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GENERAL CONTEXT

Women in the Southern Mediterranean region (MED)*, Arab women in particular, have long
lived under difficult economic and social conditions. Compared to women in other regions in
the world, they are characterized by the lowest labour participation rate, about 25%, which is
almost half the rate for women in the European Union and by far one of the lowest rates in
the world. In addition, they suffer from low literacy rates, low incomes, and high
unemployment.

The instability and warring situations in many MED and neighbouring Arab countries, for
years now, have exacerbated already weak economic conditions, with rising unemployment
and falling standards of living. The impact has been particularly severe on women.

This picture, however, has a bright side. Women in the MED region have been meeting the
challenge, increasingly joining the labour force as entrepreneurs, starting small-scale
enterprises, often from home, driven by need rather than choice. Importantly, this report
shows that up to three quarters of all these women entrepreneurs in the region belong to the
low or low-middle income groups, also identified as those with a non-university education,
effectively ranging from the illiterate to the ones whose education has stopped just before
university.

The survey at the basis of this report covers seven MED countries?; it brings new and
important observations on the economic and social conditions of this majority group of
women entrepreneurs, the nature of their enterprises, the constraints they encounter, and the
achievements they have accomplished.

A remarkable finding in the report is that most of these women have literally ventured into
entrepreneurship without prior experience and very limited capital, yet persevering for years,
enjoying the experience, and expressing determination to continue. They have demonstrated
a sheer appetite for learning to manage their business, a strong motivation and
entrepreneurial spirit, and a true solidarity with other women experiencing the same situation.

Assisting these women in staying in business is clearly sound policy, but also a policy that
bears substantial economic and social returns. By deciding to join the vast world of economic
activity as entrepreneurs, women in the MED region have effectively decided to become
economic and social actors. They already are withessing a rise in their incomes and welfare.
As this phenomenon spreads, it will contribute to the reduction of poverty and of birth rates
on a national scale, which will certainly improve child welfare.

Furthermore, studies show a strong correlation between women’s economic participation and
a country’s general economic growth and well-being. Women have a different approach
towards their families and communities; they reinvest 90% of their earnings in their families

! The MED countries are: Algeria, Egypt, Israel, Jordan, Lebanon, Morocco, Palestine and Tunisia.

% Since Israel has recently implemented policies and programmes to help non-university educated
women develop their business, it was found useful to review related policies and programmes in order
to identify lessons learnt and good practices that could be shared with neighbouring countries.
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and communities, compared with men, who reinvest only 30% to 40% of their income®. The
evidence is overwhelming: supporting women’s economic participation brings substantial
dividends to families, communities, and the economy. This means as well that investing in
these women is an investment in our collective future. Overall, it is sound economics, as
rightly pointed out by Chrisitne Lagarde, Head of the International Monetary Fund (IMF) at
the World Economic Forum in Davos (2013).

The benefits of women joining the labour force, especially as entrepreneurs, also go beyond
the economic in a significant way. As women are empowered as economic actors, they
simultaneously are empowered as social and political actors. The stakes in assisting women
entrepreneurs in the MED region therefore are important indeed. The assistance needed by
these women usually is fundamental and not costly: training in marketing and basic business
practices, availability of capital funds at close to market, but not excessive, rates, and
assistance in building networks for women to share and learn from their experiences.

This report is a welcome start in its investigation of the little explored but striving group of
women entrepreneurs who lack an upper education, and experience or capital as well. The
hope is to spur greater interest in this category of women entrepreneurs among
policymakers, researchers and donors. The hope also is that this investigation will be taken
further on a wider scale in the MED region.

3 Albright, M. and Borges, P. (2007): Women Empowered: Inspiring Change in the Emerging World,
(Rizzoli, 2007).
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* The MED Region comprises: Algeria, Egypt, Israel, Jordan, Lebanon, Morocco, Palestine and
Tunisia
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identify lessons learnt and good practices that could be shared with neighbouring countries.
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EXECUTIVE SUMMARY

The “Arab Women Entrepreneurs” report was prepared within the framework of the “Women
Entrepreneurship” activity implemented by the “Enhancement of the Business Environment in
the Southern Mediterranean Project” (EBESM). This activity aims at enhancing policies to
support women’s entrepreneurship development in the Southern Mediterranean region
(MED) and at giving a stronger role and voice to women in the social and economic
development of the region. This is expected to increase the number of women starting
businesses, thus contributing to reducing unemployment and poverty.

This report is about the condition and promotion of Arab women entrepreneurs in the MED
region. Creating the right policy environment to increase women’s participation in economic
activity through entrepreneurship, in particular, is a key step in promoting a country’s
economic and social prosperity.

This consolidated report assesses, through surveys conducted in each MED country, the
economic and social conditions of a sample of women entrepreneurs without a university
education. This includes obstacles, challenges and favourable factors that they encounter
when doing business. It will then identify good practices, as well as obstacles, that may
inform women entrepreneur in the future on better ways to conduct their business. Policy
recommendations at various institutional levels will then be formulated.

Socio-economic Background

The MED region is composed of Algeria, Egypt, Israel, Jordan, Lebanon, Morocco, Palestine
and Tunisia. These are heterogeneous countries in terms of population, territory, resource
endowment, and state of economic and institutional development. These countries, however,
share a common set of challenges, specifically in relation to the need to enhance, create
jobs, and facilitate access to finance for businesses.

MED countries are characterised by low economic performance, and weak integration into
the global economy. These factors have given rise to chronic unemployment that has
reached alarming levels, mainly among the youth and women, and poor living conditions in
large parts of the region. Regime change and political transition after the Arab uprisings in
2011 have brought greater political instability, caused large migratory flows, and brought new
perspectives in relations with key external partners. All these factors have further
compromised the achievement of an inclusive and sustainable growth path.

Another common factor among MED countries is the limited participation of women in
economic activity. Women are the important underutilised resource in the world, and more so
in the MED region. Women in this region have limited economic and political impact over
their societies. Their active participation in the economy is significantly lower than elsewhere
in the world and relatively to men in their own countries. In 2014, labour force participation by
adult women in the MED region was 25%, one of the lowest in the world, almost half of that
in the European Union (45.6%).

Women’s participation in the labour force has slowly increased in the last 20 years; Arab
women could be considered as in a transition phase, breaking away from the traditional
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patriarchal culture and society. By willingly integrating the economy, women have
successfully demonstrated their potential. The enhancement in the literacy rate among
women and in their enrolment in education could further boost women’s participation in
economic activity, although, in the past, the link between improvement in education and
participation in the labour market was relatively weak in the MED region. The women share
of total gross enrolment in the tertiary sector has jumped from only 4% in 1970 to 46% in
2014, with an even stronger jump in secondary education. However, the excepted
improvement in labour force participation or employment has been much more modest, and
the gap could actually be widening due to the high unemployment rate among the youth.

The basic principle that women can represent a fundamental and positive force in the
economy and society has been confirmed by the experience of European countries and the
USA, where the economic and social integration of women started as they were virtually
forced into economic activity by national necessity during and following the two world wars.
Other countries have shared a similar experience.

Woman Entrepreneurship

In the MED region, entrepreneurship is a privileged route for women to join the labour force.
Self-employment and entrepreneurship seem comparatively attractive to women in this
region, perhaps because of the difficulties of finding a salaried job in other types of
occupation (OECD, 2014). Indeed, there is a lower gender gap in self-employment and in
starting an entrepreneurial activity than in paid employment. Whether by necessity or by
choice, women entrepreneurship is a dynamic activity in the region; it has also been
identified as one of the main drivers of economic growth and job creation5.

While most studies analyse the situation of women entrepreneurs who are owners of medium
and large establishments, and who generally are university graduates, this report focusses
on the larger and more relevant section of women entrepreneurs in the MED region, namely
those women without a university education (but including women with an education from a
technical or vocational school, down to those with no education or illiterates) who consider
entrepreneurship as an economic necessity rather than an opportunity. This group of women
has rarely been, if ever, the focus of study.

The results of the survey indicate that women entrepreneurs in this region tend to come from
poorer segments of society than men, in line with the findings of the OECD (2014) and the
World Bank (2013).

Methodology
The report is based on a combination of primary and secondary data that examines in detalil
the factors affecting women entrepreneur’s performance, successes and failures, in

developing their businesses.

The preparatory phase included the collection of key data on women entrepreneurship and
the examination of all relevant documentation on current policies and initiatives related to

°® OECD, 2014.
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gender and entrepreneurship in the MED countries. Primary data were collected through
face-to-face interviews, using a detailed questionnaire that covered four main topics:
business characteristics and performance; social assistance; main factors of success and
challenges, and policy recommendations. Although the size of the sample in each country
was small, with a total size of 157 persons interviewed for an average of 22.4 women per
country, it provides initial indications, rather than definitive results, on the economic and
social conditions of this group of women entrepreneurs, as well as on their business
performance, the problems they encounter, and changes they would like to see happen in
support of their ventures. It is worth noting that this report is the first testimony about the
achievements of relatively uneducated women entrepreneurs in the MED region. Further
studies on the same subject but on a larger sample must be undertaken in the future to
obtain more detailed and definitive results.

The survey is complemented by a series of country reports that describe the ecosystem and
the policy framework that support women entrepreneurs in each country. This consolidated
report will include good practices and success stories, i.e. policies and programmes that
have proved effective in enhancing women entrepreneurship; and policy recommendations at
national and local levels to help improve the existing situation of women entrepreneurs.

Key Findings

The results of the survey show that the majority of these women entrepreneur are married
relatively young, have at least two children, aged 18 or less, with no business or practical
experience; they have also modest financial means and little or no access to capital.

Most of the women, in all the countries of the survey, however, have exhibited strong
determination in their decision to start, independently, a new enterprise while putting in their
own savings, amounts that often constitute a substantial amount of their wealth. They have
decided to take the risk of joining the labour force as independent economic actors in the
market primarily because they felt compelled, by material necessity, to seek additional
income through any simple economic activity that would not require experience or much
capital. Nonetheless, whatever the entrepreneurial activity undertaken, the business venture
would still involve uncertainty that these women have decided to face, for the first time, and a
significant risk that they have decided to bear.

A woman’s most common source of assistance is in her immediate circle. Over 60% of the
women of the general sample who received support from one or more sources were assisted
by their family and friends. From the overall picture of the interviewed women, it is apparent
that they lack professional training and access to, or use of, networks. They have limited
support, which primarily comes from the family and some assistance from business
development support programmes, as well as from development organisations and
governments.

Looking at the factors that have driven their success, most women in the sample mention
family support. In addition, for those who benefited from external assistance, training
received from local/foreign NGOs and business support organisations has been deemed
crucial in transforming early-stage enterprises into successful businesses by providing the
professional skills and, in some cases, the basic working tools.
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With regards to networks, it has emerged from the survey that female entrepreneurs who are
members of a group or foundation (that brings together businesses of the same sector or
generally female entrepreneurs) have proved to be more successful than those who do not
belong to any such group. This partnership gives them the opportunity to exchange ideas,
share experiences, keep updates on new trends, and give more exposure to their products.
The concept of a larger and stronger social network should be interpreted in a wider sense
and include also the “virtual” community created using social media such as Facebook and
Instagram. These social media became a main marketing tool and allowed female
entrepreneurs (mainly working from home without an office) to broaden their customers’
base.

The results of the study show as well that the lack of business-specific skills mainly
management, accounting, budgeting and marketing are major constraints that women
entrepreneurs encounter in developing their business. In addition, the lack of funding and
information on access to finance, debt management also are constraints that hinder business
development and expansion.

Key Policy Recommendations

The analysis, and the responses of the women entrepreneurs in the survey, point to four
major recommendations. These derive essentially from the fact that the enterprises in
guestion, while they have so far survived, are effectively in transition towards operating as
profitable enterprises with a greater engagement in the market, provided weaknesses are
addressed and obstacles flattened. In other words, these enterprising women need to
receive adequate assistance. Four key policy recommendations are proposed:

1. Improve data collection on non-university graduate women entrepreneurs to properly
identify this group of women and better understand their needs and the challenges they
face in running their business. Good statistical, quantitative and qualitative, information is
necessary to design an effective policy framework and put in place the right set of
initiatives to support female entrepreneurs. Although the survey was representative of the
population, it highlighted some key messages that are worth further exploration with a
more exhaustive survey.

2. Enhance the provision of focused training: Among the key findings that emerged from
the analysis is the need for more and better training courses to improve women’s
financial, management and marketing skills. The women entrepreneurs in the region
need focused training assistance, which can be provided through specialised courses
that would be offered by local or foreign NGOs, or by municipal/regional organisations
with the help of those NGOs. In particular, the women entrepreneurs in the region need
training in the basics of business management, for example in elementary cost
accounting. Other needed training is in the acquisition of marketing skills that the large
majority of women entrepreneurs have specifically asked for to assist them in the
promotion of their products or services. Surveyed women emphasised the need to be
trained locally, often because they do not have the ability to move out of their village.
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3. Facilitate access to capital: Women entrepreneurs in the region usually operate small-
scale enterprises, and the expansion of their operations often is constrained by access to
more and affordable capital funds. Independently of their limited experience in dealing
with financial institutions, most of the women in our relatively low-income group lack the
collateral or the experience to support their demand for funds. Moreover, when loans are
granted, the interest and other financial costs can be prohibitive. A solution would be to
establish special funds for women entrepreneurs, with market interest rates being
charged, but ones that would be close to market preferential rates. Even subsidised
interest rates are justified in this context: it is a fact that industrial or advanced nations,
including the recently successful economies in South East Asia, have all reached their
advanced or developed status with the benefit of sustained official financial and other
economic assistance received from the authorities over many years.

4. Closer collaboration between government and NGOs: The country reports in
Appendix 3 put in light different training programmes and business development services
that have successfully supported women entrepreneurs in the MED region. Most of them
are characterised by coordination among the stakeholders involved, and a close
collaboration between government and NGOs that allows to better align their initiatives
and incorporate national priorities into NGO’s programmes. This model should be
applied, and the existing initiatives should be scaled up and offered in a way to make
sure the largest share of women entrepreneurs can benefit from them. Surveyed women
also asked for governments and NGOs to provide co-shared facilities and co-working
places for small businesses run by women (especially local governments); to develop
incubators for women-owned businesses; and create more networking opportunities with
other female entrepreneurs.

Even if the provision of assistance to women entrepreneurs in the region is focussed only on
two types of assistance, namely training in management and marketing skills and access to
capital, the return on the investment necessary for the delivery of that kind of assistance is
expected to be quite high. The women entrepreneurs, who expressed a clear determination
to stay in business, would then be better equipped to persevere in their business, and would
also have better odds to prosper and play the economic and social role that is naturally theirs
in their countries.
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1. INTRODUCTION

Women in the Middle East and North Africa (MENA) region, including in its Mediterranean
part (MED), are not very active in their societies, economically or politically®. Their economic
activity is significantly lower than elsewhere in the world, and relatively to men in their own
countries. In 2014, labour force participation by adult women in the region was 22%, and
25% for the MED region, the lowest in the world, compared to 51% in OECD countries’. In
addition, within MENA countries in ¢.2010, on average only 17% of women were employed
compared to 68% for men®.

A recent report by the World Economic Forum (WEF) on gender gaps in 2016 calculates an
aggregate gap index for 144 countries, with sub-indices for economic conditions, education,
health and political empowerment®. The seven MED countries of this survey, namely, Algeria,
Egypt, Jordan, Lebanon, Morocco, Palestine and Tunisia, all score an aggregate index that is
in the bottom quarter of the 144 countries. For the economic participation and opportunity
sub-index, the score is even lower, at the bottom 10% among all the surveyed countries.

These indicators are noted to stress the dismal state of economic participation by women in
MED countries, and the related urgency of strengthening their integration in economic
activity. The focus on economic participation by women in the labour force stems from the
principle that it would constitute a solid basis for greater economic, social and political
integration. This principle, which seems evident, has been confirmed by the experience of
European countries and the USA, where the economic and social integration of women
started as they were virtually forced into economic activity by national necessity during and
following the two world wars. Other countries have shared a similar experience.

The economic route to a greater equal integration of women in society is stressed in contrast
to the unexpectedly weak contribution of education to that process. Indeed, while it is
generally believed that participation by women in the labour force strongly increases with
education, this has not been the case in the MENA region. In fact, the female share of total
gross enrolment in the tertiary sector has jumped from only 4% in 1970 to 38% in 2014, with
an even stronger jump in secondary education. However, the parallel improvement in labour
force participation or employment has been much more modest'®.

Objectives
In the MED region, entrepreneurship is a privileged route for women to join the labour force.

In fact, in relation to men, women are more likely to be entrepreneurs than to be in paid
employment'. Whether by necessity or choice, women entrepreneurship is a dynamic

6 There are 21 MENA countries according to the World Bank classification; they are: Algeria, Bahrain,
Djibouti, Egypt, Iran, Iraq, Israel, Jordan, Kuwait, Lebanon, Libya, Malta, Morocco, Oman, Qatar,
Saudi Arabia, Syria, Tunisia, United Arab Emirates, Palestine (West Bank and Gaza), and Yemen.
"World Bank Development Indicators.

8 OECD, p. 44.

S WEF, pp. 9-12.

% Wworld Bank Development Indicators.

' OECD, p. 59.
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activity in the region; it has also been identified as one of the main drivers of economic
growth and job creation?.

While a recent study by the OECD (2014) and a survey by UNIDO (2016) underscore this
assessment, it may be appropriate to bring more focus to the larger and more relevant
section of women entrepreneurs in MENA, namely those women who consider
entrepreneurship an economic necessity rather than an opportunity. This group of women
has rarely been, if ever, the focus of a study. It is therefore the main objective of this report to
target this group of women entrepreneurs in the MED region, as represented by the seven
countries in the survey.

These women entrepreneurs with a non-university education (including those with an
education from a technical or vocational school, down to those with no education or
illiterates) are likely to belong to the less well-off economically, i.e. to the low-income and low
middle-income categories in society. They also represent the majority of all women
entrepreneurs in the MENA region. Indeed, the OECD (2014) indicates that women
entrepreneurs in this region tend to come from poorer segments of society than men®.
Moreover, the World Bank (2013) notes that the education profile of women entrepreneurs in
MENA is similar to that of the education profile of all the women in the region**. All this points
out to a substantial majority of non-university graduates among the women entrepreneurs in
the region.

The report is written in the context of the overall objective of reducing unemployment and
poverty, through the support of the development of woman entrepreneurship in the region for
inclusive economic development. The objective of this report then is, first, to assess
economic and social conditions of women entrepreneurs without a university education in the
MED region, including obstacles, challenges and favourable factors that are encountered in
the course of their business operations. A second objective is to identify good practices, as
well as hindering ones, that may inform women entrepreneurs in the future in the conduct of
their businesses. Policy recommendations at various institutional levels will then be
proposed.

Methodology
This report is based on surveys that were conducted in seven countries in the MED region as
mentioned above. The size of the sample in each country was small, with a total size of 157

and an average of 22.4 per country (Table 1).

Table 1: Sample size by country

Algeria Egypt Jordan Lebanon | Morocco | Palestine | Tunisia Total
22 23 25 24 19 25 19 157

2 Ibid. p. 3.

p. 116.

“p. 58.
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Resident national experts in each of the seven countries used their databases and those of
various women organisations to identify the women entrepreneurs for interviewing®®. The
selection of the women sought to achieve as much variety in economic activity, location
(rural, urban) and success achieved, or failure, as permitted by the constraints in sample size
and availability of the women themselves for interviewing.

The national experts conducted face-to-face interviews with each woman entrepreneur,
based on a detailed questionnaire (See Appendix 2). Interviews lasted each between one
and two hours. Whenever possible, the interviews were conducted on the business premises
of the woman entrepreneur, which was the case for the majority. Otherwise, as in some
cases in Egypt, Morocco and Algeria, some of the women entrepreneurs, who came from
outside of major cities, gathered in an NGO locale and each was then separately interviewed
by the national expert, independently of the NGO.

The sample size is small by any standard, but it was dictated by time and budget constraints.
In any event, the report is supposed to provide first indications, rather than definitive ones, on
the economic and social conditions of this group of women entrepreneurs, as well as on their
performance, problems they encounter, and changes they would like to see happening in
support of their ventures. It is clear, however, that a significantly larger survey, with similar
objectives, needs to be undertaken in the future.

Nonetheless, this survey possesses some characteristics that make the country samples
less “unrepresentative” than they may appear. First, the population that the samples are
supposed to represent are not all the women entrepreneurs in the MED region, but only
women entrepreneurs without a university background. Second, the distribution of responses
to most questions has come out, to a very large extent, similar across the seven countries.
This similarity in response patterns enhances the degree of representativeness of the
samples. Moreover, the report will often highlight only those findings that emerge from the
survey with a relatively high response rate to a specific question, i.e. 50% or more.

In this regard, an attempt is made here to provide a rough estimate of the population size of
the women entrepreneurs under consideration. In 2016, the population of the seven sample
countries was approximately 200 million, with a total employment of 52 to 55 million, of which
about 20% were self-employed’®. UNIDO (2016) notes that in MENA countries 13% to 15%
of the self-employed are women entrepreneurs. As the majority of these women
entrepreneurs tend to have at most a technical or high-school education, we assume that this
group constitutes two thirds to three quarters of the total of women entrepreneurs. This
assumption is based on International Labour Organisation (ILO) data on women in the labour
force with no tertiary education, which indicates that the share of this group in the seven
sample countries is more than 70%*’.

Calculations then yield a rough estimate of the population in the seven sample countries of
this group of women entrepreneurs, which ranges between 1.0 and 1.1 million. The
corresponding estimate for the entire MENA region, with a total population of about 430

'* See list of women organisations in Appendix 3
'® World Bank Development Indicators.
7 See http://www.ilo.org/ilostat.

Enhancement of the Business Environment in the Southern Mediterranean 18/104


http://www.ilo.org/ilostat

million in 2016, would range between 2.2 and 2.4 million working women entrepreneurs with
no university education.

Report Outline

The report generally follows in its analytical part the structure of the questionnaire. After the
introduction, section two provides a review of the socio-economic conditions in the MED
region, with emphasis on the conditions relating to women entrepreneurship.

The third section is a relatively long one that explores in detail the findings of the survey with
respect to: the background of the respondents to the questionnaire, their business
characteristics, their business performance, including obstacles and future plans, and their
social attitudes to matters related to their work.

Section four identifies good and hindering business practices, as indicated by the
respondents based on their experience.

The last section ends the report with a list of key findings and major recommendations, and a
suggestion of ways to proceed in the future with respect to the issue of women
entrepreneurship in the MED region.
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2. SOCIO-ECONOMIC CONDITIONS IN THE SOUTHERN MEDITERRANEAN
REGION WITH RESPECT TO WOMEN ENTREPRENEURSHIP

2.1 An Overview

The MED region is composed of a group of heterogeneous countries in terms of population,
territory, resource endowment, and stage of economic and institutional development (OECD,
EC, ETF, 2014). This region, however, shares a common set of challenges, specifically in
relation to enhancing growth, access to finance for businesses and job creation.

MED countries are characterised by a low economic performance that remains below its
potential and a weak integration into the global economy. These factors have given rise to
chronic unemployment that reached alarming levels, mainly among the youth, and poor living
conditions in large parts of the region. Regime changes and political transition after the Arab
uprisings in 2011 have brought greater political instability and new perspective in the
relations with key external partners. All these factors have further compromised the
achievement of an inclusive and sustainable growth path.

With respect to their income level, according to the World Bank classification based on gross
national income (GNI)*®, Egypt, Morocco, Tunisia and Palestine are lower-middle-income
economies with a GNI per capita of up to USD 4,035; Algeria, Jordan, Lebanon, are
considered higher-middle-income economies, with a GNI per capita ranging between USD
4,036 and USD 12,475 (in 2017). Israel is the only high-income economy in the region, with a
GNI per capita’® of USD 35,770 in 2015. With regards to their economic structure, Algeria is
the only oil rich country; Egypt, Jordan, Lebanon, Morocco, Tunisia and Palestine are
characterised by labour-intensive manufacturing production; and lIsrael is the only country
with a well-developed high-technology industry (see Appendix 1.1 for more details on the
GDP composition).

Economic Performance

Looking at the economic performance of the MED countries, we can identify the Arab
uprising in 2011 as a turning point in most of the countries prosperity path. During the late
20™ and the beginning of the 21st century the MED economies have undertaken important
reforms to open their economies to trade and investment, promote the role of the private
sector, in particular micro, small and medium-sized enterprises (MSMEs) and foster
economic diversification. In the aftermath of the financial crisis, this strategy contributed to
the achievement of economic growth rates to more than 4%, consistent FDI inflows close to
the EU level (5.8% of GDP in the period 2003-2008 versus 5.7% in the EU) and a greater
resilience to the 2008 global economic and financial crisis than other regions (OECD, EC,
ETF, 2014).

The increased economic uncertainties, connected to the political shocks that have shaken
the MED countries since 2011, have caused an economic slowdown, except in Israel,

'® GNI is the sum of value added by all resident producers plus any product taxes (less subsidies) not
included in the valuation of output plus net receipts of primary income (compensation of employees
and property income) from abroad.

1% Calculated using the World Bank Atlas method, current USD.
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Morocco, Algeria and Palestine. GDP growth rates have halved in Egypt?°, Tunisia, Jordan
and Lebanon? during the period 2009-2015.This was due to internal instabilities in Egypt and
Tunisia linked to their political transition process and to external events in Jordan and
Lebanon that have experienced economic pressures derived from the prolonged conflict in
neighbouring Syria. In addition, the economic crisis in the western countries that caused a
contraction in trade (-19.3%% in the period 2008-2015) and FDI in-flows (-62.6% in the
same period) had a negative impact on the MED economies. As well, the remittances have
sharply declined in the aftermath of the 2008 financial crisis. One of the main consequences
of the growth contraction was a decrease in new job opportunities and an increase in the
unemployment rate mainly among the youth (28.4% on average in 2012, with Egypt,
Palestine and Tunisia reporting the highest rates well above 30%)*.

These socio-economic instabilities had a negative impact on the living standards as well.
(See Appendix 1.1 for more details on GNI per capita, household expenditure and gross
savings).

2.2 Women in the Labour Market®®

Another common factor among MED countries is the limited participation of women in the
economic activity: women are the precious underutilised resource in the world (Gurria, 2011)
and even more in the MED region.

Most women (63%) in the MED region are in the working age group (15-64 years old) and
they represent more than a third of the total population. Their importance is expected to grow
since girls (0-14 years) represent 29.5% of all women and 14.6% of total population®.
Moreover, women live longer in the MED region (77 years) than in the other MENA countries
(75 years), or in other Low & Middle Income Countries (LMI) countries (72 years) while the
year gap is roughly the same (women live 4 years more than men). Women live longer in the
EU: 84 years, 6 years more than men?’.

% Data for Egypt refer to the period 2009-2014.

I The fall in Lebanon is even larger, where the GDP growth dropped by 87%, from 10.3% in 2009 to
1.3% in 2015.

2 (Export + import)/GDP. The value of export and import (constant US$) decreased by 9% in the
same period.

% EDI inflow /GDP. The value of FDI (BoP, current USD) decreased by 26.5% in the same period.

2 Egypt and Tunisia have registered the sharpest increase in total unemployment from 8.7 to 13.9 and
12.4 to 15.9, respectively (WDI unemployment data based on national estimate; 2008-2014).

% n this section, we use the most recent Word Development Indicators (WDI). Data points usually
refer to 2014, if not differently stated. In particular, we compare the MED-region with other countries
that are similar in term of income (i.e. Low and Medium Income (LMI) countries) and socio-economic
factors (i.e. neighbouring countries that are part of the largest MENA category). As a benchmark, we
compare the MED-region also with the EU countries. These comparisons allow us a better
understanding of the strength and weaknesses of women in the MED region.

% This trend is even more evident in Egypt (16%), Jordan (17%) and Palestine (19%) that report a
larger share of young women.

" There are large disparities in the MED region: Tunisia (6.2), and Algeria (4.7) are close to the EU
average in term of gender gap (5 years), while in Palestine women live only 1,9 years more than men.
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However, many women do not play an active role in the economy as indicated by the low
participation in the labour market and high unemployment rates®®. Women’s participation in
the labour force®® in the MED region is one of the lowest in the world and young female
unemployment one of the highest, although the level of education of young women has been
progressively increasing during the last years (See Appendix 1.1). Different social factors are
holding back women from playing a more active role in the economy. Traditions and norms
as well as education and labour market policies may strongly affect the process of generating
greater economic opportunities for women (OECD, 2012). Among these elements, in
Appendix 1.1 we will discuss the high fertility rate, early-age marriage, low education, and
women’s employment conditions.

With regards to the sector of activity, women work principally in the service sector (59.43% of
total female employment®) and they have a higher probability then men to be employed in
this sector (except Morocco where the gender gap is negative). See Appendix 1.1 for more
details and statistics.

2.3Women and Entrepreneurship

Starting a business is a quite common option among Arab women that decide to enter in the
labour market and their propensity in becoming self-employed is even higher than among
European women. Self-employed women represent 27.6% of total female employment in the
MED region (versus 12.3% in the EU) and the average gender gap is small (4 percentage
points (pp) versus 7.7 pp in the EU). Compared to the large gender gap in employment, self-
employment seems comparatively attractive to women in the MED region, perhaps because
of the difficulties of being hired in other types of occupations (OECD, 2014). However, this
masks very large differences across countries. In Jordan only a small share of women is self-
employed (3.9%) in comparison with 18.2% of men. Morocco (65.9%)%, Egypt (48.2%) and
Palestine (35.1%) report the highest share of self-employed women; in these countries, more
women than men are self-employed (Figure 1). A positive gender gap in self-employment
should be valued with caution. Indeed, it can be the result of the difficulties faced by women
in finding a salaried job and it can result in women being employed in unprofitable and
vulnerable occupations.

% WDI relies on the official statistics and hence they are affected by risk of the under-reporting of
informal labour inputs, which tend to be high among women.

# Labour force is the supply of labour that is available for producing goods and services. It includes
people who are currently employed and people who are unemployed but seeking for work as well as
first time job seekers.

% The share is much higher than in other LMI countries (46%) but the comparability is limited since it
refers to 2005.

% Data for Morocco refers to 2008. However, also in that year where data are available for all
countries, Morocco has the highest share of self-employed.
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Figure 1: Self-employed, female (% of female employment), 2014*
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Source: World Development Indicators, 2017
¥ For some countries 2014 data were not available and the most available recent year is specified in
the graph.

The precarious condition faced by women in entrepreneurship is indicated by their constraint
in starting, scaling up and formalising their business. According to the data reported by the
Global Entrepreneurship Monitor (GEM — Figure 2), more men than women are engaged in
early-stage entrepreneurship (female/male TEA ratio=49*). The gap is particularly large in
Jordan (25.8), Palestine (21), Egypt (35.9) and Tunisia (36). However, it is much less
important than the overall gender gap in employment, and it shows the attractiveness of
entrepreneurship to women (OECD, 2014).

Figure 2: Total early-stage Entrepreneurial Activity (TEA, Female/Male), 2016*
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Source: Global Entrepreneurship Monitor, 2017
¥For some countries 2016 data was not available and the most available recent year is specified in the
graph.

% Female/Male TEA ratio is the percentage of female 18-64 population who are either a nascent
entrepreneur or owner-manager of a 'new business' (i.e. less than 42 months of activity), divided by
the equivalent percentage for their male counterparts. A value of 100 means equality between women
and men; a value below 100 means more men than women become entrepreneurs.
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The same message is echoed by the share of women that are employers. Figure 3 shows
that the share is much lower for women than for men in the MED region (1.7% of employed
women versus 8.3% of employed men); the propensity is lower than in the EU (2.4%) and
the gender gap is larger (-6.5 pp in MED versus -3.4 pp in the EU). Among MED countries,
the situation is particularly unequal in Egypt and Lebanon: only 2.2% employed women
become an employer versus 15.2% of men in Egypt; and 1.7% women versus 12% men in
Jordan. The case of Morocco is particular. Although Morocco is the country with the highest
share of self-employed women, only a small share of women is employers (1.2%)*. To
incentivise entrepreneurship and reduce informality, in 2015 the Moroccan government has
introduced a new legislation (Moroccan Law n° 114-13 19th February 2015) and a new tax
system that favour the creation of small and micro enterprises (For more information, see
EBESM (2017), Moroccan country report). Women have particularly benefited from the new
status of “self-entrepreneur” (L’Economiste, 2016).

Figure 3: Employers (% of female/male employment), 2014
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“For some countries 2014 data were not available and the most available recent year is
specified in the graph.

Finally, the shares of women-owned and managed businesses among registered enterprises
with five or more employees are lower in the MED region than in the EU (for the countries for
which data are available): only 26.4% of women own a registered enterprise in MED
countries versus 37.2% in the EU; and 5.4% of women are top managers in MED countries
versus 19.9% in the EU. While the share of female top managers is very low across the MED
region, the share of female ownership varies widely across countries with Tunisia and
Lebanon doing better than the EU countries (49.5% and 43.5%, respectively); and Palestine
(12.6%), Algeria (15%), Jordan (15.7%) and Egypt (16.1%) reporting the lowest values.
Different studies have shown the improvement in firm’s productivity and performance (Dezs6
and Ross, 2012; McKinsey, 2008; Bloom and Van Reenen, 2006) and profit (Noland et al,
2016) that accrues from an increase in female participation in the management positions.

% Pplease note that Moroccan data point refers to 2008. However, the same pattern holds if we
compare MED countries in 2008 when data points for all countries are available.
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3. RESULTS OF THE SURVEY

During the months of November and December 2016 and the beginning of January 2017 the
“Questionnaire for the Women Entrepreneurs Survey” was administered to 157 women in the
seven MED countries of Algeria, Egypt, Jordan, Lebanon, Morocco, Palestine, and Tunisia.
Although the sample is small, it is meaningful for the policy recommendations described in
Section 5, as many of the issues raised by the women interviewed are similar in all the
surveyed countries.

As mentioned above, the survey focussed on women entrepreneurs without a university
degree, likely to belong to the less well-off economically, i.e. to the low- and low middle-
income categories in society who chose entrepreneurship by necessity: most interviewees
felt that becoming an entrepreneur was the only option available to them to escape
unemployment or even poverty. In these circumstances, to identify, locate and meet these
women was in some cases a challenge. A number of organisations and institutions such as:
Al Moukawila in Casablanca and Association Marocaine de Solidarité et de Développement
(AMSED) in Rabat, Ministére de la Solidarité Nationale de la Famille et de la Condition de la
Femme and Ministére de I'Industrie et des Mines in Algiers, Ministéere de la Femme de la
Famille et de I'Enfant, Center of Arab Woman for Training and Research (CAWTAR), ENDA
Inter-Arabe in Tunis, Al Majmoua in Lebanon, Business Women Forum in Palestine, The
Ministry of Social Solidarity, IMC and several Business Women Associations in Egypt, as
well as several business women associations in Jordan, supported the exercise by giving a
list of names of women entrepreneurs and sometimes providing a location for the meeting
with the interviewed women. However, all interviews were conducted independently of any
organisation.

3.1 Who Are the Women Interviewed?

In this section, the results of the survey related to the personal characteristics of the women
interviewed are detailed.

A. Age of the women interviewed

The age of the women interviewed varies from the early twenties to the late fifties. As can be
seen in Figure 4, the largest age group of women entrepreneurs is between 41 and 45 years
of age, representing 26 % of the women interviewed, closely followed by 23% of women that
are more than 50 years old, by 18% of women in the 36-40 age group, by 15% of women in
the 31-35 age group and by 13% of women in the 46-50 age group.

The younger cohorts are a minority. The three groups below 30 years of age are represented
altogether by nine women: two each from Algeria and Morocco, one each from Lebanon and
Jordan and three from Egypt.

At a country level, the largest age group (41-45 years) is evenly distributed between the
countries. The second largest age group (above 50 years) is much more uneven with a high
concentration of women in Algeria (nine women) and in Lebanon (11 women) and none in
Morocco.
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Figure 4: Age of the women interviewed
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Source: Results of question 1.2 of the questionnaire.

B. Marital status

As can be seen from Figure 5, a very large majority (73 %) of the women interviewed are
married, 10% are single, 9% are divorced and 8% are widowed. These figures are evenly
distributed at national level with only minor exceptions: the sample did not include an
entrepreneur single from Jordan nor widowed or divorced women from Lebanon.

The large majority of married women throughout the region raise a number of considerations
concerning the women interviewed: (i) there is a possibility, which needs to be checked, that
they still may rely financially, at least partly, on their husbands; and (i) as family laws, in
some of the countries surveyed, allow the husband to decide whether his wife can work, he
may influence the management of the business

Figure 5: Martial status

= Single " Married " Divorced "Widow

Source: Results of question 1.4 of the questionnaire.
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C. Number and age of children

Figure 6 shows that the vast majority of the sampled women (84%) has one or more children.
More than half of all the women interviewed (52%) have between two and three children and
11% of them have more than four children. These figures show no major variation at country
level.

The number of women entrepreneurs with children reinforces the comments made on their
marital status, but it also leads to consider that these women have an absolute necessity to
run a business in order to provide a livelihood to their family.

In Jordan and Palestine, the first child’s age falls predominant in the two to six years. This
figure is higher for Morocco (seven to thirteen years), and grows to over 18 years for the rest
of the countries, consistent with the data on their mothers’ age (40 to 50 years and more).

Figure 6: Number of children

m No children m 1 child m 2 children

m 3 children m 4 children m 5 or more children

Source: Results of questions 1.5 and 1.6 of the questionnaire

D. Education level

The survey focussed on women entrepreneurs with no college education who are most likely
to be in the low- and low middle-income category. Almost half of them (45%) have a
secondary/ high school education (Figure 7). A further 19 and 11% chose respectively
technical and vocational education. 21% have either no education (11%) or primary
education only (10%). These figures show no major country variations. Most women received
secondary or high school education, with the only exception of the women from Egypt,
among which only four had high school education. In Egypt, the largest number of women
received technical education, as opposed to Palestine where none had a technical-type
education. Also, none of the women from Algeria received vocational training.
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Figure 7: Level of education
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Source: Results of question 1.7 of the questionnaire

E. Family background and parent

In order to understand their job motivations and the environment where such motivations
emerged, the women interviewed were asked to provide information on their family
background, namely on their parents’ activity.

Almost 70 % of the mothers of the women interviewed are not working (Figure 8). 13 and
15% respectively are either employed or self-employed and a limited humber are business
owners (2%), civil servants (1%) or retired (1%).

It could be considered that their mothers’ condition, of outside the labour force, may have
positively influenced the sampled women’s choice to start an economic activity to avoid being
completely dependent on their husbands and not being able to support their families.

The majority of fathers have an independent activity (Figure 8), either with their own business
(41%) or as self-employed (19%). About a third of the women'’s fathers are either employees
(24%) or civil servants (8%). A smaller fraction has no activity. The fact that the interviewed
women’s fathers have their own business has probably helped, at least some of the women,
to find their own way in a similar activity.

This is consistent with the results of section 5.2 of the questionnaire, which shows that 60 %
of the women who received support had assistance from their family to start or develop their
own business.
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Figure 8: Parents professional activity
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Source: Results of question 1.8 of the questionnaire

3.2 Economic Performance

A. Prelude to entrepreneurship

This section investigates the conditions of the women entrepreneurs, prior to their effective
embarking on their business venture. Specifically, three characteristics are identified:
personal background, initial material conditions, and motivation.

Personal Background

Table 2 below summarises the findings concerning basic personal characteristics that are
particularly relevant to the objectives of the survey, namely: the age of the women, their
family constraints, and the extent of their experience. These have already been detailed in
the previous section, but are taken up here again by way of introduction to this section on
economic performance.

The corresponding indicators used in the table for these basic characteristics are,
respectively, the age group 30-45, the number of women entrepreneurs whose children are
aged 18 or less, as a measure of the burden of family chores, and the number of those
whose prior status was that of a “housewife, student, or nothing”, i.e. those without
experience.

The numbers in the table below, and in the following tables, unless otherwise noted, are
percentages of the total for each category. For example, for Morocco, 64% of the
respondents have children who are 18 years old or less. Moreover, 57 % of the totals of 157
respondents in the seven countries have children who are 18 years old or less.
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Table 2: Personal characteristics
(In % of respondents per country and total)

Algeria | Egypt | Jordan | Lebanon | Morocco | Palestine | Tunisia Total
Age 30-45 45 48 76 33 68 92 42 59
i <
Childrens18 1 3 | 53 | 69 42 64 72 49 57
age
No
. 68 43 80 71 58 60 63 64
experience

Source: Results of questions 1.3, 1.6 and 4.2 of the questionnaire.

The general feature concerning the personal background of the majority of these women
entrepreneurs is that they are married, relatively young, with at least 2 children, aged 18
or less, and with no business or practical experience. In fact, an average of about 90%
of all the respondents were married, widowed or divorced, and about 73% had at least 2
children. Three quarters of the respondents had at most a secondary education or an
education in a technical or vocational school.

In a sense, these collective characteristics may be considered as typical of an adult woman
who is a member of a traditional family that belongs to the low-to-middle income category,
i.e. an “average” family that may constitute the majority of the population of families.

Initial Material Status

The material status of a person is best specified by its income and wealth. To specify this
status of the women entrepreneurs, before they embarked on their business venture, three
indicators are used: employment status, access to financial capital, and the employment
status of the father. The focus on the father is due to the fact that, usually, he is the
traditional head of the family in the region, while most of the mothers (69%) are stated as
“‘unemployed”, which effectively means a status of housewives that have not joined the
labour force. Only 15% of the mothers are stated with a previous activity of self-employed
(see Question 1.8 in the questionnaire).

The indicators used for “initial material status” are, respectively: number of women in the
sample who previously were unemployed, extent to which obtaining capital was considered
the “most difficult” on a difficulty scale, and the number whose fathers are or were “self-
employed” or “business owner”. The last indicator merits some explanation. In the MED or
MENA region, the self-employed or business owners are, to a very large degree, informal
labour living precarious conditions®. They usually work seasonally, part-time or occasionally,
while those who work full-time usually are active in basic trade or services. All these
occupations generate modest incomes. Hence, the two employment categories of “self-
employed” and “business owner” are here used as a proxy for a relatively low level of wealth
and income of the father, and consequently of the original family of the woman entrepreneur.

¥ See Employment in the Informal Economy in ILO.
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Table 3: Initial conditions
(In % of respondents per country and total)

Algeria Egypt | Jordan | Lebanon | Morocco | Palestine | Tunisia | Total
Unemployed 64 57 76 54 74 76 58 66
No capital 86 87 92 83 95 60 84 83
E\?;T;ral . 55 70 60 54 37 72 74 61

Source: Results of questions 1.8, 2.11 and 4.1 of the questionnaire.
Note: a- “Father-informal” refers to the percentage of respondents whose fathers are “self-employed”
or “business owners”.

Table 3 provides summary indicators of the initial material conditions of the respondents.
Two thirds were unemployed before they started their business, and 83% of all the
respondents stated that the most important difficulty encountered in establishing the
business was that of obtaining enough finance for their business venture. The difficulty of
obtaining initial capital to start a business is all the more pronounced in the total sample
since the initial needed amounts were relatively modest: about 70% of the respondents
indicated that they started with a capital equivalent to $5,000 or less, and 82% with $10,000
or less.

The clear difficulty of obtaining even small sums of money as initial capital is further
confirmed by the fact that the majority of fathers are or were self-employed or business
owners, most probably of the informal category.

Thus the material conditions of the women entrepreneurs in the survey before they started
their businesses was mostly one of unemployment or inactivity, with modest amounts of
income and wealth, and little or no access to capital.

Motivation

So what motivated the unemployed woman with children, no higher education, and modest
financial means to take the risk to start a business for which, or for any other activity, she has
no experience?

Of course, the ready answer is that, as that woman is inactive or unemployed and with
insufficient family income or wealth, she would practically be compelled, by material
necessity, to seek the additional income through any simple economic activity that would not
require experience or much capital. Nonetheless, whatever the entrepreneurial activity
undertaken, the business venture would still involve uncertainty that these women have
decided to face, for the first time, and a significant risk that they have decided to bear.
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Table 4: Enterprise risks
(in % of respondents per country and total)

Algeria Egypt Jordan | Lebanon | Morocco | Palestine | Tunisia Total
Own start 82 87 100 79 90 84 95 88
Own savings 77 96 80 46 63 60 84 72

Source: Results of questions 2.12 and 2.14 of the questionnaire.

Table 4 provides indicators of the risks that the women entrepreneurs in the survey have
confronted when they decided to start their businesses. The first indicator “own start” relates
to the number of women who have started their business on their own, as opposed to ones
who, for example, have inherited it. The second indicator relates to the number of women
who have used their own savings as initial capital to start the business.

Clearly, most of the women, in all the countries of the survey, have exhibited strong
determination in their decision to start, independently, a new enterprise while putting in their
own savings, amounts that often constitute a substantial amount of any wealth they may
have. The above three tables present a likely picture of women, with a traditional background
and few material means or experience, who have decided nonetheless to take the risk of
joining the labour force as independent economic actors in the market.

B. Performance

The Enterprise

The women entrepreneurs of the survey have therefore decided to take the risk and jump
into starting their own business enterprise. Nonetheless, their operations are, in many
respects, traditional in character and are distinguished by low barriers to entry. Indeed,
possessing little capital and practically no business experience, they naturally and logically
chose the lowest-risk course of action, producing commaodities or selling services in which

they have some familiarity and that involve the least of possible cost or losses.

Table 5: Enterprise characteristics

(In % of respondents per country and total)

Algeria | Egypt | Jordan | Lebanon | Morocco | Palestine | Tunisia | Total
Transformation @ 86 57 36 67 26 48 79 57
Not registered 45 65 56 25 74 76 53 56
Own location ® 73 78 56 67 53 60 47 62

Source: Results of questions 2.1, 2.3 and 2.9 of the Questionnaire.
Notes: a- “Transformation” is agriculture and manufacturing activities. b- “Own location” is operating
from the home or from owned premises.
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Table 5 indicates that, although a good majority has chosen the “transformation” route, this
activity mostly consists of ®“elementarysuchmanuf a«
as garments, cosmetics, food, etc. Agricultural activity, at less than 2%, is very small in this

group. However, manufacturing of whatever variety is a very good choice for a beginning

since manufacturing always embodies learning-by-doing and cumulative experience that

carries the potential of economies of scale and expansion. In fact, quite a few women in the

survey have successfully expanded their operations, notably in the domain of traditional

garments for women.

Operating costs are a major concern for these women entrepreneurs (more on that in the
next section). The majority operates from home or from owned premises, which allows for
savings in cash costs, though most do not account for an implicit cost in such a case, as
discussed below. Also, operating from home clearly is quite convenient for the women since
it allows them the flexibility of simultaneously attending to their business and family needs.
This is made relatively easy by the small scale of their operations.

The legal form of the enterprises is predominantly that of a private proprietorship. Only a few
are partnerships or limited liability enterprises, each group in this category constituting about
5% of the total. As expected, the majority of the businesses are not officially registered to
avoid various fees and taxes, the others being already registered or in the process of
registration®®>. Not being registered is acknowledged by women entrepreneurs to present
them with a dilemma since, while it saves on costs, it also prevents them from gaining
access to various facilities and loans, provided by both government and private institutions,
which require the enterprise to be officially registered.

The women entrepreneurs that have been interviewed in the survey have had a relatively
long experience. More than 80% of the respondents indicated that they have started their
business operations since at least three years and the majority since at least five years.

Operations
The businesses of the women entrepreneurs are mostly family enterprises that are small

in terms of sales and employment. Relevant indicators of their operations are presented in
Table 6 below.

% Lebanon is an exception in Table 5, with only 25% of the enterprises in the sample being not
registered, mainly owing to relatively low effective taxes and fees.
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Table 6: Operations characteristics
(In % of respondents per country and total)

Algeria | Egypt | Jordan | Lebanon | Morocco | Palestine | Tunisia | Total
Sales < $20k 68 61 52 88 84 36 95 68
Materials cost 1° 59 65 68 75 63 76 84 70
Employees < 3 91 61 88 75 84 96 74 82
No own salary P 64 65 52 92 5 44 53 55
No or irregular 86 96 92 96 95 88 89 92
Work = 30 hrs. ° 82 78 76 50 89 92 100 80

Source: Results of questions 2.15, 2.16, 2.17, 3.3, 3.4 and 3.8 in the questionnaire.
Notes: a- Materials cost is the most important cost element. b- The owner does not pay herself or
account for a managerial salary. c- No managerial salary is paid or accounted for, and when paid it is
on an irregular basis. d- Average weekly working hours of the woman entrepreneur.

More than two thirds of the women indicated that their gross annual sales or revenues were
less than the equivalent of $20,000%°. The annual average for the total sample is in the
neighbourhood of $24,000. Close to 90% of the respondents indicated that their sales are
retail to customers who are located in their city or vicinity of location. Very few of them sell on
a national basis or for export.

Most of the enterprises in question are effectively family operations. About half the
enterprises are a one-woman operation, managed solely by the woman entrepreneur-
manager. Moreover, more than 80% of the enterprises have a total of three employees or
less, including the woman entrepreneur herself. The employees other than the woman
entrepreneur are mostly family members, often including the husband.

In this respect, the women in the survey are quite involved in the management of their
businesses. Almost all of them are the sole managers of their enterprises, and about 10% of
them also manage other businesses. Most of the women spend at least 30 hours a week
managing their business, in addition to their family chores in a traditional Arab household,
with a weekly average in excess of 40 hours.

A large majority of the women also indicated that the largest cost element in their operations
is the cost of materials, a situation that reflects the simple nature and small size of their
operations. But it is clear from the answers that their assessment of costs is, strictly
speaking, inaccurate. In fact, the majority of the women do not pay themselves a salary for
their managerial labour, nor do they even account for this implicit cost when estimating the
profitability of their business. Overall, more than 90% of the women entrepreneurs in the
survey do not pay themselves a salary or account for one or, when they do, payment
is made on an irregular basis.

Of course, the need to account for the cost of a managerial salary equally applies to other
cost elements, as necessary. As family members frequently participate in the operation of the
business, their implicit salaries also should be accounted for. A similar accounting should

% The sales and profitability figures for Egypt can be misleading since the survey there took place only
a few weeks after a strong devaluation of the Egyptian Pound by about 50%.
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further be undertaken for the costs of rent and utilities used, when the business is operated
from home or from owned premises.

As an illustration, a Jordanian woman entrepreneur, in the business of making and selling
cakes from home, decided to expand into rented premises and the hiring of a part-time
employee. The decision was based on her assessment that her business was very
successful since she was earning high profit margins, but excluding the implicit costs
mentioned above. She soon realized, after the expansion, that she was effectively making
losses and had to close down the operation. Of course, implicit costs have to be taken into
account in order to assess the true profitability of an enterprise, lest business decisions are
based on insufficient information and lead to effective losses.

There is another interesting inference that can be derived from our examination so far of the
survey results. These women entrepreneurs have taken the important decision to become,
for the first time, economic actors in business markets. However, they are market actors
only in a limited manner despite their being in business for several years. Indeed, their
market operations are limited to the purchase of materials and the selling of their products or
services. Most of their wages and salaries are implicit rather than paid in the market through
contractual agreements. The same reasoning applies to other cost elements, such as rent
and utilities. Moreover, most of the women entrepreneurs have no or little debt.

A full separation between the finances of the owner and those of the enterprise therefore has
not yet been completed. In a sense, it can be said that these women entrepreneurs still are in
transition to becoming more engaged market actors. The point is not that the objective is
simply to become more engaged in the market, but that greater market involvement often is
synonymous with business expansion and better profitability.

Profitability and Prospects

The survey results indicate that 78% of the enterprises are profitable in the sense, as put to
the woman entrepreneur in the Questionnaire, of providing “enough income for her and her
family”, where income includes her salary as owner-manager plus residual profits. That
percentage includes 45% who break even, meaning that the business is providing “barely
enough income for her and her family”.

Accounting for implicit costs, of salaries, rent and utilities would most likely entail smaller
profits and fewer profitable enterprises in our survey. It is clear that most of the women
entrepreneurs in the survey, as shown in Table 6 above, do not account for implicit costs, at
least for their salaries as managers, and hence do not accurately appraise their profitability
situation. Therefore, business decisions that are based on false calculations of profits or
losses, particularly whether to stay (in the case of losses) or to expand (in the case of
calculated profits), are flawed and may lead to bad and costly business decisions.

Enhancement of the Business Environment in the Southern Mediterranean 35/104



Table 7: Profitability and future plans
(In % of respondents per country and total)

Algeria | Egypt | Jordan | Lebanon | Morocco | Palestine | Tunisia | Total
Profitable 27 48 56 38 26 28 5 34
Break-even 41 52 24 46 a7 48 58 45
Stay no matter 93 58 73 93 100 89 94 87
Expand 73 61 96 83 84 80 79 80

Source: Results of questions 3.1, 3.2 and 3.9 in the questionnaire.

Table 7 above provides indicators on profitability and on the future plans of the women
entrepreneurs, especially in the case of losses or barely profitable operations. The
outstanding finding in this regard is that in the case of losses or break-even results, most of
these women, namely 87%, indicated that they wished to continue in the business and
improve it. This is a remarkable attitude from these women entrepreneurs; they have
decided to continue, no matter. Equally remarkably, if they now had the opportunity to
become salaried in the private or public sector, 73% of them said they would still not quit
their business. Moreover, about 80% of all the respondents indicated that, in their future
plans, their top priority is to expand their business.

Across the countries of the survey, a significant majority of the women entrepreneurs has
displayed resilience and determination in continuing in their business ventures. The taste of
owning and running a business, and the autonomy that comes with it, clearly is very
appealing. This indicates that the original motivation to become independent market actors
has been strengthened, independently of financial outcomes.

These women entrepreneurs, and probably most of their counterparts in the MENA region,
are in transition to becoming more efficient market actors. As such, and perhaps more
importantly, they are also in transition to becoming more engaged social actors by virtue of
their business operations. They certainly need financial and training assistance, and they
should be helped so that they can at least stay the course as women entrepreneurs.

The issues involved in this analytical context transcend the economic to the social. For, in
assisting the economic success of Arab women entrepreneurs one is also assisting in
the larger and urgent issue of strengthening their fundamental roles as social actors.

3.3 Social Context and Environment

This section discusses the social aspects of entrepreneurship, in particular, (i) if the women
entrepreneurs benefitted from sources of support and which; (i) how the support was
provided and if no support was provided, why; (iii) if they received training; and (iv) if they
belong to a form of association and if they know or would benefit from knowing other women
entrepreneurs®’.

%" This section relates to guestions 5.1 to 5.7 of the questionnaire.
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A. Major findings

The surveyed women could be considered in a transition phase, breaking away from the
traditional patriarchal culture and society where men are the head of the family. By willingly
integrating the economy, they have successfully demonstrated their potential. Making the
most of their skills abilities and know-how, mainly acquired at home where only their fathers
worked and their mothers remained at home, they showed their independence and
entrepreneurial spirit by evolving to become small entrepreneurs.

Often, to succeed, these women entrepreneurs had to work harder than their male
counterparts, fighting against cultural and social barriers. Sometimes they also had to face a
low self-esteem induced by society, especially towards women entrepreneurs. They
performed well, despite their difficult social and economic environment. Finally, when asked
if they would revert to a salaried job, despite their difficult social and economic environment,
they responded that they preferred remaining entrepreneurs.

However, they have not yet reached the phase when they can develop their business. Many
have a potential which could be leveraged provided that they receive the necessary
support such as training in the professional skills to manage and develop a business, to
adapt their products or services to national or international markets and to be sufficiently
experienced or supported to be granted a bank loan rather than remaining in the micro-credit
environment which, in the long term, restricts their capacity to expand their business.

In summary the findings in relation to this part on the social and social context and
environment in which these women operate show that:

1 When supported, women are mainly helped by their family and friends. The highest
level of external support (31.6%) is provided by development organisations. Only about a
quarter of the women who received assistance had access to government (24,1%), or
business development support programmes (27,8%);

1 The women either do not know, that there are programs, or where to seek them and
sometimes are even afraid of asking;

1 The support provided was mainly legal, financial and administrative which reinforces the
idea that the surveyed women do not receive a professional support to develop
their skills;

1 In the last twelve months less than half (44%) of women interviewed received training,
coaching or participated to a mentoring programme. Women who were trained mainly
received help on business skills, how to apply for a loan and skills related to their sectors;

1 A large majority of the women interviewed (66%) do not belong to any form of
association, thereby further demonstrating their isolation and lack of opportunity
to revert to networks which could help them in the management choices that they have
to make;

1 It is interesting to note, however, that 78% of the women interviewed declared that they
knew other women entrepreneurs and that they thought that they could usefully team up
with them. This means that a more organised working environment could improve
their potential.
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B. Sources of support or assistance received when launching the business

Possible sources of support, as queried in the questionnaire, were family and friends,
business partners, business development support programmes, governmental departments
and agencies, development organisations.

Around 15% of the women received no support from any source (Figure 9); 48% received
assistance from just one source. Only about one third of the women sampled obtained
support from more than one provider of assistance.

Figure 9: Extent of support received
(In % of respondents all countries)

Extent of support received - all countries

@® Nosupport @ Only one type of support & More than one type
Source: Results of question 5.2 of the questionnaire

A woman’s most common source of assistance was in her immediate circle: over 60% of the
women of the general sample who received support from one or more sources were
assisted by her family and friends (Figure 10). Taking into consideration that no Tunisian
woman received support from her family and friends and only one did so in Morocco, this
figure is even higher if referred to the average of the other five countries sampled.

Overall, development organisations provided assistance, more so than the support offered by
business development support organisations or by governmental departments and agencies.
Also, variations at national level show that Palestinian women obtained overall the highest
number of support interventions and Morocco the lowest.
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Figure 10: Type of assistance used by persons who received
one or more types of support
(In % of respondents all countries)

Family and friends 60.2%
Business partners 31.6%
Business devevolpment 238pport é

Govt. Depts. / Agencies 24.1%

Development organizations 12.8%
0.0% 50.0% 100.0%

Due to multiple answers, each percentage shown refers to the total number of women who
received the relative type of assistance. The total sum of percentages is greater than 100%

C. Extent of support received when launching the business

The issue of support and assistance, one of the most relevant aspects of women’s social
lives as entrepreneurs, was addressed and analysed through the questions related to the
support or assistance received to help with the launch and development of their business.

It should be noted that 25.5% of the women received no support at all and 36.3% were given
just one type of assistance among those available through public or private channels. About
38% of the women obtained more than one type of assistance. To note that about 18%
received assistance in three different fields of support (out of six*®) and a small but still
sizable fraction of women (5%) received help in all the different fields of assistance queried
by the questionnaire®.

The variations between countries are quantitative and qualitative. Lebanese women were the
most helped (70 assistance interventions of all types) as opposed to the Moroccan women
who received the least help (13 interventions in legal and financial assistance as well as
management skills).

For women who received only one type of assistance (Figure 11), the most common type of
support was given in the legal, financial and administrative field. Support specific to the
women’s area of business was also fairly frequent, while marketing and management
assistance was administered less often. Help in choosing the business location was rare, a
result that may be consistent with fact that almost 50 % of the women interviewed manage
their business from home (see question 2.9 of the questionnaire). Only one woman received

% These were: Legal, financial and administrative support; Support relative the area of business; Support relative
to marketing; Support in the field of management; Support in the choice of the business location; Support in the
field of human resources

%9 16 women who declared to have received assistance from one of the categories of support providers cited
above did not receive any assistance of the type queried by the questionnaire.
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assistance related to human resources, which is typically more useful to businesses of a
sizable dimension. These data reinforce the supposition that the women interviewed received
a limited social and professional support, especially as concerns the evaluation of their
business potential, thus finding themselves restricted in their growth prospects. It thus
appears difficult for them to develop a business which is often merely an extension of the
home.

Figure 11: Type of support received by persons
who were given only one type of assistance - all countries

Type of support received by persons who were
given only one type of assistance - all countries

kgal, financial, administrative
relevant to area of business
relative 1o marketing

relativa 1o managemant
relevant to cholce of location

relative 1o human resources

L1 o i 15 20 Z5

Source: Results of question 5.1 of the questionnaire.

When all the multiple choices are taken into account (Figure 12), we see that support
received in the legal, financial and administrative field was still obtained by more than 50% of
the sampled women (63 out of 117). Other types of assistance assume importance as well,
(such as the areas of marketing, management and human resources).

Figure 12: Type of assistance received (all countries)
Women who received one or more types of assistance, by type of support

Women who received one or more types of
assistance, by type of support - all countries

iegal, financial, administrative &3
relewant to area of business
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Source: Results of question 5.1 of the questionnaire
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From the overall picture of the interviewed women, it is apparent that they lack professional
training and access or use of networks, they have a limited support which primarily comes
from the family and some intervention from business development support programmes as
well as development organisations and governments.

D. Participation to supporting programmes

In the last twelve months less than half (44%) of women interviewed received training,
coaching or participated to a mentoring programme. Country-level data, however, shows that
a majority of the women interviewed in Lebanon, Morocco and Tunisia did participate to this
form of formation activities in the last twelve months*.

E. Membership to organisations

A large majority of the women interviewed (66%) do not belong to any form of association.
Country-level results are consistent, but it is to note that none of the women belong to any
association in Jordan and only one in Morocco. The only exception to the rule is Egypt where
a large majority of the women interviewed (18 out of 23) belongs to an association*’.

F. Networking with other women entrepreneurs

78% of the women interviewed declared that they knew other women entrepreneurs and that
they thought that they could usefully team up with them either for exchanging information and
help or even to work together. Country level results are consistent except for Morocco where
more than half of the interviewed women (10 out of 19) answered negatively to this
question®.

G. Testimonials of women who received support

For women who received support, training activities were found to be beneficial and helpful in
guiding them to manage and develop their business. Training was also the most common
form of assistance and the type of support that they were most eager to discuss during the
interviews.

In Tunisia, for instance, some women were trained by government agencies to prepare them
to develop their activity and to provide them with some business contacts; they were trained
as well on how to apply for a bank loan. Development associations and other NGOs also
provided training on how to launch a business activity and how to draft a business plan. A
woman entrepreneur received training on fiscal and tax issues so that in her activity she
could benefit from government subsidies for her staff. However, after three years of

“% Source: Results of the question 5.5 of the questionnaire
*1 Source: Results of question 5.6 of the questionnaire
*2 Source: Results of question 5.7 of the questionnaire
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operation, the procedures that she needs to comply with are burdening her and she now
experiences management difficulties in relation to the proposed procedures.

Tunisian government agencies provided help so that a woman entrepreneur could obtain the
authorisation to participate to national trade fairs to present her products. Two women were
helped to obtain the premises for their shop in a handicraft village, at a very low price, and
one of the two was also helped to launch her activity. One Algerian woman received
government support for buying tools and machines but several women deplored the fact that
no sufficient financial and business support was received.

In Lebanon, training activities were found extremely beneficial for the women interviewed in

managing and developing their business. For instance, sixteen women received training from

Al Majmou’a, a Lebanese non-profit microfinance institution that supports micro-
entrepreneurs, particularly women, in developing businesses. They reported positively that

they had received training on the skills needed to launch their business such as registration,

marketing, preparing budgets, obtaining a loan and communications with customers, as well

as specific training related to their sector of activity. One interviewed woman declared: “Al

Maj moub6a made me believe i n mys dife-thangingtfor meinp ower e
While other respondents mentioned that the training received by Al Majmou’a after launching

the business was extremely helpful.

In Palestine women entrepreneurs received training in business management, sales, and
other related issues Training activities were provided by several entities, including NGOs,
and business women associations. One women reported that these training activities
encouraged her to launch her own pastry activity; while another one informed that the
training activities were: “too general, too academic and lacked of practice”; she suggested to
focus training activities on more practical issues such as on how to register a business and
how to price products. This type of training could be provided for instance by the Ramallah
Chamber of Commerce. Another woman complained about the low quality of training for
women entrepreneurs. Several respondents had been trained by the Chamber of Commerce
within the framework of projects funded by international donors. A woman received
vocational training on glass painting. Finally, in Palestine one of the interviewed women
received training on the job, in a bank, which was found very useful and beneficial.

Training amongst the Moroccan and Jordanian women interviewed appears to have been
more limited. In Morocco they received training on entrepreneurship and one woman
participated to a special program for women entrepreneurs. In Jordan four women took part
in a training course from IRADA, a national program to develop small and medium-scale
projects, which comprised capacity building for two women interviewed, while another one
received training in networking and marketing.

The Algerian women interviewed had also received limited training. One of them had
received training from the International Labour Organisation (ILO) and another one from ILO
and GIZ. In these cases, financial support for their business was provided together with
training in order to ensure that the women that received the financial support would have
sufficient knowledge of their business to operate it successfully.

In Egypt, results show that training was mainly provided by the Ministry of Industry, Trade
and Small Industries, and by women’s association. Training was provided on topics such as
marketing, business and project management.
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As highlighted by the findings of the survey, in all MED countries the family is a major source
of training, support and finance. In Jordan, for instance, the only encouragement that women
obtained was from their husbands or their family in general; families, in all countries can help
by “spreading the word”, promoting products and providing customers. Fathers train their
daughters; in Palestine, a husband transferred his business to his wife when he took on
another job. Families transfer their know how to their daughters such as in agriculture.
Families can be a major force in the launch and development of a new business. Finance is
another area of family intervention: in Algeria a husband financed his wife’s business, in
Egypt two women were first financed by their families and then by an NGO.

Another important type of support received by the women interviewed was financial help.
The women interviewed explained that in Egypt the Social Fund had supplied the fund as
well as NGOs that support new start-ups. Other forms of financial support were supplied
such as in Lebanon where vendors lent fabric to a woman entrepreneur and agreed to
delayed payments, which allowed her to have sufficient cash-flow from her customers before
reimbursing her suppliers. In Algeria, funds were granted both by public and private sources:
a woman received micro-credit funds from the ANGEM agency and another was provided
money to buy machinery by her friends.

H. Testimonials of women who received no support®

The women who did not receive any support were asked to explain what had prevented them
for obtaining help. These women can be subdivided in five groups which were observed
across the countries of the study.

The first and most important group is represented by women who received no information.
As many as fifteen women entrepreneurs answered that they had no information on the
support that they could obtain. The answers varied from not knowing where to get support
(Jordan), to complaining about the struggle for information and the impossibility to obtain it
(Morocco). Also, in Morocco, some women appear to know that help programs exist but do
not know about the services provided by the Chambers of Commerce or the NGOs. In
addition, some declared that they did not even know that opportunities existed for women
entrepreneurs.

The second group is represented by women who felt that they did not need the support. This
group comprises women in Tunisia who considers themselves “independent” and did not
search for the information because they felt that their business was just a small activity
carried out to help the family, or because they are just “self-made women”. Some Lebanese
women who “work on their own” had a similar attitude. An Egyptian woman declared that she
relied “on her talents”.

A third group comprises women who felt that the support did not match their expectations:
two women in Palestine decided not to attend training courses that they considered
inadequate: one of them demanded formation on how to expand her business, the other one
on import procedures.

*® The women who received support were asked to tell their stories, how they received support and
from whom; those who had answered negatively to the questions related to support were asked to
discuss why they had not received support (source: question 5.4).
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A fourth group is composed of women that fear the difficulties that they will have to face if
they ask for support: in Algeria, some women felt that asking the support of government
agencies may mean that they will lose a lot of time; a legitimate concern, considering that
they have to take care of their family in addition to their work. Another Algerian woman
regretted that the environment was not helpful in general. In Algeria as well, two women were
distressed to say that they had no capital to obtain support. In Jordan, a woman declared
that no one believed in her when she launched her business.

A fifth group is in fact composed of one single woman entrepreneur in Tunisia but we
assume that she is the only one who dared to speak and that many other women should be
in the same situation: she declared that she did not receive support because women could
not leave the village.

3.4 Key Success Factors and Challenges

In the last section of the questionnaire information was collected on the major factors of
success that have driven an improvement in the business performance and the main
challenges faced by women entrepreneurs in running their businesses.

Most women in the sample report an improvement in their business (63.4%). This is
mainly due to an increase in sales, by expanding their customer’s base and the range of
products/services offered, and an improvement in productivity (Figure 13).

Since most women work alone from home, a small share reported to have opened a new
branch, expanded the business location and hired new employees in the last 12
months.

Moreover, although most women in the sample operate in the informal sector (56%), only a
small share, mainly from the Mashreq region, has linked their business performance
to a move in the formal sector (20%).

Digging into the characteristics of these women who have formalised their business, we can
see that they are in business for longer than the average women in the sample (65% are in
business for more than five years versus 53% in our sample) and they have a more stable
and profitable business: 60% of women interviewed affirm that their business is profitable
and provides enough money for themselves and the family (versus only 34% in the entire
sample); 20% pay herself a monthly salary on a regular basis (versus only 8% in the entire
sample). Women moving to the formal sector are more likely to work in rented premises
(45% versus 33% in the entire sample) and to belong to an association (75% versus 34% in
the entire sample). Finally, their main source of capital is the family (75% versus 48% in the
entire sample).
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Figure 13: Measuring business improvement
(In % of respondents)
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Looking at the factor that have driven their success, most women in the sample mention the
family support and training received from local/foreign NGOs and business support
organisations*. | mpr ove ment i n “ org fsucdh sas cai leeltet buimesst
reputation, larger and stronger network and better family relations play a key role in
improving t heir busi nes(figurlf.erf or mance

The importance of these factors was echoed in the stories female entrepreneurs tell us
during the interview. Indeed, they mention as key ingredients for their business success the
family support/encouragement; and the opportunity to sell their products to family and friends
in the early stage of their business activity. Training courses have been crucial in
transforming these "first steps” into real businesses by providing the professional skills and,
in some cases, the basic working tools (such as sewing machines).

With regards to networks, the survey results show that female entrepreneurs who are
member of a group or foundation that brings together businesses of the same sector
have proved to be more successful than those who do not belong to any network.
Indeed, this network gives them the opportunity to exchange ideas, share experiences; keep
update on new trends and give more exposure to their products. For example, the Food
Heritage Foundation created a network of people who sell Lebanese food. Therefore, when
locals or tourists want to access Lebanese food products, they can reach out to the different
members of this foundation equally. As a result, all businesses get equal exposure to the
market.

* Question 3.7 in the guestionnaire: Major factors of success/good business.
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The concept of larger and stronger social network should be interpreted in a wider sense and
include also the “virtual” community created using social media such as Facebook and
Instagram. These social media became a main marketing tool and allowed female
entrepreneurs (mainly working from home without a shop) to increase their customer’s base.

As other important factor of success, women mentioned an improvement in infrastructure
(in particular improvement in ICT specifically for those from the Mashreq region); access to
capital and improvement in leadership skills thanks to training courses.

Figure 14: Factors that contribut ed t o women’ s busi ness

(In % of respondents)

d2. better business reputation || NG
d3. larger and stronger social networ [ N R AR
di. better family relations || NN
a. Improvement in infrastructure and/or public service i NN
c3. Access to a new source of capitiii

cl. Improvement in your personal leadership skills thar_

to an education/mentoring programme;

c4. Better bargaining conditions with the supplie (i N R
c2. New technology adoption;
b. Improvement in the political situation/general economi_

environment

0 10 20 30 40 50 60 70 80 90

Source: Results of question 6. 2 of the questionnaire

Looking at the major constraints that female entrepreneurs encounter in their business, the
lack of business-specific skills mainly management, accounting, budgeting, finance and
marketing practices* have been mentioned. Women need more training on how to elaborate
a business plan and properly pricing their products by including all the costs they face (see
Section 3.3 above). With regards to finance the major constraints are lack of funding,
information on how to access to finance, money management and debt repayment.

Moreover, women need more guidelines on how to advertise their product; expand their
customers’ base and offer competitive and appealing products that differ from those of their
competitors. Only 16 women in our sample have reported a deterioration of their business
and the majority (75%) indicate a worsening in the economic and political situation as a key
factor that contributed to their failure. In particular, they mentioned the sharp decrease in

*®* Question 3.6 in the guestionnaire: Major problems/constraints that you encounter in your business
(you can choose more than one, but rank in descending order of importance: most important 1)
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tourism owing to the instable political situation in the region, the worsening of the household
income owing to high unemployment rate and the rising competition from imported products.

Box 1: Voices of women: factor of success and challenges faced by
women entrepreneurs

Imen from Algeria: “| had a first entrepreneurial experience which failed because of the
distance, the lack of transport and my maternity. My husband helped me establish my
second business.”

Ilhem from Algeria: “I am a housewife who tries always to support her husband and family
and improve her economic level, | had a talent which is traditional embroidery, so | started to
sell products to family and friends to have extra money for me and my family, the quality of
my work helped me getting new costumers. | try always to check on new technics and
models to improve my product using social media and internet. | hope to get more financial
help to develop my business and provide my family a better living.”

Nova is from Lebanon and comes from a family of farmers; she has been working on the
lands all her life. She has six kids and only after they all grew up and went to universities and
graduated did she start working on her project, making goods out of agricultural products,
including jams, syrups, thyme, etc. She did this with a group of people she knew and the
more time passed, the bigger the number joining the cooperative, which has become the
equivalent of a second family. Her family and children helped her with her project, especially
one of her sons, who is an agricultural engineer. Their support made all the difference in
terms of motivation and business expansion.

Nada from Lebanon: “First of all, my husband retired from his work and we were badly in
need of an additional income. | started working from home and exhibiting my handmade
textile products work informally. | took the initiative to take training courses to improve my
sewing skills. Even though it was always a hobby, | decided to sell my products because of
the financial situation. The internet helped me a lot when it came to learn new skills. That is
how it started and word of mouth made it bigger. One thing that really helped in growing my
business is the uniqueness of my artisanal products. They are very traditional textile
products. | would sometimes get the opportunity to sell products in the US, but not only it
would be too expensive and it will take too much time given that | work on my own. | spend a
lot of time on producing these original pieces. There are lot of cheap products on the market,
most of them coming from Syria. Since people always buy the cheaper products without
regards to quality, it has a negative impact on my business. There is too much competition.
That, | think, is what is harming us the most. Also, sometimes the exhibits would be set up at
a weird timing, so | couldn't participate in them. | also had health issues at a certain point
which also affected my business. | could not be as effective as | would have liked to be.
There are some who do not appreciate the kind of work | do. But there are always the
customers who do, customers that appreciate the classic pieces that | do. It is not all sad! My
Instagram page also attracts customers.”

Hager from Egypt: Many years have passed since she obtained Secondary Technical
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Education Diploma. Since graduating, she couldn’t find a suitable job opportunity. Thanks to
the Salheya Initiative, she began manufacturing food products, such as confectionery and
dairy products. At first, she sold these products to friends and relatives as a means of
estimating their cost, testing their quality and estimating the demand for these products.
Later on, she began selling their products out of a store they opened in a building that
belonged to her husband’'s family in “Kafr Al-Aasar’. The income generated from the
business helped raise the standard of living of Hagar’s family. She now plays a larger and
more important role in her family as she shares responsibilities and decision making in the
household. Although her family was, at first, worried about her involvement in an
entrepreneurial job, her success assured and encouraged them to offer tangible and moral
support. Hagar's husband helped her in running the business and is sharing with her the
household responsibilities.

Heba from Egypt: Heba had the chance to enter the labour market through the Salheya
Initiative, as she was previously unable to find a suitable job opportunity, despite obtaining a
Secondary Industrial Education Diploma. Heba learned of the different training courses
offered by the Salheya Initiative from her friends. She chose the sewing course to develop
her skills in this field. After passing the required tests, she joined the intensive training course
on sewing, which lasted for three months. During this course, she was trained on the basic
skills of sewing. Heba showed diligence and discipline during the course, accordingly, she
was rewarded by the initiative with a sewing machine. This reward enabled her to establish
her own business; a small workshop for manufacturing and selling "Abayas". The business
flourished, her income increased and she could provide more job opportunities for Heba's her
family members who helped her in the workshop. Being an entrepreneur and having a
business of her own gave Heba a sense of self-realization and self-confidence and enabled
her to create new social networks and contribute to the improvement of her friends' lives, as
she encouraged them to enrol in the Salheya Initiative training courses. Heba's biggest
ambition for the future is to expand her business and increase its capacity through employing
more people, as well as improving the quality of her products and making a new range of
products, such as children's clothes.

Ayat from Jordan: “| stared my business from home | learned how to produce soap from the
internet | stared selling for family and friends then | opened a page on Facebook and
Instagram; now | am exporting my high-quality soap to the gulf area | use organic row
material | am planning to register my business and rent a shop.”

Somi a f r om | staved thyabusiness to improve my family income | started by selling
to family members then to friends and then to a bigger relatives and friends cycle, | opened a
page for my products at Facebook and it helped me a lot, | work from home and | am
dreaming of opening a shop.”

Rajaa from Morocco: “l run a hairdressing and beauty salon in a busy neighbourhood, |
have a lot of plans to expand my business but | am still held back by my difficulties to get
more visibility and attract more clients. For example, my rented local needs transformations
to meet standards for similar business.”

Rana from Palestine “| was working as a secretary in the Ministry of Education. After long
years, | decided to do my own business with a female friend. We opened a shop to buy and
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sell clothes. We rented a shop not far away from the city centre but we should not trade in
clothes as there is a lot of competition and other male competitors can move freely and travel
freely to buy clothes from Turkey and China. Thus, we decided to shift for another business”

Fatema from Palestine: “I started to design and develop some embroidery clothes as a
hobby. My family, relatives, neighbours and friends like that and encouraged me to start the
commercialize process. | get some managerial training on how to start your business but |
need more technical training.”

Ryma from Tunisia is a 30-year-old craftswoman in leather and leather goods
manufacturing, developed her business thanks to the professional training programmes
provided by the Tunisian state. As she did not complete her high school education, she went
through the various levels of vocational training and obtained a high technician certificate that
allows her to have the same advantages and incentives offered to an entrepreneur with a
university education.

Inés, from Tunisia is 45-years old with secondary level education. She launched her electric
and electronic waste recycling business, as she felt she had an entrepreneurial spirit and
wished to start an innovative project that could benefit society. To initiate her activity, she
received professional coaching and participated to mentoring programmes provided by
organisations that support entrepreneurs. A mentoring programme led her to an internship in
a US company recycling electric and electronic waste. She attributes her success to her
guest for information, professional contacts and entrepreneurial incentive programmes."
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4. LESSONS LEARNT AND GOOD PRACTICES

Worldwide, women are an untapped resource. This is particularly true in the MED region and
the phenomenon is amplified if we focus on uneducated women and we analyse their
economic contribution.

4.1 Lessons Learnt

From the analysis carried on based on primary and secondary data and on the information
on policies and programmes collected at country-level, the situation of women entrepreneurs
in the MED region could be characterised as follows:

1 Non-graduate women represent the majority of women entrepreneurs in this region
and their share is expected to increase in the near future; this is mainly due to the
difficult economic conditions prevailing in these countries which imply a shrink in the
household income. In this context, more and more women need to financially contribute
to the family’s needs going against the tradition that would prefer women staying at
home;

1 Young women have the potential to do better than their mothers since they benefit
of a better access to education. However, the high unemployment rate in particular
among the youth is posing serious challenges on their role in the economy;

1 These women entrepreneurs put a lot of hours and efforts in their work but their
businesses are barely profitable and they do not pay themselves a salary on a
regular basis;

1 Most women work from home, are active in the informal sector and rarely belong to
a business association. However, they would like to have the opportunity to work
together in proximity to their house to share experiences, machinery and shops;

1 The main constraints that prevent these women to expand their business are
access to capital and lack of managerial and marketing skills. Their incapacity to
proper account for all the costs they face in running a business created some biases on
the evaluation of their business profitability and serious threat on the sustainability and
expansion of their business. At the same time the main factors of success are the social
support (from family, friends and associations) and access to internet and social media.
Indeed, these women who didn’'t have a previous business experience; have rarely
received a proper training or have access to adequate business services. Most of them
started their business incidentally by simply transforming a hobby that was particularly
successful among the circle of family and friends into a business activity.

4.2 Good Practices

Many actors, including the public and private sectors, NGOs, international donors or
organisations, have developed and implemented several programmes and initiatives to
support women entrepreneurs in the MED region. To enhance the efficiency and
effectiveness of these programmes and increase the number of women involved, these
programmes should be expanded, better advertised and implemented in proximity of
women’' s pr A& caplkkae sand tailored made service is more in line with these
women’s work-life balance and economic situation and hence could increase their
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participation. Moreover, most of the successful initiatives are based on a close
collaboration among the different actors involved.

Sharing good practices and learning from the experiences of neighbouring countries could
save time and money and increase the effectiveness of the programmes that will be
implemented in the future. On the base of the needs that have emerged from the survey, we
will review the most successful initiatives offered in the MED region to women entrepreneurs
in the domain of access to finance and training programmes*®.

A. Access to Finance

Innovative ways to access to capital that are tailor-made to female entrepreneurs and micro-
small businesses ‘needs have been successfully implemented in different MED countries.
(More information could be found in Appendix 1.2):

In 2011, the Lebanese Central Bank authorised the National Commission for Lebanese
Women (NCLW)* to grant small loans with low interest rates, allowing women to gain
access to concessional loans for the purpose of financing economic activities in few sectors
(agriculture, tourism, technology, and service based activities)*®.

The Bank of Palestine, following a similar approach to NCLW, signed a cooperation
agreement with the Federation of Palestine Chambers of Commerce, Industry and
Agriculture (FPCCI) to promote awareness to women entrepreneurs about the importance
of registering at the chambers of commerce and to enhance their knowledge about financial
and non-financial advisory services provided by the Bank and the FPCCI to businesses. In
addition, the Bank of Palestine launched a program entitled "Felestineyeh” to support
women. This programme aims at empowering all Palestinian women, including women
entrepreneurs, in all economic and social aspects.

In Jordan, Bank al Etihad presented a comprehensive set of banking solutions, as well as
financial and non-financial services, specifically designed for women. This programme,
entitled “Shorouq” aims at empowering women by allowing them to achieve the financial
freedom and security they aspire to.

The Banque Tunisienne de Solidarité (BTS) adheres to the Tunisian policy to support
female entrepreneurship and offers unique conditions for granting loans by abolishing a
series of binding procedures.

Jasmine Association, an Israeli non-profit organisation established in 2006 with the aim of
promoting Jewish and Arab women-owners of SMEs, lists among her initiatives the Kulanu
Beyachad (all of us together) Program. The program provides non-bank, interest-free
micro-loans to severely economically marginalised women to establish their own small,

*® The good practices reported in this section are taken from the National Reports prepared by the
country experts.

*" The National Commission for Lebanese Women (NCLW) is a government body that works on issues
related to women’s social and political participation, without a real focus on economic rights.

*® National Commission for Lebanese Women. (2014). Annual Report.
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home-run businesses in addition to training, one-to-one business consultancy and
networking occasions.

B. Trainings and Business Development Services

Female entrepreneurs have expressed their need for more training course on soft and hard
skills and more support in dealing with business services. In addition, female entrepreneurs,
mainly those working from home, face many problems in advertising their products,
expanding their consumers’ base and diversifying their production from the competitors.
Providing tailored made services at the doorstep of female entrepreneur’s premises, is
critical in improving the effectiveness of these programmes. Different initiatives have proven
to be successful in the MED region. (Additional information can be found in Appendix 1.2):

The Federation of Palestinian Chambers of Commerce, Industry and Agriculture
(FPCCIA) has a specific gender unit in their local offices that target women activities. This
allows them to operate in proximity to female entrepreneurs. The business development
services offered to women include the provision of information in identifying financing
sources; training on business plans and feasibility studies and assistance to access markets
and exhibitions. The Federation of Chambers of Commerce introduced new simplified
registration procedures for micro and small enterprises with a capital less than USD 7,000. In
addition, they offer lower registration fees at the chambers of commerce for women
entrepreneurs which resulted in a total of 40% increase of women entrepreneurs registered
at the chambers of commerce (See above the partnership with Bank of Palestine).

With the support of the Cherie Blair Foundation for Women, BWF established in Palestine in
2009 a Business Development Centre (BDC). Among the services provided*, the BDC
has a specific focus on marketing their products. First of all, it helps women preparing
feasibility studies for projects in different sectors. This service is not only important to
business women interested in starting their own business but also for female business
owners interested in expanding their existing projects. Secondly, they help evaluating
available local and international marketing opportunities and assisting in upgrading marketing
services to members.

Moreover, the BWF has established a shop in its main office in Ramallah - where they
held the training course and their main meetings, to sell and advertise women’s products.
BWF help Palestinian women entrepreneurs to present their products to a wider and
international audience without the need to travel long distances. The only costs they face is
the minimum fees paid to the BWF staff for selling the products on their behalf.

A similar concept is followed by the Tunisianl ndustry and I nnovation Pr om
(APIl)’ One-Stop Shop® that is available in the APII's twenty-four regional directorates. It is
entitled to carry out all the required procedures for the incorporation of companies. By

* Other services include: legal consultation services during business registration and post registration
phases; information and assistance in identifying financing sources; training and skill upgrading in
addition to technical support in administrative, financial, and marketing fields, pre-incubation of high
growth projects.

50 www.tunisieindustrie.nat.tn
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simplifying and accelerating procedures, the government encourages investments. The One-
Stop Shop allows all legal and administrative procedures to be undertaken within the same
administration and under one roof.

To incentivise the creation of micro and small enterprises, the Moroccan government has
introduced a new legislation® and a new tax system. The self-entrepreneur status introduced
with the legislation prevents entrepreneurs from the duty of registering their business, protect
them from seizure of the main residence and give them access to simplified procedures for
the creation and closure of their business activity and a more favourable fiscal regime.
Women have patrticularly benefited from the new status; indeed 46% of the six thousand
new “easrtlfepr eneur s {L’Ecomomistey20t6g n

In 2006 Al-Ma j mo u 'Lebanesa microfinance NGO, started offering also non-financial
services, which are provided free of charge to borrowers and non-borrowers, with priority to
women and youth. Among these services®® they offer support to their clients on “Product
Quality Improvement and Marketing”. The range of services offered is very innovative and
perfectly in line with the needs that are emerged in our survey.

The Lebanon Women Entrepreneurs is an initiative that brought together the Nisaa
Network, Al-Majmou'a, the JP Morgan Chase Foundation, and the Cherie Blair Foundation.
The project was designed to ultimately support upward the economic mobility of women in
Lebanon, helping them to grow profitable and sustainable businesses that are market
oriented and scalable and which will facilitate job creation. The project provided incubation
services for women who wanted to scale up their businesses and enhance their marketing,
financing and networking opportunities. A key focus was building strong links with financial
institutions to encourage them to provide tailored services to these women. The Cherie Blair
Foundation has similar initiatives in Palestine, such as the Middle East Women
Entrepreneurs, the Nablus Women Entrepreneurs and the Advancing Palestinian Women
Entrepreneurs; all based on strong collaborations with other NGOs.

The Economic Empowerment for Women Association (EEW) plays a key role in
addressing the problems faced by disadvantaged Arab entrepreneurs. Its mission is to
supply low-income women in Israel with the knowledge and tools to create their own small
businesses as a means for gaining financial self-sufficiency and alleviating the cycle of
poverty in which they live. EEW'’s flagship program is the Business of One's Own (Essek
Mishelach). The program offers the knowledge and skills needed to open a small business
based on women talents and abilities. It works by building close links with the participant’s
families and environment to create a supportive empowering environment.

Thefemaleent r epr eneur shi p nat ispartaf b puplit-private parmeisipA ”
launched in Tunisia in 2016 by the Woman, Family, and Childhood Ministry with private
stakeholders such as the Banque Tunisienne de Solidarité (BTS). RAIDA is a major public

51 (Law n® 114-13 19th February 2015)
%2 Other services comprise Business Development Services, Personal Development, and Provision of
Toolkit and Equipment.
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policy programme that encourages private female entrepreneurship initiatives by facilitating
their access to credit and adopting favourable measures.

Morocco was chosen for the launch of the international Microsoft Cloud Start-up Academy
programme, which is a six-month tailor-made training and mentoring programme available to
women since 2015 on the most recent cloud technologies. The objective of the training is to
support fifty women in launching their innovative cloud technologies based company.
Mentoring is provided by local and international Microsoft managers and is based on the
development of entrepreneurial and ICT skill as well as reinforcing the participants’ technical
skills.

Since 2015 and on a yearly basis, ten women entrepreneurs in the MENA region are
identified by the NGO Womenpreneur based in Morocco. The selected entrepreneurs are
supported in their company’s development with a training and mentoring yearly programme.
The programme is focused on the development of skills in six key areas: planning,
leadership, financial management, personal development, networking and marketing. The
women entrepreneurs can engage with experts and experienced entrepreneurs either
directly or via digital platforms.
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5. POLICY RECOMMENDATIONS: THE SURVWYS S RES

In the last part of the survey country experts asked women entrepreneurs which policy
recommendations would they advocate to the government at national and local levels and to
NGO,

Most topic that the female entrepreneurs mentioned in their answer are common across the
three actors, however there are few requests that are actor specific, in particular for
government at national and local levels. The request for financial help, training,
marketing support and opportunity to work and interact with other female
entrepreneurs are frequent across all actors. All these elements are critical for supporting
non-graduate women in starting their business, scaling up their activities and facilitate their
move towards the formal sector.

With regards to financial help®, surveyed women ask for more (and more accessible) loans,
including interest free or minimum interest loans; new financial tools, including long-term
repayment conditions, to start and expand small-scale projects and enterprises; funding for
cooperatives; subsidies for artisan; better control on very high micro-credit interest rates;
grants and awards from NGOs; information on funding opportunities.

With regards to training they ask for training in different domains. Surveyed women would
welcome more ad hoc-training courses that teach specific skills and subjects such as training
in layout, pricing, packaging, promotion; accounting, communication skills; management;
help in developing a business plan. They emphasise the need of having these trainings
delivered at local level since they would fit better into their work-life balance and so
increase their probability to attend them. They also ask for proper technical and
entrepreneurial courses at school and vocational training programme

Women also ask for a more active support in selling and advertising their products. The
majority ask for the creation of local-artisan markets that could became a point of reference
for the local community and tourists that are looking for tradition art crafts. However, some
women also ask for distributional networks within the country and the MED region and
support from the government and NGOs to promote traditional products abroad. They would
welcome more exhibitions and festivals organised on a regular basis to promote their
products inviting the government and NGOs to take care of the outreach and advertising of
these events.

Finally, it is particularly interesting to notice that they request to create opportunities for
women to work together. These women ask the government and NGOs to provide co-
shared facilities and co-working places for small businesses run by women; to create small
local communities; to develop incubator for women-owned business and create more
networking opportunities with other female entrepreneurs. Most of the women entrepreneurs
we interviewed worked from home (49,6%; and the share of home-working women in the

%3 Please note that to capture women’s needs we didn’t structure the answer as a multiple-choice but
we left it open.

* It's worth noting that financial support is the most frequent policy recommendation in the survey (it's
mentioned 96 times) and it's mainly addressed to the national government and NGOs (only 4 requests
for the local government).
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subsample of those to ask for this service is even higher - 63%). The request for co-working
spaces suggests that their decision to work from home is not their preferred choice but it
could be due to family-tradition-income related constraints. For example, these women are
more likely to report that their business is not enough profitable (32% versus 22% for the
entire sample) and this could prevent them from hiring a location for their business. These
women are aware of the limits imposed by working in isolation and ask the local government
to alleviate some of these constraints by giving them places to promote their products as well
as opportunities to work together, share experiences and equipment. As shown by
community-work experiences in rural area, giving women the opportunity to work
together is an important factor that will encourage them to start a business and
change their role in the local community. Moreover, since these women are more likely to
work in the informal sector than others (68% versus 56% in the entire sample), co-working
spaces could be established; this would be a good incentive to help them formalise their
business in the future.

In addition to these four main general requirements, if we analyse the results by actor by
ranking the answers on the base of their frequency, we get a richer set of recommendations.

Looking at the top 5 recommendations to national government, we can notice that female
entrepreneurs mainly asked for the improvement of the business environment and
particularly for more financial support, a less heavy tax burden and a more supportive
environment for women and artisan (Figure 15). The request for a support from the
government specific for women is more frequent at the national level than in the other
groups. This could suggest the awareness of women about the need of a change in the
general approach/mentality relative to women conditions.

Figure 15: Top 5 policy recommendations to government in the MED region
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Source: Data compiled by author on the base of the answer to question 7.2 of the questionnaire
(number of persons who mentioned a given option).

Among other requests, women asked for a better economic and political situation
characterised by less bureaucracy, more decentralisation, less corruption, and more
security. Finally, the general political, social and economic instability is a serious constraint
to the policy’s effectiveness in support to female entrepreneurship. It is interesting to notice
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how some request are country specific (such as the need for a public insurance coverage in
Morocco; more information about available programmes in Algeria; improvement in
government efficiency and basic services in Lebanon) or region specific (such as marketing
support and import control in the Maghreb region; taxes and price controls in the Mashreq
region), while other are common across all countries in the MED region (such as training,

support women and financial support) (Figure 16 and 17).

Figure 16: Main policy recommendations to government in the Maghreb region
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Source: Data compiled by author on the base of the answer to question 7.2 in the questionnaire

(number of persons who mentioned a given option).

Figure 17: Main Policy Recommendations to government in the Mashreq region
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Source: Results of question 7.2 of the questionnaire (number of persons who mentioned a given
option).

Recommendations for the government at the local level are more related to constraints that
affect women’s daily business activities. Reflecting the greater proximity between the local
authorities and the business activity, female entrepreneurs asked for more opportunities to
present and sell their products (through exhibitions, trade show, specific shops or ad hoc
market spaces); support in advertising/marketing their products; and co-working places
(Figure 18). These requests are reported by all countries in the MED region. Looking at
country ranking, we notice that some requests are sub-regional specific such as the request
for better infrastructure (with an emphasis on water and electricity); and easier
registration/licences procedures come only from women in the Mashreq region. Similarly, the
concern for high input price in the Mashreq region emerges also in the policy
recommendations to Municipalities. Maghreb countries ask for better support to local artisan
and more business services. Other requests are cross-regional such as Algeria, Palestine
and Egypt asking for more training; Lebanon, Morocco, Palestine and Tunisia asking also for
more local mar ket 6 s protecti on aover impooted productsi Algeripe d 0o me s
Egypt, Lebanon and Tunisia requesting more networking opportunities.

Figure 18: Top 5 policy recommendations to government at
regional level (municipalities)
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Source: Data compiled by author on the base of the answer to question 7.1 of the questionnaire
(number of persons who mentioned a given option).

Enhancement of the Business Environment in the Southern Mediterranean 58/104



Figure 19: Main policy recommendations to government at regional level
in the Maghreb region
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Source: Data compiled by author on the base of the answer to question 7.1 of the questionnaire
(number of persons who mentioned a given option).

Figure 20: Main policy recommendations to local government in the Mashreq region
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Source: Data compiled by author on the base of the answer to question 7.1 of the questionnaire
(number of persons who mentioned a given option).
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Female entrepreneurs ask NGOs to provide them with the key toolkits to start and support
their business. Among the top 5 regional requests, they asked for financial supports, training,
more opportunities for networking and sharing experiences, marketing advice and support
also in form of exhibitions, shops and festivals (Figure 21). In contrast with the request to
other actors, the policy recommendations to NGOs are homogenous across Maghreb and
Mashreq regions (Figure 22 and 23). Requests specific for Maghreb countries include:
creation of business women associations; women empowerment and export support.
Request specific for Mashreq countries include: provision of inputs and machinery; capacity
building and information on available services.

Figure 21: Top 5 Policy Recommendations to NGOs in the MED region
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Source: Data compiled by author on the base of the answer to question 7.3 of the questionnaire

(number of persons who mentioned a given option).

Figure 22: Main Policy Recommendations to NGOs in the Maghreb region
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Source: Data compiled by author on the base of the answer to question 7.3 of the questionnaire
(number of persons who mentioned a given option).
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Figure 23: Main Policy Recommendations to NGOs in the Mashreq region
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Source: Data compiled by author on the base of the answer to question 7.3 of the questionnaire
(number of persons who mentioned a given option).

In addition, two focus groups were held at a sub-regional level, one in Cairo on March 2,
2017 for the Mashrek region (i.e. Egypt, Palestine, Jordan and Lebanon), and one in Tunisia
on March 24, 2017 for the Maghreb region (i.e. Tunisia, Algeria and Morocco).

The focus groups formulated recommendations were formulated for the MED region on ways
to promote successful women entrepreneurship. These recommendations are set out in
Appendix 1.3, Results of the focus group meetings.
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6. CONCLUDING REMARKS AND KEY POLICY RECOMMENDATIONS

The analysis, and the responses of the women entrepreneurs in the survey, point to four
major recommendations. These derive essentially from the fact that the enterprises in
guestion, while they have so far survived, are effectively in transition towards operating as
profitable enterprises with a greater engagement in the market, provided weaknesses are
addressed and obstacles flattened. In other words, these enterprising women need to
receive adequate assistance. Four key policy recommendations are proposed:

1.

Improve data collection on non-university graduate women entrepreneurs to properly
identify this group of women and better understand their needs and the challenges they
face in running their business. Good statistical, quantitative and qualitative, information is
necessary to design an effective policy framework and put in place the right set of
initiatives to support female entrepreneurs. Although the survey was representative of the
population, it highlighted some key messages that are worth further exploration with a
more exhaustive survey.

Enhance the provision of focused training: Among the key findings that emerged from
the analysis is the need for more and better training courses to improve women’s
financial, management and marketing skills. The women entrepreneurs in the region
need focused training assistance, which can be provided through specialised courses
that would be offered by local or foreign NGOs, or by municipal/regional organisations
with the help of those NGOs. In particular, the women entrepreneurs in the region need
training in the basics of business management, for example in elementary cost
accounting. Other needed training is in the acquisition of marketing skills that the large
majority of women entrepreneurs have specifically asked for to assist them in the
promotion of their products or services. Surveyed women emphasised the need to be
trained locally, often because they do not have the ability to move out of their village.

Facilitate access to capital: Women entrepreneurs in the region usually operate small-
scale enterprises, and the expansion of their operations often is constrained by access to
more and affordable capital funds. Independently of their limited experience in dealing
with financial institutions, most of the women in our relatively low-income group lack the
collateral or the experience to support their demand for funds. Moreover, when loans are
granted, the interest and other financial costs can be prohibitive. A solution would be to
establish special funds for women entrepreneurs, with market interest rates being
charged, but ones that would be close to market preferential rates. Even subsidised
interest rates are justified in this context: it is a fact that industrial or advanced nations,
including the recently successful economies in South East Asia, have all reached their
advanced or developed status with the benefit of sustained official financial and other
economic assistance received from the authorities over many years.

Closer collaboration between government and NGOs: The country reports in
Appendix 3 put in light different training programmes and business development services
that have successfully supported women entrepreneurs in the MED region. Most of them
are characterised by coordination among the stakeholders involved, and a close
collaboration between government and NGOs that allows to better align their initiatives
and incorporate national priorities into NGO’s programmes. This model should be
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applied, and the existing initiatives should be scaled up and offered in a way to make
sure the largest share of women entrepreneurs can benefit from them. Surveyed women
also asked for governments and NGOs to provide co-shared facilities and co-working
places for small businesses run by women (especially local governments); to develop
incubators for women-owned businesses; and create more networking opportunities with
other female entrepreneurs.

Even if the provision of assistance to women entrepreneurs in the region is focussed only on
two types of assistance, namely training in management and marketing skills and access to
capital, the return on the investment necessary for the delivery of that kind of assistance is
expected to be quite high. The women entrepreneurs, who expressed a clear determination
to stay in business, would then be better equipped to persevere in their business, and would
also have better odds to prosper and play the economic and social role that is naturally theirs
in their countries.
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APPENDIXES
APPENDIX 1: ADDITIONAL INFORMATION ON THE REPORT
Appendix 1.1: Selected Socio-Economic Indicators

a) Living Standards

The yearly GNI per capital® growth in the MED region sharply decelerated in the recent

period (from an average of 5% in the period 1998-2007; to 2.7% in the period 2008-2014)
and it caused a decrease in the positive income gap with the Low & Middle Income (LMI)
countries group (from 1.6 in 2008 to 1.2 in 2014). In 2014, the average GNI per capita was
USD 13,355 in the MED region versus USD 9,441 in the LMI. The household expenditure’s56
yearly growth also decreased from 2.7% in the period 1998-2007 to 0.1% in the aftermath of
the financial crisis. Jordan was the most affected country with a drop in the GNI growth rate
and household consumption yearly growth from 6.5% and 4.4% in the period 1998-2007 to
0.9% and -1.2% in the period 2008-2014, respectively. The level of domestic savings,
historically low in the region, further deteriorated in the recent period. In 2007, the ratio of
gross savings to GDP was 24.8% in the MED region (27% lower than in LMI countries) and it
reached 21% in the 2014 (35% lower than in the LMI countries). To counteract the crisis,
MED governments have increased public spending, leading to surging public deficits of up to
7.6% in 2013 (IMF, 2013a and 2013b).

b) GDP composition

Looking at the GDP composition (see Figure Al) the services play a key role in all MED
countries, as in all developing countries, which contributes around 62% of GDP on average
in MED countries (World Bank 2015), with a maximum of 78.6% in Lebanon and a minimum
of 52.5% in Egypt.

Manufacturing accounts for 15% of GDP on average and it's dominated by low value-added
manufactured goods and light industries. Egypt, Jordan, Lebanon, Morocco, Tunisia and
Palestine are the largest exporter of low-value added manufactured goods®” in the MED
region, which make up 13.8% of total exports on average. The main sectors are textile,
paper, chemical, food and live animal products (OECD, EC, ETF 2014). Machinery and
transport equipment play relevant roles in Lebanon and Tunisia, representing 12.8% and
31.1% of total exports in 2014, respectively (United Nations, 2014). Israel is an economy with
a well-developed high-technology industry; high-tech exports contribute 9.6% of GDP in 2014

> PPP GNI is gross national income (GNI) converted to international dollars using purchasing power
parity rates. An international dollar has the same purchasing power over GNI as a U.S. dollar has in
the United States. Data are in current international dollars based on the 2011 ICP round (WDI, 2017)
*® Household final consumption expenditure per capita (private consumption per capita) is calculated
using private consumption in constant 2010 prices and World Bank population estimates. Household
final consumption expenditure is the market value of all goods and services, including durable
products (such as cars, washing machines, and home computers), purchased by households. It
excludes purchases of dwellings but includes imputed rent for owner-occupied dwellings. It also
includes payments and fees to governments to obtain permits and licenses. Here, household
consumption expenditure includes the expenditures of non-profit institutions serving households, even
when reported separately by the country. Data are in constant 2010 U.S. dollars

57 Some of these economies have also relevant petroleum and gas exports, e.g. in Egypt they
contribute 27.9% of total exports.
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and it accounts for more than 50% of total industrial exports (Israel Economic Department,
2016). The dominant sectors in Israel are chemical products, particularly pharmaceuticals
and electrical and electronic equipment accounts®.

Figure Al: GDP composition in the MED region, 2015
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Source: World Bank Development Indicators (2017). Data for Manufacturing in Algeria are from the
Africa Economic Outlook (2015) since WDI most recent year was 2000,

With regards to natural resources, Algeria is the only oil rich economy in the MED region with
mineral fuels and oil products representing 97% of all exports. Finally, agriculture accounts
for only 9% of the GDP in the MED region, with the highest share in Algeria (13%) and
Morocco (14%).

c) Entrepreneurship

As shown in the OECD, EC, ETF (2014) report, the average number of SMEs per 1 000
people in the MED region is 23%, compared to 45 in high-income OECD countries and 31 in
developing countries. The large majority is comprised of micro and small firms (1-9
employees, depending on the definition®®) that represent 82% of the MSME population, while
medium-sized firms are only approximately 5%. They mainly operate in lower-value added
sectors: trade is the most important sector for micro enterprises, while small and medium-
sized enterprises dominate in the services sector (IFC 2014 and OECD-IDRC 2013).

The Global Entrepreneurship Monitor (GEM) data shows that the percentage of 18-64
population who are either a nascent entrepreneur or owner-manager of a new business is
higher in the MED region (10.7%) than in the EU (8.6%) and the share of “Established
Business Ownership” is roughly the same (6.7% in MED and 6.9% in the EU). In line with the
OECD’s (2014) analysis, this evidence implies that there are comparatively higher enterprise

58 Diamonds are, however, the biggest export item, representing 30.6% of all exports.

%9 http://www.africaneconomicoutlook.org/en/country-notes/algeria

60 Excluding Tunisia, for which there is no data available.

> Some MED countries have no official definition of MSMEs and this poses some challenges in
collecting comparable data.
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mortality rates in the MENA region. This is a matter of concern because the evidence points
to the important role of young and expanding firms in job creation and in spurring inclusive
growth.

With regards to the business environment, the World Bank Ease of Doing Business index
ranks the MED-countries in the lower part of the world league. Palestine (140th) and Algeria
(150th) are among the worse 50 performing countries in the world; while Israel (52th),
Morocco (68th) and Tunisia (77th) are the top-performers in the region. MED countries
perform generally poorly in most of the Doing Business pillars®, but getting credit (rank 115™
on average) and ‘protecting minority investors (rank 121™ on average) are the real “Achilles’
hells” of MED-countries. Only Israel (44™; 9™): Egypt (with regards to getting credit - 82"%) and
Morocco (with regards to protecting minority investors — 87™) are doing slightly better than
the neighbourhood countries.

MED countries are slightly better ranked in terms of getting electricity (76" on average);
dealing with construction permits (86™ on average); and starting a business (97" on
average), but in Palestine that ranks among the worse 50 countries in the world in term of
starting a business (169th) and getting electricity (157th).

Private sector development in general and enhanced entrepreneurship policies, in particular,
can help the region on its way to provide new job prospects and follow a more sustainable
and inclusive development. Furthermore, new forms of employment generation need to be
identified or existing ones such as entrepreneurship or self-employment need to be strongly
reinforced particularly amongst the youth and women.

d) Women in the labour market®

Women’s participation in the labour force® in the MED region is one of the lowest in the
world although the level of education of young women has been progressively increasing
during the last years (Figure A2). The average MED share (25.5%) is much lower than in LMI
(38.5%) and in the EU (45.8%) countries® and by far one of the lowest share in the world:
most MED countries are among the twenty worst performing countries in the world in terms
of women labour force participation rate. Depending on the country, women account for
between 17% (Algeria) and 47% (Israel) of the labour force.

62 Registering Property (rank 108th on average); Paying Taxes (100th); Trading across Borders
(105th); Enforcing Contracts (107th); Resolving Insolvency (107th).

® In this section, we use the most recent Word Development Indicators (WDI). Data points usually
refer to 2014, if not differently stated. In particular, we compare the MED-region with other countries
that are similar in term of income (i.e. Low and Medium Income (LMI) countries) and socio-economic
factors (i.e. neighbouring countries that are part of the largest MENA category). As a benchmark, we
compare the MED-region also with the EU countries. These comparisons allow us a better
understanding of the strength and weaknesses of women in the MED region.

% Labour force is the supply of labour that is available for producing goods and services. It includes
people who are currently employed and people who are unemployed but seeking for work as well as
first time job seekers.

% However, it is higher than in other MENA countries (21%)
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Figure A2: Labour Force, % of women and girls in total labour force, 2014
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Unemployment among women is still very high. In 2014 16.5% of MED women are
unemployed versus 5.8% in LMI and 10.3% in the EU. Israel, Morocco and Lebanon report
values close to the EU standard, while Jordan, Palestine and Egypt present the highest level
of female unemployment®®. The most concerning aspect is that the high level of
unemployment is not a structural economic feature since the gap in unemployment between
women and men is much higher in the MED region (5.8 percentage points (pp)) than in the
LMI (0.6 pp) and in the EU (0.2 pp). The gender gap®’ in unemployment is particularly high in
Egypt (19.3 pp), Jordan (10.3 pp) and Algeria (8.8 pp)®.

Working prospects for young women are even darker. Worldwide, youth unemployment is
higher than total unemployment but the levels reached in MED countries are particularly
unsettling. 36.48% of young women are unemployed versus 14.8% in LMI and 24.4% in EU
countries. The situation is particularly difficult in Egypt (64.8%), Palestine (62.3%) and
Jordan (47.6%) where more than half of young women are unemployed. Despite the
improvement in education, young women in MED countries face much more difficulties than
men in finding a job. Indeed, the difference between male and female young unemployment
is 12.1 pp versus a gap of 2.2 in LMI and -0.4 in EU countries®® (Figure A3).

%919.5%, 23.9% and 27.8%, respectively.

" We define ‘gender gap’ as the difference between women and men in a given indicator and it allows
us to get a sense of the gender bias in that specific aspect. With regards to unemployment, a positive
number indicates that more women than men are unemployed.

® MED countries perform much better than other MENA countries both in terms of lower female
unemployment (20.1%) and narrower gender gap (11.3 pp).

% Once again MED countries perform better on average than MENA countries where youth female
unemployment is 46.5%, 21.2 pp higher than for men.
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Figure A3: Unemployment, female and youth female (% of female labour force), 2014
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Considering the low rates of women's participation in the labour force and high
unemployment, it is not surprising that only a small share (21.5%) of working-age women are
employed (versus 63% of working-age men)’. This is much lower than in LMI and in the EU
(46%) countries™ and by far one of the lowest rate of female employment in the world.
Moreover, the gender gap in MED countries (41.5 pp) is much higher than in LMI (27 pp) and
in the EU (13 pp).

With regards to the sector of activity, women work principally in the service sector (59.43% of
total female employment’?) and they have a higher probability then men to be employed in
this sector (except Morocco where the gender gap is negative). Jordan, Algeria and
Palestine report the highest share of female participation (and a positive gender gap) in
services, while in Morocco, the agricultural sector is the main source of employment for
women (59.9%)"%. The agricultural sector employs a large share of women also in Egypt and
Palestine (42.9% and 20.9%, respectively) while in the other countries its contribution is
negligible™. Finally, the manufacturing sector is mainly a men’s domain: only 10.4% of
women versus 25.4% of men work in this sector” (Figure A4).

Th|s is measured using the WDI employment-to-population ratio, age 15+.

However it's higher than other MENA countries (17%) and the gap is smaller (51 pp).

2 The share is much higher than in other LMI countries (46%) but the comparability is limited since it
refers to 2005.
& They also have a higher probability than men to be employed in this sector: the gender gap is 28, 19
and 12.4 pp. In the other countries, the gender gap is relatively small.

The share is lower than in other LMI countries (27%) but WDI report data only for 2005.

’® The share is much lower than in other LMI countries (26%) although the data refer to 2005.
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Figure A4: Employment by sector, female (% of female employment), 2014*

100
90
80
70
60
50
40
0 N
20 E
10

. vl
110
-20

-30
Morocco  Israel (2014) Egypt, Arab  Palestine Algeria (2011)Jordan (2014)
(2012) (2013) (2013)

W Agriculture # Gender Gap in Agricultum Industry

4 Gender Gap in Industry = Service Gender Gap in Service

Source: World Development Indicators, 2017
¥ For some countries 2014 data were not available and the most available recent year is specified in
the graph.

e) Socio-Economic Barriers to Female Participation in the economic activity

Different social factors are holding back women from playing a more active role in the
economy. Traditions and norms as well as education and labour market policies may strongly
affect the process of generating greater economic opportunities for women (OECD, 2012).
Among these elements, we will discuss the high fertility rate, early-age marriage, low
education, and women’s employment conditions.

e.l) Fertility rate and early-age marriage

Women in MED countries have more children (2.9) than women in other LMI (2.6) and EU
(1.5) countries™. Moreover, women get married earlier than in the EU countries (26 versus
29 years old). Getting married at an early age and having many children implies that women
in their 20s-30s living in the MED countries have less opportunities to focus on their careers
and business activities than women in the EU. The priority attributed to the family, during the
early years of potential employment, when young women are more highly employable, can
create a lasting damage to their career and confine them to low-level or non-managerial jobs,
whilst men’s careers progress unhindered.

& Fertility rate is higher in Palestine (4.2); Jordan (3.4), and Egypt (3.3) than in other the MED
countries.

Enhancement of the Business Environment in the Southern Mediterranean 71/104



e.2) Literacy rate

A second factor that is holding back women from entering in the labour market and starting
their business is their low literacy rate: only 80% of women can write and read versus 90% of
men (Figure A5). On average MED countries are doing much better than other MENA
countries (74% and a gap of 13 pp), slightly better than LMI countries (78% and 9 pp gap)
but are still very far from the EU standard (99% and zero gender gap). Disparities across
MED countries are very large: Algeria, Egypt, Tunisia and Morocco report lower literacy rate
among women and higher gender disparities; while the literacy rate and gender gap in
Jordan, Lebanon and Palestine is closer to the EU standard.

Figure A5: Literacy Rate, adult female, 2015
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Looking at the future, women’ situation seems improving. Indeed, in all MED countries fertility
rate has decreased and the gender gap in education is getting narrower. In 2015 the literacy
rate among youth female in MED was on average 96.6% and the gender gap was only 1
percentage point (Figure A6)"".

77 The improvement is much higher than in LMI and MED countries that report a literacy rate among youth
female of 87% and 91%, respectively (WDI, 2010).
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Figure A6: Literacy rate, youth female (% of female ages 15-24), 2015
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Source: Word Development Indicators, 2017.

This is explained by a general improvement in girls’ education: in 2015 girls represented 48%
of pupils in primary education in all MED countries. Moreover, the primary completion rate is
on average 96.8% with an almost null gap (0.3 percentage point) between boys and girls
(only Lebanon (-3.7 pp)’® and Palestine (-7.6 pp) still report a large gender gap). Finally, in
the MED region enrolment in secondary and tertiary education is higher for girls than boys
(Table Al): 86.1% of girls are enrolled in secondary education versus 84.8% of boys (except
for Morocco and Algeria)’®; 45.8% of girls versus 35.9% of boys enrolled in tertiary education
(except for Morocco where the gender gap reaches 10 pp). There is some differentiation in
the subjects studied by men and women: while male students predominate in engineering,
they are not the majority in the wider field of sciences (World Bank 2013). Education is a key
factor in boosting female participation in the labour market in the MED region. Indeed,
women participation in the labour market increases with education: only 18.3% of women in
the labour force have completed primary education, versus 25.6% with secondary and 38%
with tertiary education. However, owing to the unstable economic and political situation in the
region that caused a cut in job opportunities, unemployment among educated women is still
very high: among unemployed women 29.7% have a diploma and 48.3% have a degree.
While the gender gap is almost null in the first category, it is extremely large in the latter and
amongst workers with tertiary education (29.6 pp).

The improvement in education amongst girls implies that the next generation of women will
be more educated and could play a more active role in the society and the labour market.
Moreover, by adjusting the school curriculum, addressing gender stereotypes in education,

78 Data for Lebanon refers to 2013.

™ In terms of closing the gender gap in secondary education MED-countries are doing better than LMI countries
(70% for girls and 72% for boys) and the MENA average (77% and 82% for boys). However, they still lag behind
EU (113% for both sex).
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media and culture in general, that prevent women from choosing jobs solely reputed for men,
women participation’s in male-dominated professions could increase, away from traditional,
low-profit activities.

Table Al: School enrolment, primary, secondary and tertiary, female (% gross)-2014

Primary Secondary Tertiary

Country Enrolment | Gender | Enrolment | Gender | Enrolment | Gender
Name (%) Gap (%) Gap (%) Gap
Algeria 115.12 -7.14 101.69 3.59 41.93 14.46
Egypt 103.77 -0.30 85.86 -0.47 29.92 -3.45
Israel 104.37 0.39 102.66 1.56 76.17 19.49
Jordan 88.16 ¥ -1.09 86.43 ¥ 4.16 51.55 ¥ 7.73
Lebanon 92.75 A -8.90 68.37 A 0.36 45.75 6.20
Morocco 113.40 -5.34 63.52 ¥ -10.84 | 24.09 -0.95
Palestine 94.57 -0.68 86.17 7.70 53.76 19.14
Tunisia 111.40 -3.28 9418 4.14 43.10 16.82

Source: Word Development Indicators, 2017
Note: 1 =2011; ¥=2012; A=2013

e.3) Women's employment conditions

Women’s employment conditions in the MED region, mainly in terms of wages, vulnerability
and working rights, are generally worse than elsewhere and they may further discourage
women from entering the labour market. As in other countries, women in MENA economies
are paid less than men, but MED countries (except for Israel that ranks 74th) are among the
worst performing countries in the world in terms of the gender gap in earned income®. On
average women’s income is a mere 23% of male income; the world average is 57% and the
EU is 65%. Jordanian women are the most discriminated in the world with an income which
is only 17% of male income.

Women often work as unpaid family workers and own-account workers a category that the
ILO considers as “vulnerable workers”®'. Compared to EU countries, where, in 2014, 9.8% of
women working in EU countries were identified as working in vulnerable employment
(compared to 13.8% of men), the rates of vulnerability for women tend to be much higher in
all MED economies (29.1% on average) except for Algeria (2.3%). Male employees also

8 Data are from the World Economic Forum “Global Gender Gap Report — 2016”. Female, male
estimated earned income (US$, PPP) is calculated using the methodology of the United Nations
Development Programme (UNDP)’'s Human Development Report 2007/2008. Data used to calculate
this indicator includes: world population by country, GDP PPP (current international $), labour force
participation rate, and mean nominal monthly earnings of employees by economic activity. Where
possible, mean nominal monthly earnings do not include the agriculture economic activity estimates.
Otherwise, earnings across all economic sectors were used. The substitution is possible because
agricultural activity is often not reported or underreported. For purposes of calculating its index, the
UNDP caps the estimated earned income at US$ 75,000 PPP.

8 Own-account workers are those workers who, working on their own account or with one or more
partners, hold the type of job defined as a self- employed job, and have not engaged on a continuous
basis any employees to work for them during the reference period.
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suffer significant levels of vulnerability, but to a lesser extent than women (26.5% on
average). Morocco, Egypt and Palestine report the highest share of vulnerable employment
among women and the highest gender gap.

Another aspect of vulnerability in employment is informality®. The informal sector® accounts
for 22% of the gross domestic product (GDP) in Jordan and 37% in Morocco (Stevenson,
2010)*. In other parts of the world, informality is strongly associated with female employment
(Assaad et al, 2012). However, this is not the case in the MED economies. Women are less,
rather than more, likely to be informally employed in MENA economies. Data for Egypt and
Palestine show that, apart from agriculture, a lower proportion of women than men are in
informal employment (23.1% and 42.2%, respectively®).

Finally, MED countries still lag behind EU standards with regards to gender equity’s
legislation and women’s protection in the labour market (see also Box Al with regards to
women’s rights and their participation in public decisions):

1 Only Algeria, Israel and Morocco have a law on equal remuneration between men and
women (In the EU only Estonia and Germany do not have one);

1 Only Israel and Morocco have a law that mandates non-discrimination based on gender
in hiring (in the EU only 9 countries® do not have a non-discrimination hiring law);

1 All MED countries have either laws or regulations that prevent women from performing
certain jobs®. In the EU these clauses exist only in Croatia, Cyprus, Czeck Republic,
Poland and Slovenia;

1 All MED countries have a law on maternity leave but the duration differs according to the
country: from a minimum of 30 days in Tunisia to a maximum of 98 days in Algeria, Israel
and Morocco i.e. well below the EU average of 145 days. As to the benefit paid during
the maternity leave, MED-countries are in line with the EU standard. In all MED-countries
women receive their entire wage during maternity leave, except for Morocco and Tunisia
where they only receive 67%. The EU average is 83%, with a minimum of 50% in
Denmark. In Tunisia, Morocco, Algeria and Jordan maternity leave is entirely paid by
social security, in Egypt 25% is paid by the employer and the remaining 75% by the
social insurance. Moreover, in Tunisia and Jordan there is a difference between public
and private sector workers. In Tunisia, public sector workers enjoy a 60 days fully paid
maternity leave whereas private sector workers only have 30 days’ leave paid at 67%. In
Jordan, public workers have a 90 days’ maternity leave whereas private sector workers

82 “Informality” is a term used to describe the collection of firms, workers, and activities that operate
outside the legal and regulatory systems.

8 The Informal sector (or Underground production as per OECD definition) consists of activities that
are productive in an economic sense and quite legal (provided certain standards or regulations are
complied with), but which are deliberately concealed from public authorities for the following reasons:
a) to avoid the payment of income, value added or other taxes; b) to avoid payment of social security
contributions; c¢) to avoid meeting certain legal standards such as minimum wages, maximum hours,
safety or health standards, etc.; d) to avoid complying with certain administrative procedures, such as
completing statistical questionnaires or other administrative forms.

# Data on the size and composition of the informal sector are scarce and available only for few MED
countries.

% Data for Egypt are for 2009 from the OECD Women in Business (2014) report. Data for Palestine
refers to 2013 and are taken from WDI.

8 They are: Austria, Croatia, Denmark, Italy, Latvia, Lithuania, Luxemburg and Poland.

8 Even when they are neither pregnant nor nursing
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only have 70 days but both benefit from their entire wage. Finally, only Algeria, Morocco
and Jordan mandate that women should be guaranteed an equivalent position after
returning from maternity leave. In the EU only Austria, Bulgaria, Germany and Slovenia
do not guarantee this right.

Box Al: Women legal rights and political participation

Legislations in the MED region have made substantial progress to protect women'’s rights but
there are major variations between the countries. In all MED countries constitutions, all
citizens are equal in front of the Law. Further to the 2011 Arab revolutions, changes to the
constitutions were made in Egypt, Morocco and Tunisia and to a minor extent in Algeria and
Jordan although the approaches adopted and the history of women’s rights is very different
in each of these countries. Women'’s participation in public decisions is still low with regards
to the proportion of women in ministerial level positions: only 13.1% in MED countries versus
28% in the EU. However, participation of women in parliament is close to the EU standards
(20.5% and 20%, respectively); higher than in other MENA countries (17%) but slightly lower
than in LMI (22%) countries.
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Appendix 1.2: Good Practices

A. Access to Finance

Innovative ways to access to capital that are tailor-made to female entrepreneurs and micro-
small businesses ‘needs have been successfully implemented in different MED countries.

In 2011, the Lebanese Central Bank authorised the National Commission for Lebanese
Women (NCLW)®® to grant small loans with low interest rates, allowing women to gain
access to concessional loans for the purpose of financing economic activities in few sectors
(agriculture, tourism, technology, and service based activities)®*. NCLW launched the “Najah
Loan” and started to grant small as well as subsidised loans through Kafalat, the main
guarantee provider for SMEs in Lebanon. By making it easier for women to access finance
and grow their businesses, these programs reduced the financial setbacks for women
entrepreneurship® and as a result improved their livelihoods. Moreover, NCLW signed an
agreement with the “Lebanese association for Development — Al Majmoua” (a microfinance
institution) to provide technical assistance for women who wish to benefit from NCLW'’s
loans.

The Lebanese association for Development — Al Majmoua is the leading microfinance
NGO in Lebanon and another example of good practice in this domain. Al Majmoua provides
low-income individuals with affordable financial and non-financial services to fund their
activities and build sustainable businesses, thus ensuring a regular source of income to
them and to their families. Their financial services mainly consist of group and individual
loans of different sizes and for different purposes®. Al Majmoua is committed to following
international best practices in microfinance and has received many awards and achieved
good ranking in international evaluations. In 2014, results from the client satisfaction survey
show that the clients in general are very satisfied with their interaction with Al Majmoua’s
staff. They mention, for instance, easiness to reach loan officers, frequent visits of loan
officers, responsiveness and effort of loan officers to solve problems, etc. Different women in
our survey have benefited from Al Majmoua’s services (see box A2 below).

% The National Commission for Lebanese Women (NCLW) is a government body that works on issues
related to women’s social and political participation, without a real focus on economic rights.

% National Commission for Lebanese Women, 2014, Annual Report.

% Dailey, J. (April 2015.) Strengthening Lebanon’s Economy by Enhancing Women Entrepreneurship.
http://www.iesc.org/Data/Sites/1/Gallerylmages/EditorUploadimages/news/lim-women-borrowers-
case-study.pdf

% Al Majmoua provides Group loans to women (from USD 200 to USD 2,000), Individual loans to
Micro Entrepreneur loans (from USD 300 to USD 5,000), Employees loans (from USD 300 to USD
3,000), SME loan (from USD 5,500 to USD 15,000), Home Improvement loans (from USD 500 to USD
5,000), Information and Communication Technology (ICT) loans (from USD 500 to USD 10,000), Back
to School loans (from USD 300 to USD 500), and Damej loans benefiting individuals with special
needs (from USD 500 to USD 7,500).
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Box A2: Examplesof AI-Maj moua’' s succé&ssful st

“Barii a, a publ idecideddn2@0@ to stdrtéex owm business along with
her job in order to have another source of income for herself and her five children. Her
family owned two stores next to her house which were left locked and unused. It came
to Bariia that she can open one of them as a retail shop for household goods. Her
brother assisted her with USD 1,500 and she then added the USD 300 from her first
group loan at Al Majmoua that year. With the full amount, she renovated one of the
stores and filled it with merchandise.

Bariia launched her store in the presence of her friends from region, and her success
was evident from day one as she nearly sold all the available goods! This encouraged
her to carry on with her project, so she reinvested the returns in buying new
merchandise. For four years, Bariia maintained this strategy focusing solely on her
store’s expansion. She achieved great economic results, growing her working capital
from USD 1,500 to 15,000.

With her sharp strategic business mind, competitive pricing and excellent relationships
with her customers, Bariia expanded her business. In 2010, she took a group loan of
USD 1,100 and opened up the second store, diversifying her offerings to include
household linens and foodstuffs such as grains and spices. Since then, Bariia
continued to borrow from Al Majmoua to invest in expanding and reinforcing her
business through individual micro-entrepreneur loans of amounts up to USD 2,500.”

“Inspired by red carpet dresses, Layla decided to learn fashion design at the age of 21.
Her talent was quickly noticed and she was recruited by a well-known fashion design
house in Lebanon. Being the proud mother of five daughters and the sole breadwinner
of her family, Layla had to put her dream of owning an atelier on hold for a long time.

It was not until 2002 when she met Al Majmoua and took her first micro-entrepreneur
loan of USD 2,000 that her dream was revived. And so, she launched her own dress-
making business from home. With her determination, skill and the support of six
consecutive loans from Al Majmoua totalling up to USD 20,000, Layla succeeded in
further developing her business in 2009. Her revenues helped her to finance all of her
children’s education over the years and later contribute to the wedding expenses of four
of them. As her business grew, Layla soon hired three women tailors to help her. Not
only did she create these job opportunities, but she also became a peer dress-making
trainer for other female entrepreneurs benefiting from Al Majmoua's non-financial
services. Layla continued her journey with Al Majmoua and starting 2010, she began
taking SME loans of up to USD 8,000 to further invest in her atelier's materials of
fabrics, textiles, and accessories. Currently, Layla employs four full-time dress-makers
and three others on temporary basis to help her during the high demand seasons.
Respected and trusted by all, Layla naturally became a role model to other women. In
2014, PlaNet Finance Foundation chose her over three other participants from
Cameroon, Egypt, and Niger to be the Micro-Entrepreneur of Honour of the year. Layla
was supposed to receive her award during the foundation’s gala dinner in Cannes,
France, however, she preferred to stand by her ill husband during his last days and not
attend the event. Even though Layla was not present, her dresses were displayed at

%2 Stories taken from Al-Majmoua’s website https://www.almajmoua.org/meet.aspx
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the exclusive live auction of the Artcurial Auction House as scheduled. Due to the
massive success of her gowns, Layla was offered by e-bay.com the creation of an
online boutique to promote her work and sell her dresses in the international online
market.”

The Bank of Palestine, following a similar approach to NCLW, signed a cooperation
agreement with the Federation of Palestine Chambers of Commerce, Industry and
Agriculture (FPCCI) to promote awareness to women entrepreneurs about the importance
of registering at the chambers of commerce and to enhance their knowledge about financial
and non-financial advisory services provided by the Bank and the FPCCI to businesses.
Within this agreement, the Bank of Palestine offered to cover the annual fees for one year for
the first 1 000 women who register their businesses at the Chambers, provided they are
customers of the Bank of Palestine. The Bank also committed to cover 10% of registration
fees for one year to all other owners of enterprises (including micro and small businesses)
who register at the Chambers of Commerce during 2016, given they are customers of Bank
of Palestine, including men and women who register at levels of fourth grade and higher. The
underlying objective of this initiative is not only to help women businesses grow but also to
fight the informal economy.

In addition, the Bank of Palestine launched a program entitled "Felestineyeh” to support
women. This programme aims at empowering all Palestinian women, including women
entrepreneurs, in all economic and social aspects. The program includes the provision of
banking products dedicated to women, in addition to awareness workshops conducted in
various governorates in collaboration with several local institutions and federations.
"Felestineyeh” program also includes a specialised awareness feature via a Facebook page
that provides women with important tips and information in the fields of health, nutrition,
upbringing of children, and career and self-development.

In Jordan, Bank al Etihad presented a comprehensive set of banking solutions, as well as
financial and non-financial services, specifically designed for women. This programme,
entitled “S h o r o aims’ at empowering women by allowing them to achieve the financial
freedom and security they aspire to. The program is designed for all women, such as women
in business, professional women, affluent women, busy housewives, as well as women
thinking to invest for their families or retirement. The program offers different financial
services for female entrepreneurs such as collateral-free loans and start-up business loans,
which are designed to fulfii women needs. More over the program offers non-financial
services such as networking, coaching, mentorship and advisory services.

The Banque Tunisienne de Solidarité (BTS) adheres to the Tunisian policy to support
female entrepreneurship and offers unique conditions for granting loans by abolishing a
series of binding procedures.

Jasmine Association, an Israeli non-profit organisation established in 2006 with the aim of
promoting Jewish and Arab women-owners of SMEs, lists among her initiatives the Kulanu
Beyachad (all of us together) Program. It offers a holistic approach to empower
economically marginalised women. The program enables women to become economically
independent and socially empowered by opening their own home-running business. The
program provides non-bank, interest-free micro-loans of up to USD 1,350 to severely
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economically marginalised women to establish their own small, home-run businesses. The
financial services are complemented by training (group or individual) and one-on-one
business consultant that support women from their early business stages. Their courses
focus on financial and management topics such as building a business plan; how to start a
business and strategies on expanding and growing their established business. Throughout
the program, Jasmine conducts several cross-sector-joint meetings between all the
groups in order to encourage networking and a way for the women from all different sectors
to connect between themselves, to cooperate and to foster co-existence®.

In 2006 the Koret™ Israel Economic Development Funds (KIEDF) began to run the
SAWA Fund, a microenterprise initiative to help low income and unemployed populations,
mainly women, to create an independent income generating activity. It’s is the only program
in Israel implementing the solidarity group lending model of Grameen Bank® and the only
non-bank loan fund working on this scale in Israel. Loans are distributed by SAWA at the
Postal Bank and support a wide variety of businesses including small commerce, grocery
stores, animal raising, hairdressing, sewing, day care etc. SAWA offers two types of loans to
women with promising business ideas. The first one is a group loan, in which about five
women are each offered a loan of up to USD 2,800 to be paid off over the course of a year.
The catch is that they are each other’s guarantors, which means that if one defaults, the
others are on the hook. That dynamic, however, also means that the women help each other
out, encourage them and spread the word about their businesses. The second type of loan,
which can go as high as USD 8,000, is available to women who already have businesses up
and running. When the money is repaid, the entrepreneur can request another loan. SAWA’s
default rate is a 2.19%, even lower than the 5% level considered acceptable in the field of
microfinance. The interest rate is relatively low for microfinance: around 9%%, as opposed to
18-22%. After SAWA's overwhelming success, the Ministry of Industry and Trade and the
Authority for the Economic Development of Minority Sectors in the Prime Minister's Office
entered a partnership with KIED, providing a 50% matching grant for the SAWA's operations,
enabling significant expansion of the services. Since its inception over 6,500 entrepreneurs
were supported and 8,199 microfinance loans distributed through SAWA and Microcredit
Loan Fund. Credit provided amounted to over USD 22,400,000. Only in in 2015 over 1,700
clients were supported and 1,099 loans distributed. An evaluation survey, carried on in 2013,
show that from 2011 to 2013, 2311 loans were approved for a total value of USD 5 million.
The survey found that the aid raised the incomes among small businesses by an average of
20% (i.e. USD 770 a month). In total 2,320 new businesses were established; 92% of the
women were satisfied to opened the business and 85% of women in their first business
experience indicated that they were not going to open it if not enrolled in the programme. The
vast majority of the beneficiary women work from home and 83% of businesses had
revenues at the moment of the evaluation.

93 http://jasmine.org.il/fen/program/kulanu-program/

94 Economic Development Funds

% The Grameen Bank is a Nobel Peace Prize-winning microfinance organisation and community
development bank founded in Bangladesh and successfully exporter worldwide. It makes small loans
(known as microcredit or "grameencredit) to the impoverished without requiring collateral. The name
Grameen is derived from the word gram which means "rural” or "village" in the Bengali Language.

% Those figures are higher than bank loans, but SAWA, of course, takes greater risks. At this point,
the interest does not cover all the expenses of the operations.
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B. Trainings and Business Development Services

Female entrepreneurs have expressed their need for more training course on soft and hard
skills and more support in dealing with business services. In addition, female entrepreneurs,
mainly those working from home, face many problems in advertising their products,
expanding their consumers’ base and diversifying their production from the competitors.
Providing tailored made services at the doorstep of female entrepreneur’s premises, is
critical in improving the effectiveness of these programmes. Different initiatives have proven
to be successful in the MED region

The Federation of Palestinian Chambers of Commerce, Industry and Agriculture
(FPCCIA) has a specific gender unit in their local offices that target women activities. This
allows them to operate in proximity to female entrepreneurs. The mission of these units is to
integrate gender issues in the policies, programs, projects and budgets of the chambers of
commerce, to promote and enable the participation and involvement of women in the private
sector, and enable them economically, in addition to improving the quality of services based
on their needs. The business development services offered to women include the provision
of information in identifying financing sources; training on business plans and feasibility
studies and assistance to access markets and exhibitions. The Federation of Chambers of
Commerce introduced new simplified registration procedures for micro and small enterprises
with a capital less than USD 7,000. In addition, they offer lower registration fees at the
chambers of commerce for women entrepreneurs which resulted in a total of 40% increase
of women entrepreneurs registered at the chambers of commerce (See above the
partnership with Bank of Palestine).

Box A3: Success story from the Palestinian Federation of Chambers of Commerce

In 2008, FPCCIA in Bethlem helped a woman who used to produce homemade chocolates to
get a small loan from San Miniato Foundation which enabled her to buy more machines and
a loan from the Arab Bank. Two years later, she was able to open her own factory and join
the formal sector and register in the membership of FPCCIA in Bethlem. She also benefited
from some capacity building courses offered through the local FPCCIA. In 2011, she became
the first female board member of FPCCIA in Bethlem.

The “ One Stop Shop for Sus® 2% ’'is aldine regBnalsinitiatives s e s
between the European Union and UN Women implemented by the Business Women Forum,
a national non-profit association established in Palestine in 2006. It's composed by one main
one-stop-shop/business development hub, that provide all the technical, vocational and
marketing services; and by two business-shops in the North and South of the West Bank for
assembling, testing, packaging and selling. The aim of the project is to improve the livelihood
of the Palestinian women, through expanding women owned/run MSMEs and cooperatives,
preserving cultural and agricultural products, and turning them into marketable and
exportable products along with the creation of a regulatory environment for the protection of
local production and the establishment of incentives for women cooperatives. Feedback
received from beneficiaries that participated in our survey indicated that this initiative was
instrumental in facilitating their registration procedures. In addition, the initiative encourages
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the development of creative and innovative products that could be transformed into
successful businesses that have marketing opportunities locally, regionally and
internationally. The project, by addressing the issues identified in the Palestinian National
Export Strategy, will contribute directly to institutionalizing, standardizing, and marketing food
and non-food products produced by the women MSME’s, including cooperatives, in
Palestine.

With the support of the Cherie Blair Foundation for Women, BWF established in Palestine in
2009 a Business Development Centre (BDC). The BDC primarily aims to enable business
women and female entrepreneurs to develop their businesses and build up their competitive
advantage, regardless of whether the businesses are officially registered. Among the
services provided®’, the BDC has a specific focus on marketing their products. First of all, it
helps women preparing feasibility studies for projects in different sectors. This service is not
only important to business women interested in starting their own business but also for
female business owners interested in expanding their existing projects. Secondly, they help
evaluating available local and international marketing opportunities and assisting in
upgrading marketing services to members.

Box A4: Women Business Forum and Business Development Centre Success
stories®.

“Among the many successful stories there are Sima and Dima Alami who had the ambition
and the idea to initiate our own fashion business. Their business idea is about designing and
producing modern and trendy fashion items with Palestinian traditional embroidery patterns.
The business idea stems from the fact that women tend to wear modern clothes and at the
same time, they like to be unique and linked to their homeland culture and traditions. BWF-
BDC has supported them from the early beginning through coaching, promoting the
business idea, engaging them in local and international exhibitions, as well as training
sessions.

Currently, they produce two main collections annually: summer and winter collections. Their
products are currently sold in Palestine, and Jordan, and they are looking for much more
exposure.”

“In order to improve my financial situation, lkhlas Sawalha established a soap factory to
produce soap made of olive oil from natural herbs, and ingredients in a traditional way. In
April 2010, Ikhlas met the Business Women Forum-Palestine (BWF), which she considers
as a turning point in the project lifetime. The Business Development Center of the Business
Women Forum has provided coaching and consultancy and then a professional marketing
consultant who worked with her to develop a new package. Also, BWF-BDC team has
convinced Ikhlas of the importance of registering the business formally and she did it under
their supervision and guidance. After one year of her membership with BWF, she took part
into local and international exhibitions, which opened new markets for her products. In 2011,

" Other services include: legal consultation services during business registration and post registration
phases; information and assistance in identifying financing sources; training and skill upgrading in
addition to technical support in administrative, financial, and marketing fields, pre-incubation of high
growth projects.

% Stories taken from the Women Business Forum’s website: http://www.bwf.ps/index.php/en/success-
stories.html
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she won USD 5,000 after participating in a business plan competition organized by BWF in
cooperation with SPARK and BiD-Network. The money has helped her to purchase new
tools to develop her factory, as well as making minor changes in the factory decoration.
2012 brought a new achievement for her business since she was chosen as one of three
best Palestinian companies by the Japan External Trade Organization-JETRO. JETRO has
invited her to Japan for one week where she met marketing consultants and beauty experts,
and visited soap factories. In 2013, she went back to Japan to participate in huge beauty
exhibition.”

Moreover, the BWF has established a shop in its main office in Ramallah - where they held
the training course and their main meetings, to sell and advertise women’s products. BWF
help Palestinian women entrepreneurs to present their products to a wider and international
audience without the need to travel long distances. The only costs they face is the minimum
fees paid to the BWF staff for selling the products on their behalf.

Two young women entrepreneurs from rural areas in Palestine (Jenin) funded “ Al Thi mar
C o mp a nmth’the objective of contributing to the socio-economic development of the area

by providing women channels to market their products. There are currently 58 women

working with this company. Al Thimar buys directly selected products based on market

demand (by paying upfront) and places them into the local market through their agents. They

provide products to shops and supermarkets in Ramallah, Bethlehem, Tulkarem and Hebron.

The prices are agreed in a transparent manner between the company and the women
associations (or cooperatives) by calculating the costs on both sides. The company works

with associations and cooperatives that show consistent work and willingness to improve.

A similar concept is followed by the Tunisianl ndustry and | nnovation Prom
(APIl)’ One-Stop Shop® that is available in the APII’s twenty-four regional directorates. It is

entitled to carry out all the required procedures for the incorporation of companies. By

simplifying and accelerating procedures, the government encourages investments. The One-

Stop Shop allows all legal and administrative procedures to be undertaken within the same
administration and under one roof.

To incentivise the creation of micro and small enterprises, the Moroccan government has
introduced a new legislation’® and a new tax system. The self-entrepreneur status
introduced with the legislation prevents entrepreneurs from the duty of registering their
business, protect them from seizure of the main residence and give them access to simplified
procedures for the creation and closure of their business activity. Moreover, they can gain
from exemption from VAT and limit the tax burden to 1% for commercial, industrial and
artisan activities and 2% in case of service provision. The obligation to pay professional
taxes begins only after 5 years from the start of the activity. Women have particularly
benefited from the new status; indeed 46% oft he si x t housantdrepwehtiseal §”
are women (L’Economiste, 2016). Moreover, for the women entrepreneurs in the start-up
phase, the status of “self-entrepreneur” can allow them to avoid paying taxes until their
business reaches an annual turnover of USD 500.

99 www.tunisieindustrie.nat.tn
100 (Law n° 114-13 19th February 2015)
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In 2006 Al-Maj mou’ a, a Lebanese, staied offering alsa moo-gnandiab O
services, which are provided free of charge to borrowers and non-borrowers, with priority to
women and youth. Among these services'® they offer support to their clients on “Product
Quality Improvement and Marketing”. The range of services offered is very innovative and
perfectly in line with the needs that are emerged in our survey. In particular they offer
awareness sessions on food quality, hygiene and Hazard Analysis Critical Control Point
(HACCP) — designed specifically for food and agri-business micro-entrepreneurs; they
organise group trips to wholesale suppliers allowing clients to purchase raw materials at
discounted prices; and they provide assistance in designing basic market research, product
labelling and packaging, organization of fairs and exhibitions to provide direct sales channels
and larger market outreach.

The Lebanon Women Entrepreneurs is an initiative that brought together the Nisaa
Network, Al-Majmou'a, the JP Morgan Chase Foundation, and the Cherie Blair Foundation.
The project was designed to ultimately support upward the economic mobility of women in
Lebanon, helping them to grow profitable and sustainable businesses that are market
oriented and scalable and which will facilitate job creation. In partnership with the JPMorgan
Chase Foundation, the Cherie Blair Foundation for Women initiated a project in 2011 to
support women entrepreneurs in Lebanon. Working with Tomorrow’s Youth Organisation and
the René Moawad Foundation, the project enabled 42 women entrepreneurs in North
Lebanon to develop and scale up their micro businesses. Despite the political unrest that
gripped the country, particularly affecting the North, the project achieved significant results
and the growth of these businesses resulted in the creation of 49 new jobs. Building upon the
success of this project, the Cherie Blair Foundation started work with Al Majmoua, in
partnership with the JPMorgan Chase Foundation, to support 200 Lebanese and Palestinian
women entrepreneurs in the underserved areas of the Northern region (Tripoli and Akkar),
Eastern region (Bekaa Valley), Metn region and in Saida in the South. The project provided
incubation services for women who wanted to scale up their businesses and enhance their
marketing, financing and networking opportunities. A key focus was building strong links with
financial institutions to encourage them to provide tailored services to these women. The
Cherie Blair Foundation has similar initiatives in Palestine, such as the Middle East Women
Entrepreneurs, the Nablus Women Entrepreneurs and the Advancing Palestinian Women
Entrepreneurs; all based on strong collaborations with other NGOs.

191 Other services comprise Business Development Services, Personal Development, and Provision of

Toolkit and Equipment.
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Box A5: Nablus Women Entrepreneurs’®

“When Aya first heard about the Nablus Women Entrepreneurs project she saw it as the first
step to turning her dream of owning her own farm into reality. Traditionally, in Palestine, men
own the farms and women assist with the work. Aya is now the first woman in Palestine to
own and raise sheep. Aya’s farm is called “Solidarity Farm,” a symbol of the cooperation she
hopes to encourage among her employees. In the initial stages of her project she purchased
sheep that were two and a half months old, and raised them for four months before selling
them to local butchers’ shops. She also slaughtered sheep directly on her farm and sold the
meat to restaurants and hotels in Nablus. She has formed links with a number of local
butchers and secured contracts with several of them for local purchases. Aya received a plot
of land from her father and constructed a barn where the sheep are raised. Since the start of
her business in 2010 she has been granted $5,000 from the Welfare Association after
winning its ‘Innovative Palestinian Youth’ award, and was also given $5,000 by the Business
Women’s Forum after winning its Business Plan Competition. Aya invested her award
money back into her business, and by 2012, she had earned enough profit to expand her
farmland and construct a second barn to house more sheep. She uses the profits from her
operations to put back into the business, gradually increasing the number of sheep on her
farm. Her goal is to eventually have over 500 sheep. Before engaging with the project,
people in Aya’s community would laugh at her plans but with the support of the Cherie Blair
Foundation for Women, Tomorrow’s Youth Organization and the other women entrepreneurs
she has met through the project, Aya has stayed confident and pursued her business plans,
taking on challenges as they come. Looking to the future, Aya hopes to employ more staff
and continue using new ideas and techniques on her farm. She also hopes to become a
financially and socially independent woman and to inspire other women to create their own
businesses.”

The Economic Empowerment for Women Association (EEW) plays a key role in
addressing the problems faced by disadvantaged Arab entrepreneurs. Its mission is to
supply low-income women in Israel with the knowledge and tools to create their own small
businesses as a means for gaining financial self-sufficiency and alleviating the cycle of
poverty in which they live. The organisation assists women in opening their own small
businesses using a strategy originated by Muhammad Yunus and the Grameen Bank'®. The
Micro-Enterprise strategy enables women to become self-sufficient through self-employment
by building a business of their choice. EEW’s flagship program is the Business of One's
Own (Essek Mishelach) The program offers the knowledge and skills needed to open a small
business based on women talents and abilities. It works by building close links with the
participant’s families and environment to create a supportive empowering environment. It has
run successfully in approximately 85 locations: around 5,000 participants were trained and
more than 1,800 businesses were created. Since 2000, this pilot program became a model

102 Story taken from Cherie Blaire Foundation’s website http://www.cherieblairfoundation.org/nablus-

women-entrepreneurs/

1% Grameen Bank (GB) is a banking system based on mutual trust, accountability, participation and
creativity. It started by providing credit to the poorest in rural Bangladesh, without any collateral. It was
founded by Mohammad Yunus. As of December, 2015, it has 8.81 million borrowers, 97% of whom
are women. http://www.grameen.com/introduction/
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for other NGOs and government programs that work with low-income populations'®. The
success is not measured only in terms of the number of businesses established and new
skills acquired but also in terms of the business’ survival and expansion; and the household’s
financial improvement.

Thef emal e entrepreneur s hi pispag of & publie-privage paatmersiipR Al DA”
launched in Tunisia in 2016 by the Woman, Family, and Childhood Ministry with private
stakeholders such as the Banque Tunisienne de Solidarité (BTS). RAIDA is a major public

policy programme that encourages private female entrepreneurship initiatives by facilitating

their access to credit and adopting favourable measures. RAIDA adopts a two-pronged

approach: first it provides training to women entrepreneurs to help them carry out their

projects and secondly it improves the general terms and conditions of female
entrepreneurship in all the regions by reforming the legal and regulatory framework,

improving access to finance, to markets and to value chains.

Morocco was chosen for the launch of the international Microsoft Cloud Start-up Academy
programme, which is a six-month tailor-made training and mentoring programme available to
women since 2015 on the most recent cloud technologies. The objective of the training is to
support fifty women in launching their innovative cloud technologies based company.
Mentoring is provided by local and international Microsoft managers and is based on the
development of entrepreneurial and ICT skill as well as reinforcing the participants’ technical
skills. Since the launch of the programme, 22 new cloud start-ups were created, 19 women
entrepreneurs obtained stable jobs and nine women candidates were selected to complete
college education. This initiative which has a limited impact on women should be analysed in
the context of positive commercial benefits for Microsoft. However, it demonstrates that
Moroccan cloud market is attractive to multinationals. It should therefore be considered in the
Moroccan state’s interest to leverage on this experience and launch a public procurement for
the cloud market which would comprise the training of young women entrepreneurs at local
level to include the launch of mini-franchises.

Since 2015 and on a yearly basis, ten women entrepreneurs in the MENA region are
identified by the NGO Womenpreneur based in Morocco. The selected entrepreneurs are
supported in their company’s development with a training and mentoring yearly programme.
The programme is focused on the development of skills in six key areas: planning,
leadership, financial management, personal development, networking and marketing. The
women entrepreneurs can engage with experts and experienced entrepreneurs either
directly or via digital platforms.

104 https://lwww.youtube.com/watch?v=I1PQiqKLM-sU
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Box A6: Success stories from Womenpreneur'®

Maysoon Hbaidi is from Jordan. She founded Falak to bring together women who have
mutual interest in art and media (painting, photography, flmmaking, recycling). They always
used to work from home on their own projects and rent a space to organise their exhibitions
and workshops; that made them restricted in terms of time. Maysoon struggled to find a
place where they can all belong to; but she then found a space to rent in the centre of
Amman. She, along with other six artists, totally restored the ancient villa and it is now a
place where they hold different activities related to art including workshops and yoga classes
to enhance their income and sustain the place. Participation in Womenpreneur gave them
the opportunity to consolidate the business and advertise their arts abroad.

The National Initiative for Human Development (INDH) was launched in Morocco in 2005
to reduce poverty and help close the social and economic gaps. One of the targets of the
programme is to reduce rural poverty by cooperating with civil society organisations. The
programme financially supports micro-entrepreneur women by supplying them with
equipment and trainings so that they may be empowered to develop activities such as
catering, pastry, agriculture and food. Several hundreds of women were professionally and
technically trained including on equipment for the launch of their activities which were mainly
incorporated as cooperatives. Also Al-Majmoua in Lebanon provides business toolkits and
start-up toolkits solutions to his members.

105 Story taken from womenpreneur’s website: http://womenpreneur-initiative.com/portfolio/
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Appendix 1.3: Results of the Focus Group Meetings

Two focus groups were held at a sub-regional level, one in Cairo on March 2, 2017 for the
Mashrek region (i.e. Egypt, Palestine, Jordan and Lebanon), and one in Tunisia on March
24, 2017 for the Maghreb region (i.e. Tunisia, Algeria and Morocco).

The focus groups gathered a very diversified group of representatives, six from each country:
the public sector directly involved in women entrepreneurship development; the private
sector, including chambers of commerce and industry, business associations, women and
youth associations; grassroots groups and women NGOs or NGOs involved in
entrepreneurs’ development as well as microfinance institutions.

Supported by the EBESM project experts, the focus groups discussed preliminary key
findings of the surveys, shared experience and discussed recommendations to help improve
policies at the country level. Based on the discussions held in the focus groups, the following
recommendations were formulated for the MED region on ways to promote successful
women entrepreneurship.

A. Recommendations to Government

1 Ensure that entrepreneurship is simple and user-friendly both at regulatory as well as
procedure levels, by facilitating, for instance, business registration procedures for women
(such as one-stop-shop offices for women).

1 Formulate and implement national strategies specifically for women entrepreneurship
development.

9 Support decentralisation and allow local authorities to formulate their own
policies/regulations with respect to women entrepreneurs’ development

1 Ensure that many women entrepreneurs and would-be entrepreneurs are informed and
have easily access to Business Development Support and capacity building facilities.

1 Support women to move their business to non-traditional sectors linked to innovation and
new technologies by adapting regulations; developing awareness on the importance of
women as entrepreneurs for the development of the country; changing education to
reflect women’s multiple capacities and stimulating the entrepreneurship model within
schools.

9 Ensure that public procurement laws incentivise women such as by providing that some
projects are specifically allocated to women or that companies that employ women and
have a gender parity plan receive bonus points to their bids.

1 Promote the establishment of cooperative models for women’s businesses.

1 Unify all the rights and obligations related to SMEs laws so that they may be easily
accessible and understood and create an SME ministry.

1 Formulate policies to support women working in specific sectors such as the agriculture
sector, for instance by reducing intermediaries to protect farmers.

1 Promote women’s participation on corporate boards and decision making processes.
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Provide tax incentives for entrepreneurs.

Enhance women’s mobility by improving transportation and safety especially in remote
areas.

Provide incentives to banks to finance entrepreneurs with low interest rates.
Promote a dialogue with relevant stakeholders to advocate women’s entrepreneurship.

Promote and support, with the active participation of the private sector, the creation of
clusters based on industry sectors and incubation services for women.

Encourage the creation of companies and ensure their support with dedicated projects
that provide coaching, training and evaluation

Create assistance and support offices at regional level.

Adopt a four-pronged approach to support women entrepreneurs by ensuring: 1)
Awareness raising and information, 2) Technical and managerial assistance, 3)
Financing, 4) Assistance and coaching.

Adapt financial communications modes and contents to the targeted women
entrepreneurs and ensure access to information through well designed market studies
and dedicated web-sites, videos and cartoons

Offer loans with funds from regional or national budgets with low interest rates.

Create a special status for women micro-entrepreneurs exempt of taxes and duties with a
gradual approach: ensure in a first step that sufficient data on women entrepreneurs is
gathered and that only the women that qualify according to the criteria defined in the
status are selected and benefit from its advantages (such as those that have a legally
registered activity). In a second step, the women that qualify will benefit from support
measures such as exemption of taxes for a period of time, facilitation measures for their
access to finance.

Make special financing tools available for women entrepreneurs in accordance with the
nature of their business and their needs.

Develop local follow up services on financing for women entrepreneurs.

Launch a joint guarantee for women that work in the same value chain in order to have
access to banking guarantees.

Launch measures that will increase women entrepreneurs’ sales by expanding their
markets: 1) Rescale the operating debt, 2) Develop online platforms to present and sell
products, 3) Encourage local stakeholders and large companies to favour small
companies managed by women, 4) Grant fiscal advantages to companies that buy from
or supply women entrepreneurs, 5) Launch special measures to support women
entrepreneurs, such as financing their orders for a determined period of time.

Develop credit and factoring products tailored to women entrepreneurs needs guaranteed
by the state to facilitate the supply of raw materials.
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B. Recommendations to Municipalities

Allow and encourage entrepreneurs working from home to obtain temporary licenses until
they can expand their business and be sufficiently stable to launch their operations

permanently'®.

Train some municipality officials on how to deal with entrepreneurs.
Make available and ensure the supply of information from officials to entrepreneurs.
Ensure that NGOs can be represented in municipalities.

Improve communication and coordination of services to women entrepreneurs to ensure
that the potential beneficiaries are informed of the projects and financial products they
could benefit from.

Offer exhibition space to enhance market access.

Link art school’s designers and graduates to women entrepreneurs, for instance through
NGOs, to improve product quality and design.

C. Recommendations to NGOs and financial institutions

Raise awareness about the importance of women joining the workforce, and
entrepreneurship (this awareness should involve not only women but also all family
members including men i.e. husband, brother and father), work on culture change, share
success stories and mentorship.

Ensure that capacity building corresponds to every woman’s needs by first assessing
their capacity and avoiding a one size fits all training and by providing technical and
highly skilled training based their business sectors requirements.

Grant, in certain circumstances, money to women only if linked to certain specific
obligations, which should help them develop their operations, such as buying machinery
or raw materials; or having to bid for a procurement process in order to learn its
functioning.

Create, with the governments’ support, business hubs, accelerators and incubators.

Share NGOs’ experiences across the region and build a platform for NGOs to share their
experiences, success stories and best practices.

Promote meetings with professionals that can identify international trends to improve
women’s consumers’ products.

106

It was highlighted during the Focus Group in Cairo that in Egypt and Jordan mainly there were major

challenges to obtain the licences to be recognized as a profession and to launch an activity. This was due to the
complexity of the regulations, and the requirements the time consuming bureaucracy involved and informal
payments required.

Enhancement of the Business Environment in the Southern Mediterranean 90/104



1 Work with governments and private sector to promote market links between Business to
Business (B2B) and Business to Consumers (B2C).

1 Develop and finance projects that are based on the introduction of gender on value
chains i.e. by identifying constraints and opportunities for women in value chains and
analysing the division of labour and women’s and men’s access to resources.

1 Analyse markets and territories and develop projects on the markets and their potential
which should match women entrepreneurs’ competences and opportunities, leveraging
on the potential of the resources and the potential of the territory (for instance its tourism,
handicraft traditions and agriculture).

1 Encourage women entrepreneurs from the different surveyed countries to meet in order
to facilitate their capacity to work together and encourage the creation of networks that
include suppliers, buyers and financial institutions.

9 Support structures that provide trainings to develop or scale-up entrepreneurship offers,
create synergies and favour the coordination of small structures.

1 Join financial products with support measures to reduce the interest rates applied.
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APPENDIX 2: THE QUESTIONNAIRE

Questionnaire for the Women Entrepreneurs Survey

Introduction

The project “Enhancement of the Business Environment in the Southern Mediterranean”
(EBESM) aims at improving the business enabling environment for Micro, Small and Medium
Enterprises (MSME) in the South Mediterranean Region (MED).
EBESM is launching now the Women Entrepreneurship activity in a MSME context. This
activity aims at enhancing policies to support women’s entrepreneurship development in the
MED Region (or at enhancing the policy framework for women entrepreneurship
development) and at giving a stronger role to women in the social and economic
development of the region. This is expected to increase the number of women starting
businesses, thus contributing to reducing unemployment and poverty.
To do so, a survey will be launched in seven MED countries, namely, Algeria, Egypt, Jordan,
Lebanon, Morocco, Palestine, and Tunisia. This survey will help us collect empirical evidence
on the impact of existing policies on women setting up businesses to help improve existing
policies. Furthermore, this survey will provide us with a full understanding of the major
challenge and obstacles that women face in initiating and developing their business which, in
turn, should lead us to suggest recommendations for policy makers.
In brief, its specific objectives are twofold:

1) To identify major challenges and obstacles faced by women entrepreneurs to initiate

and develop their business, as well as good practices in this domain;
2) To formulate policy recommendations and actions to improve the support to women’s
entrepreneurship development in MED countries.

The questionnaire will adopt a two-pronged approach. It will include (i) structured fixed
response questions (or multiple choice questions MCQ) and (ii) open-ended questions to
give you the opportunity to tell us about your real daily experience.

We would be very grateful if you could spend some of your time to reply to the questionnaire
below. This should not take more than 1 hour and a half, and is entirely anonymous (all
responses will only be used in aggregated form by the consultant team).

We would expect you to be as direct and candid as you wish!
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Questionnaire

1- Personal characteristics

1.1 What is your name?

1.3 How

e

old are you?
Below 25
20-25

25-30

30-35

35-40

40-45

45-50
Above 50

1.4 What is your marital status?

a

b.
C.
d.

Single
Married
Divorced
Widow

1.5 How many children do you have? (Please mention the exact number)

1.6 How old are your children? (we will add a dropdown menu per child)

Child 1 Child 2 Child 3 Child 4 Child 5
a. 0-1
b. 2-6
C. 7-13
d. 14-18
e. +18

1.7 What is your level of education?

a.

®aoo

none
primary

secondary or high school
technical school
Vocational
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1.8 What is/was your parents’ activity?

Father Mother

Employed
Unemployed
Self- employed
Business owner
Civil servant
Retired

—~lo|alo|o|

2- Business characteristics

2.1 What is the nature of your business?
Agriculture

Manufacturing

Services

Trade/Commerce
Handicraft/Artisanal

Other (please specify):

~ooooTp

2.2 Who are your direct customers?
(You can choose more than one, but rank in descending order of importance: most

important 1)

Marks offered from 1to 7

Retail-individuals in your town/city and vicinity
Retail across the country

Retail abroad (export)

Cooperatives

Businesses/companies who sell throughout the
country

Businesses/companies for export

g. Other (please specify)

o0 T

-

2.3 What is the legal form of your business?

Private proprietorship

Partnership

Limited liability company

Cooperative

Other (please specify, e.g. informal, meaning no formal or legal existence)

i

2.4 Ownership structure: please specify who the owners are and their share
a. Your share of the business (should be at least 51%)
b. How many other shareholders? (exact number)
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2.5 Are you the major, if not only, manager of the business, in the sense that you decide
on who to employ, salaries, and you are the principal, if not only, signature on checks
and payments for the business? (should be yes). Thick in one of the boxes below.

a. Yes
b. No

2.6 Do you manage any other businesses? Thick in one of the boxes below

a. Yes

b. No
If yes, where do you spend most of your time? (Should be on the business itself that
is the subject of the interview)

2.7 When did you start your business operations (the date of first sale of your product or
service)?
a. Lessthan ayear ago
b. 1-2 years ago
c. 3-5years ago
d. More than 5 years ago (please specify)

2.8 How long did it take between the date you first started the effective preparations (e.g.
market study, finance, registration, etc.) for your business and the first day of effective
business operation?

a. 3 months or less

b. 3-6 months

c. 6 months-1 year

d. More than 1 year (please specify)

2.9 Where do you manage your business from?
a. Home

b. Rented premises

c. Owned premises

d. Other (please specify)

2.10 Are you a registered business or have you effectively started registration

procedures?
a. Yes
b. No

2.11 Specify major difficulties encountered in establishing the business (you can choose

more than one, but rank in descending order of difficulty: most difficult is 1)
Marks offered from 1 to 6

a. Getting enough capital/Finance
b. Family responsibilities
c. Family and/or community opposition
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d. Complex/lengthy official regulations
e. No previous managerial or business experience
f. Other (please specify)

2.12 How did you acquire the business?
a. Started the business myself
b. Inherited (father, husband, family business, etc.). Please specify
c. Purchased the business
d. Other (please specify)

2.13 How much total capital/amount of money (your own plus any borrowed money) did
your business need to start effective operations?

a. $5,000- or less

b. $5,000-$10,000

c. $10,000-$50,000

d. $50,000-$100,000

e. More than $100,000

If possible, please specify the exact or approximate amount

2.14 What are the sources of the capital/initial money for the business? (Allow for
multiple answers by descending order of importance, most important 1)

Marks offered from 1to 7

a. Own savings

b. Family, including husband

c. Friends

d. Borrowed money (banks or other credit institutions)
e. Other (please specify)

2.15 How many total employees/salaried persons do you have, in addition to yourself
(immediate family members working in the business are included among
employees)?

a. Onlyme

b. 1-3

c. 4-6

d. More than 6 (please specify)
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2.16 How many are full-time employees (versus seasonal or part-time employees)?
a. More than half

b. Less than half

Please specify number:

2.17 Do you pay yourself a monthly salary?
1 Regularly? (yes or no)

1 Less than $500

1 $500-$1,000

1 $1,000-$1,500

1 $1,500-$2000

1 More than $2,000 (if possible, please specify)

3- Business performance

3.1 Is your business profitable?

a. Yes, provides enough income (my salary plus
profits) for me and my family

b. Yes, but barely enough income for me and my family

c. No, not enough

3.2 1f (b) or (c) above, what do you plan to do?
a. Stay in the business and try improve it for better income
b. Leave the business
c. If leave the business, please specify what next?
9 Another business
1 Seek salaried job
9 Other (please specify)

3.3 Please give an indication about your annual sales or revenues
a. Less than $20,000
b. $20,000-$40,000
c. $40,000-$60,000
d. $60,000-$80,000
e. $80,000-$100,000
f.  More than $100,000 (if possible, please specify)

3.4 What is your most important cost element and, if possible, give rough percentages
a. Wages/salaries, including your own

b. Cost of materials for the products sold

c. Loan payment

d. Rent

e. Taxes

f. Other (please specify)

3.5 If you are in debt, follows: Do you have difficulties to reimbursing it?
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a. Yes

b. No

3.6 Major problems/constraints that you encounter in your business (you can choose more
than one, but rank in descending order of importance: most important 1)

Marks offered from 1to 7

etc.

f. Business-specific: managerial, personnel, costs,

Business-specific: obtaining finance, debt, etc.

= e

not having enough customers/sales

Market problems: marketing my product, including

Family: reconciling business with family obligations

Family: e.g. husband not cooperative

[N —

k. Regulatory: obtaining permits, taxes, etc.

I. Other (please specify and elaborate if necessary)

3.7 Major factors of success/good business (you can choose more than one, but rank in

descending order of importance: most important 1)

Marks offered from 1to 5
or 11

a. Family support

=3

Training from (please specify in each case):
1 NGOs-local/foreign
9 Business support organisation
1 Government training facility
1 Other

c. Training matter received
1 Managerial, including accounting
1 Marketing
I Other (please specify)

d. Government support
9 Financial, e.g. subsidized loans
I Other (please specify)

e. Other success factors (please specify and
elaborate if necessary)

3.8 How many hours per week do you spend on average working on your business?

a. Less than 30 hours
b. 30-50 hours
c. More than 50 hours

3.9 What are your business plans for next year (you can choose more than one, but rank in

descending order of importance: most important 1)?

Marks offered from 1 to 10

Expand my business

Contract/reduce my business

Obtain more finance/capital

alo|o(w

Hire more people
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Hire less people

Choose to be entrepreneur in another business

Choose to be entrepreneur in another business

Leave the business altogether

Seek a salaried job

|7 mle || e

Other (please specify)

4-

Business motivation and perception

4.1 Why did you start your business?

a.
b.
c.
d.

I was unemployed

I could not obtain a salaried job in the private or public sector

My previous job was not providing enough income

Other (PIEASE SPECITY) .. ..t

4.2 What did you do prior to starting this business?

a.

b.
c.
d

Housewife, at home, student or nothing

Salaried in the private sector

Salaried in the public sector

Unemployed (in the sense of having lost a job or have been unsuccessfully looking
for a job)

Was running another business that failed or was unsatisfactory (e.g. not generating
enough income)

Other (please specify)

4.3 What options would you effectively have now if you did not have this business, or if this
business failed?

Unemployed

Staying at home

Salaried job in business or the public sector
Start another business (please specify):

4.4 1f now you had the opportunity to be salaried in the private or public sector, would you
quit your business?

a. Yes

b. No

4.5 On a scale from 0 to 5 ((0=no encouragement, 5=lot of encouragement) when you
decided to become an entrepreneur were you encouraged by:

a.

b
C.
d.
e

family
friends
colleagues
NGO

no one
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4.6 On a scale from 0 to 5 (0O=not taken serious, 5=taken very serious) are you taken
seriously by your:

family

friends

business contacts and partners,

suppliers and customers,

administration officials'®’?

bank employees

~pooow

4.7 In your environment is entrepreneurship considered an exclusive men’s domain?
a. Yes
b. No

Can you explain how?

4.8 Do you believe that you made career or business choices which relate to how a
woman should behave in a working environment?

a. Yes
b. No

If so, how? (below guiding questions for the resident expert)
U | chose to become an entrepreneur in order to organise better my work/life balance
U | chose to remain within my region/area to stay close to my family
U 1 chose to work in my field because | can employ the skills that | know best
U | decided not to expand my customer base or the range of my services to spend
more
time with my family
Are there any examples of opportunities that you lost that you wish to share with
us?

o

4.9 Do you think that it would help you to meet other women entrepreneurs that have an
experience similar to yours?
a. Yes
b. No

If so, which type of support would you expect from them?

5- Social and other assistance

5.1 Did you receive any support or assistance (other than money) in the launch/development
of your B/C in the following fields? (Multiple answers)
a. legal, financial, accounting, taxation, administration issues
b. inyour area of business
c. in choosing the location of your business
d. in management skills
e. in managing human resources

107 A study of the World Bank reports that an average of 86 weeks are needed by women-owned firms

to resolve a conflict through the legal system in Egypt, as compared to 54 weeks for male-owned
firms. Shamshad Aktar, Bridging the Gap - Improving Capabilities and Expanding Opportunities for
Women in the Middle East and North Africa Region, October 2010, World Bank
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f. in marketing

5.2 Who provided you with support? (Multiple answers)
Family and friends

Business partners

Business Development Support programmes
Government departments or agencies
Development organizations

Po0TO

5.3 If you answered positively to any of the 2 previous questions can you tell us how it
happened, whether it was helpful and whether you would like to receive further help and from
whom? (in your answers please divide the professional help from the family/friends help).

5.4 If you answered negatively to all the previous questions can you explain why you did not
receive any support?

5.5 In the last 12 months did you participate to any training, coaching or mentoring
programme?
a. Yes

b. No

5.6 Do you belong to any professional or other type of association, in particular a women’s
association?
a. Yes

b. No

5.7 Do you know other women entrepreneurs and if so, do you think that you could usefully

team up with them either for exchanging information and help or even to work together?
a. Yes
b. No

6- Problems, challenges (discrimination), success stories and good practices

6.1 In the last 12 months, could you please tell us how your business has improved or not
improved in the following aspects? (Thick in each box below with a Yes or NO answer)

Yes | No

a. Improvement in Business Performance
a.l. Increase in sales by expanding the consumers’ platform;
a.2. Increase in sales by expanding the range of products /services
offered,;
a.3 Reduction in costs
a.4 Productivity increases;
b. Business Expansion
b.1. Hiring new employee (s)
b.2 Expanding the business location
b.3 Opening a new branch
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the black market

c. Moving to the formal market/registering your business/moving out of

d. Business has deteriorated

e. Business has been stable

6.2 Could you please tell us how the following factors have contributed to your business

success (or failure)? (Thick in each box below with a Yes or NO answer)

Improvement (or deterioration) in the business regulation/environment;

Yes

No

a. Improvement (or deterioration) in infrastructure and/or public
services;

al. Transport

a2. Communication and ICT

a3. Water and electricity provision

economic environment

b. Improvement (or deterioration) in the political situation/general

c. Improvement (or deterioration) in your business:

thanks to an education/mentoring programme,;

c1 Improvement (or deterioration) in your personal leadership skills

c2 New (or lack of) technology adoption;

c3 Access (or lack of) to a new source of capital

c4 Better (or worse) bargaining conditions with the suppliers

d. Improvement in your social relationships or networks:

d1 better (or worse) family relations

d2 better (or worse) business reputation

d3 larger and stronger (or weaker) social network

Could you please tell us your story? (In a few words as main issues would be discussed and

identified earlier).

7- Your recommendations for policy-makers

a. Municipality or local/regional level
Please list 2 top recommendations by order of importance

b. Country level
Please list 2 top recommendations by order of importance
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c. NGO (local and foreign) level
Please list 2 top recommendations by order of importance

Enhancement of the Business Environment in the Southern Mediterranean 103/104



APPENDIX 3: NATIONAL COUNTRY REPORTS

Appendix 3.1: Country report Algeria
Appendix 3.2: Country report Egypt
Appendix 3.3: Country report Israel
Appendix 3.4: Country report Jordan
Appendix 3.5: Country report Lebanon
Appendix 3.6: Country report Morocco
Appendix 3.7: Country report Palestine
Appendix 3.8: Country report Tunisia
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