
FROM VINE TO FLOUR: BRIDGING  
GAPS IN SWEET POTATO VALUE CHAIN
In Ghana, white-fleshed sweet potatoes 
already play an important role in food 
security, but orange-fleshed varieties 
have the potential to alleviate vitamin A 
deficiency while being incorporated into 
familiar foods. 

Vitamin A deficiency is the leading cause 
of preventable blindness in children and 
increases the risk of severe infections. In 
Ghana, vitamin A deficiency affects 72 
percent of the country’s children under 5 
years of age.

Though interest in orange-fleshed sweet 
potato has been on the rise, widespread 
production and consumption of these 
vitamin A-rich varieties in Ghana still 
remains limited due to lack of awareness, 
limited availability of clean-planting 
materials and limited inclusion in the diet.

As part of Feed the Future, Dr. Eunice 
Bonsi of Tuskegee University leads an 
international team working to increase the 
consumption of orange- and purple-fleshed 

sweet potatoes in Ghana, through activities 
that strengthen the crops’ value chain in 
three of Ghana’s sweet potato growing 
regions. Other team members include 
the University of Ghana, Pennsylvania 
State University, the Savannah Agriculture 
Research Institute (SARI), Ghana’s 
University for Development Studies and a 
number of other organizations.

The team established sweet potato vine 
multiplication sites at SARI and at research 
facilities in the Northern and Upper East 
regions in Ghana. Lead farmers have 
planted the clean vines for demonstration 
and now serve as distributors of disease-
free germplasm. Farmers were also trained 
in best management practices.

The team conducted focus groups on 
orange and purple sweet potato palatability 
and preferences with local schools and 
non-governmental organizations. They 
also established demonstration gardens at 
schools and NGO sites. Through a newly 
developed partnership with local 4-H, the 

group is also working to promote the new 
varieties to youth.

Researchers from SARI and Ghana’s 
University for Development Studies 
analyzed products already available in 
Ghana that use orange- or purple-fleshed 
sweet potatoes. The team has promoted 
the potatoes’ inclusion in traditional 
recipes, some of which have been served at 
SARI’s cafeteria. 

The team formulated a weaning food 
that incorporates the vitamin A-rich 
sweet potatoes, and have trained women 
entrepreneurs to process these colorful 
sweet potatoes into flour, purees and 
dehydrated chips. Local bakers are now 
using locally grown, orange sweet potato 
puree to make bread—and marketing it as 
more nutritious than other breads.

Incorporating orange-fleshed sweet 
potatoes into Ghanaian fields, village 
bakeries and infants’ diets adds nutritional 
value to existing foods.

Tuskegee University’s 
Eunice Bonsi (right) 
is working with food 
processors and bakers to 
formulate flours, breads, 
purees and weaning foods 
using orange and purple 
sweet potatoes. 

Above, a plate full of sweet 
potato includes orange and 
purple varieties, as well as 
palava sauce made with 
sweet potato leaves.H
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Clear Space Required
No other graphic may encroach within a unit of “x” on the top, sides and bottom of the wordmark.

Minimum size for standard brochure:

one-half inch 
minimum height

Tuskegee University Name, Wordmark and Other Identity Marks
Our name is the primary means by which we are recognized; therefore, the Tuskegee name, in the 
appropriate font that constitutes our wordmark, must appear on the front or back of all forms of 
communication. Only approved visual elements or icons may be paired with the wordmark to form 
the logo. The wordmark may not be visually altered, overprinted, paired with unapproved images, 
bordered, changed proportionally, or otherwise tampered with in any way.

Graphic and Visual Elements

Primary treatment of wordmark

Size and Appearance: At minimum, the wordmark should 
appear no smaller than one-half an inch high on a standard 
4” x 9” brochure, and larger on larger publications. In busy or 
complex designs, it should be surrounded by appropriate 
white space to set it apart. It should be combined with a 
graphic element (see next section) to constitute a university 
logo, except in specified situations.

The wordmark should appear in an official Tuskegee 
University color (see page 13). Solid black can be used in 
materials reproduced in black and white (including facsimile 
cover pages, memorandums, newsletters, or newspapers) 
or all white for reverses on a dark background. In special 
circumstances, if a printed piece is two-color but not red or 
gold, an alternate color may be used.

Request wordmarks and visual elements at:
www.tuskegee.edu/artwork
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