 89 
 of the fruit vendors are middlemen whose entire
 

stock originates outside the municipality (Table 12, Chapter II). 
 Some fruit
 

sellers personally travel 
as far 
as Bogra (in North Bengal) to obtain their
 

wares. Thirty-nine percent of the dry snack sellers also spend between 
17 and
 

9% of their sales on transportation(167 
 spend less than 17; 46 
 spend nothing).
 

Fifty percent of 
these vendors are also middlemen selling goods originating 

outside the tumicipality; however, a significant 32% 
are producers of their
 

own wares. 
 (See Table 12, Chapter II). Surprizingly, mudidokans, 
all of whom
 

sell at least some goods which originate outside the municipality, spend at
 
most 27.of their sales on transporeation (18 
 spend between 1 and 27.; 49% 
spend
 

less than 17; 
a full third spend nothing).4
 
For the sample as a 
whole 45% spend nothing on transpor:atloa; 
Z3 spend 

less than L7.of sales and 25 spend 1-27 of sales. Those spending over 27 

(at most 9% of sales) are only 8 of the total. 

This does not mean the vendors do not travel. Twenty-two percent travel
 

more 
than 40 miles a week in cornection with business; 
5.6 (all fruit
 

and dry snack sellers) even travel 
over 100 miles per week. Forty-nine
 

*The nominal fees paid to government offices for the 
are 
 use of government land
also in some cases supplemented by more substantial unofficial paymentsto the personnel in these offices. 

4If bigger shops bad been considered, especially the bigger mudidokans
excluded from our universe3, transportation would undoubtedly have beena larger percentage of the budget. Larger mudidokan owners travel or
send an agent regularly once a week to Dhaka to obtain goods.
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TABLE. 20 

Per.centaSoL, a.le sOLent on Trarisoortatioi. 

To­
tal 
No,
 

Vendar Type 
 0 % <1% 1-2 % 
 3-4 7 5-6 X 7-Y % cots 

HOTELS 6 3 3 0X -" SU.0 25.0 25.0 0 o0.0 0. 0 0,0
 

RESTAURANT C? , 2 1 0 0 1 LZ 
S-" 75. e 16.7 8.3 0.0 O .r. u. 

TEA SHOPS 8 0 0 0 0 aI0c) 0.-.I 0. 0. 0.0 0.0 O.u .
 

MUDIDOKANS 
 1 1 
 6 0 0 
33.3" 4e. IS.'2 0:o 0.r . 

DRY Srm scS 20 
 1 1 |% - 45.3 I 
7 

.y 
14 
. 2.3 . 2.1 .2.3)
 

5WEET SHOPS 0 4%. " 0.0 0 ' 38.70 G100.0 0.0 00:. 0.0 0.0 

A'RY PRDTS 
 4 0 1 0 0 0 
- 0.0 20.0 0.0 0. .


"RUZT/Jurcp 12 
 3 
- , 14 5 1. 

,. ., L 37ZS--.4' 37.8 13.5 , 2.7 5.4 l
 

'THERS 2 V 0 07. -> 5O.0 25.0 0.0 -25..0 
 0.0 .,,0 
LL TYPES 72 3 
 .39 7% -> 45.3 22.6 24.5 4.4 

2 
13 

3 
.9
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perceut travel more than 15 miles (approximately 2 miles per day); the 51"
 

who travel less that- that comprise 35". who travel 4-15 miles a week (0.57
 

to 2.4 miles per day), 157 who travel between one and 3 miles per week
 

(about 1/10 to h mile per day), and two vendors who said they did not travel 

at all. 

The single most widely used means of transport is the foot (used by 407.;
 

18% use rick3haws as the main means of travel; an additional 37 hire the use
 

of feet other than their own); only 47. use the bus or coaster as their
 

means of travel for business, und only 0.627. come, go, or ship goods by 

truck. This is despite the fact that Manikganj lies on'a major land rou-e.
 

None uses'a boat, despite the proximity of the river and the use of river
 

transport by other types of businessmen. Hiowever, 327 use an even combination
 

of the above means of travel, including one vendor who also sometimes travels 

by horse car (not observed in Manikganj) and one who does some travelling 

by train. 

Fuel Cost 

It appears that the question on fuel expenditure was unfortuuatel! 

understood differently by different vendors; in some cases the amounts
 

quoted refer to p:oduction cost only, in some cases to that plus extra 

costs such as that of maintaining a light at the selling location. 

(Additionally, eight mudidokans and two 
fruit -sellers, all of whom are
 

middlemen, indicated unexpected expenditure for fuel.)
 

For those who Indicated that buying fuel was a necessary expense
 

it averages 5% of weekly sales. By type, this is for sweet shops 87 of
 

sales, followed by tea shops (7.91), dairy product selldrs (7.2), dry
 

snack sellers (7.1) fruit sellers 
(6.5), hotels (4.3), restaurants 

(4.17), 'other' product sellers (3.4) and mudidokams (0.52%). 

Ziuch of the fuel used in production is not bought, however. The 

family studies reveal that women and children collect a great deal of 

fuel, often most of the family's fuel, on a daily basis. Leaves and 

twigs, straw, bamboo sticks, dried jute sticks, and cowdung are collected 

from the house compound and the neighboring fields. Cowdung is molded 

into patties, which are skewered on long sticks and placed in the sun 

to dry. Sometimes, in areas where house walls are made of mud, the 

patties are plastered onto an outer wall to dry. Larger pieces of wood 
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must be purchased (usually from a saw mill), 
as must kerosene. Occasionally
 

coal, 
coccaut huskz and dried sugarcane stalks (from whizli 
the juice has
 

already been removed) are alao 
used. (Electricity is widely used as 
a fuel
 

by middle class people in Mnuikgauj town, but to our 
knowledge none of our
 

producer/vendors ha. 
 4ccess to this source.) It is our guess that if all
 

the needed fuel had to be bought, the cost of Cuel would be at 
least double
 

for almost all of the vendors.
 

Long-term Costs
 

License and Tax
 

Eighty percent of the sample sell 
 without a license, including all of
 
the neighborhood vendors. 
Of the 20% who are licensed, one third (347) 
 are
 
at the bus stand, oue third (347) 
are in the markets, 197. are on 
the main
 

road, aad 
137 are at the court. *
 

The yearly cost of the licenze s in all cases less than half of one
 

percent of the vendor's ales though amounts vary from Tk. 12 to Tk. 200
 

per year with an average of 7k. 40 and a median of Tk. 33 per year. (The
 

cost of acquiring the original license,an unspecified and unofficial amount,
 
is reputedly much more significant, but, unfortunacely, no accurate
 

.nformationis available about this.)
 

A group of 14 vendors who indicate that they pay land (property) tax to the
 

government overlaps with but does not 
fully include the nine who 
own their
 

land; one land-owner pays no 
 tax. Two non-owners who pay land tax appear
 

to do so on behalf of 
the owner, as additiunal rent, and the others pay
 

'tax' to 
the government (the Municipality, JaZir Union Parishad 
or the
 

Sub-divisional Officer) for the use of public land, also as 
 a form of rent.
 
In no case doe the amount of tax exceed 1% of sales, 
 and in all cases but
 

one the amount is les than half of 
cne 'ercent 
of sales. It wiuld,
 

therefore, not appear 
to be a very significant amount. However, where 

government laud or facilities At,: involved, the actual cost to the 
user
 

is often more 
than the stated amount in the form of one-time or occasional
 

unofficial payments to the bureaucracy. One vendor reported that this year
 

hi" official (low) payment to 
the government was only 87.
of the actual
 

payment, and hebliiaes this to be the case for other similarly 31tuated
 

*Accrrding to a municipality spokesman, licenses 
are required of businesses operating
from permanent structures only; small establishments are deliberately overlooked.
License fees are 
paid to the municipality but are 
assessed by the 
Food Department
of the central government according to a shop's volume of trade.
paid by the 
 Property tax is
owner of the prewises, which is usually not the vendor himself.
 



vendors: Unfor:unately, we have no quantitative data on this; moreover,
 

since such unofficial payments are not regularly recurring ones and are
 

not faced by all vendors,we have beeu unable to estimate thair actual
 

effect on bu-Iness costs. It should be kept in mind tht they are 
an
 

additional expense for some vendors, however.
 

Loss and Liabilities
 

Credit Sales to Defaulting Customers
 

Fourteen percent of the vendors say they never 
sell on credit,and
 

65.4% make up to lT. of their sales on credit; only 16% normally make
 

more 
than 15% of their sales on credit. Loss from late paying or defaulting
 

CIustomers is for some vendors a serious problem; one hotel at the court
 

went out of business during the study due to this cause,aud one vendor
 

in another area had 1o change his selling location to avoid certain highly
 

placed customers to whom he was afraid to refuse 
credit sales. However,
 

76% of the respondents indicate that their loss from this problem is
 

contained within 4" of their sales; 2M say they have no 
loss.
 

Fourteen percent of the vendors refuse 
to sell on credit, however.
 

(Signs can also be seen in some large shops requesting customers not to
 

ask for credit.) This is almost the same as the percentage of vendors
 

who never buy oa :redit (15). Only seven vendors (4.47.) zdmit to charging 
on 

interest (usually 6-107%.Lcredic sales; the rest (83%) charge only the usual 

price. (Approximately the same percentage indicates that they pay only
 

the usual price themselves for credit purchases.) Payment is expected 

within 3 days at most by half of these vendors; 907 of them expect it 

within a week. 

Beggars 

Beggars are an extremely visible phenomenon in the commercial parts 

of town, especially on Fridays and holidays, when giving to beggars is 

particularly encouraged by the teachings of Islam. Most of the merchants 

keep handy small bowls of change from which to draw .hen importuned. 

However, 747. of our respondents,who are not big merchants, indicated that 

less than 1% of their sales are diverted for this purpose; 107. contribute 
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up to 2% of sales; ancther L%contribute up to 47 of sales. Only two
 

vendors indicated paying 77. or more, and 13. never pay anything.
 

Spoilage
 

Fifty-six percent of the respondents indicate that they suffer no
 

loss from spoilage; another 197. indicate this type of los:i to be an
 

amount which we calculate to be less than 1%of their sales. For another
 

217 the loss is within 4 of sales; only 2 vendors consider this to be
 

as much as L57of sales. The problem of spoilage has also been discussed
 

in Chapter V.
 

Theft
 

Eighty percent of the vendors have never had a loss from theft;
 

87 have lost ingrediencs or goods; 37. have had only money stolen; another
 

3% have lost equipment only; and 47. have lost both money and goods. The
 

value of the stolen materials has been less than one day's sales for
 

half of the victims; for the other half the amount was within one month's
 

sales intake. (Loss of this amount, however, could put many vendors out
 

of business.)
 

To avoid the problem 13% of the sample vendors (all ia the kaca bazar) 

make contributions to a market committee for the hiring of four night 

guards; another 15% employ someone to be present when they are gone from the 

selling premises; 11% have a family member stay on the premi3es; 77 request
 

other vendors to watch their goods (for short perioda of time; 67 simply
 

lock up their goods either on their own or another vendor's pracises;
 

47. take their goods home with them, and 27 themselves stay in their shops
 

at night. However, 437. do nothing at all to avoid theft.
 

For those who indicate that they spend money for this (187.)the
 

average weekly cost is extremely low (0.095% of sales); 827. say they spend
 

nothing.
 

Miscellaneous Costs
 

Miscellaneous expenses, such as shop repair, entertaining customers,
 

and contribution.s to cultural events (social and sporting clubs and the
 

Sub-Divisional Officer's office regularly sponsor functions for which they
 

seek contributions from town residents, including market sellers) amount to
 



too
 

an average of half of one percent of sales. 
 Hotels, restaurants, tea shops,
 
sothtr' product sellers and fruit vendors indicate the highest expenditures
 

of this type.
 

Loan oavMents 

Of those Z9 vendors who were making loan payments at the time of survey, 

more than half (527 or 15 vendors) were paying less than 1% of their sales 

for this purpose. Ten were paying I or 27. of sales, two were paying 3 and 

47 of sales, and two were paying 5% and 10 of sales (to a money lender and
 

to a bank respectively).
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INCOME 

Range, Quartiles, Averages
 

Income also has a tremendous range from a low of Tk. 12 per week
 

(a fruit seller in the kaca bazar) to Tk. 4,158 (a mudidokan near the
 

less;
court). Half the sellers have an income of Tk. 337 per week or 


incomes in
three quarters make Tk. 649 or less. Only tWo 

of the sample fallthe entire sample exceed Tk. 1,980 per week; 98.7% 


into the lower two quartiles; and 68.6 fall into the lower half of the
 

lowest quartile (Tk. 12-530). (See Table 21). Excluding these two
 

highest incomes (the second highest of which is the high volume trader
 

excluded from the sales averages above), the average weekly income in
 

5 

the sample is Tk. 469.08. (See Table 18 above.)
 

By sections of the research area, average incomes range from Tk.396
 

per week at the bus stand to a high of Tk. 720.29 Pt the court; the
 

markets show an average uf Tk. 469; the neighborhoods, Tk. 474; and the
 

main road, a weekly average of 7k. 650.
 

Table 18 compares the average sales, incomes, and rates of return
 

for each of the nine vendor/food types. Each of thesemeasures provides
 

a different ranking of food types; nonetheless, the rankings do seem to
 

be somewhat related.
 

Sweet shops have the highest average sales volume (Tk. 2,975), but
 

with the lowest average rate of return (12.2.) they show the second lowest
 

average income (Tk. 325). Mudidokans rank only fourth in terms of 
rate
 

of return (36.217.) but have the second highest average income (Tk. 685),
 

2,574). "Other"
doubtless because they have a high volume of sates (rk. 


product sellers
 

(mostly chotpotti and the health drink bhandari sharbat) have the third
 

lowest sales volume (Tk. 1,716) but rank an impressive first in both rate
 

of return (69.9 and income (Tk. 706).
 

.5Including them, the averagu becomes Tk. 492 per week (or T1,. 70 per day).
 

An average family size of 7.42 members indicates this to be a per capita
 

average income of something like Tk. 63.22 per week (or Tk. 9.03 per day).
 

Since many vendors are not the sole bread winners; and since others do not
 

per capita family
contribute all their earnings to the family, however t 


income is actually a somewhat more complicated matter than this.
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Dairy products hava the third highest rate of return (49%) but rank 

only 6th in average !::ome (Tk. 359), possibly because of their rel.atively
 

low sales volume (Tk. 1,095). Restaurants, largely specializing in the
 

ruti/bhaji combination, which are on the low side in terms of rate of
 

return (26.1%) but do a good 
volume of trade (ranking third, at Tk. 2,090) 

and have the fourth highest average income (Tk. 432). 
 Dry snack sellers
 

are fifth in terms 
 of rate of return (33.3%), have the fourth largest volume 

of sales (Tk. 2,066) and have the third highest average income (Tk. 516). 

Hotels, despite a medium level volume of sales (fifth in rank at Tk. 1,990), 

have the lowest average income (Tk. 302), perhaps because of their low
 
average rate of return (18%). 
 TeA shops show a high rate of return (58..) 

but the lowest volume of sales (965), resulting in a relatively low average 

income (Tk. 356). Fruit sellers play the middle of each scale with the 

sixth highest rate of return (32%), the sixth highest sales, and the fifth 

highest income (Tk. 417).
 

Comparison with other Sources of Ircome
 

Given the above figures, on the whole it would seem 
that as a source
 

of livelihood, street food selling does not compare badly with other choices
 

available to the vendors. The sample average income of Tk. 469.08 per week
 

is Tk. 67.01 per day, which was about the 
same as a skilled carpenter's
 
daily wage in Manikganj 
(Tk. 60-65 per day) at the time of the research and
 

better than that of a mason (Tk. 50-60 per day), based on local informants' 

estimates. According to the Bangladesh Bureau of Statistics (1982: 511),
 

skilled agricultural. labor in Bangladesh as 
a whole was by contrast only 

projected at Tk. 20.62 per day in 1982-83, and both skilled and unskilled 

agricultural labor taken together received Tk. 21.25 per day in 1981-82 in 

Dhaka District, where such wages are higher than anywhere else in the country. 

Unskilled non-agricultural (male) labor in fanikganj during the survey was 

at best Tk. 25 per day without meals (Tk. 14-L5 with 1-2 meals).
 

However, many vendors make less than the average; 
for those with low 

earnings, such as the Tk.12 per week individual, clearly earth-cutting or 

other unskilled manual labor, even at Tk. 12-15 per day, would be a more 

profitable choice. Options of female vendors have been discussed below (p.113). 
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Neeative Profits
 

There is also the unfortunate fact that given the 
 extensive use 

of the time and efforts of unpaid helpers (which the above employment
 

alternatives do not require) profits for some types of enterprise may
 

actually be regarded as negative. Tables 22, Z3, and 24 
 compare
 

weekly sales, income and rate of return figures given earlier for each
 

vendor type with the amounts which they become when wages 
 of the unpaid 

helpers and the vendors themselves are computed as business costs. The 

entire sample is used, and profits shown are therefore the maxlmum. 

At a wage of Tk. 15, profits for the sample as 
a whole do not actually
 

become negative but register a drop of 
 37.; rate of return drops by
 

787.. 
 At Tk. 20 per day hotel earnings and rate of return become negative,
 

and overall income drops by 507.. 
 At a wage of Tk. 25 per day profits
 

and rate of return become negative for hotels, sweet shops, and dairy
 

product sellers, and overall income drops by 62%.
 

It is interesting that dairy products sand sweets, both classified
 

as "dairy products" by the Rural Industries Studies Project, were also
 

found by that study to be positive profit businesses, even after wages
 

for unpaid 
workers were imputed. (RISP: 157) In contrast, however, 

calculations based on our sample show them to 
be at risk of becoming
 

profit-negative. On the other hand, date gur and zuri, subsumed under 

dry snacks in our tpbulations, were 
found to be negative by the RISP. 

We have not computed prcfits separately for these, however, and our tables
 

indicate that the profitability of the dry snacks 
category as a whole holds
 

up very well in comparison with that of other food types.
 

Consumotion of Profits (Frequency of EatiLS 
Own Products) 

When asked how irequently they or their family members consume 
their
 

own wares, 48. indicated that they do so once a day, and another 167. 

said they do so more 
than once a day. Nineteen percent do thLs once a 

week, 117 indicated once every 2-3 days, and 37. answered once a month; only 

47 never eat their own products, Those eating their products once a day
 

were two 
thirds of the rsesaurantz, 
tea shops, and dairy product sellers;
 

roughly half the mudidokans, sweet shops, fruit and 'other' product 

callers; a third of the dry neck sellers; and a sixth of the hotels. 
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TABLE - 24 

Vendars' True Profits & True Rate of Return 

Average 
Unpaid 
but 

Vendor Type 

Average 
Weekly
Sales 

Averagm 
Income/
Profit 

Ave. earned 
Ave. No.of weekly 
Rate Unpaid wages
of Re- Help- Z Tk.25 
turn ers * per day 

Averaq 
True 
Profit 

Ave. 
True Toca, 
Rate N.o 
of Re- Vmn­
turn dor6 

HOTELS 1990.42 Z02.75 17.94 2.17 379.17 -76.42 -. 710 1 
RESTAURANTS 2090.42 431.42 26.00 :.42 422.92 BZO .41 ±: 

TEA SHOPS 964.75 Z56.50 58.61 1.63 284.38 72.1: 8.08 

MUDIDOKANS 2574.79 6a4.45 36.21 1.91 334.09 350.30 15.75 :: 
DRY SNACKS 237.66 5b6.45 3.14 1.66 290.34 266.11 12.85 44 
SWEET SHOPS 2975.00 324.75 12.25 2.00 350.00 5.5 -.84 4 
DAIRY PRDTS 1095.00 7-9.00 48.7e 2.40 420.00 -65..0: 5 28-s, 
FRUIT/JUICE 172,.03 415.24 31.63 1.41 245.95 9.Z: 10.66 Z7 
OTHERS 1715.75 706.00 69.92 2.00 350.00 356.00 26.19 4 

ALL TYPES 2092.38 !03.24 31.67 1.79 j12.58 190.6, 10.0: 159 
COMBINED 

9 Including the Venoor 
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All vendor types considered together, this consumption averages 1.3% of 
sales, with the hiahest amounts consumed by tea shops (3.9% of sales) and
 

hotels (3.5%) followed by dairy product sellers (2.57), restaurants (2.4%),
 

mudidokans (1.8%), dry ,snack sellers (1.47.), fruit seLlers (1."), "other" 

product vendors (0.9%), and swat ShopS (0.67).
 

Since loss through co-usumption of owa products was considered when 
calculating average costs 
and profits, we c n say that if vendors did not eat
 

their own products, the average income would rise by 1.87. of sales. 
For our
 

sample, therefore, the average increase in income would be 7.377.. Stated
 

another way, on an average vendors 
 are currently consumin. 6.86% of the profits 

which they would have if they sold all their wures.
 

Percentage of Profits Paid 
 otoees
 

Wages, for the 
21. of the vendors who have paid employees, range from 5% 

of profits for the S*ngie tea shop employer to a high of 50% for the single
 

dairy product seller 
with a paid worker. Excluding these vendors to be
 

considered characteristic as 
too few of their shop types the range becomes
 

one of from 157 for mudidowanu to 41% for sweet shops, ith an average of 277. 
for the employer vendors as a whole, Dry snack sellers pay 227, restaurants 

26., and hotels 317. of profits to employees. There are no 'others product 

sellers with paid employees. T-here does not seeM to bi any correlation, direct
 

or inverse, between inc-one and percentage of profits paid to employees. 
 The
 

lone tea shop employer, with the lowest employer income also thepays lowest 

percentage of his profits 
as wages. Dry snack sellers and =udidokan3 have the
 
highest average incomes aud pay the next to the Lowest percentages of income
 

(and sales) to their workers. Fruit/juice sellers have medium range levels of
 
both income and payments to helpers. On .h:e other 
hand hotels, wit., the next 

to 
the lowest profits, have a medium-level ranking (fourth) in percentage of
 

earnings passed on to employees. The highest percentage (50% of profits) is
 

paid by the single dairy produzt employer, who ranks Low (sixth) in income 

level. These details are displayed in Table 25.
 

Percena'e-_if Vendor's Income from Street Food
 

For a tonal of 53% of the sample street food vending is the only
 

source of individual incoma. 
 (Personal income is here considered sepatately
 

from family income; for 25 
 of the vendors earnings of other family members 
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24 v n- 7Ld to pail to eijt. 
-w, st- hviIpersftelptrs;',yi. Totaw 

ti taia ay theM&y thele by tr'"CNo. 01 
"! '.f i Vendors Vendors enuiJr,Vendors 

4 .P 30.98 8.26 & 12 

L 4 76.39 9.7, 7. 12 

4.2. 1.17 !.00, a 

WT. 3.1 21.74 6.90 .5.A 44 

j340.El 40.83 7.81 7.0 4 

',o2. 13.64 IL 00o0'.,u 50.u 

Ia(.3Z 34.70 1.41 1.00 37 

0M 0.00 0.00 ,.,),j 4 

3U7,2 77.26 7.93 &41 11V 

Il " c, twu wiale employees arv unkaown 
awl m 'Na: ioc been cal,.ulaced a. a,, 

.. .- u v;udor employers in ,luu- un. 
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are also considered important sources of income. 
 See below.) For 29
 

the sale of street foot is the main but not the only source of income,
 

and for 187, street food is a secondary income source only.
 

Secondary Sources of Income
 

For both of these groups produce from their own Land is the main
 

other source of income (for 
727. of those who are primarily street food
 

sellers and for 557 of the secondary sellers), followed by another
 

business (for Zl 
 of the primary sellers and 1L1 of the secondary sellers),
 

a salary (for 6.8 of the secondary sellers and none of the primary
 

sellers), own wage labor (6.5% 
of the primar sellers and 3.4 of the
 

secondary ones), and 'other' occupations (six point eight percent of
 

the secondary sellers only). 
Noue in either group has rent from property
 

as income.
 

Family Income
 

Vendors contribute varying proportions of the incomes of their
 

families,both because many (5Z.83%) families have more than one earning
 

member 
and because business income does not all necess.irily go to the
 

family (though in most cases at least a large part of it 
 appears to
 

do so). One vendr even contributes nothing to the family.
 

However, for forty-seven percent of the vendors 
 as a wholethe
 

vendor's earnings provide the only source of support for the family.
 

(Table 26). For 677., the vendor's earnings provide 51. 
or more of the
 

family income. (Table 18). The highest percentages of those providing
 

the entire family's support are found among tea and sweet 
shops (each 757),
 

followed by fruit sellers (517), hotels and restaurants (each 507.), and
 

dry snack sellers (45.5). Only 25 of thelot r'product sellers and
 

207. of the dairy product sellers are 
the sole support of their families.
 

(The latter two categories, however, contain 
coo few vendo)rs to be
 

significant.) Those providing at 
least 517 of the family support in
 

greatest members are 
tea shops (887), fruit sellers (76.) and sweet shops
 

'and hotels (each 757). In all other categories, with the exception of
 

dairy products,55 or more of the vendors provide over half the family
 

support.
 



TABLE -

Percentage Analysis 	and Avorage of Number of 

Vendor Famalies
 

Families for 
 Families with 
:--whom vendor - i-one or more -1 
1 
* 

is sold su-
pport 

I 
I 

I 
I 

additional 
earning mem-

I 
I 

I I bers 
* I; 

As % of As % of 
Total No Total No 
of vend- of vend-

Actual ors in Actual ars in 
Vendor Type Number the type Number the type 

HOTELS 
 6 50.00 6 50.00 


RESTAURANTS 
 6 50.00 
 6 50.00 


TEA SHOPS 
 6 75.00 2 25v00 

MUDIDOKANS 13 39.39 20 60.6 1.3 

DRY SNACKS 20 45.45 24 54.55 

SWEET SHOPS 75.00 
 1 25.00 


DAIRY PFRDTS 1 20.00 4 20.00 


FRUIT,'JUICE 
 19 51.35 
 18 48.65 


OTHERS 1 
 25.00 z 75.00 

ALL TYPES 75 47.17 54 52.83 

COMBINED
 

Earners in
 

Average No
 
of earners
 
in Famil­
ies with 

additional 

Earners 


2.3 


2.8 


2.0 


2.6 


4.0 


3.0 


2.6 


3.0 


2.6 


Total No.
 
of vend-ir
 
Families
 

12
 

12
 

8
 

33 

44
 

4
 

5
 

37
 

4
 

159
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For the 52.7. of the families with more than one earning member the 
average number of earning members (including the vendor) is 2.8; 
the
 
overall average number of earners 
par family is 1.94. 
 Family income
 
ranges from Tk. 25 
to Tk. 1,628 per week with an average of Tk. 332.68.
 
An average family size of 7.42 makes this an average per capita income
 
of Tk. 44.84 per week, or Tk. 6.4 per day.
 

Income of Women Vendors
 

Where do 
the five women vendors and our single woman producer fit
 
in his picture as 
it has emtrged so far? 
 Sales of the women who
 
sell daily range from Tk. 175 
to Tk. 1,800, with an average of Tk. 677. (An

additional woman 
fruit seller zulls only once every 3 months, making
 
about Tk. 
 20 each time, an average of Tk. 1.54 per week.) The woman with 
the highast sales (Tk. 1,800) is still below the average for dry snack
 
sellers; (she is 
the producer who sells only to middlemen). 
The woman 
with the lowest sales, a daily fruit and vegetable seller, sells only 1/5 
of the average for fruit vendors as a whole.
 

Tho women's wevkly incomes range from Tk. 50 (a tea stall owner, who
 
has the lowest tea shop income in the sample) to Tk. 397, a mudidokan 
owner. The latter's income is about half the average (Tk. 684) for
 
mudidokans though 
 wfill above the lowest income in this category. Rates of 
return on 
the women', businesses range from 12.5% for the fruit seller
 
(the average is 2 
times this rate) to 
131% for the mudidokan keeper
 
(more than three 
times the average and perhaps an error in calculation).
 

The Tk. 677 which the women as a group average for their sales is 
only barely more than a third of the sample average of Tk. 2,017; average
 
income is T:. 154 compared to Tk. 492 for the sample as a whole. However, 
the average rate of return is 
297. not actually very far below the sample
 
average of 327.. 
 As a group then, the main difference between the women
 
vendors and the sample as 
a whole might be said to be Lor volume of sales
 
and correspondingly Low income. 
Access tc additional capital so 
that
 
v6lume could be increased might improve masters. 
 A similar problem seems
 
to exist for the male vendors of dairy products and tea, and for 
them also
 
the same solution might be appropriate.
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All seven of the women mentioned (the 5 vendors, the producer, and the
 

occasional seller) 
are heads of households, and all earn and control either the
 

family's major income or all of it. 
Four of them are widows, one is separated
 
from her husband, and the husbands of the other two are physically too weak to
 
earn more than occasional small sums 
doing physically light work (in one case
 
by practicing a type of indigenous medicine and in another case by begging).
 

Only one of the widows has at her disposal the full-time earnings of an adult
 

male family member (her son), and his labor is not well paid.
 

Only three of them are on the young side (ages about 30, 37, 
and 45); for
 
older women, earning outside the home is 
 not as much of a violation of the ideal
 

of purdah as 
it is for younger women. 
The youngest woman is 
a Hindu, for whom
 

purdah restrictions 
are in any case milder. However, the older women, though now
 
viewed as somewhat respectable due to 
their age, all started their current work
 

when younger; all 
have been violators of the ideal due to necessity. 

One of the women learned her trade from her mother and took over the latter's 
role when she died; another stepped into her husband's role after his death; 
a
 
third took over her son's 
business when he died. 
The other four, however, have
 
broken with family tradition to become earnag heads of households and have had
 

to figure out for themselves whmt steps to take for survival.
 

The woman vendors all control the 
income from their busin-sses. Women selling
 
directly to middlemen in their homes undoubtedly also have some access to cash. In 

contrast, those women who participate as 
helpers in the preparation process do not
 
have access to income except through the male family members who sell. In those families 
which were more carefully studied, however, such wcmei at least tend to be consu~ted 

on business matters.
 

Alternative sources ofIncome for Women 
Though an average based on only 6 vendors should be regarded with some skepticism, 

we have seen thtt the average woman vendor's income is Tk.154.17 per week or Tk.22 per 

day. Alternativo sources of income for women are not many. According to some 
informants, eartlhcutting in food-for-work projects paid women 7k. 20-25 per day during 
the course of the research. (However, the woman vendor who had previously earned money 

that way had earned only 7k. 12 per day.) Earthcuttig is seasonal work and cannot be 
done year-round. Wages of female workers at the rice mills in Mankganj town were also 
estimated to average about Tk.12.50 per day during the research period. The number of 

such jobs is limited to the number of mills. 

http:Tk.12.50
http:Tk.154.17
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Sowe women, if they have the capital to buy the paddy, can earn money
 
by husking paddy privately and re-selling it as 
rice. All are not
 

physically capable of doing this work, which is 
extremely
 
vigorous and requires considerable skill. 
The procems takes about 4 days
 
because the paddy must be boiled, soaked, dried, re-boiled and re-dried
 
before it 
can be husked. 
 Provided the entire process must be completed
 
before a new batch of paddy can be purchased (i.e., given limited capital),
 
rice can be sold at most 
twice a week. 
During the research period it was
 
possible for one woman known to us 
to buy paddy at about Tk. 145 per Vaund
 
and to produce from it 27 
seers of rice, which she sold at about Tk. 7.50
 
per seer, for Tk. 
202.50. Subtracting the cost of firewood and rickshaw
 
used for carrying the paddy home, her profit every 3-4 days $as 
Tk. 30.50, 
at most Tk. 61 per week. OccasionALly, when the paddy was 
taken to the
 
mill for husking (at Tk. 6 per maund) her profit was 
reduced to Tk. 24.50
 
per maund or at most Tk. 49 per week. 
A.suming optimum conditions (good
 
health and strength, good weather, and enough capital to buy 2 maunds, a 
woman could earn Tic. 122 per week, or TIc. 17 per day, Still somewhat less 
than the average female vabdor's income. However, this work is possible
 

year-round.
 

Women are sometimes hired as cooau 
in hotels and restaurants. Pay
 
seems 
to be about Tk. 30 per monuth plus food. 
 (The sample's only WOman
 
hotel keeper worked as a hotel cook before starting her own business.)
 
In domestic service 
a female cook iv Manikganj 
at the tine 
of the research
 
could earn between Tk. 50 end 7k. 100 plus her own 
food (betw.en Tk. 1.66
 
and Tk. 3.33 per day, at most the equivalent of Tk. 18 per day). 
 A place
 
to sleep is also provided. 
This is the most commonly sought employme-t.
 
It is also 
the most in keeping with the ideals of purdah. 
One is on call
 

24 hours a day.
 

Water carriers earn about Tk. 0.25 per jug of water carried for
 
vendors. 
 (Some carry water for private houses a-iwell.) 
A woman can
 
usually earn between Tk. 0.50 and Tk. 2.00 per customer per day. 
 To make
 
7k. 22 per day, the average income of our women vendors, a water carrier
 
would have 
to have about 17-18 customers and be able to carry 88 jugs of
 

water. This work is also possible year-round, however. 
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Family Food Budget
 

Most of the family income is spent on food. Family food budgets(i.e., the amounts which respondents saidrange from Tk. they spend on food)20 to Tk. 1500 with an average of Tk. 279 per week,
 
Tk. 37.6 per capita or Tk. 5.37 per 
day. As one might guess, all but 
five families (97%) are in the lower half of the range, spending Tlk.760 
(per capita 14.6 per day) or less, and 82% are 
in the lower quarter,
 
spending Tk. 390 (per capita 7.5 per day) or 
Less; 45% spend Less than
 
Tk. 206 per week on food (per uapita Tk. 3.96 per day). 
 Income, family
 
food budget, number of family members, number of earning members and
 
per capita food budget have been compared in Table 
 27. 'The association
 

between vendor type and food budget has been shown (family and per capita) 

in detail in Table 28.
 

These figures may be somewhtit more meaningful if it is mentioned
 
that the resident research tem, 
 which considered itself to be living
 
economically 
and rather below the standards for middle class Dhaka Bengali 
families, spent Tk. 15 per person per day for food during the period
 
covered by the sur- Only 3.14% of the sample spends this much.
 
The team ate 3 meals a day. Out of 
22 vendor families studied in detail 
(not aelected to b4 representative of the sample) only 4 (18%) provide
 
all their members 
 vith 3 meals a day.
 

However, the 
 picture is complicated by the fact that not all family
 
members 
 eat the same nunbar of times', children in 5 cases eating more
 
meals than 
 adults and male vendors in 2 cases eating one meal more than
 

other family members.
 

Vendors'Own Expenditure
onStreetFood
 

All but one of the 
22 vendors whose families were studied in detail
 
buy ready-to-eat food on a regular basis. 
 Almost always this street 
food
 
is either a 
 dry snack of some kind (purchasable from vendor type 5) or
 
ice cream,and usually it is bought by the vendor for children rather than 
for him/hersell or adult family members. In 12 of the 22.famlilies
 

cigarettes, birns, pan (betel leaf) and/or supari (betel nut) are bought
 
fo adults instead. 
 (In fact oftzn It appearo that the 
latter items are 
consumed by adults at meal time in place of food.) Rarely 
in two cases)
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tABLE - 27 

Famtaly Chara(.Lwr1stjcs accordLng tt We /gy CFQQ &Uciget 

Ave Ave
Mere- Ear-

AverageMc Nc.er :otai u ,
bers Faml­wwekly Food- ners Average
per Average
per Capit.
Budget Categories Family Food No. of 11&sFamliy Family Foo, Fami- aIIncome % -
Budget 
 Budgec 
 lie SaInp 

T:. 20 to 
Tk. 112 
 4.64 
 1.50 
 91.82 
 76.73 
 20.a9 22 13. aETh. 113 to Tk. 205 5.46 1.46 L90.62 164.66 33.38 
 50 .31.L45Ti. 206 to Tic. 298 6.91 1.74 275.86 238.6a6 31.34 Z5,
Ti:. 299 to Tk. 390 
 8.38 
 2.17 
 396.,38 335.79 "44.5 "4
Tit. 391 to Tic. 483 10.7b 3.13 481.38 4L11.8 45. +9 3 -OSTi. 484 to Tk. 
575 10.7- 3.50 68.00 
 530.0 i --.Z

Th:. 576 to 2.5
Tk. 668 
 12.o? 3.00 
 729.00 593.7 49.14 
 - .9T:. 669 to Tic. 
 760 17.00 3.25 
 955.50 699.50 
 59.71 a
Tk. 76L to Tic. e53 14.4)1 3.00 920.00 815.00 70. /t 2 1.2Tk. 854 to Tk. 
945
 

T14. 946 to Tk. 1038 
Tk.- 107,9 to Tk.1130 2!. 
 2.50 
 1110.00 
 105o. 
 46.n 271.2
T' .1131 to Tk. 1223 
 .* 

T •.;.. o to Ti:. 1315 
..
 

1:.1316 to 
Tk.1408 

, , . ,T1 '.j49 to Tk. 1500 17. (., 4. 00 1 I 01) IJII. , * A) ! Groups Together 7.42. 
 1.94 
 332.6e 278.% 
 38113 
 1. CO0.O0
 

*Food expenditure in the highest bracket averages
only Tk. 12.6 per person per day, 
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Averaqe Vendor Family Food Bdqet
W383U~mI*3Ugmuaw 

Bus Court main Nsiqhb- Low- Hig-Food/Shops Me-Stand Area Road Markets orhoods st hest dila Avraqe 

HOTELS 237.50 20Y.50 3M5.00 409.80 . 10 700 273 306.42 

RESTAURANTS 250.00 " 23.00 20.00 311.00 175.00 
 100 1500 250 384.00 

TEASHOPS V1.67 3O.o0 330.00 162.00 250.00 45 250 175 206.13
 

MUoIrWKAMS532.67 630.00 305.20 307.40 32,43 103 1050 250 379.06 

MiYSNACKS 261.55 140.0O 365.00 222.45 245.00 23 700 205 2594.86 

SHOPSSWEET 105.0o 10.00 227.!0 105 .160 28 280.00 
DA!RY PROTS 700.03 
 210.00 245.00 210.00 70 700 
 210 3Z1.00 

FFUIT/JUIC! 
 114.O0 17r.o0 214.5 20 800 154 174.73 

OUTEPS 395. 0 . 581.c0 310.00 210.0 210 581 37 384.00
 

ALL TYPS5 233.46 472.2? 304.94 259.00 2?6.75 20 1500 210 270.?6 
CCIMBINED 
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some of the ready-to-eat food bought by the vendor L.ia regularly bought 

restaurant or hotel meal bought for his ova consumption. ln one case it 

is tea and bread, which are the vendor's daily meal foods. 
 The family
 

which never buys street food does occasionally buy supari (betel nut) for
 
adult
 

the male/mamber and refrains from selling the jackfruits of its own tree
 

so that the children 
can eat them instead. 

Shop Structure and Income 

Shop structure and income were also compared. Table 29 . shows
 

the greatest numbers and percentages of vendors with all 
types of structure 

(ao structure, pushcart, and kaca or 3-walled permanent structure) 
 to be
 

in the lowest income bracket (Tk. 12 
to Tk. 530 per week) because the
 

majority of vendors (109 out of 159) 
are in that bracket. In all structure
 

categories numbers and percentages of vendors decline as income rises.
 

However, within the lowest and third lowest Income categories (Tk. 12 
to
 

Tk. 530 and Tk. 1,049 to Tk. 1,566) structureless vendors predominate.
 

In all other categories the kaca and 3-walled permanent vendors outnumber
 

the others. 
 If all income groups are considered together, stcrctureless
 

vendors and kaca/3-walled permanent structure veudors ard approximately
 

equal in number (507. and 47% respectively). Thus from this data, type of
 

structure category and income 
 do not appear to be connected except to the 

extent that all the pushcarts are in the two lowest brackets, and 
the
 

sample's only two high Income vendors are both vendors with kaca or 
permanent 

structures.
 

However, when average incomes 
are compared some possible differences
 
Table 30
in structure categories appear.LPushcarts have the lowest average income
 

(Tk. 292), followed by structureless vendors (Tk. 405) and kaca or 
3-walled 

permanent vendors (TL-.621). Within vendor types, if the kaca or 3-walled
 

permanent category is found (it is missing among dairy product sellers)
 

the average income for this category is always higher than for 
structureless
 

or pushcart vendors. Pushcart vendors also have lower average incomes than
 
arestructureless ones whenever both categoriesLfound within a single vendor 

type. (There are no pushcarts among hotels, restaurants, tea shops, mudidokans 

or sweet sellers and no structureless hotels, mudidokaun.s, sweet shops and
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Vendors, Uhap, 

Income Category 

Tk. 12 to Tk. 

% -> 

Tk. 531 to Tf..l!04L9 

% -> 


Tk.L049 to Tk. I366 


% -> 

Tk. 1567 to Tk. 208-4% " 

Tk.20a5 to Th.2602 


% -> 


Th.2049 to Tk.Z1Z5 

Tkt.36,3 to Tk.26u20 
Tl:.3 21 to Tk. 20640 

%V -. 

All C49agaric 
%.-

TASL.o - 29 

Structure by Income Ctgc,.Le 

No Stru-


cture < Pushcart Ki. a 
60 4 45 

!55.0OZ 75.9 3.67 80.0 41.213 

I ) 1 2 1 
31.25 12.65 13. 20.0 6S. 63 
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25.001 1.26 0.001) 76.003 

0 0 I 

0.00 	 2 .6 0 OU.00 
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00 0.00 10,,.. 00 

7 . 0 7S 
4 9.ca9 100.0 3.14 100.0 47. 17 
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<Vrrr. 
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60.0 

: 
28.0 

12 

5.3 

4.0 4-

I 

.3 

O. 

1.3 


159 
100.0 

a53) 

38.6 

7.5
 

2.5 

0.6 

100.0 
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TABLE-3So 

Vendors' Sho
;tructure W'wIncoll
 

Makes Shift, CIplettely reamv:-lt night ornostructure it£11-I;Ii I Puah:art ,., I I--
-" 

3 willed or kAcA- --.Ii I
Vndur Type Lowest Median Highest Averaqe Lowest ,,di .1 Uighest Averaqe 
 Lowest Median Hi;hlst 4ver;­

fOTELS 0.00 ­0.00 0.00 0.00 0.00 0.00 0.00 .0.00 100.00 270..0 !1?.Or Bv.7 
REZTAURAPITS124.00 2.6.00 117.00 297.67 0.00 0.00 0.00 0.00 165.00 578.50 102.c00 W-,. 
TEASHOPS 50.00 164.00 1iO.00 S2g.00 0.00 0.00 0.00 0.00 
98.00 403.00 707.00 402.67 
MUD1IDANS 
 0.00 0.00 0.00 
 0.00 0.00 0.00 0.00 0.00 
 5.3.00 0. 00 41.j0 6. 15' 
DRY SvACKS 
 43.00 289.00 .1990.004!7.39 29.00 29.00 
 29.00 29.00 62.00 
 7 3.00 230.o0 7,.I
 

Sk-UET
SHOPS 0.00 0.00 0.10 0.00 0.00 0.00 0.00 0.00 2.56.00 MS.30 366.00 Y47 
VAFY PUTS 92,00 262.50 M400 :64.2! 4
338.00 M.01 338.00 338.00 0.00 0.00 0.00 
 0.00
 
FM7.T/1uocE 
 49.00 29t.00 C
.I. ..M 42 12.00 12.,.0 12.0 12.00 .30.00 ,91.00 
 9. 14.20
 

c 0.00 0.00 ,., 0.00 176.00 -O4.r, 0%00 540.00 :05.0 i72..1 N.,, 87,.o
 
ALL " " "..r, , .05Z
. ., 17..0; 214. T." f l. 41... 
 4 ... 

Co.*Iq:D
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tiother" 
product sellers, leaving only 3 types within which comparison is
 

possible.) Last one conclude from th:' that pushcart selling is totally
 

uuprofitaLle, however, it should be pointed out that "other" a.d dairy
 

product pushcart sellers at least average more than structureless
 

restaurants and tea shops.
 

Income and Length of Time in Business
 

With the exception of the 77. of the sample which has been in business
 

for 6 months or less (which does not fit the pattern) there appears to be 

a mild connection between length of time in business and income; with the 

allove exception, all of the vendors in the high income brackets (3rd, 4th, 

and 5th income categories) have been in business at least a year; the 

higher the bracket, the longer the vendors have been in business. With
 

the additional exception of the over 12 years category, the shorter the
 

time in business, the greater the pernenta;e of vendors of that time span
 

in the lowest income cAtegory.
 

Those iu business for 6 months or less appear to not fit this trend
 

mainly because of two new vendors with fairly high incomes (3rd and ath
 

bracket respectively). Within all income brackets the largest group of
 

vendors is the group in business for from 6 to 12 years. (Table 31)
 

Income as-I Length of Residence in Municioalitv 

Two thirds (66%) of the vendors living in the municipality were born
 

there. They are distributed through the income brackets in TabLe 32
 

in more or less the same proportions as are the vendors in the sample as
 

a whole. The bulk of those not born in the municipality are in the lowest
 

income category; all have been in business at least one year. In each
 

business age bracket those in the lowest income category form the highest
 

perceantage, again as in the s .mple as a whole. There does not appear to
 

be any significant connection between these two variables.
 

Income, Starting Capital and Location
 

The highest vendor incomes are found at the court (Tk. 720 per week), 

follower by the iain road (average Tk. 651 per week), the neighborhoods 

(T. 47) the markets (Tk. 469), and the bus stand (Tk. 433). Almost
 



Table 31 

Income and Length of T-me Influaies 

Income 1-6 months 7-11 mouths 1j-var, 3-5 ears 6-12 yeara Above 12 yrs. 

Bracket NO.- 1 NO.. NoL No. A 
12-530 7 64 6 86 17 81 19 63.3 33 62 27 73 
531-1048 2 18 1 14 2 9.5 7 23.3 14 26 6 Is 
1049-1566 0 0 0 0 2 9.5 3 10.0 4 8 3 8 
1567-2084 1 9 0 0 0 0 1 3.3 1 2 1 3 
2085-2602 0 0 0 0 0 0 0 0 1 2 0 0 
2603-3120 0 0 0 0 0 0 0 0 0 0 0 0 
3121-3638 0 0 0 0 0 0 0 "0 0 0 0 0 
3639-1158 1 9 0 0 0 0 0 0 0 0 0 0 
All 11 100 7 100 21 oo 30 100 53 100 3S 100 
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TABLE - 32 

Vendars' Langth o+ flnuE-in MunLcipality uy Inco6a Categary
 

ONA
 
LIV97.5 

wur.- barn
 
bidu in 1-5 6-11 1-2 3-5 6--12 Moave Al' 

Income Category rlnpty Mnpty man%. mans. years yearu ygars L2"ru Combnd. 

Tk. 12 to Tk. 530 46 40 0 2
0 3 II 7 1O 
% -1 42.2 36.7 0.0 0.0 1.8 Z. 10.1 6.4 

Tk. 53l to Tk.104e ? 16 0 0 2 2 : 0 
% - l1 28.1 50.0 0.0 0.0 6. b.3 9.4 .;), 

Tk.1049 to Tk.L5a6 
 5 4 0 0 I 1 2 (J 12 
% -> 41.7 33.3 0.) 0.0 8.3 0.1) lo.7 .0 

Tk.1567 to Tk.2084 Z 2 0 0 0 ,': 0 0 4 
7. -> 50.0 50.0 0.0 0.0 0.0 0.0 0.0 0.0 

Tk.2065 to 7k.2602 
 0 1 0 0 0 0 o r0 I 
. - 0.0 100.0 0.0 0.0 a.0 0.0 rA.0 0.0 

Tk.1203 to Tk.3120 0 0 ) 0 0 0 0 
% ­

Ti:.3L21 to TI:.3638 0 0 0 0 0 0- I. ... 

Tk.Z639 to Tk.415@ 0 0 00 C,0C 
% -> 100.u 0.0 0.0 0.0 0.0 O.,i 0.0 .) 

ALl Categories I 63 0 0 5 16 7 159L 


-> 39. 6 139.6 0.- 0.0 3.1 3.1 10.1 4.4 

% of Those Living 0 0 0 
 96
 
in Hunicipality. 65.6 0.0 5.2 7.20.0 0.0 5.2 16.66 100.0 
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the same hierarchy applies to the area distribution for starting capital: 

the court ('ik. 4,303), followed by the main road (Tk. 2,760)0 the markets 

(Tk. 1,605), the neighborhoods (Tk. 797) and the bus stand (Tk. 966). The 

level of capitalization at the court is more than four times the level at 

the bus stand and in the neighborhoods, over 2h times that in the markets, 

and one and a half times the level on the main road. 



1Z5
 

Acouisition of ?roduction and Selling Skills
 

For the 22 vendors whose families were studied in detail, we can say
 

that 8 (36%) learned production/selling skills from their parents as
 

children, 5 (18.) learned from observirg other vendors, 4(18%) learned
 

from husbands, a son, or a neighbor, and four (187) 
 did not learn from
 

anybody but gained exporience simply by doing it themselves; how the
 

remaining two learned is unknown. Unfortunately, this information is
 

lacking for the rest of the sample vendors.
 

Ability of Sellers to do Accountinz
 

We assume that anyone who has completed two years of schooling or
 

more can do simple arithmatic and can therefore keep simple written
 

accounts. By this measure at least 64. 
 of the sample vendors can keep
 

accounts, having attended school for at least 
two years. (Fifty percent
 

have attended for at least four years; 28% 
for at least six years.)
 

However, the remaining 36; must surely also be able to keep track of
 

their costs and sales, at least mentally; otherwise they could not stay
 

6
in business for very long.
 Fifteen out of Z2 vendors 
(68%) whose families
 

7
were studied intensively are illiterate but say they can do
 

accounts 
and that they actually keep their accounts mentally. One, an
 

occsional vendor only, Is literate though she has not been to school,
 

and for *ne we. have no Information on this Matter. Only 5 of the 22 

vendors actually keep written accounts, and two of these require the help
 

of a family member or neighbor to do so; three of these 5 keep records
 

only of 
their credit sales. Four of the record-keeping vendors 
are
 

mudidokans, and one is 
a hotel owner.
 

Aside from the information regarding schooling we cannot 
say how
 

the illiterate vendors acquired their mental 
record-keeping ability.
 

6

An interview with a new iftari vendor Oho went out of business almost
 

'immediately after starting rrvealed an 
inability to calculate expenses

in relation to possible sales. 
 An experiment with a new woman vendor
 
who could not assess 
loug-term expenses and profits also demonstrated
 
that she would have gone out of business under normal conditions.
 

7

These families were not selected to represent the universe of vendors
 
but rather because they sold one of 5 particular foods which were to be
 
examined in more detail.
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Adfustments to Increased Costs 

The 22 vendors whose family lifC was studied in some detail are 

somewhat varied in their adaptation to increased production or 

acquisition costs. Twelve of them prefer to raise their selling prices 

only as a last resort, fearing to lose customers by doing so. However, 

some mudidokans, large-scale wholesale producers with -eputations to 

maintain and those wtx' sell by weight (6 vendors from this group), tend 

to raise their prices without further ado, not usually having other 

options available. (information is unavailable for the remaining four 

of these vendors.) Of the twelve who attempt alternatives four vendors
 

indicated that they make smaller servings; one uses cheaper ingredients;
 

two shift the proportions of their ingredients in favor of the less
 

expensive ones; one switches to another product; 3 vacillate between
 

using ahehper ingredients and serving less; and one sometimes dilutes,
 

sometimes uses cheaper ingredients, and sometime5 raises his selling
 

prize. 

Hindu-Musli Differences
 

Somethinug has been said in Chapter 11 regarding. the differential 

distribution of Hindus and Muslims among the street food vendor population.7 

Although thi absolute number of Hindu vendors in almost all :trata of the 

sample is so small that conclusions are risky (1-4), comparison of the 

2 groups is nonetheless interesting. 

Startinc CaoitaL
 

As per popular belief, Hindu vendors do seem to have begun business
 

with larger amounts of starting capital than their MusLim counterparts;
 

the average amount for Hindus is 79% higher than that for Muslins. Hindu
 

capitalization exceeds that of Muslim vendors in each area also,with the
 

exception of t.e bus stand, wnere Muslims start with an average amount
 

16 times as great as the average for Hindus. (The bus stand is also the
 

area with the lowest average amounc of t rting capital for all vendors.)
 

(See Table 33) 

7
Unfortunately sample and census percentages do not agree, the census
 
showing 24.Hindus and the sample, 227.. By area discrepancies are within 
5% for the areas with the greatest number of vendors; where the sample is
 
smell (2-7 vendors) the discrepancy is greater.
 



TABLE - 33 

Average Starting Capital of 
Vendors by Area & Religton
 

:--Hindu Vendors--: !-Muslim Vendors-: Average 

Area 

Average 
Starting 
Capital 

No. of 
Hindu 
Vendors 

Averaqe 
Starting 
Capital 

I
No. of 
Muslim 
Vendors 

Starting
Capital 
For All 
Vendors 

TrIra 
Nz. a 
Vei odor 

--------- --
- - - - -

BUS STAND 63.75 4 1041.04 48 965.87 52. 

COURT AREA 10 50.0 2 3344.83 12 4302.71 14 

MAIN ROAD 3814.29 7 2232.71 14 2759.90 21 

MARKETS 251.33 15 1332.24 41 1605.21 56 

NEIGHBRHDS 1392.86 7 65=.00 9 976;69 16 

ALL AREAS 26Z0.71 35 1466.65 124 1722.89 -.5q 
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This discrepancy applies also within 5 of the 9 vendor types; 
among

mudidokans, dry snack sellers, dairy product sellers, and fruit vendors
 
Hindu capital is greater. 
(Sweet shops owsners 
are all Hindu and therefore
 
cannot be compared with Muslim counterparts.) However, the reverse is
 
also strikingly apparent in the case of hotels, restaurants, and "other"
 
product sellers, among whom Muslims start business with a decided advantage.

Muslim tea shops 
are only slightly more highly capitalized then Hindu Oaes.
 

(See Table 34.)
 

Sales
 
however, volume of sales is greater for Muslim vendors in all areas
 

except the main road and the marketwhere Hindus have the edge. 
 (At the
bus stand the level of sales is actually practically the same,) All areas 
considered together, Hindu sales are only 23. higher than those of Muslims.
 
(See Table 35.) 
 By shop type, Hindu tea 
shops, dairy product sellers,
 
fruit/juice sellers and "other" product vendors outsell the Muslim's
 
(though Hindu tea shops and other product sellers start with 
 less capital)

sweet shops, being 
all Hindu, have no Muslim counterparts for comparison.

In contrast, Muslim hotels, restaurants, mudidokans, and dry snack outsell 
Hindu vendorsin fact by quite a lot excrpt in the case of dr) wnact- .1lers, 
whose edge is only slight. (Table 36.) 

Income 
The average income of Hindu vendors is also 277. higher than the average


for Muslim vendors. 
In the markets and on the main road Hindus also average

higher incomes than Muslims. 
 However, at 
the cpurt the average Muslim
 
income is more than 3 
times 
the average for Hindus. 
At the bus stand and

in the neighborhoods Muslims also make higher profits though less 
strikingly
 
so (!.8% 
and 87 higher respectively).
 

Witnin all vendor types 
as well, with the exception of hotels, Hindus

make higher incomes 
 .hanHuslims; but in the hotel category, Muslim owners
 
nake 287 
 mars profit than Hindus. (Tables 37,and 38.)
 

Le oeTime in usness
 

One would ilso expect Hindu vendors to 
have been in business longer than

heir Muslim counterparts, but uctuaLly the reverse is 
true. 
 For the sample
 



TABLE - 3. 

Average Starting Capital of Vendors by Vendor Type IfReligion 

Vendor Type 

:--Hindu Vendors--; 

1 .1Average No. o-F 
Starting Hindu 
'apital Vendors 

!-Muslim Vendors-. 

:
Average No. oF 
Starting Muslim 
Capital Vondors 

Average 

Starting
Capital 
For All 
Vendors 

To aI 
No. o 
VwndorS 

HOTELS 

RESTAURANTS 

TEA SHOPS 

MUDIDOKANS 

DRY SNACKS 

SWES7 SHOPS 

DAIRY PRDTS 

FRUIT/JUICE 

OTHERS 

ALL. TYPES 

466.67 

50.00 

400.00 

5171.43 

2908.89 

5150.00 

241.67 

1087.50 

750.00 

2630.71 

3 

1 

2 

7 

9 

4 

3 

4 

2 

35 

220.278 

2727.27 

575.00 

2276.23 

1452.09 

. 

22.50 

349.39 

3505.00 

1466.65 

9 

11 

6 

26 

35 

0 

2 

33 

2 

124 

1768.75 

204.17 

531.25 

2890.36 

1756.20 

5150.00 

154.00 

429.19 

2127.50 

1722.=89 

12 

12 

a 

44 

4 

37 

4. 

15 



TABLE - 3S* 

Average Weekly Sales o4 Vendors by Area & Religion 

Area 

:--Hindu Vendors--: 

Average No. of 
Weekly Hindu 
Sales Vendors 

:-Muslim Vendors-: 

1Average No. of 
Weekly Muslim 
Sales VendorC 

Average 

Weekly
Sales 
For All 
Vendors 

To6iJ 
No. o. 
VeIdArs 

BUS STAND 

COURT AREA 

MAIN ROAD 

MARKETS 

NEZGHBRHDS 

ALL AREAS 

ILt28.75 

2325.0c 

3132.14 

2150.33 

992.14 

2131.14 

4 

2 

7 

15 

7 

35 

1"e 04 

=512.50 

2fZ6.64 

1852.39 

1765.89 

2001.44 

48 

12 

14 

41 

9 

124 

1892.71 

3342.86 

2615.14 

1959.13 

1427.38 

2092,38 

M 

14 

21 

56 

t6 

15% 



TABLE -6
 

Averagr Weekly Sales of 
Vendors by Vendor Type & Religion
 

!--Hindu Vendors--: 
 :-Muslim , Vendors-; Averaqt.
* 
 Wemk.Ly 
Average No. 0+ Average No. of Sales . I ,IWeekly Hindu Weekly Muzlim
Vendor Type F'or All Ncj. tSales Vendors Sales 
 Vendors Vendors vendor.
 

HOTELS 
 I036.67 
 3 2Z08.33 9 1990.42 
 12
 
RESTAURANTS 
 1400.00 
 1 215Z.18 11 2090.42
 

TEA SHOPS 
 1197.50 
 2 887.17 6 964.75 8
 
MUDIDOKANS 
 2010.00 
 7 2726.85 
 26 2574.79 
 33
 
DRY SNACKS 
 2158.33 
 9 2383.77 
 35 23Z7.66 44
 
SWEET SHOPS 
 2975.00 
 4 
 0 2975.00 
 4
 
DAIRY FRDTS 
 15SO.00 3 367.50 2 1095.C0 5 
FRUIT/JUrCE 
 3162.50 
 4 1554.15 =0 1728.03 .37 
OTHERS 
 2450.00 
 2 991.50 2 1715.75 4 
ALL TYPES 
 2131.14 
 75 2081.44 124 2092.38 159
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TABLE -

Average Income aj 
Vendors by Vendor 
Type & Religio
 

:--Vindu Vendo-
--I I-Musli'm Vendors-i 

NA. of N I AverageNo. of
Average Hindu Income TotaiVendor Type Average Muslim
Income For All
Vandors No. of
Income 
 Vendors Vendors, Venlor
 

HOTELS 
 250.00 
 3 320.33 
 9 
 302.75
 
RESTAURANTS 
 517.00 
 1 
 424.91 
 11 
 432.58
 
TEA SHOPS 
 635.00 
 2 263.67 
 6 356.R5
 
MuDrDOKANS 
 7947Z 
 7 654.77 
 26 684.45
 
DRY SNACKS 
 693.33 
 9 521.26 
 3o 
 5S6.45 
 44
SWEET SHOPS 
 324.75 
 4 * 0 324.75 
 4

DAIRY PRDTS 
 476.33 
 3 193.00 
 2 Z59.00 
 5

FRUrT/JUzCE 576.00 
 4 395.76 3z 4:5.24 7
 
OTHERS 
 872.00 
 2 540.00 
 2 
 706.00 
 4
 
ALL TYPES 
 603.31 
 A7 .10 124
35 

503.3 15q
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TABLE - 38 

Area 

BUS STAND 

COURT AREA 

MAIN RMAD 

MARKETS 

NEIGHORHDS 

ALL, AREAS 

Avaraq, Income of Vendors by Area P Rel'gion 

:--Hindu Vendors-- '-Muslim Vendor,-: 

.1 : v(?rdct. 

No. of No. o f InomeAverage Hindu Avarago MushInl For AllIncome Vendors Income Vendors Vendorv, 

410.25 4 434.31 413 43Z.46 
220.00 2 U0.751' 720.3b 
935.71 7 508.29 14 66.76 

20.8O 1 5 411.98 41 47.91 
453.29 7 490.44 9 474.19 

,03.31 4475.10 124 50-.3.3 

'roti 
No. Of 
Verdor­

_Irx 

14 

2. 

66 

16 

L59 
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individual
 
as a WholeLMuslim vendors have been selling 15% longer than Hindus.
 
Longer time in business is also characteristic of Muslim shops in all
 
individual areas except the bus stand, where Hindus have been in business
 
31% longer. 
By vendor type, Hindu restaurants, tea shops, and dry
 
snack sellers have been operating longer than their Muslim competitors;
 
but Huslim hoteis, mudidokans, dairy product sellers fruit/juice vendors
 
and "other" product se! 
ers have been in business longer than Hindu
 
vendors in these catego.- s. (As mentioned above, Hindu sweet sellers
 

have oo counterparts.) 
 (See Table 39 and 40.)
 



TABLE - 3 4 

Average Length of Time in Business by Vendor Type & Rellgion
 

I--Hindu Vendors--I I-Muslim Vendors-I Average 
I1 I Length ofAverage 
 Average 
 Time in
 

Length of No. of 
 Length of No. of 
 Business Tot-A
Time in Hindu Time in 
 Muslim For AI 
 No. o4
)r Tye Business Vendors 
 Business Vendors 
Vendors Vendor.
 

.S 64 3 11.56 9 8.83 12
 
iURANTS 13.00 1 
 11.83 
 11 11.92 12
 

HOPS 22.00 
 2 5.21 6 
 9.41 9
 
OKANS 2.56 
 7 7.90 26 
 6.77
 

NACKS 12.33 
 9 8.89 "'35 
 9.60 44
 

SHOPS 7.25 
 4 .. 0 7.25 4
 
PROTS 7.00 
 3 10.00 2 8.20 5 
/JUICE 9.50 4 10.14 33 
 10.07 37
 

3.00 
 2 4.50 
 2 3.75 4­
(PES 8.05 
 35 9.24 124 
 9.99 15,9
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TABLE: - 40 

:--Hindu Vendors--: 
: : 

-- Muvillm 
; 

Vlendor--
: 

Ave 
L. , I b J 

Ar A 

Length of 
Time in 
ELI b nw-s 

No. of 
Hindu 
Vendors 

Av geaq,
Length of 
Time in 
Bull ngo 

No. of 
MusI lIil 
VOno6,uh 

I . i , 
6i. ', ..-. 
For ,i; 

Ili, 
N.. 

,1 
of 

BUS STAND 10.7 4 

-Yar)-fi 
6.23 48 

(Yaur 

.4. 
COURT AREA .92 2 e. 94 12 .- I 14 
MIN ROAD 14.57 7 13,43 14 
MARKETS 

NEIGHERHDS 

7.74 

2.76 

15 

7 

9.87 

5.60 

41 

9 

9.:.':5 

3 
ALL AREAS 8.O5 35 9.24 124 Z. 9 Ji9 

28.22. 77.98% 



IV. CUSTOMERS
 

To learn something about the people who buy and eat street food in
 

Manikganj,cuotoMer were interviewed as they were buying foods from a
 
sub-sample of 73 vendors. 
 (See Appendix IV for sampling procedures 

employed.) Six customers were tselected from each subsample vendor s 

clientelleone for each of 6 periods in the day. A total of 436 were 

interviewed.* 

Who Eats the Food 

Fifty-one percent were found to be eating their purchases on the 

spot, 44. were buying aud taking food away to be eaten elsewhere, and
 

5% were 
both eating some food on the spot and taking some away. 
We were
 

nable to interview any of the people for whom products were being
 

purchased by these respoudents, but customers were asked for whom they
 

usually bought ready-to-eat food prepared outside their homes. 
Only 117 

said they normally bought for themselves only; 74% indicated that they 

bjught for themseves and "heir families; 7% said they bought for their 

families onl; 5% indicated that they bought both for their families and 

for guests, equally. A re=iuing 37 '.ppareutly buy culy for guests or for 

their eployers. Thus, in contraut to what was observed, 89% of the 

customers 3aX they Iuaually ,buy street food at least partially ior 

people other than themselves. In short, customers are not the only 

conutmers; and if they themselves are to be believed, they are not 
even
 

the major consumers of street food.
 

We do not know to what extent the vendors whose families were studied
 

in detail may be considered representative of the customer population
 

since they would all have 
to fall into the business/selling occupational
 

category (had they been in the sample); 
and this category of customer has 

a tendency to buy in a slightly different pattern than some other occupational 

groups. Furthermore, families in which women are heavily involved with 
preparation of food for sala (almost by dafinition an econcmically depressed 

group) are disproportionately represented among them, pushing the group 

Only 4 customers were obtained for one vendor.
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as a whole to the Lower end of the economic continuu=. 
However, we do
 
not have any othar source of detailed information on individual family
 
behavior regarding street food. 
 It is interesting, therefore, that
 
almost all of these 
vendors 
are regular purchasers of street 
food, (only
 
3 out of 22 vendors do not buy it for their fcmilies),and almost all of the 
street food which they buy Is bought for their children; usually the
 
items in question are ice cream, dry snacks, or fruit. (Saa Chapter III, p. 115). 
Only hotel foods and tea,which are almost always consumed on the spot,
 
can be stated with confidence to be consumed mai.nly by adulLs and by thi
 
people who buy then. 
 More will be said about this below.
 

Occupa tions 

Ninety-eight percent of the customers hava never had any connection
 
with the commercial sale of food. (Of the 
27.(9 respondents) who have,
 
3 have attempted the restaurant business, 
 one had a hotel, 2 sold wet
 
sweets, 
2 sold dry snacks, and one had a tea stall.) 
 The most highly
 
represented occupations are business/selling (23.4%) 
and farming (own land 
-
22.4%), 
followed by labor (rickshaw pullers, construction workers, house
 
servants and shop employees ­ 20.2%) and service (permanently salaried 
employment, primarily "white collar," and army/poLtce - 19.3%). These four 
categories form the bulk of the 
total (85.3Y.).Children are the next most 
highly represented group (9%). 
 College students are 
37.of the total. Other
 
dependents, sami-dependents (retired individuals), and miscellaneous
 

unclassified occupations constitute the remainder.
 

Ten of the saMple customers female, but only one
are ot these is a 
housewife; four are children. Thus, half of the female customers are in 
the dependent category. 
The other five are wage laborers (e.g., eartheutting,
 

rice mill work) a school teacher, and a beggar.
 

Occupational distribution does vary with 
 location and type of shop. 
For example, children are a full quarter of the customers sampled in the 
neighborhoods but only 5% at the bus stand. On the main road And at the 
court they are 6% of the total, and in the markets they form I0% of the total. 

sales 
The percentage of child customers would probably be higher if door-to-door
had been sampled; the percentage of child consumers is even higher. 
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Table 41
 

Customer Occuoations 

Percentage
Number of 


otal
Resondets
Occtzpatio 


23.4
 
Business/Se]lin4 


102 


22.4
 
Farming (own Land) 

98 


ge-eedn
Labor (rickshaw, 88 20.2 85.37.

work,onsrucion 

domestic servicet
 
shop employees)
 

19.3
84 

Service (permanent, 

salaried government
 
or private employment,
 

9.2
 
Children (age 14 and under) 

40 


College students 13 3.0 13.31
 

0.9 Dependent
 
Unemployed Adult 

4 


1 0.2 I 
Housewife 


Semi-dependent
0.5
2 

Retired 


0.9 J;on-dependeut
 
Other (U.P. Chairman, 

4 


beggar, priest) 
 .
 

100.0
436 


the markets but only 1Z7 
Farmers represent 27.5% of the customers in 

of the cuetomers at the vary between 217 

on the main road; busiueIsmeU 


on the mAin road. Service
 
stand and in the neighborhoods and 287


bus 

of the main coad cligntelle 
but only 8% of the neighborhood
 

holders are 
36% 


Laborers also vary in representation 
in different areas, being
 

buyers. 


of the bus stand customers but only 
97. of the buyers on the main road.
 

247 

No college students, unemployed 
or retired persons were found 

in the
 

neighborhoods; most of the 
college students appear to 

patronize main road
 

favor the
 
the retired and the unemployed 

appear to 

and bus stand vendors; 


market and the bus stand.
 

dominated
 
Stated another way, the neighborhood 

customers sampled are 


the
 
farmers and businessmen (each 

217.); 

labor (23%),
by children (25%), 
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market vendors are patronized most heavily by farmers (28%), laborers,
 
and businessmen (24 
 each); among the main road customers service holders
 
dominate (36.), 
followed by businessmen (28%), 
farmers (13%), 
laborers
 
(97), college students (87) 
and children (6%). 
 Ac 
the bus stand the
 
major groups are farmers and laborers (24 each), businessmen (21), and
 
service holders (184). 
 At the court service holders (38%) and business3eU
 
(25%) prednminace, followed by farmers (177) 
 and laborers (107.).
 

There are also some differences in cliantelle between vendor types.

Service holders are 
the top customers (29% 
or more, usually a full third)

of hotels, tea shops, 
 fruit sellers.
and Other vendors or 
businessmen
 
are the 
top customers for restaurants, mudidokans, sweet 
shops, and dairy
 
products. Farmers are the top customers for dry snack sellers, and
 
children are the single most uumerous consumers (33.3%) of "other" products 
(chotpotti and bhauoari sherbet).
 

Businessmen are also top (30%) customers 
for hotels au.d 
tea shops

(22%) and in fact are important customeri (12.5 or more) for all 
types

of vendors. 
The "Lbor" category, incluing rickshaw pullers, household
 
servants, and zonst'uction and agricultural daily wage labor, is also a
 
significant (10% or more) group of customers 
for all types of shop; most
 
importantly, labor accounts 
for 27.77. of the restaurant clientelle, 25%

of the dairy product zustomers, 25% of the fruit buyers, 
 and 227. of the
 

mudidokan patrons.
 

Residence
 

Seven percent of the cuotoners ari bus passengers, two thirds of 
whom live outside the municipality, 
as 
would be expected. Forty-six
 
percent of the non-passengers also live outside the municipality, making
 
a total of 49% of the urhole group of customers who live outside thi
 
municipality. 
This is only slightly higher than the 45% figure for
 
vendors who 
live outside the municipality. 
Thirty-ine percent of the
 
custmers live in town as well, the 
same as 
the percentage of town-dwelltng
 
vendors. 
 Those customers living in the outer areas 
of the uunicipality 
coma to 
127, compared to the 16% figure for vendors living in those areas, 
Thus, vendors and customers appear to divide in almost the same way into
 
town# outer municipality and non-muicipality residents.
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Sixteen customers (3.6%) live in a mess 
or hostel; most of these
 

(about 71%) are in town; the remainder are outside the municipality.
 

Income
 

On the whole, incomes of customers are much lover than the incomes of
 

the vendors whom they patronize. Excluding those without income (14.4.)
 

and those who said they didn't know their incomes (0.68%), the average
 

customer income is Tk. 178 pet week, only 557 
of the Tk. 503 average for
 

the vendor sample. incomes range from Tk. 30 per week to Tk. 3,000 por
 

week, but 79% of those with income are in the two Lowest brackets (under
 

Tk. 350 per week), As can be seen in Table 42.
 

Table 42
 

N,,%ber and Percentage of Customers per Income Bracket
 

Tk. 0-1751 Tk.176-3-' TkJ155T.26-700 T.0an TotalCustomers -o, , 
 aboe I
 

With
 
Income 126 34 168 45. 50 14 11 3 15 4 370 100
 
only 

,ALl 19 168
44 39 
 50 11 11 3 15 3 436 100
 

Table 43
 

Aver~ae Income per Income Bracket
 

T.16-.57k 017 T.1-52 j h26-7001 Tk.701 andj AllCustomers 
 , above Jl..kra ts 

For those 
with Zncomo 113.88 249.06 446.20 641.27 1158.0 278.20
 

For All 74.73 249.06 
 446.20 64L.27 1158.80 236.C9
 

When vendor types are considered individually, it can be seen that only 

sweet sellers make less money than their customers; the average income !or
 

sweet shops is 29% less than that oZ their clientella. HoteL owners make only
 

3% more thAn their customers and perhaps can therefore be considered more or 

less equal to them in income. All other vendors make from 217 more than their
 

customers (dairy product sellers) 
to 164. more (mudidokans).
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When per capita income of famili.es is considered for both customers
 

and vendors some differences appear in the amounts of difference between
 

the two groups, 
but again, for all vendor types except sweet sellers, the 
vendors are on the high side of the differential. Average income ad family 

per capita income for vendor types and their customers are shown in 

Table 44 belows 

Table 44 

Customer and Vendor Incomes* 

Income 
 Per Capita income
 

Vendor 
Type 

-

Average 
Vendor 

Income 

k ----

Average 
Customer 
Income 
(for those 
with 

income) 

Tc. - -

Difference 

in 'Income 

Average 
Per capita
Income of 
Vendor 

Families 

Tk, 

Average 
Per capita
Income of 
Custome: 

Families 

Tk. -

Difference 
in per capita 
Income 

L 30Z.75 294.78 Z.70 43.77 43.67 0.20 

2 432.58 258.52 67.32 61.09 41.95 45.62 

3 356.50 257.21 38.60 60.68 29t54 105.40 

4 684.45 259.52 163.70 65.29 36.21 80.30 

5 556.45 253.71 119.30 76.77 35.72 114.90 

6 324.75 458.21 -29.12 41.90 59.95 -30.10 

7 359.00 296.72 20.98 47.26 43.42 8.80 
8 415.24 30L.09 37.91 74.19 41.20 80.00 

9 706.00 303.73 133.60 72.40 37.97 90.60 

All 503.33 278.48 80.74 67.91 38.50 76.40 

Per capita income of vendor and customer families (Table 44) is based
on the respcndents' incomes only; income of other earning family member3
is not considered. 
Income of vendor families, taking into account income
of other family member,, is discussed in Chapter III. 
 We unfortunately lack
data on 
the earnings of other members of customer families and 
can therefore
only compare the two 
groups on the basis of the respondents' inccmes.
 

In this coriection it can be mentioned that the average customer
 

family size i.e., 
7.2Z, is very close to the average vendor family size
 

of 7.4a.
 

http:famili.es
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General Food Expndicure 

However, both vendors atd customers were asked approximately how 

much their families spent or had available for spending on food every 

week. It is assumed that th.s, answers reflect the input of other earnLng 

members of the family. When these answers are averaged and compared, 

again the vendors a3 a whole appear to be better off than the customers. 

However, this time sweet shop customers (whose incomes are higher than 

sweet vendors' incomes) appear to be no better off than the vendors,
 

with both total fmily food expenditure and per capita expenditure 

appearing to be the same for the two groups. Tea shop customers actually 

appear to have hi, er food expendituras then the owners though per capita 

axpenditure is about the same. For fruit sellers also there is a difference 

in overall family expenditure though the per capita expenditure appears 

to be the same. In all other individual categories the vendors have both 

a greater per capita and total food expenditure than the customers. Food 

expenditure for both groups is shown in Table 65 below: 

Table 45 

Customer and Vendor Family Food Exoenditures*
 

Average Weekly Home Average Weekly Per Average Daily Per
 

Vendor Food Epxenditure aoita Expenditure Caoita Exoendirure 
Type Customers [Vendors Customers I Vendors Customers] Vendors 

1 196 306 27 44 3.86 6.30 

2 204 384 33 50 4.74 7.15 

3 293 206 34 35 4.87 5.00 

4 216 378 30 36 4.31 5.16 

5 196 255 28 38 3.98 5.4, 

6 282 280 38 36 5.49 5.16 

7 259 322 39 4Z 5.54 6.05 

8 226 175 30 31 4.30 4.44 

9 244 384 32 39 4.53 5.63 

'ALl 221 278 31 37 4.38 5.37 

*This represenCs all food eaten by the family, not only street food.
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At the time of the research some informants indicated that at
 

Least Tk. 3.00 was ne'essary to provide a single simple meal for 
one
 

informants stated most emphatically that more than
 person. Other 


Tk. 3.00 was zequired. With this absolutely ainimum amount in mind,
 

the average families among
seen from Table 45 that 


both vendors and customers would be hard pressed 


however, it can be 


to provide even two
 

a day for all their members and that the difficulty would
full meals 


be greater for the customers.
 

Percentage of income Spent on Street Food
 

Customers were asked how frequently they purchased each of the
 

nine food type3 into which our universe of stroet foods had been
 

They were also asked how much they normally tend to spend
grouped. 


From this an approximate weekly
when buying each type of food. 


expenditure for street food was 
The
calculated for each customer. 

average approximate weekly expenditures for individuals in 5 income 

brackets has been shown below, together with the average income for 

those with income in each bracket. 
 It can be seen that those in
 

the lower Lwo income bvackets (797. of the customers with income, 

837 of all the customer sample) expand the highest percentage oi their 

income on street food: 23% in the lowest bracket aud 217 in the 

two middle brackets shjw an average of 147 and 177.;second lowest. The 

the highest bracket has an average expeniture of only 6. As a single 

group the customers spend an average of 16% of their incomes on steet
 

food.
 

In terms of absolute expenditure those in the Tk. 526-700 income
 

the foods
 range spend the most, both for each food type and for all 


taken together.
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Table 46 

Percentage of-Income* Sp'ent on Street Food bynccme Bracket 

Weekly Average WeaklyIncome Average PircentageExpenditure 
for Average 
 of Income Spent on
Bracket 
 Street Food" lnccome stto, Food 

'T. 0-175 26 
 114 23 
Tk. 176-350 
 52 249 
 21 
Tk. 351-52 o el 
 446 
 14 
Tk. 526-700 Lot 
 641 17 
Tk. 701 and over 69 1159 
 6'
 
All brackets4 


278 
 16 

Average expenditure is cAlcul ted 
averagm income ia 

on the basis of all 436 respondents;the avardge 
for earning respondents ov.1y.
averagv income for If theall 436 respondents (Tk.236)expenditure becomes 357. 
is used, etrest foodof incoa in the lowest bracket and 2L.67. forthe custoser sample as a whole. Thin would give a distortad impreasion,

however. 

No respondent indicated an expenditure of loss than Tk. 0.25 on a singlepurchase, 
but Tk. 0.15 and Tk. 0.20 purchaaes wire observed in other
 

Cost o Si.nle Purchase
 

There 
 ii some variat.ic in the relative 4xpeniveuesa of our nine
 
food types. A/ can be 
 seen in TabLe 47 the coast of a nini=nm purchaae 
varies between Tk. 0.25 (a quarter of a rupee) for mudidokAn snacks,
 

ice crea& and frult 
to Tk. 2.00 at a hotel. The maximum expendi.ure 
reported by respondents 
for a single purchase varies from T14 
 ..00 at a 
tea shop to Tk.50.00 for sweets. 
The median amount of a sweets purchase,
 
however, is only Tk.. 5.00, exceeded only by Tki. 6.00 for hotel food. The 
food ahowing the lowest median anon t La tea. The average cost (for 
those respondanta who buy them) of a single purchase for each food also ranges 
from a Low of 66 paie for tea, through Tk. 1.66 for chotpotti, ecc., 
Tc. 2.15 for dry snacka, T7k.Z.66 for restaurant food, Tkc.2.76 for 
mudidokan enacks, 1.1.2.83 for dairy products, TI.. 6.85 for a hotel meal, and 
Tik. 9.84 for sweet . 

http:Tk.50.00
http:variat.ic
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Table 47 

Expenditure for a sinale urhase (for Those Who Buy that Food) 

L.A 
IA0 . -. hl -0= '2 0 0 2 

' Ad AI~ 
. 

'
C. 

Lowest 
 Z.00 0.50 
 0.50 0.25 
 0.50 0.50 0.25 0.25 1.00
 
Sub-Me Lan 
 5-00 2.00 0.60 
1.00 1.00 
3.00 1.00 2.00 
 1.00
 
Mhdian 
 6.00 2.00 
0.60 2.00 2.00 5.00 2.00 
 3.00 1.00 
Suparmedian 
 8.00 3.00 0.60 
 3.00 2.00 15.00 2.00 5.00 2.00
 
Highest 
 20.00 10.00 
 3.00 20.00 12.00 50.00 25.00 30.00 15.00
 

Number of
Respondents 
 15O 311 
 224 374 
 308 356 298 387 89

who Buy this 
Food (Sample-436)
 

Average

All Respondents 
 2.36 1.91 0.34 
2.37 1.52 8.04 
 1.93 4.07 
 0.34
 

Average Cost of
 
a Single Purchase
 
for Those Who Buy 
 6.85 2.68 0.66 2.76 2.15 9.84 
 2.83 4.59 1.66
 
This Food
 

Frequency o 
Bu ngIndividualFod Te
 

Table 49 
shows the frequency of purchasing individual food types for
 
the sample as a whole. The majority of the respondents (49-60%) buy fruit 
or juice, mudidokan snacks, and other dry snacks at least once a week but
 
less frequently than 
every day. Dairy products and restauraut snacks or 
ruti/bhaji are also bought at least once a week but not daily by relatively
 
high percentages (32-35.) of respondents. 
However, a significant percentage
 
(32%) also say they never buy ready-to-eat dairy products (unboiled milk
 
is not considered ready-to-eat). 
 Sweets are bought only once a fortnight
 
or less by 497. of the respondents; 29% 
buy them weekly but not daily. Only 
tea and ruti/bhaji are bought daily by relatively high percentages (31-4l) 
of informants, though equally high percentages (487. and 297 respectively)
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Table 48 

Occupation and Frequency of Purchase of Food Types 

(Percentage of Respondents per Occupational Category) 

once a 
Fornight 

or 


Occupation Never Less
7. 

Purchase of Full Meal with Rice (Food Te 


Farmer 


Business 


Labor 


Service 


Dependent 


Retired/Other 


All 


74 16 

54 16 

76 11 

49 10 

77 7 

86 14 

65 13 

A es 
eekly 
less than 
daily 

Daily 
or More Total7. 

1) 

9 1 100 

18 12 100 

8 5 100 

19 22 100 

9 7 100 

0 0 100 

13 9 100 

Ruti/Bhaji, Dalpuri, Samosa/Restaurant Food (Type 2)
 

Farmer 

Business 


Labor 

Service 


Dependent 


Retired/Other 


All 


Tea (Type 3) 

Farmer 

Business 

Labor 

Service 

Dependent 

Retired/Other 

All 

43 16 

18 10 

22 2 

28 2 

31 12 

57 14 

29 8 

64 4 

34 0 

55 1 

28 2 

64 2 

57 0 

48 z 

Fruit. Cold Drinks.Biscuits. Acar. Dried 

Farmer 

Busindss 

Labor 


Service 


Dependen.t 

Retired/Other 


All 

L5 6 

13 8 

17 9 

16 13 

7 7 

14 57 

14 9 

37 4 100 

40 33 100 

is 58 100 

28 42 100 

41 16 100 

14 14 100 

32 31 100 

8 24 100 

8 58 100 

6 38 100 

12 58 100 

17 17 100 

0 43 100 

9 41 100 

Muri/Chira/Mudidokan (Tvye 4) 

66 12 10 

59 20 100 

59 15 LO0 

50 21 100 

69 17 100 

0 29 100 

59 17 100 



Tabie 4Z (continued)

JOnce a At ac 
Fortnight weekly
 
or lass than 


Occuoation 
 Never Less dalily 
V -. 7. -7 

Dry Snacks: Tan. MuraLi. Moa, Kotkoti. Canacur (T,e 5. 
Farmer Z3 7 65 


Business 24 11 54 


Labor 32 14 39 


Service 44 
 16 27 


Dependent 22 5 69 


Retired/Other 71 14 
 14 


All 30 11 49 


Wet Sweets (Type 6)
 

Farmer 13 
 73 12 


Business 13 48 34 


Labor 21 51 29 

Service 20 35 41 


Dependent 28 29 36 


R2tired/Other 43 57 
 0 


All 18 49 29 


Dairy Products (Type 7)
 

Farmer 51 26 
 23 

Business 25 28 
 40 


Labor 29 18 39 


Service 34 
 31 31 


Dependent 9 15 50 


Retired/Other 57 14 29 


ALL 32 24 35 


Fresh Fruit or Juice (Type 8)
 

Farmer 12 15 64 


Business 8 
 16 64 


Labor 8 30 52 


Serviza U 
 20 53 


Dependent 19 3 
 67 


Retired/Other 0 29 
 71 


All 11 18 60 


Daily
 
or More 


7. 

5 


11 


15 


13 


3 


0 

10 .L00 

1 


5 


0 


5 


7 


0 


3 


0 


8 


14 


4 


26 


0 


9 


8 


12 


10 


14 


10 


0 


11 


Total
 

100
 

100
 

100
 

100
 

100
 

100
 

l00
 

100
 

100
 

100
 

100
 

100
 

100
 

100
 

100
 

100
 

100
 

100
 

t0
 

100
 

100
 

100
 

LO0
 

100
 

100
 

100
 

100
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Table 48 (continued) 

Once a At least 
Fortnight weekly 
Qr less than Daily 

Ocuyt gger Less daily or More Total 

Other Produrt, 
(Type 9) 

Farmer 90 3 6 1 LO0 

Business 72 14 12 2 100 

Labor 79 6 10 5 100 

Service 85 6 8 1 100 

Dependent 67 16 17 0 100 

Retired/Other 71 29 0 0 100 

All 79 9 10 2 100 

Table 49 

Su-ary: Frequency of Purchasing Zndividual Food Types 
(Whole Sample. ALI.Occunatious, 

Onc a 

Never 
Fortnight
or jess 

At least
weekly 

Daily or ore Oft 

of 7.of 7.of 7.of Total 
Food Type Sample Sample SamplC Sample 7 

Rice and Meels 65 13 13 9 100 

Ruti/BhajilRestaurant 29 8 32 31 LOO 

Tea 48 2 9 41 100 

Mudidokan Snacks 14 9 59 17 100 

Dry Snacks 30 L1 49 10 100 

Wet Sweets 18 49 29 3 100 

Dairy Products 32 24 35 9 100 

Fruit/Juice 11 18 60 11 100 

Other 79 9 10 2 100 
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also indicate that they buynever these ready-to-eat Products. Full 
meals with rice and "other" products are never, bought by a high majority 
of respondents (657 and 79% roapectively). In fact* all foods besides 
fruit, mudidokan snacls and wet sweets are never bought by surprisingly 
high percmntages of the sample. Most aurprising is the fact that the 
sample divides almost evenly into those who never buy ready-to.drink 
te and those who buy it once a day or more. (In fact, the majority of 
those who buy it daily (61% or 257 of the whole sample) buy it at Least 
twice a day; 357 (15% of the whole sample) buy it 3 times a day or more.) 
"Other" products seem to have a specialized clientelle; only 21". of the 

sample buy tham at all. 

When occupaticnal catagories are considered separately we see 
that 
farmers, laborers, dependents, and retired/other customers favor 
purchase of full weals with rice ever Less than the sample as a whole; 
businessmen and service holders buy them more as well as more frequently. 
Restaurant foods (meal substitutes and snacks) are purchased daily or 
more often by labor (587.), service holders (427.), and
 
businessman (337) 
 while farmers, businessman, dependents and service 
holders mostly buy then either once a week or more or never. 

Tea Is most frequently (daily and more often) bought by service
 
holders, businesS= and retired/other respondenta though 387. of the 
labor group and 247. of the farmer customers also buy it daily or more;
 
177 of the dependents also buy it 
 d ily, and amother 177% buy leas often
 
than daily but at least once 
a week. Dependents and farmers have the 
highest percantsges (647. each) of those who never buy tee.
 

All occupations show 
 a low percentage of those never buying 
mudidokan snacks; all show their highest percentagci for weekly but 
less than daily purchase, but a lower percentage of farmers and a 
higher percsntage (297) of retired/other customers buy these products 

at least daily. 

Laborers show the highest percentage (15.) of daily purchasers 
of dry snacks from specialized dry snack vendors and a high percentage 
(397.) of those who buy at least weekly. Hoever, dependents, businessmen, 
and farmers have the highest percentages of respondents who buy at least 



weekly. 
Seventy-one percent of the retired/other category never buy
 

such snacks.
 

The highest percentages of farmers (73), retired/other (577.),
 

Laborers (51%), and businessmen (17) buy wet sweets only once a
 
fortnight or less; high percentages of service 
holders (417) and dependents 

(36%7.) buy them at least weekly. 
ALl groups register low or zero
 

percentages of daily purchasers.
 

Dairy products are bought by 507. of 
the dependents at least weekly;
 

another 26 
 buy them daily. (This undoubtedly reflects 
the large number
 

of children who buy ice cream.) 
 Businessmen (407.), laborers (397.),
 
service holders (31%) and retired/other respondents (29) 
 tend to buy them
 

at least week.y. 
Farmers and retired individuals tend not to 
buy them
 

at all.
 

The bulk (52% to 71) of all occupational groups buy fruit at Least
 

once 
a week but not daily, though another 14 
 of the service holders
 

buy it daily. It is interesting that only 8% of the Laborers indicate
 

that 	they never buy it.
 

"Other" products are 
totally avoided by between 677. (dependents)
 

and 907Z (farmers) of all 
occupational groups. 
 Dependents show the
 

highest percentage (177.) 
 of any group buying 
them on a weekly (or higher)
 

basis. 
 Laborers show the highest percentage (57) buying 
them daily
 

or more.
 

tireuency
 

It must be emphasized that the above discussion refers 
to purchasing
 

frequency only. 
Ice cream, cotton candy, and bottled drinks 
are probably
 

the only foods which are 
not also prepared at home, and when prepared
 

at home many foods are 
eaten by people who never buy them. 
On the other
 

hand, purchas% of food by a customer does not mean that he/she is going
 

1:o eat it.
 

For these reasons customers were also asked how frequently they ate
 

aach of our 9 types of food, prepared either outside or at home. 
 ro some
 

extent, unfortunately, the answers-may represent wishful thinking. 
 For 

example, 50 of the respondents indicated that they 
ate a meal with rice
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Z times a day, and 487. said that 
they ate such 
a meal 3 times a day. If 
our calculations regarding per Capita income and per capita food 
expenditure are anywhere near the truth, 
the average 
 vendor and customer
 
families are hard pressed to provide even two meals a day for all their
 
members, much les 3 meals; and customer families should be having
 

greater difficulty than 
 the vendors.
 

The contrasting picture provided by the 
 answers to 
the question on 
eating frequency can partly be explained perhaps by the facts that
 
(1) in some families miles are 
given prcferentiaL 
treatment (Chen, et al. 
Our family studies show this to be the case in 2 out of 22 families), and
 
(2) 987 
of the respondents are 
males ansuering about
 
cheir own daily eating habits, not those of their families as a whole. 
We also have no information on 
quantity of rice and accompaniments 
consumed, though they eat 2 or 3 times, they may not actually be eating 
very much. (Vendor family studies also tend to suggest this.) Thus,
 
the answers may not be as distorted as one might at first think 
 though
 
we feel that the vendor family study information and the calculati.ons
 
regarding income and food expenditure are also 
 consistent and At least
 

close to the 
truth.
 

The answers regarding frequency if eating of the 9 types of 
food
 
are presented in Table 50 below. To sumarize briefly, 997. of the ,"istomers
 
eat rice and its accompaniments at 
least once a day; 507, eat 
it t.ice a day;
 
487. eat it 3 times a day. Nobody never eats it, and all eat it at Least
 
once a week, However, 657 never buy a meal with rice as 
ready-to-ear
 
food. This 
 category presents the greatest discrepancy between general 
laing habits and street food buying habits.
 

Ruti/bhaji and other restaurant 
type food is also eaten much more 
than
 
ir is bought ready-to-eat; 547. say they eat these products at least once 
a day (507. eating once a day, slightly over 37. eating twice a day, and a
 
fracton of one percent eantinug 3 times a day). In contrast only 317. 
indicate a habit of purchasing these foods 
as often as 
once a day. Since 
ruti in particular is i rice substitute, it is Logical tkat it would be
 
much oore widely prepared at home 
 for household consumption than it is 
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Table 50 

Eating Frequnc
 

Once 
a At least 
N0U33 
 lesshthan 
 Daily or
7 of 


Daily
7of f MoreFood Type ISamole San le T

'~ Totalnlei7
7
 

Rico and MeaJis 
 0 
 U 
 1 
 99 
 100
 
Ruti/Bhaji Rest.aurant 
 11 
 7 
 28 
 54 
 100
 
Tea 
 46 
 3 
 11 
 40 
 100
 
?udidokan Snacks 
 16 
 13 
 54 
 17 
 100
 
Dry Snacks 
 36 
 1.2 
 41 
 10 
 100
 
Wet Sweets 
 12 
 55 
 30 
 3 
 100
 
Dairy Products 
 21 
 28 
 41 
 10 
 100
 
Fruit/Juice 
 4 
 L4 
 66-
 16 
 100
 
Other 
 79 
 9 
 10 
 2 
 100
 

bought ready.to-,et. In a similar pattern, 117. indicate that they never eat
 
these meal substitute foods, 
but 29. indicate that they never buy them.
 

Tea,interestngly enough, would seem to be never drunk at all by most
 
of those who never buy it: 
 48% never buy, and 467. say they never drink it.
 
However, only 407. say they drink it once a day or more while 41% 
say they

buy it once a day or more, a discrepancy which 
can be explained only by the
 
possibility that 17. 
 of the customers regularly buy tea for someone other 
than themselves. 
 This is somewhat supported by the fact that 
37. of the 
customers say they buy street food in 
 general only for guests or employers

and 127 buy for their families and guests or for their families to the 
exclusion of themselves. 
 (Some (non-.ood) businessmen have certainly been
 
ob.erved to provide tea 
to good customers on a regular basis.)
 

Mudidokan snacks are both eaten daily and bought daily by the same 
perce, cage of respondents (177). However, those who buy less 
than daily
but at least weekly (597.) out number those who eat these snacks at this 
level of frequency (547). At least 57 in this category, therefore, buy these 
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snacks for people ocher than themselves. 
 This is turther supported by 

the fact that 167 say they never eat them whila only 147. say they never 

buy them,adding at least 2. to 
the group which buys only for other people.
 

Only in the "once a fortnight or Less" 
category does eating frequency
 

exceed buying frequency (by 4%).
 

Dry snack customer buying aud eating patterns are very similar to
 

that for mudidokaa snack buyi=g and eating patterns. 
Equal percentages
 

(107. 
in each case) bnth buy and eat on a dAily or'more frequent basis.
 

Forty-one percent eat these snack.s 
at least weekly but less thau daily
 

while 49 
 buy them this frequently, meaning 8% of these buyers buy for
 

other people. Thirty-six percent say they never eat these snacks, while
 

only 307. never buy, increasing the percentage of those who buy only for
 

others to 14%. Again,only in the 
once a fortnight or less category
 

do 
those who eat out number those who buy by a small percentage (17.).
 

Wet sweets are apparently eaten more frequently than they are 
bought.
 

Only in the daily or more frequent category are the percentages of those
 

who buy the same as those who eat2 a Low 37.. The highest percentage of
 

respondents (557.) say 
 they eat thes, sweets at most once a fortnight; a
 

lover 497 buy them once a 
 lortnight, meaning at leant 6% in this category 

eat but do not buy. In the other two frequency categories also eating 

somewhat exceeds buying: 30% eat at least weekly but less than daily; 

29% buy at this rate; 18% say they naver buy, but only 127. say they never
 

cat. The total of those who eat 
but do not buy thus comes to 137.. 

Dairy products also seem to be eaten more than they are bought, in 

all frequency categoriet, by a total of 227, of the respondents. This is
 

actually surprising since ice cream is not made at home; the discrepancy 

would have to be due to home preparation of ,urds, butter-milk and butter. 

The greatest percentages #f informants fall into the at least weekly but 

less than daily category: 297 buy and 417. eat. The Lowest percentage (107.) 

is that of those eating or buying on a daily basi4s 107. and 9% respectively. 

Fruit and juice are eaten by 18% more customers than buy it; 167 eat 

it daily, 5% more than buy it. However, the bulk of the respondents (667) 

say they eat it once a week %r more but less than daily. These outnumber 



the buyers in this category by 67. Eleven percant say they never buy it, 
but unly 47. say they never eat it, an additional dLscrepancy of 77.. However,
 
187. do buy it fortnightly or Less while only 147. ea" it that frequently, 

indicating that 47 also buy for other people. 

"Other products" (presented to the respondent simply as "chotpott± 
or bhandari sharbat") ara bought and eaten in exactly the same pattern: 
27, buy and eat one or the other of these daily or more frequently, 107.
 
buy and 107 eat weekly or more often; 97. both buy and eat once a fortnight 
or le.s, and 79 
 never buy or eat them. 
Buyers therefore are 
few (21%), and
 
it would seem thai those who eat it buy it ready-to-eat and vice versa.
 

Table 51
 

Ranking of Food Type Consumption Frequencies

Realed by Three Different Measures
 

No. of Respondents 

Ever Buying 

(~ot~l- 36 

7 of Respondents 
Buying at Least 

Weeklv 

No. of Vendors 
in Sample 

(Total =159) 
Fruit 

Mudidokan 

Swaets 

Restaurant 

Dry Snack 

Dairy 

Tea 

Hotel 

Other 

387 

374 

356 

311 

308 

298 

224 

150 

89 

Mudidokan 

Fruit 

Restaurant 

Dry Snack 

Tea 

Dairy 

Sweets 

Hotel 

Other 

76 

71 

63 

59 

50 

44 

32 

22 

12 

Dry Snack 

Fruit 

Mudidokan 

Restaurant 

Hotel 

Tea 

Dairy 

Sweets 

Other 

44 

37 

33 

12 

12 

8 

5 

4 

4 

In terms of the percentage of Customer respondents who buy each of our 
food types at Least weekly, the ranking of products is: mudidokan snacks, 
fruit, restaurant foods, and dry snacks (59-76%); tea, dairy products, and
 
sweets (32-50%); hotel foods, and 'other' products (12-22%). When food types are
 

ranked accordiag to number of respondents who eve. buy them, the ranking is 
Lot very different, sweets being the only food .type with a significantly 
ifferent placement in the series. 
When the numbers of vendors selling
 
hese foods are considered, dry snacks top the list, and hotel foods move 
rom a low to medium rank. (See Table 51). Thus one might conclude that 
ry snacks (from mudidokans 
or individual vendors or restaurants) and fruit
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are the most widely eaten street 
foods; that tea, dairy products, and sweets
 

are of medium significance, and that hotel foods and 
'other' products have
 

the least importance in the diet of the customer population taken as 
a whole.
 

(We have seen from the above discussion, however, rhat each of our food
 

types is differentially significant to different sections of the customer
 

population.)
 

Meals and Non-Meals
 

To perhaps learn something about the extent to which commercial
 

ready-to-eat food serves as 
food for meals, or for meal-substitutes, and 

between meal snacks, respondents were asked where they ate their noon
 

and night meals and where these meals were usually prepared.* Both
 

questions vere considered necessary because it had been observed that
 

The distinction between meal and non-meal is fairly clear (rice or
 
sometimes ruti = 
a meal), but the difference between a meal substitute
 
and a snack is not.
 

Preliminary research indicated the existence of between 8 and 
10

discrete tines throughout the lay when a number of people regularly eat,

but only 2 of these, noon and night meals, appeared to be consistently

regarded as "meal" times, tn both cases 
because they usually involve the

eating of rice. The additional times are: 
 two breakfast periods in
 
early and late moraing (some people do 
eat two breakfasts); 4 snack
 
periods in mid-moraing, mid-afternoon, evening, and sumetimes before
 
b.d as well; and 2 meal substitute periods for those who cannot eat the
 
noon or night meals in their customery locale (the 'meal' Itself is
 
postponed only, not by-passed, but it is felt necessary 
to eat
 
something at the regular 
time as a temporary stop-gap). Additionally,

snacks are bought to eat at special functions such as film shovs, fairs,
 
political and cultural functions or 
when travelling.
 

During a questionnaire pre-test 32 customers 
from the bus stand and

the main road were presanted with a List of II discrete times and were 
asked during which of these 
times they normalLy took food (of any kind).
Sixty-three percent indicated that three of these times were normal

eating times for them; 
317. gave 4 times as their norm, aud 67 (2 customers)

indicated 5 and 6 different times respective.y. Ncbody selected fewer
 
than thres. When asked what the maximum ummber of these eating times
could be for 
them in a jingle day 28% selected 9 of them, ZS. selected 8,
19% picked 7 of them, 167 indicated 10, and 13% picked 6 as the maximum.
 
Unfortunately, these customers were not a true random or otherwisesystematically selected sample, but the arswers should give some 
indication of the range of possibilities and the variety of habits 
which comprise the cultural 'norm.' 
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food prepared at home is often eaten outside the home at mealtime
 

(especially by day laborers) and that ready-to-eat commercially prepared
 

food is often taken home for consumption.
 

In rounded figures, 78 
 of the customer respondents indicated that
 

their noon and night meals are both prepared at home though only 74
 

also eat both of these meals 
at home, leaving 4% who presumably hormally
 

take home prepared food elsewhere to eat for either one or 
both meals.
 

The customers who eat home-made meals outside 
are 7 service holders,
 

6 businessmen, 4 laborers and one 
'other' profession. We assume,
 

therefore, that for 78 of the customers, street food purchases usually
 

represent either meal substitutes or snacks. * 

Since the number of customers eating meals outside the home exceeds
 

those who eat commercial food for meals in all categories for which any
 

degree of commercial meal consumption is possible, we conclude that for
 

this samplq at 
least there are no instances of purchasing ready-to-eat
 

meal food and taking it home to eat. 
Rather the discrepancy in all categories
 

points to the taking of home-cooked food out of the home to be eaten
 

elsewhere.
 

If our survey of consumers had been a household 
survey rather than 
only a customer survey, instauces af purchasing meals or parts of meals
 

to take home would undoubtedly have been found, but the incidence would
 

probably have been lov. Such purchases are not unheard of, but they do
 

not appear to be 
a regular pattern in Manikganj or elseuhere in Bangladesh. 

One informant guesses that perhaps 25% of the town families buy ready-to-eat 
to take home 

meal foodiat most once a month; the rest, never.
 

Fourteen percent of the customers normally eat commercially prepared
 

ready-to-eat food for one or both of their 
'reals meals; an additional 8%
 

sometimes do, making a total cf 22 
who at least occasionally depend on
 

commercial 
food for meals. More specifically, 107. eat a noon meal which
 

is prepared outside the home, 47 
eat 
both meals from food prepared outside
 

This is somewhat in line with the fact that 707. of the customers said
that their street food expenditure was from money outside the amount
 
allocated for family food.
 



their homes, and 8% say there is no 
consistent pattern to 
the number of meals
 

(none, I or 2) eaten from food preptred outside. The 107. who eat only the
 

noon meal from commercially prepared food are 15 
Laborers, 14 businessmen,
 

11 service holders, and 2 farners. 
 The 47 who eat commercial food for both
 

meals 
are 9 service holders, 6 businessmen, 2 Laborers (one woman rice-mill
 

worker), and one child. 
The 87 with the variable patterns are 13 service
 

holders, 9 businsamen, 5 laborers, 
5 farmers, an6 2 colleoe students. Taken
 

as 
a single group those customers who sometimes 
or usually eat commercially
 

prepared food for one or both meals represent occupational catagories in the
 

following proportions: service (36%). 
business (317*), 
labor (227), farmers. (77), 

and dependents (37.­ 2 college students and I child). They are customers of all
 

the 9 vendor types; only 237.were selected as hotel and restaurant customers. 

The fact that only 2ZZ7.even occasionally eat street food for meals is in
 

line with 
 the heavy preponderance of snacks or non-meal foods among the products
 

offered for sale.
 

Child Customers
 

It has already been mentioned that children (defined as individuals 14 years
 

olA or leas) 
are 8.25% of the total customer population, 10.37. if 15-year olds
 

are included. However, children 
are the major customers (257) in the neighborhoods 

and are the major customers (a full third) 
in all areas for Nother'product (mainly
 

chotpotti) vendors. 
 They also form 21. of the dairy product (presumably mostly
 

ice cream) customers, 107. of the mudidokan snack and 
dry snmack customers, 87 of
 

the restaurant clientelle, and M7 of the fruit buyers.
 

If 
 the vendor family studies are any indic4tion of buying patterns, the
 
bulk of the ready-to-eeat food (snacks) 
 bought by adult customers as well is 

eaten by children. 

Something may be understood about school children's buying habits in 

particular from the habits of onu school child who was interviewed. Only 8 out 

of 38 child customers in 
our sample ware school children,* and school children 

are also less than half the general child population in Bangladesh; according to
 

census figures, only 457. of the urban population in the lO-i 4 age bracket and 

22.57. of the 5-9 urban age bracket weruin school in 1981. (BBS i9_Z aULUtfc 
Yearbook - Table 13.44.) Their hat- s are therefore only part of the picture.
 

Only 6 of these 38 child respondents have incomes, which average Tk. 69 per
week. Earning 15-year olds, 
only 5 in omber, make an average of Tk.17L.4
 
per week.
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At the time of the survey there were 18 products offered by ].2vendors
 

selling regularly at 
the schools in Manikganj: 
5 dry snack sellers,
 

5 dairy product (ice cream) vendors, one fruit vendor, and one 
'other'
 

product (mainly chotpotti) seller. 
The products scld were acar and
 

tamarind (prepared like acar); canacur, prepared cauacur, kotkoti, and fried
 
peanuts; chotpotti and 2 types of chickpea praparation; 
ice and ice cream;
 

5 kinds of fruit; and murali and soupapri.
 

Our 9th grade informant, whose father is one of the many government
 
officsrs in town, indicated that he himself spends between Tk. 0.50 and
 
Tk. 1 per week for after-school snacks. At any one time he usually spends
 
between Tk. 0.25 and Tk. 0.50, which means that he buys at most 4 snacks
 
a week. His preference is 
for c-'uacur, chotpotti, or ice cream. (Previously
 

he bought tana as well, but after a bout of stomach trouble he has
 

avoided that.) If he buys chotpotti or ice cream, he has to pay 0.50
 

for a minimum purchase, which curs down on his week's total. 
 He believes
 
Imost students spend either as 
he does or up 
to Tk. 2 per week.
 

In addition to 
the snacks which he buys, he and all other students
 

at the government schools receive a daily Itiffin' from a particular
 

restaurant in town, 
to 
the cost of which their parents,contribute Tk.5
 

per week; the school also contributes an unknown amount. Only the 
2 government schools provide 
this tiffin. 
The tiffin appears to consist
 

mainly of dry snacks (Type 5), 
restaurant type snacks (Type 2), fruit,
 
or wet s Jeets (Type 6). It is distributed at lunch time, which 
 is of 

40 minutes duration. This student, who lives in town but not close to
 

the school, eats the 
tiffin snack and immediately goes home for lunch.
 
Those students who live farther away bring their lunch with them or spend
 

batween Tk. 2 and T. 
5 per day for buying lunch in a hotel. Poor
 

students don't eat anything other than the tiffin at lunch time but take
 

their noon meal after going home at 4:15 p.m.
 

The coral weekly street food expenditure of our child respondents 
is Tk. 755, an average of Tk. 20 per week in the 14 -years-and-under age group; if 
15-year olds are included, the average rises 
to Tk. 23 per week. (The 

average for the entire sample is Tk. 44 per week.) 
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Ai together the sampLe customers spend an amount in the neighborhood 

of Tk. 19,048 per week. The child customers' total week!y expenditure 

thereforae represents only 3.9. of the total sample expenditure. However,
 

as mentioned earlier, our family studies indicate that child consumers
 

way outn mber child customers; in fact., 
the majority of the expenditure 

made for dry snacks, ice cream, (and possibly fruit) would seem to be on 

behalf of children. 



V. FOOD PREFARATION AND HMOLING 

Food preparation methods vary with the type 
of food and preparation
 

location. 
Hotel and restaurant foods, tea, and sliced and spiced fruit
 

are almost always prepared at the selling site; dry Snacks, Vet sweets
 

and dairy products are almost 
always prepared at home. 
As mentioncd
 

earlier 
 (Chapter II),in Manikganj al 
selling and production locations
 

arc within walking distance of a tubeweLl or municipal water tap, 
 but
 

only one food enterprise in town (an ice 
cream factory in the kaca bazar, not
 

in our universe) has 
its own water supply (in the form of a tubewell) on
 

the premises. 
Water must therefore be carried to 
the productlon site;
 

this is usually done by female family members if production i. at home
 

and by hired wcmen Assistants if production and selling location are 
the same. 

A few examplo, of food preparation methods may give a picturL of
 

the vari4ty involted.
 

Peanuts and Canacur
 

One producer of fried peanuts and canacur 
 the most popular dry
 

snack on the market, vells from a "legitimate" rented shop 
at the bus
 

stand. Though married and father of 
 a daughter he sleeps allra in the
 

shop at night,going to his joint family home in a village about 3 miles
 

away to prepare his wares approximately every 3 or 4 days. 
 These are
 

cooked on a "low relief" stove made 
 by hollowing out the ground under a
 

low (3-4") earthen mound. Fire is 
built in the resulting underground
 

chamber, and cooking pots 
are placed over a hole in the mound directly
 

above the flames. 
These stoves are built both indovrs and outdoors,
 

in the courtyard. This vendor's house contains both types, but the
 

cooking of foods for sale is done in an open shed,under a straw roof
 

resting on 4 bamboo poles.
 

In the morning before cooking begins, while the vendor is buying
 

ingredients in the Manikganj kaca bazar, his wife, as part of her
 

regular daily household cleaning chores, there.veo the ashes from 

undirground chamber and applies 
a fresh mixture of clay and water to 

aLl the surfaces of the stove. Water is brought to the house by his
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brother's wife from a neighbor's tubewell. 
 (Bathing is done in a nearby
 
pond.) 
 When the vendor returt.s from the hat with his ingredients his
 
wife goes to work separating out bad peanucs .peeling them and winnowing 
out
 
the extra broken shells. 
 She lights 
the stove, puts the cooking pan on
 
it, puts oil in the pan and begins the frinag. If canacur is being made
 
she mixes powdered khesari pulse (ground at 
a mill in Manikganj town)
 
into a batter wi;"h water, salt, and food coloring, and her husband pushes
 
it through a strainer to form noodle-Like Strands which are dropped into
 
boiling oil. 
 Floursalt and water afs also mixed into a dough by the
 
wife, rolled flat and cut into squares which are 
fried separately either
 
by her or her husband. 
The strips and squares are mixed together with
 
powdered chili and sometimes with peanuts as wel and when cool are put
 
into plastic ba&s with this vendor's own label. The peanuts are also
 
packaged separately. 
The label is 
in the name of his elder brother,
 
who started this canacur business but who now works instead on the family's 

agricultural land.
 

Plastit packets are sold to the public and also to other vendors; 
packAet are also broken and portions thereof sold.
and
 Miny vendor customers
 
themselves repackage canacurLpeanuts into smaller packets in this vendor's
 
shop, sealing the pockets in the open flame of an oil lamp. 

The house and preparation premises appear cleanutensils are washed
 
before use, and hands 
are waihtd before touching food.
 

A slight variation on 
 dhis produczalled "prepared canccur" is 
sold by another vendor from a muLtiproduct pushcart which daily makes
 
the rounds of the town. 
 His wife cooks food for selling, toasts chira
 
and peanuts and boils chela, 
:arries water from the pond for working and
 
from a neighbors 
tubewell for drinking, cleans house, cooks 
the family's
 
food, and takes 
care of the children. 
Food that is cooked in pond water
 

is boiled.
 

However, ordinary canacur ingredients ..(klhesari daL strands, wheat
 
flopir squares,and fried peanuts) are bought by this vendor from a producer
 

the
who sells in the kaca bazar. TheseLtems cooked by his wife, and fresh 
onion, chillies and green coriander are enclosed in the pushcart, along with
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mustard oil, salt, wrapping paper and a small tin box with a lid. Some
 

are placed in the upper, glass-walled storey; others are put in the
 

hidden., closed storage area below. When a customer orders canacur, onion
 

is freshly peeled and sliced into the small tin, along with chillies and
 

fresh coriander. Boiled chola, toasted chira and canacur ingredients are
 

added, together with salt and mustard oil. The box is closed and shaken,
 

and its contents are poured onto a small piece of paper and handed to the
 

customer. Though the food looks clean and ingredients prepared at home
 

are clean and prepared with carefully washed utensils and hands (in
 

Bangladesh the hand is a utensil) and are stored in a closed, dust-free
 

environment, ingredients added at the time of sale are measured into the
 

tin by hand and without special washing either of them or of the hand.
 

(This is a frequent phenomenon when prepackaged items are broken into
 

smaller, separately weighed amounts, such as is done by the hawkers who
 

buy fzom the earlier mentioned canacur producer.) Though frequent washing
 

of hands utth fresh water would be difficult from a continuously shifting
 

pushcart which zust be pushed with hands, use of spoons for measuring might 

be an easily Achieved improvement. 
Matha 

tha a drink made from yoghurt and whey, and sold mainly by kobilq 

Hindu vendors, for whom it is a traditional family occupation, is popular 

in summer but drunk year-round. An example of its preparation and handling 

is provided by a family livi.ug on the outskirts of the muicipality, 

miles from the kaca bazar. In the afternoon the venacz's wife washes 

a large iron bowl with water from a neighbor's tubewell, fills it with 

milk bought in the market (their milk-giving cow had to be sold to.buy 

food for the winter, and the calf is not yet old erough to give milk), 

and pLaces it on the fire in their kitchen, a small thatch-roofed 

bamboo-walled earthen-floored building in their compound. The milk is 

bciled for three hours, taken off the fire, and placed uncovered on 

the kitchen floor to cool slightly. An hour and a half later the vendor 

mixes flout and left-over yoghurt with the milk and covers the pan with a 

lid'and a jute bag. The next morning the wife puts the new curds into a 

freshly washed clay bowl. A freshly washed bamboo apparatus used for 

churnAng La put into the yoghurt and turned by alternately pulling two ends 
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of a rope wrapped around the upper portion. The churning is done by
 
husband and wife, sometimes also by children, taking turns. After 
an
 
hour of churning, butter rises to 
 the surface, cubeweLl water is added, 

and the butter is removed by the wifa (using her hand) and put aside 

to be sold separately. The tub containing whey and water is covered
 

with a wooden Lid and hung from 
one end of a Long pole which is 

carried on the vendor's shoulder as he walks through the 
town calling
 

to potential customers. A container of sal: is placed over the Lid.
 

From the other end of the pole is suspended a large water-filled tin
 

containing also a glass and a spoon. 
(This apparatus is prepared by
 
the wife.) When matha is 
sold the vendor takes the glass and spoon from
 

the tin of (tubewell) water, uses 
the spoon to put 
 salt and matha into the
 
glass,and returns these things to the water when the customer has finished 

during the selLing period.
The water is not changedL 
The glass is not actually washed, only immersed
 
in water until being used by the next customer. However, the tin of water and 
tub of matha are kept covered and dust-freo as long as 
matha is not actually
 

in the process of being served. (Unfortunately, some other matha vendors 
who are non-mobile sit in the market with delecctble looking but
 

unprotected math& and butter opeuly displayed at all times thrnughout 
the day.) Aside from the problem of the washing of the glasses, the purity 

of the water (i.e., is 
the, tubewell an unpolluted one?) and the lack of
 

protection for the boiled milk as 
it coolsthis vendor's matha appears to
 
be quite safe though there is danger of contaminuationat these 3 junctures.
 

aii(round, flat whole wheat bread) and a fried vegetable preparation
 

called bh 
 are usually eaten 
toether for breakfast or as 
a meal substitute
 

at other times of day. 
One ruti shop at 
the bus stand is run by 2 brothers,
 
who make their ruti on the premises, as 
is usual with such shons.
 

Bhaji is made by the mother of the two brothers 
in the early morning
 

on an earthien recessed stove in the family courtyard. Cow-dung is used as
 
fuel. Potatoes 
are cut and washed with water brought from a neighbor's
 

tubewell. They are added to hot soybean oil in which onions and spices 

have been fried. 
After these also fry for 15 miautes water is added to 

the mixture, which simers until Most of the liquid has evaporated and 
the
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potatoes are soft. 
 It is then transferred to an aluminium bowl and taken
 
by one of the vendors to 
their shop. The shoq is a 2-sided tin roofed and 
jute cloth walled bamboo structure, and the cooking is done by the brothers 
in turn while seated on a wooden platform next to a clay stove at the 
open-air entrace. Two months ago 
there were no roof and walls at all.
 

Water is brought in a big clay jug from a tubewell at the 
teachers' 

training institute by a woman water-carrier who is paid Tk. 2 per day for 

this service. Plates are washed,and some food is served by a little boy
 

who is provided 2 meals and money for i third (Tk. 
 3.00 per day), and the 

shop is swept once a day by another employee who is paid Tk. 0.30 per day.
 
Wood from a sawmill is used as 
fuel. Customers sit on long wooden benches
 

on either side of a long wooden table. A third bench forms the boundatr­

with an adjacent ruti shop.
 

Flour, water, and salt arc mixed together in a big wooden bowl, using
 

both well-washed hands.
 

Small amounts are measured and taken from the mixture with a small
 

iron shell-shaped Lmplement, weighed on a scale, rolled into baLls with
 
the palms, placed on a wooden board and made into thin round sheets with
 
a wooden rolling pin. (The mixture 
is nok left to rest and srt, ten before 

rolling as is 
the custom in many places.) 
 In other shops the amount of
 

dough used for each ruti may be carefully weighed before being rolled. 
A
 

freshly washed iron frying pan heatedis on the stove next to the platform, 

end the flattened circles of dough are placed upon it one 
at a time and
 

pressed against it with a cloth to 
ensure 
thorough toasting. When one
 

side of a ruti is 
toasted (t is 
turned by hand to be toasted on the other
 

side. When finished it is placed on 
a piece of paper at the edge of the
 

chowkie, and another circle of dough is put on the pan. It 4takes 3 minutes
 

to toast one ruti 
 and 25 minutes 
to mix the dough.
 

Though the food preparation in the shop is 
clean, project observers 

objected to the fact that two batches of serving dL.'hes (16 tin plates, 

3 ,in glasses, I tin Jug and I spoon) were washed with 
same water, i.e.,
 

dishwashing water is changed only after every second batch. They also felt that
 

home cooking utensils used for making bhaji were not as 
clean as they could be
 
Ed that 
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the bhajL, which was uncovered, was subject to contamination by dust.
 
(Other shops cover their bhaji 
wirt woven bamboo lids, however.) Here 

there would be room for improvement. 
Tea Tea is a widely sold street food (though interestingly, 467. of
 
the customers interviewed Indicated that they never 
touch it, at home
 

or abroad). 
 It is served by a woman proprietor at 
the bus stand with
 

4 kettles, 6 tea cups, 2 teaspoons, 4 smal plateso 2 tin plates,
 

1 aluminium and 
 and
I clay jug,/a tea strainer. A small table is used for
 

mixing 
 tea, the kettles are kept on a wood-buruing stove made of
 
uncemented columns of bricks, and customers sit on a single wooden bench.
 

About 7 cups of tubewell water, (brought to the stand in a clay kolshi
 
(water jug) from the Primary School Teachers' Training Institute by a
 

woman water carrier who earns Tk 
0.25 per jugful) ire boiled in a kettle,
 

and 3 teaspoons of tea leaves are added. 
The kettle is recovered and
 

left on the fire for another 6 minutes. 
A tea cup is washed with hct
 
water poured from another kettle, the strainer is placed over it and
 

tea and previously boiled milk are poured through tho strainer into the
 

cup. 
 1ilk is bought from a vendor who brings it directly to the shop.
 

It is boiled immadiately. (Sometimes milk is left over from the day
 

before, but it will have been boiled again ir the morning as 
soon as
 

the shop opens.) Tea and milk are 
then stirred with one of her 2 spoons,
 

2 teaspoa s of sugar are added and stirred into the tea, 
and the cup is then
 
handed to the customer. Some customers request a cup 6f 
'mixture for
 

which 2 
cup of milk,Y3 cup of hot water, and I spoonful of sugar are 

put into a ta 
cup and stirred. Sometimes the 
'skin' of the milk (called
 

'cream' in Bangladesh) is served with the tea, for a higher price. 
Unlike
 
some tea shops, 
this woman does not serve biscuits, sweets, or 
fried
 

snacks purchased from restaurants. 
Besides tea and mixture, only pan,
 
which customers thesLves provide, both for themialves and the proprie:ress,
 

is consumed In her shop.

Nuri 
 production
For one mui-mai*,ing family theLprocess begins with the purchase of 
paddy in the market by the husband; the family has no agricultural laud 
and cannot grow its own. The paddy is boiled in wtr, soaked overnight, 
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boiled again the next day and dried in the sun by the wife, who turns 

and spreads the paddy in the sun using her feet. This work is traditionally
 

and still almost always done by women. (Some rice mills in Manikganj
 

now also have little boys or young men as well as women to do this work.)
 

The dried paddy is taken by the husband to the mill for husking. Early
 

in the morning a bowl of sand is heated by the wife on an earthen recessed
 

underground :tove in the courtyard and stirred by another person, usually
 

one of her children. Sometimes the husband controls the fires in the 
2 stoves.
 

Husked rice is put in another clay bowl, moistened with a small amount
 

of salt water and also stirred over the fire on an adjoining stove. After­

the salted rice has been stirred and heated for about 15 minutes the bowl
 

containing heated sand is placed on the ground and the heated rice is
 

poured into it by the wife. With the help of two insulating pieces of
 

cloth, the bowl of rice and sand is grasped with two hands, raised in the air,
 

and shaken vigorously by her, causing the rice to puff almost instantly.
 

Will ae quick motion, the entire contents are immediately poured into a
 

clay sieve, separating muri and sand. The sanL is veplaced on the stove,
 

the muri is poured by the husband into a jute bag which is immediately
 

closed, and the process is repeated. The bag appears to be clean andt
 

is always kept tied, perhaps more from fear of theft than from fear of
 

contamination. The bowls are washed before use. The tremendous heat of
 

the preparation process should destroy bacteria and evaporate any parasites
 

contained in the water. Contamination is possible,however,in the selling
 

process when mutt is put into paper bags and weighed, using a tin can as
 

a measure. In the process of transferring the muri to the middleman's
 

display coutainers also contamination may sometimes occur; the cleanliness
 

of the closed glass jars and tins used to store muri in the shops appears
 

variable. However, the need for keeping it moisture-free does ensure that
 

the dust and flies are also kept off it (soggy muri cannot be rejuvenated
 

by retoasting; it shrivels up when heated).
 

Acar5 a spiced, sweet, sour or sweat and sour cooked fruit
 

preparation, is highly variable in flavor and contents and form of
 

presentation for sale. It is available in sealed glass jars, wrapped
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in :Jllophaue Lika hard candies, semiwrapped in cellophane but packed 
t', large quantities in a plastic bag, or by the spoouful, soLd in the 
open and dished onto small pieces of ordinary paper. C t t made 
from boiled chickpeas mixed with chopped fresh onions, 
 chillies, $pieces,
 
and boiled egg, is 
sold by several vendors from pushcarts whi,:.h move
 

through different parts of town.
 

One 
'7-year old vendor pedals a 3-wheeled pushcart through the
 
twotown selling these 
 products, both of which are 
favorites with children
 

and sell well near 
the schools. 
His sister's 10-year old son rides in
 
the pushcart to 
help sell, bring water and wash dishes and to learn the
 

vending process.
 

Acar is made by the vendor's mother from one of 3 kinds of high-acid
 
fruits, whichever is 
available in the markets 
chalta, borol, and tamarind.
 
For chalta acar the 
fruit is 
washed with water, cut into small pieces, boiled
 

.for half 
an hour and then partially crushed on a grinding stone. Aand
mixture of gur and water is brought to 
a boil,/previously ground spices
 
and salt are added, along with the mashed fruit. 
The mixture is stirred
 
rapidly until it becomes thick, ,hen it is poured into a second bowl to 
cool. When cool it is 
removed to a glass jar 
to be put on the pushcart
 
and displayod for sale. (Boroi acar is made the same way except that the 
smashing is done in a wooden mortar other than on a grindin6 stone, and
 
it is 
cooled on a plate. Tamarind is soaked in cold water rather than
 
boiled and i.Amashed by hand.) 
 Utensils are washed in a pond, and both
 
pond and tubewell water are carried to 
the house by the vendor's mother.
 
It is not clear which type is used for cooking. Cooking equipment is
 
ca-! ully washed but hands 
 are not washed before handling food and were
 
observed to be unclean, unfortunately. 
Water used for washing plates
 
on the pushcart is 
not changed frequently though it could be, given the 
presence of an assistant and tubewells throughout the 
town.
 

Chotpotti is made at S a.m. by the vendor's mother on a recessed
 
earthen stove in the courtyard. Dal, potato, and eggs (in the shell)
 
are washed and placed together over the fire in a single big aluninium 
pas. (Bamboo sticks are used as fuel.) 
 After this has boiled for
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L5 minutes the eggs are removed ind put aside on a plate; potatoes and
 
two
 

dal continue to cook for L hours. Potatoes are then removed; some
 

are peeled, Cut into small pieces, and put in a separate bowl; and some
 

are mashed thoroughly, using the hands as 
a masher. To the mashed potatoes
 
are added powdered tuveric, some of the boiled dal, and water; and this
 

mixture is put in another pan. 
Two pounds of raw onions are peeled and
 

cut, fresh coriander leaves are also chopped, and the eggs are peeled.
 
these
 

Each ofLthinrs is put on a separate plate. Tamarind and water are 
also
 

mixed by hand and put (uncooked) in a kettle. All of these items are
 

placed separately on the pushcart.
 

Chotpotti is usually eaten with tiny crisp circles of fried bread
 

called fuchka. and these are also made by the vendor's mother and sold
 

on his pushcart. Flour and water are mixed, made into balls with two hands,
 

rolled with a rolling pin into small circles on a wooden board, fried in
 

hot oil until they puff, put on a plate to cool, and transferrid by hand
 

to a glass jar which goes on the pushcart the following day.
 

Along with the above-mentioned items the pushr.art (which is enclosed
 

on 4 sides with 2 foot wide openings) carries 2 karosene aroves on which
 

the dabri-potatu mixture is kept, 8 small tin plates, 10 small spoons,
 

3 tin glasses, a big spoon for serving, pots of spices and salt and a
 

knife, another aluminLium kettle with drinking water, and a large bowl
 

of water for washing dishes. This water seems to come from varioui
 

3ources (of which types it Is unclear) depending upon the location of
 

the pushcart at the time.
 

To serve a customer, the vendor 
takes a freshly washed plate (provided
 

by his nephew) puts boiled potato cubes and chopped onions on it (by hand),
 

pours tamarind juice from one of the kettles on it, 
adds spices and
 

green coriander leaves, and mixes these items with a small spoon. 
Some
 

boiled egg is sliced on top 
and mixed in with the spoon. Then the hot
 

del mixture is spooned on top and stirred in. 
 Taking a fuchka with his 

hjnd from a glass jar he crumples it on top, and the customer eats the 

final product with a small spoon. (In other parts of Bangladesh the
 

fuchia no% crumpled but is served on he side; sometimes the chotpocti 

iS served directly on top of it.) 
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Possible improvements in sanitation in this case would be the
 
washing of hands before and during handling of food, the use of more
 
spoons rather than hands for serving, more frequent changes of water
 
used for washing dishes, perhaps washing the dishes with hot water as 
is
 
done by most tia shops, andcleaner clothes. 
Covers for the unheated
 
ingredients and pzeparations would also be desirable.
 

Sanitation Ratine
 

Interviewers were asked 
to rate respondents on a 5
-point scale:
 

and
 
very clean; clean; OK for most items; on the dirty siCe/I would hesitate
 
to eat this vendor's food;Lvery dirty/I would never eat this vendor's
 
food. Observation was at 
the place of sale, which for most vendors i
 
not the same as the production place. 
 It is interesting that no vendors
 
were rated as very dirty, and only 4 (2.57.) 
were rated on 
thiz dirty side;
 
these were 
two hotels in the markets, where preparation is observable,
 
and one dry snack seller and one cut 
fruit vendor at the bus In
stand. 

the latter 
case preparation was also observable. 
Sixty-one percent were
 
rated as clean, and 217 
 were 
rated as very clean; 
15.1% were considered
 

OK for most items.
 

If observations had in all cases been made at the production site,
 
ratings might have been different. 
However, since all interriewers
 
were middle class,these results would seem to 
indicate that despite the
 
earlier impression given by a number of middle class informants, most of
 
the vendors 
can acconmodate themselves to middle class standards of
 

cleanliness.
 

Percentagewse, dairy product sellers had the best subjective
 

rating: 607. very clean, 207 
clean, and 207. okay.
 

Cost and Sanitation
 

A number of people have asked whether or not there is any connection
 
between the cleanliness of 
a street food establishment and the prices of 
its products. Unfortunately, price information was collected only at the 
bus stand and only in winter; and at the bus stand only 3 types of shop

have a product which is sold by all shopkeepers of that type. 
Thus we 
can say only that the price of a "plate" of rice (exact quantity unspecified) 
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was the same for the bus stand sample's only two hotels, both of which 

also received the same sanitation rating (clean), 
the cost of "one cup"
 

of tea was the same in each of the areals 3 sampl *.ea shups, whose
 

ratings varied from clean to very clean; and 
 the price of whole-wheat
 

flour ruti in 4 of' the sample's 5 restaurants 'u-s also the same (Tk.3/seer)
 

though the ratings'varied 
 from 'okay' throuah 'clean' to very clean.
 

(The fifth restaurant was not selling ate ruci 
at the time of the survey.) Thusprice does not appear in these cases to be conneccaed with dagree of cleanliness.However, income and sanitation rating have been cross-tabulated.
 

Taking all areas 
and all. vendor types together, very clean vendors had
 

an average income nf Tk. 434/week; clean vendors had a weekly average
 

of Tk. 502; and OK vendors had a slightly higher but close average of
 

Tk.571/week. Only the "on the dirty side" vendors were significantly
 

different in average income: 
 Tk. 273 par week. Since there 
are only four
 

such vendors, however, one cannot reailly conclude anything from these
 

figures.
 

By area comparisons do not reveal any particular pattern either.
 

For example, at the bus stand the "dirty side" vendors have the lowest
 

average income (Tk. 117), followed by tha very clean ones 'Tk. 198),
 

the clean ones (Tk. 511) and 
 the OK vendors (Tk. 643). In contrast, 

in the neighborhoods the very clean vendors have an average income
 

(Tk. 1,581) almost double that of the other types (Tk, 400 and Tk. 410)
 

put together. In the merkets average incomes of all types are very 

close, ranging from Tk. 425 for the "dirty side" vendors to a high of
 

Tk. 560 for the OK ones.
 

Pushcait vendors were 
all rated as either clean or very clean.
 

This, however, is the only findLng which suggests a possible connetion 
between structure and sanitation. Structureless vendors and those selling 

from kaca or 3-walled permanent structures are represented almost equally 

in all rating categories (16:15; 46:47; 14:11; and 2:2). 
Spoilage

Ice cream, another food frequently bought fov and by children, is 

obtaincd by its vendors on credit from the factories (6 in Manikgauj) 
along with an irsulataed box for storing iLt. The use of the box is 

without cost. At the and of the day the vendors return the boxes and 
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the unsold ice cream (which may be largely water by then) and ray for
 
the amount they have sold. These ice cream boxes are the 
 only insulated 

storage containers in
use. There is no refrigeration in any of the
 
shops of the 550 vendors in our universe, and aside from the ice sream
 
factories only one shop rufrigeracor is known to exist in
a retail food
 
establishment - this is
a 'department store' which sells 
a few chilled
 

cold drinks in summer. 
 ('Cold' drinks, in fact, are with this exception
 

never sold cold, even on ice: 
they are called,'cold' because 
they are
 

non-alcoholic, and alcohol is 'hGt.') 
Ice iL used by fish vendors to
 
preserve their wares, but the only insulation observed is jut cloths
 
between the layers of fish and ice. 
 Some foods (as in the case of tea,
 
some hotel foods,and chotpotti as sold by the above-mn,=ioued vendor)
 

are presarved by being kept constantly hot over a kerosene stove or
 

wood fire, but most foods 
are neither reheated nor 
chilled for preservation
 

purposes.
 

Thus spoilage or danger of spoilage is something the vendors must 

deal with on a daily basis. Still, 54% said they never had food spoil 

add thus did not have to do anything to avoid the problem. Thirteen
 

percent said that they or their family eat leftover sale food before
 

it can spoil; 127. said they reduce the price at the end of the day to
 

ensure its purchase by their regular customers; 6% do more than one 
of
 

the above depending on circumstances; 
one person (a fruit seller) 

says he reprocerses it; and one feeds it to his animals. The probability
 

is that considerably more reproc'ssing than this actually takes place
 

although we have no evidence to 
support our belief.*
 

Fifty-six percent say they have no monetary loss from spoilage; 
197. say their Loss is less than 1% of sales; and 177. say it is within
 

'For example, 'dalpuris' (bread scuffed with dal) 
 are widely thought
to be made from leftover dal, often the previous day's dal. 
'Dilbahar'

is made by 
some vendors from leftover, wet sweet 
syrup purchased from
sweet shps. 
These beliefs expressed by.non-vendor informants were
 
.not actually checked out, however.
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2% of sales. 
 Only 2 -rendvrs, both mudidokans, indicated their spoilage
 
loss, to be 15. of sales or more. 
The remaining 77. indicated a loss of
 
no more than 8% of sales.
 

La-boratory Tests 

Parasitic infeccions are very coomo 
 in Bangladesh. 
 ln particular,
 
intestinal parasites such as roundworms, hook5;orms, F. bus i jronLd
 
amoeba, giardia, and tapeworm are widespread; roundworms alone have an
 
facidence as high as 977 
in some villrges. In addition to causing
 
weakness and illness parasites hamper digestion and alter thc 
absorptive
 
capacity of the intestines, causing nutritional loss. 
 Furthermore, they
 
themselves consume some of the food. 
According to M.A. Muttalib, the
 
"major portion of the nutrition provided for the children of Bangladesh
 
and of many developing countries actually is absorbed by parasites."
 

(1975: 4)
 

Unfortunately, no tests urre made for evidence of parasitic contamination; 
future research should pay attention to this matter. However, tests were
 
done for bacterial contamjuation.
 

By courtesy of Dr. Imdadul Huq, Head of the Microbiology Section of
 
the International Centre for Diarrhoaal Disease Research, Bangladesh at
 
Mohakhali, Dhaka seven samples were analyzed: 
 one each for ruti, bhaji,
 
date gur, muri, canacur, matha and acar. 
 (Preparation methods for all of
 
these, with the exception of dfte Sur, have been described above.
 
Unfortunately, ice cream and :hotpotti, two foods heavily consumed by children, 
were not included.) 
 This was intended as 
a way of obtaining a rough 
preliminary indication of possible dangers from these foods and as no 
more than that. 
To firmly establish the safety or riskiness of these foods
 
extensive samples should be collected, and samples from the same production
 
batch should be tested both when fresh and after being on display for
 

L-l2 hours awaiting sale.*
 

Najma Rizv-i, a nutritional anthropologist attached to the InternationalCentre for Diarrhoeal Disease Research, Bangladosh, will soon be conducting
detailed comparative tests on foods cosumed by children in her rural
research area. 
Many of these foods are also among our 128 street foods.
(We have also found that most of the street food purchased by our family
study vendors is given to 
their children.)
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Samples were collected from the kaca bazar at the end of February,
 
when thu weather was quite cool, at 
7:00 a.m., 
and put into sterilized
 

bottler provided by the lab. 
 (For all food: othir than date gur and
 
cAuacur this memnt 
th&t chi 3ample was collected within two 
hours of the
 
preparation time. 
The canacur htd baeu prepared a day and a half earlier, 
and stared in a plastic packet; onethe gur had been madeLday earlier -nd 
had been inappad in cloth a-d %ept in ;3 Lasket.) The bottles wi-.mept
 
in a styofoas lieu chestl (but without ice) and taken to Dhaka, where
 
they were receivjd by the lab at noon au.'were analyzed immnediately.
 
All wart "room temperature" at 
the time of purchase and ramained at that 
temperature until teacing tV.ma. 
 It -should be kept in mind that samples 
collected at the cad o! the day or on 2 sun.er day oight have tested
 
differently. The tesults, interpreted tri us by Mr. Shafi Ahnad of the
 
Inexrnational 
 Centre for Diarrhoeal Disease Re.search, Bangladesh were as 
follows (a copy af the lab rtport is included as Appent" c V): 

No organisms of salmonella, shi g1la, or vibriio groulya could be
 
found. Micrococcu., cowidered 
 to be non-pathogeuic in small quantities,
was fourd in lw'rcouuts (from 1.0 
x 103 /l; a count of
 

would be considered high) in ruti, bhaji, Sur, muri, and matha.
 
A yeast-lka fungus, also considered harmleas3, was found in the 
acar.
 

Gram positive bacilli (1.2 
x 10 /ml), also not pathogenic an, available
 
almost ,'wwhare,were found in the 
.auacur.
 

However, K1ebsilJ.A 
 which is iometimes pathogenic (i.e., 
causes
 

diarrhea) Inhigh counts (104 
or 10S/ml), was found in
a small quantity
 
(1.2 x 103/el) in the bhaji; and r. cat, which is also not dangerous in 
low counts, was found in th. 
matha (at a count of 1.2 
x 103 /ml). Water
 
contailinjg ar. .,LIj at 10 3/ml is considered quite fit for drinking, but 
its presence indicates that at some stagi fecal coutamination has occurred. 
In the case of the matha it is possible that the contamin±tion came from
 
the tubewell water which was 
added to the product or 
from the water used to 
was4 the dritking and 3erving implements. Nonetheless, both watha and 
bhaji samples as well as the samples of the other five foods were
 

considered by the laboratory to be "fit for human consumption." 
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On the basis of this preliminary test one can perhaps ttntatively 

conclude that foodt 
eaten relatively soon after preparation, in winter
 

at least, are probably quite safe. 
 Dry foods also are probably even
 

more likely to be safe; 
the only two slightly questionable samples above
 

were both extremely iiquid products. (haji is normally not liquid,
 

being cooked usually until the water evaporates; but this particular
 

prqparation was very soupy.) 
 This would conform to 
the "folk wisdom"
 

expressed to us by many middle class Bengalis 
to the effect that dry street 

foods ira safer than wet ones. 

It should be emphasized, however, that one 
cannot draw firm conclusions
 

from only siven samples.
 

Place of Street Fcoe' in the Dfer
 

As mentioned in Chapter IV, it 
 would seea that colmercial ready-to-eat
 

food serves as meal food for only 22% 
of thPe customer respondents. For the
 

rest it appears to be supplementary to 
tht normal meal intake, which is
 

rice and some accompanying curry preparation, eaten at least once, sometimes
 

twice or three times a day. 
 From the vendor family sLtdies one gathers that 

those on the lower end of the income continuum usually eat only one such
 

curry with their rice, and usually this is a vegetable preparation; if fish 

or dal are eaten, no vegetable is eaten. Those who ear 
rice 3 times a day
 

are usually eating for breakfast rice and curry left over from the night
 

before. The National Nutrition Survey of 1975, which did not apparently 

ccusider street food consumption, indicates that calorie, protein and almost 

all other nutrient intake is on the whole less than it should be for most of
 

the population. 
From this perspective, therefore, the contribution of street
 

foods 
to the diet must be beneficial; almost avything which supplements 
an 

already inadequate diet would be beneficial.
 

However, street food purchases may divert income which could have been
 

more wisely spent from a nutritional point of view. Unfortunately, nut-itional
 

analysis of street 
foods was beyond the scope of this study, so 
we cannot
 

analyze the actual nutritional supplements which they provide or assess
 

thdir merits in relation to other possible ways of allocating mouey for 
food.
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We. can say no more than that from Chapter XV it may be realized
 

that dry snacks, mudidoVan snacks, re3taura.:t snacks (all of which ai-e
 

both literally and culturally defind 
as dry), and fruit appear to bp
 

the nost widely and frequarntly 
 eaten street foods, presimably having 

the greatest apact ou 
thisdiet in SencraL. 
Four of the six most widely
 

soli food& are also dry snacks; tha sixth i: 
 a fruit (baanas). Tlese 

categories 
are also the most diverse, contziing tne largest number of
 

dilferent items. (Most of these foods au ailso sweet, as are the majority
 

of street foods in ,.nerpt.) Generalization regarding their forms and 

nutritive content will be difficult for those who attempt this task.
 

It is hoped, however, that other researhers .Ill soon fill in this
 

significant gap in our findings.
 



VI. IrrRVENIONS 

LNFLEMI'TEMlNTERVENTIONS 

Veudor Fairf 

At thet outset of the research it was agreed that attempts would be made 

to iLter-ved in problemaical areas revealed by the study and that these 

intervenrions would be impeamented through local government or voluntary 

organizatioza. 

Registered orgaizatlor, both iodigenous and foreign based, do exist in
 

the Maniganj area, but each ii bound by the particula: requiraments of its
 

registration agreement with the 3overnment ard by its particular policies.
 

Furthermore, the vendor population is very heterogeneous. 

CapitaL, land and other raortgageable asscts, income, number of earners per 

family (and therefore amount of secondary in'ome) resldence location, secondary 

and primary occupation, social :-,sacus, and social Identity all vary considerably
 

within the group udiled. 'orr3spondingly, eligibility for assistance through 

the different PVM's varies wideiy. Meetings writh each of the organizations in 

question revealed that eich was uilling to consider incluzding some of the vendors 

within it3 target population but that none could possibly manage to work with 

all of th--m.
 

It would therefore th, necessary to "apportion" the vendors among the 

various orga.tizatioas. The easiest way of doing this was thought to be a 

"fair" at which each organization could present its program and a description 

of its target groupi directly to the vendors. 1"he vendors could thten sort 

themselves out according to 
their most likely scurzes of assistance.
 

A handbill was prepared which briefly doscribed the .haracteristtcs, 

programs, working area, and target population of each PVC in the area, and 

all of them were invited to participAte in the fair. All of them did not 

ultimately attend, however. 

It was also decided that rather than expecting the vendors to come to 

a central location, the organizational representatives and EPOC staff would 

circulate among the vendors, passing out and e.plaizizg the cortents of the 

handbill as well as answering questions separately in each selling area.
 

This procedure began at the bus stand in the early morning arci continued 

through the early afternoon. Different areas were covered simultaneously
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Loans for Vendors
 

When vendors w.re asked about their business problems the number one
 
complaint was 
lack of capital and lack of access to 
low-interest loans.
 
Accordingly, the special intervention funds (5,000) 
were directed toward
 
this problem in th 
 form of a lo2n program designed fur 
street food vendors
 
in Manikganj. 


(MAS),It will be run unde-. the auspices of the Maaikgauj Association 
for Social Service Lam iniigenous private voLuutary organization which is 
registered to work iu Unikganj town and the Surrounding area, (The
 
organization's previous major efforts have been centered in an area in
 

Saturia thana, about 10 miles from town.)
 

Guarantee Fund
 

The suim of two 
thousand five hundred dollars has been deposited in
 
the local branch of the Bangladesh Krishi Lank. This 
 fund will remain as
 
a fixed deposit for two 
 years and will collect .4t interest, which will be paid
 
back into the fund. 
The ftnd will 
serve as a guarantee against which loans
 
can be made, and 4t the end of the deposit period bad debts 
can be covered
 

from this fund.
 

Loans will be made to 
vendors by the bank'against this guarantee fund
 
but from its own resources, 
nd rhe bank will charge 16%.interest. Loans
 
will be made only to vendo-s who have been screened and reco=ended by MASS.
 

Moivatorad Suoervir 

The screening will be conducted by a oroivat.or working under the
 
supervision of a MASS board member, both cf -4cm are to te paid froam an
 
additional ine thousand five hundred dol-drs given 
to MASS for setting up and
 
administering the 
program. Both the motivator (at present Mr. Mahnud Riyadh 
Khan, formerly a researcher with the EPC "ireet foods project) and the
 
supervisor (Mr. 
 Ajit Kumar Ray, Vice-Principal of the Mohila College in
 
Manlkganj) have been given 12 days of training under the Bangladesh Rural
 
Advancement Comittee' "Project Planning and Management" training program. 

Sc eeningPolicy
 

It has been agreed 
 that women 'endors,ale vendors whose female family 
members assist them in the enterpriseand low income vendors (the former two 
categories being subsumed .inder the latter) will receive first preference
 

for loans.
 

http:oroivat.or
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Screening of vendors has been proceeding somewhat along the limes
 

of the credit programs maintained by the Grameen Bank and the BRAC Rural
 

Finance Pro lect. Vendors have been asked to form themselves, with the
 

help of the motivator, into groups cf from 3 to 5 potential loanees.
 

Both the mbe-s and the motivator will assess the potential loauees'
 

abili.ty to repay before aproving membership and eventually loans as well.
 

Members will decide which member or members will receive loans first.
 

Applicants Must not be cuzrently in debt and must clearly be able to use
 

the loan for business purposes.
 

Loans are to be sanctioned for between Wk. 500 and 1,000 and are
 

to be repaid within 2 years, in 48 wouthly installments. In a group of
 

5 members, if the first member/loanee's repayments are returned on
 

schedule for a period of at least 2 months, a loan may be sanctioned for
 

a second member; other members -ll1 have to wait longer for access to
 

loan funds. 

The aotivator's work to date among the vendors has led to the formation
 

of seven groups, involving a total o4 24 vendors. If partially formed
 

applicant groups are counted, the total rises to 20 groups. Tlhe majority
 

of the applicants (and the majority of the vendors as a whole) are
 

middlemen, including all the gur-selling applicants, unforturately. (It
 

is hoped that an effort will be made in the future to include gur producers
 

as well.) However, producers are represented among the applicants by
 

6 tea sellers, 8 mur, vendors, 12 ruti/bhaji makerz, 4 matha producers,
 

6 hotels, 2 3sheet shops, 2 prepared canacur sellers, I sanpapri maker,
 

2 chotpotti sellers and 3 fruit vendors (who peel and cut their fr intfor
 

3elling).
 

All of the applicants so far have indicated that they plan to use
 

the money to buy ingredients or stock in bulk so as both to reduce unit
 

costs and to increase volume of trade. (A number of vendors also indicated
 

during the home studies that they do not want to apply Ior loans, being
 

fearful of what would happen if they failed'.to repay.)
 

?ollUw-UP
 

An additional one thousand dollars has been deposited in the Krishi
 

Bank to cover the salary for one year of a representative of EPOC who will
 

http:failed'.to
http:abili.ty
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monitor the above loan program and any additional activity on the part
 

of the government 
 or private voluntary organizations in reference to
 
street food vendors eithmT in Manikganj or in their own areas. The
 

follow-up person was also to visit Manikganj 
once A week and write monthly 

reports on developments in the above areas. Unfortunately, given the 
delays in obtaining government approval for the funding and delays caused
 
by tram.fers within the Bangladesh Krishi Bank administration (currently
 
a new regional manager has put a hold on the program pending his ability
 
to comprehend and reapprove it - the second such freeze of activity by 
a newly transferred regional na ,ar),tha representative's activities
 
since March 1984, wheu she first began to draw her salary, have liad 
to
 
consist mostly of encouraging the organization of the prcram rather
 

than monitoring its progress.
 

The rupresenuatie, (Mrs. 
 Nasaem Hussain) will also transl|ate the 
stroet food research project report into BengalL and arrange for its
 

publication.
 

RZCOMMEhNDATIONS FOR Ft)WTHER ACTIVITY 

It is hoped that earlier chapters have shown street food selling to
 
of thebe the major source, in 45% Lcases the only source, of income for those 

in
engageoit. The vendor.3 are hardworking people who comprise at 
least
 

of the workforce in the municipality plus an additionally almost equal
 

number who live in the surrounding village areas. If dependents are
 

included, the number of people dependent on 
 street food increases sevenfold
 

(average vendor family size being 7.42). 
 The sales turnover from street food
 
during the course of one year is approximately t 
o million U.S. dollars, 

indicating that the vendors also play a significant role in the local
 
economy. 
It would therefore seem -rise te 
encourage vending rather than
 

to discourage it. 

na forndosUHawkers
 

ALthouvlh the municipality officials appear to take 
a sympathetic view 
towards stzrctureless and mobile vradors, the- central government is intoLerant of 
any activity which obstructs traffic or makes unapproved use of highway 
frontage. However, street food, as the term would imply, is often 
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sold from such frontage, and its vendors 
sometimes are an obstruccion to
 

traffic. Zn fact, as mentioned earlier, market formation of all kinds in
 

Bangladesh has traditionally been associated with the development of
 

transportation networks. 
 it is at the junctures of rivtrs and roads rather
 

than in the villages that most of 
the rural markets in particular develop,
 

for that is where vendors can count on finding customers. This pattern
 

is not Likely to change soon. 
If those who plan the development of the
 

nation's transportation netwcrk3 would recoguize 
this fact and p for
 

the inevitable Lnflux of su-h vendors at the major transportation junctures,
 

perhaps by setting aside a small area near or in one corner of the 

intersection for 
them, the presenc ongoing battle between government and
 

squatters,observable throughout the country, would not 
be necessary.
 

In Manikganj the conflict is most apparent at 
the bus stand, where
 

vendors have been recently cleared from the 
scene - once completely at the 

beginning of the present Martial Law Administration and once only partially. 

If a small area at one corner of or close to the intersection could be set
 

aside for vendors, both vendors and public would benefit, for the bus stand
 

is an important shopping center for town 
and neighboring village residents
 

as well as for bus passeners.
 

To accomplish this land must be purchased, set aside from
 

government land, or created by fill,.rng 
in the ditch. The first and third
 

alternatives are expensive but not beyond the means of a PFO which would focus 

on this as a primary project. The vendors themselves have ind4.cated a 

willingness co share some of the cost and are in fact already paying bribes
 

extorted by Lower echelon government officers who harrass them. The 
would
 

second aLternativelrequire 
 the consent of the Road and Highways Department
 

(Ministry of Communication), the Local Government Division of the Ministry
 

of Local Government and Cooperatives, ind the Land AdminisLration and Land 

Reforms Division of the Ministry of Law and Land Reforms, the latter two
 

divisione 
being involved in market development and superrision and the
 

former baiui responsible for the land which would probably be used and for
 

the regulation of traffic. Obtaining coordinated consent from these
 

government bodies would also be 
a major task. Nonetheless, we would
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recomnnd this 
intervention as 
a future project for government or private
 

organizations interested in local development. 
The Manikganj bus stand
 

is only one example of a widely recurring problem Lu Bangladesh. Ghats, 
railroad stationL, sidewalks, road intarxections and bus stops all over
 
the country are sought out by vendors who are in tina periodically driven 
away by the authorities. It is hoped that plaurars -Li take into account 

the importance of these vending acti-vties not only to the vendors but to 
the public and the economy as well and will come to make provision for 

then in the future.' 

Women' sEnreoreneurshiZ 

Food vending would also seem to be a potantially good avenue 
for
 
encouraging entrepreneurship by women. 
Gur, nuri, chira, acar, and canacur 

are products which are at present widely made by women for sale (See
 
Chapter II ) but rarely sold in public by women. If the women who now sell
 
to middlemen who come to 
 their doorsteps were to themselves take these products 
to market, their profits and incomas would be considerably greater, 
Social
 

custom is strongly against public selling by woman; 
 but if socially
 
respectable selin& premises could be provided (such as a women's market)
 

or if strong economic incentives could be provided (such As specially
 

marked loans for women who make and sell, 
or at least sell 
 their products
 

outside the home),it is 
felt that more and more women would bn willing to
 

come into the opea to do business. 
 It is hoped that interventions in this
 

area will be pursued by other organizations' in the future.
 

Sanitation
 

In the area of sanitation some improvements would be valuable. 
 Bamboo
 
twig covers 
for food dishes are a frequently sold handicraft item bought by
 
middle class families in Manikganj and elsewhere. 
They allow air to circulate
 

but keep flies and most dust off the contents of the container beneath.
 
Some hotels in our sanple use 
them, and vendors of other products could also
 

be encouraged to use them. There may be some 
resistance due 
to the fact
 

that the covers would also obscure the items for sale. 
 Failure to cover
 

food and failure to wash hands bcfore handling it were the most common
 

complaints of the researchers in the 
area of sanitation. 
For the most part
 

water used was felt to 
be clean.
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To change the habits of those vendors for whom improved sanitatiou 

would ba appropriate, education will 
be necessary, but education will not
 

be sought for its own sake. 
 It will need to he tied into some other
 

economic benefit before vendors will feel it worth 
 their time. One
 

possibility might be to malte 
 licensei or permission to sell in some areas
 

contingent upon successful completion of a sanitation coarsc 
 such as that
 

required for "fond handlers" in restauranti in most states in the U.S.
 

Since licenses are for the 
most part currently not required at all, an 

actual change in governmont policy would be necessary to achieve this.
 

New Products
 

In Latin America the Coca Cola Company markets a popular bottled
 

whey-based drink, and in Delhi and Calcutta flavored milk drinks a-d
 

coconut water are sold, also in bottles. It was thought that
 

the yoghurt based drink sold in 
 the open in Hanikganj (and avoiced by
 

middle Clas pople for the most 
 art) might also be made into a bottled
 

&xink, thereby expanding zhe market for 
thi. beverage. The local office
 

of the 
 Bangladesh Rural Advancement Comittee11ha tentatively agreed to 

pursue this matter provided funding can be found for a consultant (to be
 

provided probably by the Mn on.te Central Connittee) to help design the
 

product. It is 
hoped that this project will actually be implemented.
 

Considering the c that a major amount of the street food sold 

(especially dry snAck., dairy products, chotpotti and acar) is eaten by
 

children, street 
food zn akz might be a rhaitmel through which to improve
 

children's nutrition. 
Although some of the presently popular products
 

such as peanuts, canacur or chotpotti are actually quite nutritious$
 

others (e.g. dilbahar) provide mainly calories. New products such as dried soybean,
 

developed by the 
 Menmonite Central Committee resembling the currently
 

popular ones 
could also be promoted through these vendors by government 

or voluntary associations. 
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APPENDIX I 

GLOSSARY OF FOODS 

Seasons when Vendor Effect ondv * 

Food Available* e Descri-tion 

Acar YR 4,5 1) Dried fruit, smashed, mixed 
with gur, mustard oil and 

C 11 

spices. 

2) Green fruit, cut into pieces, 
mixed with oil and spices and 
aged in a bottle. 

3) Fresh or dried fruit cooked 
with Sur, oil and spices. Sold 
in spoonfuls by hawkers on the 
street. 

Alu 
Bukhara 

WPSpr. 4,8 A type of plum/prune. Sold as 
dry fruit. 

C 
H 
NO 

6, 
1, 
5 

Amra R 8 Round,. smooth-shdnnsd, green C 12 

colored fruit with slightly 
sout, white flesh. Sold as 
fresh fruit, unpeeled and -eeled. 
When peeled it is 3liced and 
served with salt and powdered 
chili. 

Apple W,Spr. 8 Sold as fr-n)h fruit, unpeeled. C 12 

Atafal YR esp.R 8 Sold as ripe fresh fruit. 
Heartshaped with a rough green 
skin. The flesh is white and 

C 
N 

10 
2 

sweet. 

Ata Ruti YR 1,2 Round, flat, toasted whole wheat 
bread, unleavened. 

N 
C 
H 

3 
I 
3 

Bakarkhani FWpSpr. 1,2,3 Small, round, flat, white bread 
harder in texture than ruti. 

H 
C 

4 
I 

NO 3 
N 4 

*YR - Yeai Round; S - Summer; Spr. * Spring; W - Winter; 

Indian Summer (late August through first half of October); F - Fall; R a RainyIS = 

Season,
 

See list of types on page No. (Chapter I)
 

to be neutral in their effect upon it.
Foods are believed to heat or cool the body or 

these
Twelve respondents from the general population were asked to classify each of 


street foods according to its effect in this dimension. Respondents were unanimous
 
for other foods there was strong disagreement.
in their classifications of some foods; 


In the last column above we have indicated the number of respondents who placed the
 

food in question into each category.
 

both hot and cold in its effect; N a neutral; NO = no opinion.
C = cold; H hot; H+C a 
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Food Seasons "when Vendor 

Banana 

F-8DAvailable* 

YR, esp. S 2,4,5,8 
A2Lab e 

Sold as fresh fruit. 

Effect on 
Bodv*** 

C 12 
Baaaa 

BSda,, 

YR 

3.SF 

4,5 

s 

A tiny, yellow or white praline-
lika sweet, traditionally servedat waddings and prayer gatherings, 

Sold a* both fresh and dry fruit. 

C 

N 

C 

10 

2 

12 
Beguni 

Bel 

Razzan 

YR 

L,2,3,5 

5,8 

A type of p:0 7' nuete. 
Slicad pieces of eggplant, coated 
with a mixture of dal and spices
and deep fat fried. A popular 
if"an snack. 
Sold As fresh fruit. Eyternal 

H 

H+C 
C 

C 

10 

L 
I 

12 
appearance like a grapefruit. 
When ripe the smooth inside flesh as wall as the outside skin isbeige to light yellot. Oftenalso used for making a bevmragein homes, but this drink is not 
sold in ,anikganj. 
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Seasons when Vendor 
Food ATailable* DescoEfect Ei an 

Bhandari 
Sharbat 

YR 9 A unique inediciina or health 
drink.made from various plants 

C Ii 
N or C I 

and trees, drie, ftii, sugar, 
and sugarcane gur. Served in 
a glass. Drunk to relieve thirst, 
to bolster sagging physicAl
condicion, and to cure VariOuS 
specific ailments. 

Binni W,Spr. 2,4,5 A very fine and soft "ype of H 4 
khoi or "peripud" rice, made from 
paddy exactly as A/uer:-.camsi make 
popcorn from cotu and resembling 
popcor in appearauce Often 

C 
N 
H4C 
N+1 

4 
2 
1 
I 

eatL'T' (and sold) ,ith batasha. 
Biscuit 
(Salted) 

YR 2,3,4,5 Unz'wetenea bake2:y product sold 
in all the 3amd aypas as cookies 

H 
C 

4 
4 

im thn UJoSo The "salted" biscuitsmade in 4auikgtj are not actually
s&Jlty in taste. 

N 
NO 

3 
1 

Biscuit 
(Sweet) 

YR 2,3,4,5 Bak-try products which conme in 
saui, wide variety of colors, 

the C 
N 

3 
5 

shapes, and flavMrs as Amricu, 
cookies. The locally made biscuits 
art Like sugur cookies, but other 
types, mada in Dhaka factories, 

NO 
H 
H+C 

I 
2 
I 

ave also sold in manikganj. 
Biscuit 
(Toast)' 

YR 2,3,4,5 A pretoasted bakery product Like 
the product of the same name in 

H 
N 

4 
6 

the U.S. Sold in many different,
sometimles tiny sizes. Eaten dry 
or with butter or preserves,
usually as an aicompanmsent to a 

C 
NO 

i 
I 

cup of tea. 
Black-
berry 

A fruit resembLin% an olive in 
appearance. Not at all like the 

- 12 

American blackberry. 
fresh fruit and also 

Sold as 
mashed and 

mixed with salt and green or 
powdered chilli. 

Bonboni YR 4,5 A type of hard candy wrapped in C 9 
cellophone, of many colors and N 2 
flavors. Dhaka factory product. H I 

Boroi 
(Dry) 

YR,esp.Spr.,S 4,5 Dried borol (see below) used 
liaking acar. 

in H 
N 

3 
6 

C 2 

Boroi 
(Fresh) 

W,Spr. Olive-like fruit which is sweet 
when ripe. Sold as untreated 

110 

C 
H 

1 

9 
3 

fresh fruit (ripe or green). 
Butter YR 6,7 Usually served with toast biscuit H 9 

or pound bread. Once observed being
eaten plain, on the street. 

C 3 
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Food 
Seasons when 
Avalable* 

Vendor 
TY2*'k Recito Effect on 

Butter Boan YR 3,4,5 t other ities this is a braided 
bun, split and buttered in the 
bakery. In Manikganj the same 

H 
N 

11 
1 

bun is sold but withour butter. 
Cake YR 3,4,5 Same as American product of sane H Ll1 

nmea, most usually pound cake. H+N J 

Canacur YR 2,3,4,5 A fried and higitly spiced mixture H 12 
of peanuits chira, and strands and 
squares of dough nde from whect 
and differsnt types of dal. A 
highly variable product. Middle 
clasa tuwn people Isefer a lightly 
fried type radm famo-us by a parti­
cular factor7 in Ohakz, Villagers
grefer an oi. ior product with a 
different fjavor. 

Canacur 

(Prepared) 
YR 5 CanAcur mixed with green chilli, 

onion, boiled chick peas and 
H 12 

mustard oil. 
Chalta IS 8 A roundsaented fruit with 

reddish yellow akin and sour white 
fleash. Eaten raw with chillis or 
cooked in dal to add a sour taste. 

Chatpotti F,WSpr. 9 
Usad for making icar, 
Mixture of boiled chick peas, H 12 

Chewing 
Gum 

YR 4,5 

slices of potato and egg, green
chilli, onion, salt, tamarind andpowdered spices. Eaten with tiny
pieces of fried bread called fuchka. 
Same as the well .<oweAierica 
product. 

C 
N 

6 
4 

Chicken 
Curry 

YR I Chicken cooked in gravy with many
spices and onionj. 

NO 

H 
N 

2 

3 
7 

NO I 
Chira YR 4,5,6 Paddy hea&d and flattened. In 

H+NI 
C 10 

'good' chira he kernels remain N 2 
intact after smashing. Sold dry 
or mixed with curds. Also eaten 
with milk and sugar or fried with 
spices, 

Chocolate YR 4,5 Another term for lozenge or hard 
candy. Usually not chocolate 
flavored. 

Chola 

(Toasted) 

YR 5 Chick peas toasted with garlic 
and salt. 

H 12 

Chola Ramzan 1,2,3,5 Fried mixture of boiled chickpeas, raw onion, green chilli, 
H 
H+C 

!1 
I 

and various spices. 
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Food 
Seasons when 
Availablek 

Vendor 
vn* 

Effect on 
Effectio3 o n 

Cream YR 1,2,3,7 The 'skin' of the milk separated 
after boiling. Eaten on bread 

H 
N 

1L 
I 

or ruti With sugar. 
Cream 

Roll 

YR 2,3,4,5 A cone-shaped pastry filled with 
custard. 

H 

N 

10 

I 

Coconut YR 8 Dry, ripened coconut. 
NO 

H 

I 

5 

C 4 
N 2 

Cucumber 
(Shosha) 

R,IS 8 Sold unsee~ed and peeled;also
sliced and served with salt and 

H 
C 

I 
11 

powdered chilli. 
Curd YR 1,2,6,7 Yoghurt, plain or sweetened with C 12 

sugar. 
Dabri YR 5 Pea-ULk. pulse fried with garlic

and salt. 
H 11 

Dal 
(Cooked) 

YR 1,2 Cooksd pulses of many types,
served as a wMery, soup-like 

C 
H 

7 
2 

Dalpuri YR 1,2,3 

preparation or as a thick curry 
with .npices. 

Ruti stuffed with fried daL. 

N 

NO 

H 

2 
1 

12 
Date 
(Dry) 

Y*Aesp. 
RtmzanW. 

,8 Dried fruit; Like the American 
product. 

C 
N 

5 
4 

H 
NO 

2 
I 

Date s 8 Same asfruit. above, sold is freshIts color ranges from H 
C 

8 
3 

orange to brtcin. NO 1 
Date gur FIW,Spr. 4,5 Sap of the date tree is thickmned 

by boiling, beaten and poured into 
C 
H 

6 
3 

small round molds to harden. Color N 2 

Date juice FWSpr. 8 

ranges from beige to dark brown. 

Fresh so of the date tree, drunk 

NO 1 

C t0 
plain in the early morning inwi.nter. (By noon it begins to 

H 2 

ferment. Not 
fermented). 

usually drunk when 

Dil Bahar YR 5,6 A dry, fudge-like, white candy 
made from flour boiled in syrup
of sugar and water. (Often this 

H 
C 
N 

6 
4 
2 

is Leftover syrup bought fromwet-sweet makars). When firm 
it is cut into squares or diamond­
shaped pieces. 

Drinks 4,9 Bottled soft drinks. Imported C it 
from Dhaka and also Locally made. N or 

C I 
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Fcod 
Seasons when 
Available* 

Vendor 
TXleA"* 

Effect on 
EffecB o n 

Egg 
(Boiled) 

YR 1,2 Sold soft-boiled, hard-boiled 
and as green chilli omelette. 

H 12 

Fish Curry 

Fried 
Vegetable 
(Bhaji) 

YR 

YR 

I 

1,2 

Smmll fishes or slices of big 
fish cooked in gravy with many
spices, sometimes with 
vegetables also. 

Vegetables fried with.spicea
and onionC 

H 
C 
N 
H+C 

H 

C
H 

5 
3 
2 
2 

6 

5 
or 

N I 
Fuchka 

See chotpotti 

Fuluri Ramzan 1,2,5 Dough made from white flour 
and powdered dal, spices, and 
onions dropped into boIling
oil. Sold only in Rirzan. 

H 
NO 

II 
I 

Gab s 8 Round fruit with s-oe,th green C 7 
to yellow skin covened by an 
easily removed light brown film. 
Usually only the brown seeds are 

H 5 

chewed for their taste, but notswullowed. The light pink flesh 
is not eaten. Sold as fresh 

Ghugni YRI asp. 
Rarizan 

fruit; cheap and low in status. 
Boiled chickpeas served with 
various spices and green chilli. 

H 
C 

11 
1 

Goja YR 5,6 Fried strips of white flour 
dough coated with gur or sugar. 

H 
C 

8 
2 

Grapes F,W,Spr. 8 Sold as fresh fruit. Usually 

N 

C 

2 

i2 
very expen.ive. 

Green 
Coconut 

YR, asp. S 8 Sold as fresh fruit both for its
flesh and its liquid contents, 

C 12 

which are usually drunk directly 
atrom the fruit. 

Guava YR, esp. end of 
R, IS 

8 Sold and eaten ao fresh fruit. 
Also u3,id tor raking jam or jelly, 

C 10 
C+44 I 

Gulgulla F,W,Spr. 5 Chewy balls made from whole 
H 

H 

1 

11 
wheat flour sweetened with N I 

Halua YR, esp. W 1,2,6 
gur and banana. 

Thick 'cream of wheat' (farina) 
flavored with sugar, butter, andspices. Usually eaten with ruti 
or parata. 

H 

C 
N 

4 
5 
3 

Hawai 
Mithai 

YR 5 Pink 'cotton candy.' Sold by
only one vendor in Hanikganj 
and surrounding village markets. 
Interviewed informally; at time 

C 
N 
H 

7 
4 

I 

of census was not present. 
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Food 
Season: when 
Available* 

Vendor 
MA Effect 

Effect 

Hozmi IM 4 A salty black powder made from C 11 
two types of dried myrobalan:horitoklcJ (a small green fruit) 
and amloki (a small olive-like 

Honey YR, esp.Spro 4 

t an Spices. Usually sold 
in plaUtic rackets. Faan to 
i"Dprovv digestion or as a snack. 
Scme as honiy Lowa to Amcricans. H 12 

Hot 
Patties 

YR, esp. W 2,5 Pastry 'turnover.i' filled with 
meat and onions. Bakery product. 

H 
NO 

11 
I 

lee RL-mzan 7 Ice. Available from individual 
vendors only in Remzan, year-

C 12 

Ice Cream YR, esp. W 7 

round from factory. 

Same as the American product of C 12 
the same aCC. (In Dhaka available 
in mudidoka:ns and confectionary
shops, but in Manlkganj only from
hawk rs.) 

Iftari 

Jack fruit 

Ramzan 

R, IS 

1,2,3, 
5,6,9 

8 

A general torn used for a large
number of different foods commonly 
eaten at sun-dowan during the month 
of fasting. Listed individually. 

Sold green and as ripe fruit. H 9 
National fruit of Bangladesh.' 
Green jackfruit is cooked as a vegetable, as &re the seeds 

C 3 

of the ripe fruit, When ripe
the seeds are surrounded bysweet yellow flesh, which is 
eaten fresh. The uncut fruit 
has a rough, khaki-colored 
eXterior and is large, usually
about 14" long. Some Jack 
fruit grow to as much as 2 feet 

Jambura IS, F 8 
in length. 

Large citris fruit most closely C 10 
resembling a grapefruit, Soldas fresh fruit, unpeeled or 
peeled and sprinkled with salt 

H+C 
N 

I 
I 

and powdered chilli. 
Jamrul 

Kad Bel 

Kam-ranga 

R 

YR 

SR,IS 

8 

8 

8 

Sold as fresh fruit. Greenist, 
white, sweet, and Juicy. 
Resembles a loquat. 

An ash-colored, hard-skinned 
fruit with brown flesh and many
tiny seeds. Sour. Eaten with 
sugar and/or spices and salt. 

A crisp, non-sweet, green-colored 

C 

N 

C 

N 
NO 
H 

C 

11 

I 

q 

i 
I 
I 

12 
fruit resembling an apple with 
wings. Sold and eaten as fresh 
fruit. Also used in making acar. 
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Seasons when Vendor Effect 
Food Availabl.* Tvoe** Dsieion on 3odv 

Kasundi S 9 A liquid condiment made from H 9 
crushed mustard seed, spices,
and water. It is served on 

C 3 

cut fruit or mur. or with meals. 
Also used for mak-ta. scar. 

Kesor ALu L3,F a White sweet potato. Eaten raw, C 12 
as a fruit. 

Khaja YR 4,5 A spongy, cakL-Ltika waet made C 12 
from gur or sugar ad white flour, 
sometimes flavo'ed with sesame 
seed. 

Kheuna 
Shaj 

Spr. 5 Sugar aolded iato snall images 
LiIk horses, r:lephants, chariots, 

C 
H 

10 
I 

temples, etc, Served with binni N i 
khoi. 

KIhrai Spr., S 8 A type o cucumber. Sold as C 12 
fresh fruit, sometimes sold 
sliced avd sprinkled with chilli 
and salt. 

Khoi 4,5 'Popped rice. See binni. 

Kotkoti YR 4,5 Small cubes of wheat dough H 11 
cooked in boiling oil. Hard N I 
and Llightly sweet. 

Loboaga 
Latika 

YR 2,5,6 A square sweet containing a 
cream and clove filling. 

C 
H 

4 
5 

N 3 
Labra W I Mixed vegetable preparation C 10 

served with rice in hotels. N L 
H 1 

Lao FPW 1 A fish and squash combination C 12 
Ghonuto erved with rice. 

Lemon YR 1,2,8 Sold as fresh fruit. Sometimes C 12 
served in slices with rice, 

Lichi SIR 8 Sold as fresh fruit. Resembles H 9 
a red gotf ball. A large C 2 
central seed contains a thin N I 
coating of white, translucent 
flesh. Juicy and sweet whet 
ripe. Sometimes called a small 
j ackfrui t. 

Lozenge YR 4,5 A type of hard candy, usually C 10 
lemon flavored, wrapped in H I 

•collophane. Factory product. N 1 

Monakka F,WSpr. 4,8 A type of grape, sold fresh or C 9 
dried. H 1 

NO 2 
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Food 
Seasons when 
Available* 

Vendor 
Descrption 

Effect on 
f 

Mango 
(Green) 

S, R Sold as fresh fruit. Eaten 
fresh, cooked in curries, r: 

C 12 

made into acar. 
Mango 
(Ripe) 

S, R 8 Sold as fresh fruit. C 
C4N 

8 
4 

Matha 

Heat curry 

YR, esp. Spr., 
S, R 
YR 

7 

I 

A drik mAde from curds, 
water and sugar or sale. 
Hutton or beef curly containing 

C 

H 

12 

12 

gravy. 
Melon Spr., S 8 Sold Zs fresh fruit. H 12 

HLlk YR 1,2,3,7 Boiled milk; 'old in rescaurauts, H 7 
hotels and tea shops. 
diluted rith hot water 

Sometimes 
and sold 

C 
N 

I 
4 

as "MiurL." 

Miahri YR 4,5 Concentratod sugar, usually made C 12 
from thelsOiled juice of the 
palm tree. olded in soall bowls. 

Noa YR 4,5 Puffed rica mijxd wit, gur and H 10 
rolled into balls. N 2 

Mur&li YR 4,5 Round stick. made fro- white H 11 
flour dough, c-Ated with sugar. N I 

Nimki TR 2,3,4,5 Deep friad mtrips and tr=angles H 9 
of white flour dough. 
and spiced. 

Salted N 
C+N 

2 
1 

Nonafal Spr. 8 
S 

Sold as fresh fruit. A type 
atafal With smooth exterior. 

of C 
H 

Li 
I 

Noodle-
pudding 
(Sema ) 

W, Spr. 2 Thick pudding of noodes, milk 
and sugar. Served with ruc ov 
paraea. 

H 
C 
NO 

5 
3 
4 

Orange FWvSpr. Tangerine or mandarin orange, C 12 
not the actual orange "kaowa to 
AiericAnz. Sold as fresh fruit. 

Palm 
(Green) 

S Sold 
cut. 

as fresh fruit, whole or 
The translucent coating 

C 12 

of the large seeds, 3..4 to 
single fruit, is eaten. 

paw 
(Gur) 

S, R 4,5 Thickened palm Juice molded in 
small bowls. 

C 
H 

7 
5 

Palm 
(Juice) . 

FSR 8 Fresh palm juice sold and drunk 
in the morning. 

C 
H 

7 
4 

Pamelo See Jambura. 
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Seasons when Vendor Effect on* * 
cod Available* Ipe= Descriotion Bodv 

apaya YR, asp. IS, F 8 Sold as fresh fruit. Sometimes C 12 
cut and sold by the slice. 

apor FWSpr. 5 Large, thin, spiced wafers of H 9 
rice flour fried in deep fat. N 2 

C 1 

arata YR 1,2 Flat bread fried in oil or ghee. H 11 
N 1 

eanut YR 4,5 Peanuts shelled and fried with C 12 
3alted) dried chilli and salt. Often 

sold in small plastic begs. 

!anut YR 4,5 'eanuts toasted in the shell. r 12 
Coasted) Sold plain or with small packets 

of salt and chilli. 

Laji YR, asp. 2,5 A dough of crushed dal, many H 11 
Ramzan onions, green chilli, salt and C I 

spices is fried in dEep oil. 
Available year-rouid but 
especially popular a3sn iftAri 
snack during Ramzan. 

.neapple SIR,IS,F 8 Sold as fresh fruit, whole or C 12 
peeled, sliced and salted. 

imegranate YR. asp. 15 8 Sold as fresh fruit. Eaten as C 12 
fruit in winter. Out of season 
it is ver/ expensive and bought
for medicinal purposes only. 

itato 
rry 

YR 1,2 Moist curry of potato and spices. H 
N 

10 
2 

und YR 2,4,5 Western-style loaf bread made C 5 
'cad with white flour. Bakery product. H I 

N 6 

ffed YR 4,5,6 Prehusked rice is quickly H 11 
ce toasted n hot sand. The N 1 
uri) revult is exactly rhe same 

as the puffed rice eaten as 
a breakfast food in the States. 

isin YR, esp. 4,8 Dried seedless grapes. C 7 
Ramzan H 2 

N 1 
NO 2 

cc 
ooked) 

YR 1 Boilid rice. 
staple, 

The preferred C 
N 

8 
4 

beda S 8 Sold as freah fruit. The brown C 11 
skin is covered with an ash-colored, NO 1 
easily removed film. Flesh iswhite 
and crisp. 
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Seasons 

Foohen Ao._vai lable* VendorTye 2EL~zi°.o Effecton Bodv 

Salad YR, esp. 
F,tSpr. 

1,2 Mixture of raw vegetables 
served with salt and chillies, 

C 
NO 

11 
I 

without oil or dressing. 

Samosa .R, esp.W 2,3,5 Triangle of thin dough stuffed H 12 
with meat and :rushed fried ruti. 

Sanpapri Yr, 
F,W 

esp. 5 Dry sweet made frora tiny threads 
of dough coated with sugar. 

H 
N 

3 
7 

Singarm YR 2,3,- Triangle of thick dough filled NO 2 

with fried potato or liver and C 12 
outs. 

Sugarcane Spr.,SR, 
IS, F 

Sold an fresh :tzuit.in Kanikganj 
it is net crushed on the street 

C 12 

as is done elsawere in angladesh, 
but vendors cut it according to 
cuscomasr arrun.t. 

Sugarcane 
Cur 

ER, esp. IS 4,5 Caue juice thickentd by boiling. 
It is hard, soft or liquid and 
variable in color. 

C 12 

Swaets YR 2,3,6 A widce variety of syrup-soaked C 5 
sweets made wth milk solids. C+( 3 

H 2 
N 2 

Sweet 

Potato 
Spr., S 2,5 Yellow variety. Sold boiled. H 10 

C+N I 
C 1 

Tamarind Y, easp. S 4,8 Pod of the ramarind tree. Sold C 12 
green and ripe, as fresh fruit. 
When green it is cooked .;th 
other Items to provide a sour 
taste. The ripe pod is sold both 
unpeeled &ad peeled, the peeled
flesh being pressed into blocks. 
it can be eaten as is or mixed 
with other food as chutney or scar. 

Tana YR, esp. W 4,5 Peanut brittle made with gur, H 8 
sometimes with muri instead of C 2 
peanuts. N 2 

Tandur Ruti YR 2 White-flour flat bread made with C 3 
raised dough, baked in an oven 
rather than fried. 

H 
N 

4 
2 

H+C 1 
NO0 2 

Tea YR 1,2,3,u Same as the European/British/ H 10 
American beverage of the same .4+C I 
name. Usually made -with milk N 1 
and sugar, occasionally with 
lemon. It is :onsidered 
important that it be drunk 
extremely hot. 
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Effect on
Seasons 

when 
 Vendor 

Food Available zpe** 2ejtio iv 

H 9
Steamed rice-flour cake seasoned 
Vapa Pitha WF 5 
 C+-A I
with gur and coconut. Eaten for 


C i
breakfast in winter, sometimes 

N I
 as evening snack also. 


C 12
 
Watermelon Spr., S 8 
 Sold as fresh fruit, sometimes in 


cut pieces.
 

Classification
The following foods are referred to 

Not Ell.i.ted
sold ready-


to-eat in Manikganj. (All but Panta from above

in the text but are not 


Bhat arc sold in other cities, however.) 12 Resoondents
 

A special (fine) type of rice H 
Biryani YR 


r.ooked and tnen mixnd with
 

meat, shoe, onions and sFices. 

spices cooked H
Rice, dal, and 

iKhichuri YR 


together, sometimes mixed withn
 

vegetables or meat. Eaten
 

especially on rainy and cold
 

days.
 

CCooked ri;- .oaked over night
Panta Bhat SRIS 

in water and eaten the next 
morning. Sometimes slightly
 
formea tid. 

I
 
Pollao 
 YR Fine. ziau cooked together wth 

ghoc, onions and spices. 

this appendix for definitivis.
*See first page of 


See first page of this appendix for definitic.i.
 

first page of this appendix for definition
*See 



APPENDIX II 

Local Definitions of Shop Types
 

1. Hotel. A place where rice, "wet" foods, and other foods which are eaten with rice are sold. The presence of rice makes whatever iseaten with it 
into a "meal." 
 "Have you taken rice?" is 
a way of asking
whether someone has had the noon or evening meal though one or the otherof these two meals m y often be eaten without rice; additionally, some
people also eat rice in the morning for breakfast. (See discussion of
meal types p. 156 above.) If a hotel provides overnight accommodationin addition to food, it is c41led a "residential hotel." (Only tuo of
these exist in Manikganj.) 
 The word "hotel" therefore should be taken
 
to mean "reztauraut" in 
 the A 2rican sense, 

2. Restaurant (or Restaura). 
A place in which substantial snacks
and meal substi:ute food& are sold. 
Hotels may also sell some of these
foods, but restaurants never 
sell rice. Various types of bread (ruti,
parata, 
lucL), fried vogetable preparations, 
thick (not watery,hotel- type)
dal, egp, 
 And fried snacks like shinghara and samosa are 
the main items.
Sometim,_ 
tea and sweets are also sold, but not either in great variety

or grei.t quantity and not as 
the main offerings.
 

3. YeaSho, Sells primarily tea and sometimes a few snacks whichpeople like to take with tea. The main focus is on the tea, however. 

4. HudidokuAn (or Grocer'. Shop). Ready-to-eat food is sometimes
though not always a minor offering at these shops, which specializein dry, unprocassed staples like rice, dal, flour, sugar, salt, cooking
oi?. and spices. 
 Non-food household necessit!es like candles, matches,
kerosene, soap, hair oil, mosquito coils, 
tooth powder, cigarettes, and
sometimes a few toys are 
also usually present along 6ith ready-ro-eAt
foods like biscuits (cookies in U.S. dialect) canacur, muri and chira
(puffed rice and flattened rice), 
acar, lozenges (hard candies), dry
sweets, and occasionally some 
fruiz and/or bottled drinks. Some
mudidokans deal 
quite heavily in ohese ready-to-ear foods. Processed
but not ready-to-eat items like 

and 

'.y noodles, squash (beverage concentrate)"baby food" (powdere(i formula,baby vowdered milk, Ovealtine _HorlicksZve etc.) are frequtntly also sold. Fresh produce, meat, and fish are
almost never available at 
these shons though uncooked eggs are sometimes
 
sold.
 

* 
Tiese definitions 
are given both because we 
feel they will help to explain
the reasoning behind our classifications and 
because the English terms
"hotel," "restaurant," "teashop," "stationery shop" and "grocer's shop"are all used locally but with different meanings 
than they convey in the
U.S. (The last three also have Bengali aquivaLints; the first three have
become Bengali words.) 
 They have been used throughout this report, but

usually in the local 
sense.
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*5. Stationerv Shoo (raoooh:ri dokau). As per the Bengali meaning
("mind stealing"), this typ,, of shop specializes in desired gift items:
 
costume jewelry, cosmetics, Lrrors, ladies' handbags, wallets, briefcases,

fancy soap disaes, glasses and crockery, plastic tablecloths, umbrellas,

and children's toys. 
 Sometimes in addition, almost as an after-thought,

stationery is also sold. As in the mudidokan, sowe. aon-food household
necessities such as soap, oil, mosquito coils, disinfuctaen, etc. are sold,
as are "baby food," noodles and squash, and read7-to-eat foodn. Stationery shops
covered La the cersus were almost all excludei from the final cotal of 550 vendor:

because they sold from 4-. lled structures. The remaining few were added 
to the mudidoLu category.
 

6. Sweet Shoos sell a wido variety of trAditional Bengali swoes,
almost all prinarily ado from milk solidz, rarely also from flour or

pulses. Usually they are moistp in fact dripping with syrup. They are

extresely swnet and also axpensive eacause their preparation requires

large quantiLies of milk Lnd sugar. Sweet shops also sometimes sell one or two dry swreets or tea, and a few restaurant-type snacks- like shingharas

and samosas. How "er, 
 the main product is sweets. A sweet shop can be
distinguished frot. estaurants and tea shops by the large variety of
 
sweets sold. The latter, if they carry sweets at all, will only have a 
few types of offer.
 

7. Feriwala. A wanderiug hawker who usually sells door-to-door.He may sell anything, but usually the items he carries are few. A pushcart
vendor who moves from time to time a3 he sells is also a feriwala. 

8. Sjookeeoer. A vendor who sells consistently from the same
 
Location, even thoug± he sit- witl only a single basket 
 in front of him,
is not a ferivala. Rather he is a shopkeeper or dokandar the same tarn
 
being used foi big m rchants as well. A pushcart vendor who sells
 
consistently from 
one place only is also a dokandar. 

9. Those who sell. only or mainly one item such as fruit, may also
 
be referred to 
simply as sellers of these items, e.g., fruitsellers
 
(phalwala) or muriAellors (muriwala). 
A" in English usage this terminology

has nothing to do with ambulatory or non-ambulatory method of operation. 

A type of shop found frequently in Dhaka and other cities is 
a confectionery

sLhoep whtsh carries expensive ready-to-eat dry snacks like baked goods,
t:oasted dal, canacur, peanuts, hot patties, (sometimes ice cream), bottled
drinks, etc. and non-ready-to-eat "specialty" items like bottled squash,

tinned food, and uncooked .2oodles. The closest thing to such a shop in

auLikganj are the bakery, canacur, 
 and batasha factory showrooms and a few

di-y snack sellers, but these people do not se].l items like bottled squash
 
or tinned food.
 

There are also a few four-walled shops in 4amikganj which are calleddeoartment stores. They are like stationery shops (and therefore sell snacks),
but they also offer for sale a large amont of ready-made clothing, especially
childrents clothing. One of these shops is the only known shop in town with a*refrigerator and commercialthe only snurce of chilled bottled drinks. 

Informants say that "fashionable" upper class people in town, who would
be the customers for the expensive ware-3 of a confectionery shop, are also

rich enough to go to Dhaka for such items; therefore there is no need for
 



APPENDIX ZII 

Pre-Survey and Site Selection
 

The following seven townz were visited:* 

I. Saver, famous for its enormous t-Wce-weekly market, was
 
initially cousidorad also hecauze of rh pr-sance of factories in the
 
vicinity (suggesting te presence of an industrial work force which
 
would consume srreen food) and its university, which we tought might
be a source oZ highly tiraned personne]. for the project. 

Z. hymmsingh, a major city in die cenrraL zone (. districtR,
subdiviaional, and tha=n headquarters) was also considered because 
of its nearby umriversiy and the fact that the projacc's Bangali social 
scientist was from that region. It was also attractive because of a 
larger than usual number (15) of women vendors in the market and a large 
number of iftari vendors on the street. 

3. Jazalpur, a new district headquapters, was similarly expected

to have a large number of street food vendors; i fact, it did not.
 

4. Tangail, also a district headquarters, was coiis.dered to be a 
good potential research !Lte because of its large number of factories 
and wide variety of types of snack shops. The visit was interesting
also because of some interviews with middlemen wholesalers who gave us 
a picture of the many reprocessing and packaging steps involved between 
producer and street consumer.
 

5. Narayenganj, initially visited for its factory worker (and

therefore presumably street food consuming) population, was a.lso
 
interestinS bacause of the presence of a Hindu ronumuity which makes
 
street food as a castQ profession, making both inter-cor muomicy and
 
professional-non-pro essonal cooparisots possible. It was most like 
Dhaka in the variety of street foods available, including leftover food
 
and plate scrapings from feastS (not observed knowingly in any other town
 
visited).
 

S. Faridpur was primarily of La.erest because of its reputation for.
 
having a larger than ordizary number of women vendors in the market. This
 
turned out to be true; our visit revealed about 20 though only two were
 
selling ready-to-eat food. Reudy-.to-eat food sold by male vendors was
 
certainly plentiful, however, Respondents here indicated the importance

of seasonal changes in their business, and the status associations of
 
certain foods were also made apparent.
 

7. Manikganj was visited initially because of che presence there
 
of a strong, mawy faceted Bangrladesh Rural Advaucement Committee develop­
ment project which included womena's groups(in nearby villages) who make
 
canacur, pickles and ground spices for sale.
 

Though small in size, the town appeared to have the same reaqy-to-eat

foods for sale that we had seen in all the other cities visited except the
 
capital, where the variety of foods appeared to be greater. Also
 
available in Dh~ka and Narayanganj were leftover food and plate scrapings

from feasts; these were not seen elzewhere. In Mymensingh a type of
 
home-made cske (pitha) was seen which also was not seen elsewhere, inciuding
 

Further details of the pro-survey can be learned from the site selection 
report. Field notes from these visits can also be provided if desired.
 



203 

in Manikganj. Maida from these items, the foods on the street in Mani!,gan;,ppeared to be exactly the same as those in the larger towns and to be evenin greater abundince than they had been in Jamalpur (population 59, 547)

and Rangpur (1.55, 964).*
 

In all o.;her totans we had spoken to many vendors who tocame townneighboring villages fromto soll, returni.ng home at night. In towns near railway
lines (Hymaensiugh, Jnzalpur, Faridpur, Narayanganj) some of these vendorshad come from fairly lonF,distances (10.20 miles). In haikganj vendorsseamed primarily to come from closer villages (3-4 miles) and to comeon foot. mainlyHoiver, the process aprpaared to be the same. It was thought thatthese urban-rural linw.ages could be observed more easily in this more compact
setting and that the researchers would have to spend far less time travellingback and forth than Would be the case in a larger town. The same applied tothe study of processes irithi.n the town itself; with shorter distances tocover and fewer respondants,
v less tine would be wasted traveling, detailscot"c be more carefully examined, and a higher pc-rcentage of vendors couldbe interviewed. A small.er tur would simaply be mre easily managed, 

The two 
female vendors observed in the markat in the pre-survey weretypical of most of those seen eloewhere: one old.r woman and one littlegirl (both in social categories to which purdah resurictions are only looselyapplied). Given the smallness of the town, their percentage,population did not appear in the vendorto ba less than that of the voman vendcrs observedels ere; extremely low numbers of 
.ezale vendors seemed typical of all townsvisitad and, by all accounts, of Bangladesh as a whole. We believed thLt thebulk of women's participation in the street food trade would be hidden in an:,case, no matter wlat town we chose. 

In Narayanganj 
we were also aware of a large unimber of vendors who live
in the tora, perm&nent residents who have served their village ties. 
 In
other towas such people seemed to be fewer, and in ?Lanikganj also they seemed.
to be very few. This was 
felt to bc the only significant difference between
this smaller town and the larger ones which might have been studied instead. 
lanikganj did nto have any factories, in the usual sense, but ..- hadobserved in Savrer that factory workers do not necessarily eat their mealson the street. 
On the other hand, Manikganj certainly had a working classof rickshaw pullera, brickfield and construction workers, employees of oiland flour mills and bakeries, and small incipient factories for making batasha,ice cream, acar, and canacur. In addition to male employees, a nurmoer ofwomen were also seen serv-Ing as wau.r carriers and cooks in some restaurantsand hotels. 
 The eating habits of these workers could certainly be studied.
 
There seemed to be 
a fairly large number of Hindu vendors in Manikganj,
and relations between Hindu and Muslim comuntltes appeared to be very good.It was thought that some interesting inter-comaninty comparisons might bepossible here which would not have been possible in the other towns visited,


with the exception of 4arayanganj.
 

The need for solecting a discrete 
totr1 i,.e., 
one with its own hinterland,
not strongly tied to 
the capital, had bacome an issue during the pre-survey.
Manikganj appeared to 
clearly have its own hinterland and to 
be as discrete
 

Since Rangpur was visited in connection with 
some personal business rather
than as part of the pre-survey, a careful series of streec interviews was
not possible there. 
 Still, it was noticed that only four vendors 
were not
selling either from permanent buildings or 
market stalls. Both Rangpur and
Jamalpur may have been seen under unusual conditions, however. In Jamalpur
the visit was 
made on the first day of Ramzan, when the turnout could be
expect.d to 
be lower than usual; and in Rangpur local people said that
street vendors had very recently been cleared from the streets by government

order.
 

http:small.er
http:returni.ng
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as is possible in a country where the capital's influence is strongly 
felt everywhere.
 

.Since inturventiou 
were a requirement of the study, weto see were pleasedthe strlngth of the Bang1adesh Rural Advaneent Commitoe operationin the region, the orian's Reabilitation and Wel.fare Foundation weavingproject in town, and the out of town but nearby activit.,ies of save theChildren Fund, 1e A-.sociaticu for Social Advanucm"at,Education Resource Center, CARE, the Villageand the Christian Conrission for Dzvelopment
in angladeh. At that ti. we vare not aware of sone of the reztriccionson the artivltiis of £ore16n private voluntary or auizwhich prevent soma tionu, restrictionsof thtse groups from working directly in rantkganJ town. 

It was also thought
Saver 

that the proxinity of Jahangimiga. Univer-si y inand the prerence of two colleges within the totn itself ould Makeit possible to find wore highly trained project assiztaucs/surayors than 
would be possible elsewhere.
 

In December arraugements were mnde for settingMaraikganj, up living quarters inand in January the authorr, together with the authors oneassistant from Dhaka, moved into tow~n.
 



APPENDIX IV
 

1. Selecion of Sample and Stratification 

A. Stratifcariou bv Area 

For selection of a sample of vendors for more detailed interviews,

vendors were to be clans;ired by both area and type of food sold. (This

was in accordance with the agreement made in Washington, to allow for 
greater comparnbility of results from all countries studied.) Since
 
the research area seemed to dividt itself into the geographically

separated areas mnric ned on p. 39, and since census data had for the 
most part already beci collcted separately in each of these areas,
grouping the rexults accovding to location toas not difficult. Vendors 
who had beca i.aosified orinslly as associated with schools were 
regrouped into Mha
areas invhich the schools were located; the market

at the &hat was conbined trith the kaca bav.ar; and the residential
 
neighborhoods were grouped into single unit.
a The result was five 
locacionst
 

(I) Bus Stand;
 
(2) Court Are&;
 
(3) Hami Road;
 
(4) Harkats; and
 
(5) Heighborhoods.
 

B. Stratification bv FoodTv
 

Classification of vendors according to 
type of food sold was much
 
more difficult. As mentioned in the text 
above, and as can be seen from

Table 8 (p.64), only 28.9% of the total number of vendors sell only one
 
ready-to-oat food,(this is not the same as 
selling only one product) the
 
bulk of these beLug in the market areas, where they still represent less
 
than half the (market) total.
 

This general divets-ification of products seemed also to 
be the case

in the other cities visited in the pro-survey.) To some extent this is

due to economic necessity. To sone extent it is also due 
to the fact
 
that single item vendors have lower status than multiple item ones,

especially if some of the latter's wares are the same type as those sold
 
in mudidokans. 
 One vendor who sells mainly pan and cigarettes for his 
living told us that since he also sells bilscuit and cooking oil he can 
refer to his business as a mudidokaa or statione.y shop (see deftiitions 
in Appendix 11), which gives him more respectability than being a mere 
vendor of cigarettes and pan. 

Axide from the multiplicity of products per vendor, there was also
 
an extremely wide variety of types of food for sale. 
 The first necessary

step towards classification, therefore, was 
felt to be the grouping of

the 128 foods into a smaller number of categories. There seemed to be
 
many ways to do this, but it was felt to be necessary to apply consistent

criteria in defining all of the food groups. 
 Some too's seemed to group

themselves logically according to the types of shop in which they were

sold. That ist local definitions of shop types seemed to parallel certain
 
food groupings.
 

However, to completely follow the local definitionr of shop types

would mean that it would not be possible to consistently apply the same
 
criteria in establishing all 6'efLnitions; types 1-6 refer to food
 

-constellations; 7 and 8 refer to mode of selling. However, since we

ultimately wished to arrive at a vendor classification as well as a food
classification, it seemed necessary to consider both aapects. 
 Ultimately

it was decided to partially follow the groupings which parallel five of

the locally defined shop types and to group the smaller shopkeepers and
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ferlwalas who sell telatlveLv
specialties. few items according
This left a classification in 

to ther ",nain food"hilch(1, 2, and 4) refer primarily to three categories
refer food constellationsto "main food." An additional and five cateories"other"which when category containssold singly do not seem to four foodsfit olseChaer cn.s 
C. Same le Categt±o. .. d 

(1) W.t'Maa. 
 RIce and wet curries, Sellers of these
also defined locally foods are
a hotel keepers. 
 (Type 1, App.:.L)
(2) M1eal SubSttUtutes These are the same
locally defined (Type 2 above). 

as restaurant foods as
 
(3) 
Tea and the snacks Which accompanytea. it, with the main foodThese vendors are regarded as being

tea 
shop owners locally
(Type 3 above). 
(4) Mudidokan or G'oceiss Shop. 
 (Same as 
Type 4, App.I1)
(5) Ry nacks if sold by vendors specializin


than in in these items rathera mudidokan
by other or sweet shop.types of shop. Many of these areThey include: also soldkadma, barasha, m'ural, canacur, kotkot,moa, tana,muri, chira, and gu :.

(6) 
Wet SwHets 
 Milk solid, syrupy sweetsy
specializing in 
sold primarily by shopsa wide variety, occasionally by a single-itam
vendor. 
 (Type 6 above)
 

(7) 
 ...
 P...rus. nd-ce-Cre
V 
 or in the combination of yoghurt, matha, butter, and ghee

(clarified butter). 

Usually sold retail by single.item 
Raw milk sellers aregroup, unboiled milk not not included Ln this
being considered locally to be
Drinkable milk must be bought in ready-to-eat.
tea shops, hotels, or restaurants.
(8) rruit and Fruit Juices. 
These vendors:sellers1 especially the, juiceare usually singlt-it= sellers, but some also are rather


big btgusimsssen selling
sell dtaz a variety of fruits.fruit, especially The formerat the bus stand and 

also often 
on the main road.(9) Other. 
 This category conrai= chOtLRagt,the customer's order and eaten 

a spic-, snack mixedwh tofrom pushcarts; bhand~ri sherbet 
plates and spoons, sold olyOnly one faily (from 

a type of health drink sold bybought tro or morealso for medicinal variable lochtions) inpurpos.s town,and todrinks, when ioLd quench thirst; bottledby a vendor who sells these only;a Liquid condimnent and 'asondjtahnisha on other used in cooking, prepa-:atlonfood, functionally of acar, and asthough overy different Zoso,aucein flavor. A 

is the 
Aside from the problem of seasonal variations in food products, there 

fact that quite doa few vendorsdo not sel~l rmdvy-to-eat food in 
not sell at a.ll n soaeHowever, some seasons. sea oa or'th major problems (See Chapter 11in classifying p 47-53seller~~it vendors related to(Tteq
main product3 changed categories with t vendors whose_seller (Type 5) os he sseA3asn sucho uc res 
 a winter(Type 7) in 

ches to fruit as witer cant,andcur(Type rsumnaer 8) in spring,
to the In general, problematic c. to ice creamfood Which the vendor cases were claJsifiedhad said accordingthe majority wasof season3 luriag which 

his main food by volumehe of sale insells ready-co-vat food. in cases
 

Irene Tinker is to be thankedcategories. for her help in the development of these
 
, mentioned 
 earlier, unfortunately,
bazar is the hashishalso included sellerin this category. in the kaca 
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of a 50/50 or 33/33/33 division of seasons the vendoraccording was classifiedto his current seasons main product. (However, as explained
above, "main" food was ignored in cases where the combination of foodssold by a vendor put ham into types 19 2, 3, 4v or G. Thus, even ifruti or tea was the main food of a shop, if rice and wet gravy curries
were also present, it w-Qi classified as a hotel (Type I, App.I) 

When the 550 vendors were classified according to thase air' typesand according to locatio::, .he rniuic were atec in Table 3Chapter IT (p. 53). Area distr:Zbution of types is al.,o discussed in
Chapter I.
 
D. Mechanics of Selettion: Ratdon rato and Pickinq of e Santa 

_0.i oj of theSnland_ ub.
 

For tabulation of census datap vendors had been assigned numberswhich for the most part reproiseuted both the sequenc., in which they hadbeen {ntervirwad ;nd their ;eographic !ocation; interviews had beenbegun with vendors on one end of the coim and had progressively movedthrougj each area to the other end. Vendors had also later been groupedonto liscs accordin; to the nine types given above. It was intended toselect the sample from our serially ordezed vendor lists, starting witha number on each list dzrawn from a table of random numbers. 

HoMver. it 1-3i first nocexsary to randomly combine the vendors fromthe neighborhood &reas into one group, the tui. halves of the main road
(which had received different 3equenza of numbers) into another 
 group,and the kac bazar and ghae vendor. into a third Zroup.
 

This was accomplished by cuttlaZ up thq lists of differentvendors which were types ofto be combined, Negregated by area also, into single
slips with a single vnndorl nunbvc and t7ype on each; putting the slipsinto a can; shnkting thv cau; drawing the 3lips out oce by one; and
entering them Ln 
this order c new .ists (segregated according to 
type).
This was done setparately for te a"=rkats" area,for the "neighborhoods" for the main road, andarea. Thougjh cumnbrsomev it uns'thought that thismethod would be quicker than using a table of random mmbers to find3-digit numbers correspondlng to the numbers of each of the 349 vendors 
involved.
 

The a.sintants who t.cconpli.,hed this cask for theareas actually sliced up three new combined:ll the L.iets from all areas though they had beenasked to do so only for the above nentioed ones. Thus ultimately allareas were randomized in the 
sane way, and no 
table of random numbers was
 
ever actually used.
 

From the new Uit. of randomly ordered vendors, one for eacheach type inarea, every third vendor wus selected. Since the totals in eachcategory were rarely evenly divisable by three, in many cases the selected
vendors represnt slightly fewer than one full third of the original number.For example, among the eight hotels at the bus stand ('type 1) only two weretaken; only one of the four dairy/ice cream vendors was 
taken. In othercases, where only one or t3o vendors were present in a category, to 
select
one vendor meant selecting either 2/3 
or 1007. of the cases
e.g., in that category;
the single vendor selected for Type 9 from the bus stand, main road,
neighborhoods, and markets.
 

Thanks are iue to Sherry Plunkett of USAID, Dhaka for his advice in

this matter.
 



208 

Since we wanted to be 
sure that all of the six women vendors were
included in the sample, the three women who had notmatically were also added, making 
fallen into Le auto­three rather than two tea 
shops (Type 3)
from the bus stand, four instead of three hotels (Type 1) in the court
area, and 13 rather than 12 fruit sellers in the markets category. (The
other three wovien vendors, who had already fallen into the sample, are
a dry snack sellcr from the main road ?xea, a mudidokan owner in
the neighborhoods, and.a fruit 

one of
 
seller in 
the kaca bazar.) This made a
sample total of 1.59,
as show, in Table 4.
 

For selecting a subsample of vendors whose customers were to be
interviewed, we selected every third vendor from each category in the
sample. Again, aS il the selection of the sample, this meant that insome (in fact most) cases an 
e 

even third was not possible; fewer or more
than a third o .that category, often 10O. 
(when only one
in a category) were selected. Again, tha women 
case existed 

vendors were
This meant two all included.
taa shops rather than one at the bus stand, two hotels
rather than one 
at the court, and three rather than two dry snack sellers
on the main road. One wonau from 
he neighborhoods
kac bazar Eal and the one from theinto the subsample automatically. 
The sixth case was not
included because she was no longer selling; therefore customers could no
longer be intervicued at her selling location. 
The resulting subsample

consisted of 73 vendors.
 

2. ndftariVendors 

A separate questionnaze was designed for aon-professional vendors
of ifti 
snacks traditionally eaten to break the daily fast during the
monuth of Raw..=an. 

It was
observations el.r-where, 

expected, based on pre-survey
that there would he quite 
a few (at least 20)
new vendors entering the market only for this month and only for selling
iftari. The questeionalre 
was designed to

and the 

find out who these people wereextent to which they were able to make a profit. 

Unfortunately, 
this turned out to 
have been mostly a wa-te of time.
On the second day of FRamzan a preliminary count revealed only nine (3 atthe buzs -tahd, I at the court, 2 on the main road, and 3 in tha narkets).
Only the first three of those were ever actually interviewed because they
were interiewGed during the first week of Ramzan. 
One of these three plus
all the other new vendors (s.iven) went out of business before they could
be intervievd, i.e., during the first week. 
Another one of these three
lasted only for two wQuks. Only one "non-professional"business for the whole month. vendor stayed inThis man turned out 
to be an experiencedpart-time maker and seller of acar (and therefore not really a new vendor)
though his main occupation is selling wood. He has sold iftart during
Ramzau for at least sevp-n years, and he has knowledge of selling techniques
from his wood busines. 
 According to our calculations he was able to make
an approximate profit of Tk. I1 per day.
 

The man who lasted for two week-i was making an approximate profit
of Tk. 38 per day.

months he works 

He has done this for at least four years; in otheras a daily laborer on a truck.vendor was a Tht. third interviewedchild of 12 selling on his father's behalf. 
He sustained
a loss of Tk. 14.50 on the day of the interview. This was 
the family's
first attempt. Normally the father is
an agricultural laborer.
three cases the preliminary preparaton of In all
ingredients (for frying on
spot) had been done by a the
female family metaber.
 

The cAso of the vendor with the 
loss was instructive in that it
demonstrated an inability to calculate the sales value of his wares at
the going selling price. 
He expected to 
sell everything he had prepared,
but according to our calculations the total sales value of the entire
acount produced was 
less 

Itwas easy to see 

than the amount expended for ingredients and fuel.
why he went out of business immediately. A similar lack
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of ability to accurately estimate sales intake in relation to production
costs was found in the case of our experimemes with a new woman(see below). This may frequently be a reason for business 
vendor 

failures, but
of course we as yet have no data on other new vendors who quickly havegone out of business, (SoMe interviews have been done with a few ex-vendorsfrom our group of 550, but the data has not yet been processed.) 
Many ve ,.-rs who sell roady-to-eet food year round also sell iftariduring Ramzan. 
They ware observed to continue for the 
entite month, usually
simply adding iftari to their zcmal wares. In a few cases they droppedtheir normal main products 
 tea and biscuits) forin favor of iftarithis mouth. 

3.* Sea litv oduct S inrvL- eado 

The traditioral Bengali calendar dividanof approximately two mouth.s each 
the year into six seasons sumer (Zrihsso),"Indian summer" rainy season (borsha),(sarat),I fall (hemonto),(basantS). 7he survey and winter (sheet), and spring-as begun at tleto the end of 

end of January, wich is closetrle uinter season, at the bus 5tnd. Dua to the length ofthe questionnaire (which when administered by the surveyorslonger too& muchthan in the pro-test, administered
the shortness of the 

by more experienced persons),seasons,was not begun 
and the fact that the quastionnaire surveyat the beginning of the season, only the bus stand wassurveyed in the winter. The remaining areas were surveyed for the firsttime in spring eand summer, according to the sequence shoun in Table 5 p. 57. 

Repeated surveys to check for differences in products sold (usingstill another questionnaire) were also madeseason and autumn. in summer, Rwaizan, the rainyTable 5 of Chapter I shows the number of vendorseach type in each location in each season. 
of 

The significance of the
fluctuations has been discussed in Chapter 11.
 

4. Consumer Survey 

2 4(a) -Hour Recall 

The customer survey turned out to beanticipated. more problematic thanSince funding for a door-to-door survey war not providedfor Bangladesh, it had beer. decided at our October 1982 meeting in
tiashington 
that in Bangladesh only customers would be interviewed and
only at the place of purchase. 
It had been intended nonetheless to ask
these customers 
both about their street-food eating/purchasing habits and
about their ceating habits in general. We planned to u:e the 24
-hour recall
methtod for the previous day (it was felt to 
be the most accurate andthorough and to have the advantage of showing which foods
together) are eatenplus a few questions to establiih' the typically of tnia 
previous
day and the informant's occupation and socio-ecouomic position. 
This would probably have worked well had we
householders been dealing within a door-to-door survey. Unlike household residents,however, most customers are 
in a hurry; the maximum amount of time that
they seem willing to spend is 15-20 minutes. 

Unfortunately, the 24-hour recall method turned out to be quite
time consuming, i.e., 20 minutes minimmm for that portion of thequestionnaire alone; and attempts to establish the typicality ofpreceding day did not se =s to give satisfactoty res'l~ts. 
the 

It was firsttested by having the surveyors interview each other, -without any noticeable
problems other than length. However, when tested on actual customers themethod seemed to annoy some respondents exceedingly. 
The reasons
are still not clear. for thisIt may be that the surveyors, .ho were not specially
 



210
 

trained for the 
testing,* did not Properly approach 
the respondents in
the beginn.gg, Perhaps the 
length of time required for the pveliminary
quiutions on occupation, residence, and income had already exhausted the
respondents' patience. 
It is also possible that s'we of the respondents
in question fait embarrassed or ashamed to raveal 
that thoy had actually
eaten (or not eaten) cartain foods; 
somt foods are definitely of higher
status than others.** 
 It is also possible that some respondents may not
want it known at all 
that they eat at certain timec of day .ivcc in doing
so they aro of necsessity spending other people's =oney (asan employee wh.o in the case ofalso does his employer's household marketing and eats
with some of the markoting money) spending tim hichor they should bespending on other activlty (as in the case of an offica peon sent to doan errand who stops on the way to 
have a snack). Unscheduled eating is
also felt by one inforriant at least to be a sign of sloth And thereforeembarrassing to adnk.t; 
24-hour recall imuld reve!. thi 
 perhaps.
 

This negative respouse was totally unexpected since inexperience most Beogalis, this writer'3especially Bengali middle-class men (unlike
American middle-class men), enjoy talkintg aboit food at great length.
Such talk usually depicts in ideal 
or a high point in the past, however,
and does not deal with the ,Oecifics of everyday consumptioa, which nodoubt pale, perhaps to the noint of embaet-rsment or shame, by comparison 
with the ideal.
 

It is intereatin that the 24-hour recall questionnaire completedby our young, middle-class surveyors and the 
to 

tast respondents who agreedanswer it revealed cowrletaly different eating patturns for man and
womeant the male employees being without ex~aption bachelors who eat allor most of their meals ouvsioe the home and the female workers all being"homabodies" who never or rarely eat outside. Their numbers are tooto permit any perma few
nttaonclusion to be drawn, however, 

(b) dtanra Recall 

DasptLts .thl 1dvanta.,ges of using 2-hour racal givonnegative Vfioraimt rtuel-n tha
-nd the longth of time required for thismothod, it was dsc:Lded to try another approach. Instcad"What do we tried asking,yoo ua .al). a'r for braakfaa, lunch, etc. (foz all of the 11 above 

the advantage of showingfoods are eaten togeth1er 
what 

mentioned acting ties)?' This also had 
and seemed to get a favorable response fro,,informants. Hoamvyr, weopie .c-ned to fcrget to nmetion foods theyconsidered unimportant parts of a meal (e.$, lemor, salad, &car), andpossibly they, also forgot to mention the embarrassing rones as well.Perhaps for this reason it wa also unitch::eacening. It was felt to be
inadequate by itself, but 32 householders (not :ustomers)o t-.wo from eachof the 16 occupational groups listed in the final questiorm_ rewere interviewed with this method to give :owe loose idea ofconfigurations in different meal

segients of tle population. Informants were all 

In contrast, for doing the cCUaSus questionnaires all workers had been

carefully trained.
 

In particul&r, people supposedly do not like 
to admit that for breakfast
they eat rice socked overnight in water (panta bhat) which sometimes
ferments slightly. This is 
a mealns of peaserving cooked rice which
would otherwise spoil; but panta bhat is regarded as 
third class food
and a sign of poverty; it is never sold in hotels, despite 
the fact
that some people actually like to eat it (which is of 
course different

than liking to admit that they eat it). 

http:beginn.gg
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town people, so 
information on villI.e habits is totally lacking.
are also too few In numiber to provide aore 	
They 

habits. 	 than a loose ideaIt was intended to 	 of eating
use 
this information ascontrasting informartion, background, perhaps
to the daca obtained by iLar.erviewing 
customers.
 

(c) Senegal Method
 

For customers, it
was
the Senegal 	 then d-cided to usestudy, i.e., 	 the approach used inpresenting respondents with aasking them when, where, 	 L. t of foods andand how often they.eat: hen. This 
method hasadvantage of reducing oversights regarding paricular .oodr (though it 
the
 

doesn't prevent people frow Giving an incorrect irpreasion if they should
choose to do so), and it provides food-specific cr parable data for all
informants. 
 It also lays the data out in
processed. 	 a form thac "'s easily coded and
It has the disadvantage of not showingbut that doesn't mean 	 tho meal configuration;he eats them either singly orHowever, this method was 	 all together etch time.tried with a collapsed list of 46 foods (reducedfrom the glossary total of 128). 

Since people eat 
both meal and snack foods
we could not follow the Senegal example of asking 
both at home and outside,
 

one
meal foods and another 	 set of questions forsct for snack foods; thus more questions wererequired for each food, including questions about times/places/meals where/
for which they are eaten.
questionnaire quite long. 	
This, multiplied by 46, automatically made the
When tested it actually worked suite well except
for the fact that it took too long. 
 Even after considerable practice and
thorough familiarity with the questionnaire, the interviewers were still
unable to reduce the 
length of timequestion-aar 	 to less thantherefore 	 50 minutes.could not be adopted because it 

This 
respondents who would not sit still 

had to be u.ed on
for more than 20 minutes. 

(d) Method Adopted
 

A.ccordingly, 
the list of foods was 
further collapsed to
food types/categorles used for classifying vendors, and specific questions
 
the nine
 

about the eleven eating times were omitted entirely. Since full meals with

rice are eaten both outside the home and inside, and since we ask for the
frequency with which all groups of foods are eaten both in and out of the
home, we hoped to get 
some 
idea of the frequency, say, with 'which people
eat rice, including rice for breakfast.
betweeu various 	 Since no distinction is made
restaurant foods, however, 	we don't know how often someone
 eats ruti instead of rice for a meal or which of the restaurant-type foods
he eats most. 
The same is especIalty
of the other categories as well. 

true of three

Iniormatian on day-long eating habits is


therefore very incomplete. 
The questionnaire mainly tells 
us something
about people's street food purchasing and eating habits and the amount
(including the approximate percentage of their incomes)
it. that they spend on
 
It is much regretted that better information could not be obtained on
 home eating habits, but we 	 did not have the resources for a hou.ehold survey. 

The questionnaire which we actually used took from 15
to administer. 
 to
It was used for interviewing six customers 
20 minutes
 

for each of the
vendors in the subsampea.* 	Since different types of customers
at different times of day, 	it seem to buy
was fe.t necessary to spread the selection
of respondents throughout the day; 
one
early moring (5 	
for each of six bounded time periods:a.m. - 8:59(12:00 	 a.m.), Late morning (9:00
- -2:30 p.m.), afternoon (2:31 	 11:59 a.m.), noon
 

season 5iCO 	 - beginning of dusk, i.e.,p.m.), evening 5:01 	 in the rainy
- 7:00 p~m.),
Thus the customer respondents are 
and night (7:01 - 4:59 a.m.).
stratified automatically according
of day as well as type of vendor/food and location. 	

to time
 
sell during all For vendors who do not
 
some 

six periods there is more than one customer selected from
time periods; 
thus the number of respondents in each category will not
be the aaJ".
 
*For one vendor who had very few customers it
was 
possible only to interview
four.
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5, Family tudies
 

To supplement the questionnaire daca the family Life (especially
.the role of 
Che feamale producer members), production and selling methods,
eating habits, and economic condition of enty-two veudors were studied
at close rtaga by pairs of researchers who spent t-o
each of or three days with
thesn vendors and their families.

the I. most cases one memberpair observed household activities while 

of 
vendor to tha other: accompaniedthe seLYign Location and observcd the 

t.e sefIlin process throughoutthe day. Researchers did not spend '.twith
returned first 
t.ho their subjects butto the office to 'itc thair notes and) thtenhomt-s. to their ownIn nost cases no notes were taken iinthehf!Uid.tried to leara Researchersas much as po3sibl.e frov silent observation and to fit
into the vendorls normal environment as nuch as
when neceisary, 'naturally, possibl , asking questions,
as one would iu the course oCFortunaely, a social visit.in Bengali society any dirct questions regarding business,incoria, rant family expen ses and difficulties, etc. can beasked by visitors of their hosts. and are oormally 

evasively, but 
The latter of course may choose to replyit ts 
not a breach of etiquette to 
ask such questions.
 

Failies ware 
 aelected from verdor7 of acar, ruti/bhaji, canacur,
muri, and naaha because it was thought at the time 
that these foods would
be good foods on which to focus 
the interventiov-undertaki at which we intended tothe conclusion of the research. 
 It was intended to
women's involvcnaent studyat clo.e hand, and all ofwnmen these foods ucually involvein tho production process; muri and acar in pacticular aretraditionally womca's products. 
 &e'idtionally,
acar producer/vendors ILI of tha caaacur and.
in our universe use womt!-,'s help in production
,though middlemen vendors of thgse foods predcmizate).are among the nost widely All excapt mathaooLd foods. ALL can be defendedhelpful to as in some way
the diet' Ruti/bhaji Are
pullers (287 

also heevily consumed by rickshawof the customers for this, food) andsubstituta. are an important mealHatha was thought to be a n triticus productgood pocntial with especiallyfor further cortmarcial development as a bottled drink.(See Chapter VI on proposed interventions.)
 

After first selecting particulnr ftmiliesparticipated whose female membersin production (at least twofamilies sere 
per food; as comparinon middleman
also chosen). A chain counsising of a non-vendor
a middlem*n wholesaler who acar producer,buys from him, and a middlemanfrom the wholesaler were also added, together 

vendor who buys 
middleman vender with two producers and aof canacur. 
The families of 
the remaining women vendors
were further added to the group, which meant that families associatedone hotel, one withtea shop, and Lwo 
fruit sellers were also studied.
 

In detail, the families selected for intense study were as 
follows
(in all but three cases women are involved in the business):

Canacur: 
 A woman producer who sells to 
shops only, not 
to the
 

consumer.
 

Two producer vendors whose wives make this product.
 

One middleman vendor (male).
 

A producer vendor who also supplies the above middleman;
 
his wife helps to make the product.


ftrizI Two vendors Whose wives are 
the prrmary nakers of the product
 
though the vendors ao participate in the process.
One female middleman vendor of this product (mudidokan).
 

Matha: Two male vendori whose wives help them in production.
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Ruti/Bhaji: 	One male vendor whose mother makes the bhaji at home;
 

he makes the rutL at the 3ellin& location.
 

One male vendor whose wifa makes the bhaji at home;
 
he and his brother make ruci at:the ?lace of sale.
 

producer vendor 	(new only a middleman mudidokan).
Acar: 	 One femel 


One producer vendor whose daughters mke th.s item. 

One producer v:ndor whose mochtr makes hij ar,!. 

One middleman vendor (small mudidokan), 

Oue middleman wholesa]..r (large mudidolr=) who supplies 
the above vendor. 

One large-scale wholesale produce- whose wife helps only 

in winr wa'rs, supplier to tbhe above wholesa].er. 

Aditionul 

Women Vendors: 	 One hotel keeper.
 

One tea shop proprietress.
 

Two fruit sellers.
 

6. Research laterial.
 

Samples of questionnaires used in th#3 3tudy are on fi~e with the
 

Equity Policy Center .n Wishington, D.C. and With the Dhaka Mission of
 

USAID. Microcomputer discs, containt.ing 
 otgit informatLon about the
 

vendors only, are also on file aith EPC. Coptqv of the di0cs have 

also been stored in Bangladash with Cybarnatirc Syttems Supports, 

83/A, RoMad 7, DhanmanUi Dhaka 5. 

http:wholesa].er

