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I. GENERAL	  OVERVIEW	  OF	  PROJECT	  

After ten years of displacement, many Iraqis remain in Jordan. Roughly 18 percent are between 
the ages of 15 and 24, and an estimated 40 percent are women. Most Iraqis have little to no 
source of sustainable income, and many struggle to support themselves and their families. Their 
extended displacement in Jordan has depleted their savings, pushing them into increasingly 
impoverished neighborhoods.  

The program “Enhancing Economic Resilience of Displaced Iraqis and Poor Jordanians” seeks 
to enhance the resilience of poor Jordanian and Iraqi women and youth in Zarqa, Jordan 
through safe1 economic opportunities. This is the first ever project working with urban refugees 
to explicitly address the tradeoffs women make to earn a living and to stay safe. At least 30% of 
participants will be men or young men in order to ensure male buy-in and minimize backlash 
against women’s sole access to community resources. 

NEF is working in partnership with Bani Hassan Islamic Charitable Organization, Welfare 
Society for Family Affairs, Khawla Bint Al-Azwar Charitable Association for Women’s 
Empowerment, and the Youth Society for Self Development in the Al-Dweik, Al-Ghweireyeh, 
Jana’ah, Ma’asoum and Um Bayyadah neighborhoods of Zarqa, Jordan. Project staff will equip 
700 project beneficiaries with the skills, resources, and networks to launch his/her own 
microenterprise, or strengthen their livelihoods.  

A. Problem	  Analysis	  

Jordan is not a signatory to the 1951 Convention or 1967 Protocol relating to the Status of 
Refugees. As such, Iraqis do not have the right to work or access to social services. In order to 
survive, most Iraqis make do with informal, part time, or irregular work in low-skill, low-paying 
jobs without any legal protection or recourse in the event of exploitation or abuse.  

The influx of refugees into Jordan has placed significant strain on government resources and 
services. The global economic crisis has further exacerbated the situation; Jordan faces an 
unemployment rate of 12.3 percent and growing inflation. Recent increases in the cost of food, 
rent and other essential goods, in some cases up by 54 percent, make conditions harder for 
everyone. 

Zarqa is classified as a ‘poverty pocket.’ Since 1997, poverty in Zarqa has increased, as opposed 
to all other governorates of Jordan. Poverty rates in the target neighborhoods range from 29 to 
52.2 percent. The severity of poverty in Zarqa is twice as high compared to the national average.  

Young people growing up in this environment miss the opportunity to acquire requisite life and 
job skills—critical for their protection, development and the rebuilding of their communities. 
Women tend to be the primary breadwinners in Iraqi families, and are stretched to earn income 
and care for families. 

B. Purpose	  of	  Intervention	  

1. Project Description  

Building the economic resilience of poor Jordanians and displaced Iraqis who do not have the 
right to work is a question of strengthening income-generating opportunities and livelihood 
options. Given the legal and economic constraints facing poor and displaced populations, 
                                                
1 Physical, social, political, economic safety 
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business skills and development can enable at-risk households to build assets, protect against 
shocks, and steady food and household purchases. To ensure women and youth earn income 
safely, NEF is assessing the risk of harm and violence to women at home, work and in public 
during various market interactions, and working with women and youth to incorporate strategies 
to reduce that risk.  

2. Target Beneficiaries 

Iraqi women and youth are two high-risk sub-populations.  

Youth (15-24 years). Although Iraqi youth are highly educated, 95 percent of young women and 75 
percent of young men do not have any work experience. Young men, in particular, have grown 
frustrated with the generalized lack of job prospects with little hope for the future. Without 
work, their trajectory into adulthood is suspended, as they are unable to earn income or start 
families.  

Women. Iraqi women tend to be the primary breadwinners in the family. They are expected to 
work and collect assistance in addition to their traditional childcare responsibilities. Tensions 
over control of income often devolve into incidences of domestic violence. In the marketplace, 
women have even less negotiating power. Suppliers often exploit their inexperience, pay them 
less relative to their Jordanian counterparts, and may withhold pay. 

NEF is targeting 700 Iraqi and Jordanian participants for inclusion in the project, based on 
vulnerability criteria. 

These are: 

Figure  1.  Breakdown  of  Project  Beneficiaries  

Breakdown of Beneficiaries 
 Percent Total 
By Identity 

Jordanian citizens 50% 350 
Iraqi refugees 50% 350 

By Age 
Youth (15-24 years) 40% 280 
Adult  60% 420 

By Gender 
Men 30% 210 
Women 70% 490 

 
3. Main Objectives 

Overall Goal: Enhancing the resilience of poor Jordanian and Iraqi women and youth in Zarqa, 
Jordan through safe, economic opportunities. Towards these ends, the project will: 

• Improve the capacity of 4 community-based organizations to support microenterprise 
development programs; 

• Establish 425 microenterprises; 

• Expand beneficiaries’ access to support services and social networks in Jordan. 
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II. OBJECTIVES	  OF	  ASSESSMENT	  

A. Overall	  Objective	  	  
This purpose of this participatory rapid market assessment was to identify potential sustainable 
economic activities for poor women and youth in the target neighborhoods of Zarqa, and their 
associated risks to gender-based violence. 

B. Specific	  Objectives	  
Between September and October 2013, NEF field agents sought to: 

• Identify supply and demand for goods and services in Zarqa’s informal sector 

• Assess entrepreneurial and business capacity of target population. 

• Analyze market capacity, trends, and barriers to market entry for the poor; 

• Develop culturally appropriate interventions that would enable the project beneficiaries 
to capitalize on their respective comparative advantages. 

• Evaluate risk of harm and violence towards women and men in context of project 
activities, and identify strategies to mitigate risks. 
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III. METHODOLOGY	  

A Participatory Rapid Market Assessment is an iterative, inclusive process that seeks to 
understand the local, social, economic, and cultural realities, incorporating a range of stakeholder 
perspectives and involving them directly in project planning, action, and follow-up2. The model 
incorporates the target beneficiaries’ understanding of their environment.  

The rapid market assessments also incorporates secondary market research, market observations, 
and qualitative interviews. 

A. Technical	  Approach	  
1. Data Collection  

This assessment was conducted in Zarqa, Jordan in two phases: (1) participatory analysis in 
September 2013 and (2) market analysis in January 2014. Interviews were conducted with Iraqis, 
regardless of registration status, and Jordanians, This report is based on interviews with 57 Iraqis, 
including 31 women, 13 young men, and 13 young women; 49 poor Jordanians including 34 
women and 15 young women; and 12 government officials, service providers, private sector 
firms and non-profit organizations that work with displaced persons or on microenterprise 
development. 

The assessment used purposive sampling, using qualitative interviews, the assessment conducted: 

10 focus groups disaggregated by gender and age (ages 15 to 29 and 29 and older)  

18 individual interviews to gather in-depth information on women’s business experiences. 
Interviews were conducted with Iraqis and Jordanians.  

Key informant interviews with donors, representatives of NGOs, service providers, UN 
officials and government agencies.  

Market Observation. Market observations and production site visits (2 garment factories, 4 
home-based businesses) with CBO partners to observe market interactions. 

Mini-Workshops. 36 self-employed and unemployed Jordanian and Iraqi women 
conducted participatory exercises.  

Figure  II:  Breakdown  of  Sample  Size  

Breakdown of Sample Size 
 Percent Total 
By Identity 

Jordanian citizens 46% 49 
Iraqi refugees 54% 57 

By Age 
Youth  39% 41 
Adult  61% 65 

By Gender 
Men 12% 13 
Women 88% 93 

                                                
2 Adapted from World Bank. 
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Participatory exercises conducted with target beneficiaries in mini-workshops included: 

Systemic Competitiveness Matrix. Identifies comparative advantage and possible points of 
intervention, and highlights the roles and responsibilities of supporting sub-systems and the 
government at multiple levels (i.e. meta-, macro-, meso-, micro-) [See Annex V]; 

Livelihood Mapping. Charts target group’s existing livelihood portfolio [See Annex I];  

Diamond of Porter. Analyzes firm clusters, specifically the way in which one firm’s success is tied to 
anothers’ in the cluster when assessing demand, support industries, the role of government, and 
a firm’s strategy, structure, and rivalry status into account [See Annex IV]; 

Scenario writing. Used to evaluate and predict the outcome of various courses of action, and 
identify success factors [See Annex II]; 

Porter’s Five Forces Analysis. Captures the 5 factors that determine market appeal: threat of new 
entrants, threat of substitutes, demand-side bargaining power, supply-side bargaining power, and 
the intensity of competitive rivalry [See Annex III]. 

2. Limitations  

Limited and poor quality secondary data made it difficult to triangulate data. 
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IV. OVERVIEW	  OF	  THE	  SECTOR	  

The informal sector in Zarqa is vibrant with hundreds of small and medium-sized enterprises. 
Thirty percent of Iraqi women and 44% of women in Zarqa overall are self-employed. Most are 
active in fields where they can apply the vocational or technical skills passed down to them by 
the women in their family. The work is typically infrequent, low paying, and subject to sudden 
changes in demand.  

A. Jordanian	  and	  Iraqi	  Women	  
Jordanian women are primarily involved in the resale trade. They sell recycled clothing, home 
appliances, phones, pre-paid cell phone cards, cosmetics, and linens. Many make frequent 
overnight trips to the duty-free zone in Aqaba to stock up on products that they later sell at a 
higher price. Social norms dictate that at least one male family member accompany women on 
these trips. 

Food production – dairy, vinegar, mushrooms, pickles, cheese, candies, and pastries is the 
second most common economic activity. Most producers sell to their neighbors and friends, and 
tailor their offerings to reflect seasonal availability. While business is consistent, the small size of 
the market limits women’s overall income earning and business potential. Soap production, 
child-care services, and handicrafts are also popular among Jordanians. 

Iraqi women are most active in the cosmetology, sewing, and the resale trades. Many also 
produce Iraqi-food for sale in the community, but sales rarely extend to encompass consumers 
beyond the refugee community. 

B. Iraqi	  Male	  Youth	  
Many Iraqi youth are either employed as casual laborers at the factories, or are engaged in their 
own home-based businesses. Those engaged in home-based activities make perfume, fix cell 
phones, and collect and crush aluminum products and other scrap metal for re-sale. Some buy 
cosmetics, which their mothers then sell. A smaller number have been hired by storefront 
Jordanian businesses to repair cell phones, but with more and more consumers migrating to 
smart phones, this skill is in less demand.  
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V. ANALYSIS	  

A. Employed	  Iraqi	  and	  Jordanian	  Women	  	  
Interviewers noted that both Iraqi and Jordanian women lacked long-term business strategies, 
and were not confident in their abilities as entrepreneurs. Nonetheless, many were eager to make 
connections with other women entrepreneurs who faced similar problems. Both groups stated 
that suppliers often preferred to sell in bulk at low cost, while they were forced to buy low 
quantities at high cost due to limited financing and poor cash flow. Interviewees were unable to 
raise their prices to reflect the rising costs of raw material inputs, because consumers were 
unwilling to pay higher prices. In addition, many women entrepreneurs use outdated and 
inefficient processing equipment. Despite these constraints, consumers prefer to buy home-
made local products over store bought food items.  

1. Iraqi Women  

Attitudes toward the refugee community vary. Some of Jordanian women entrepreneurs 
interviewed stated that the public frequented Iraqi businesses out of pity. Others resent Iraqis for 
selling products smuggled in across the border through Iraq at below-market prices. 

The refugee community’s precarious legal status places Iraqi entrepreneurs at a distinct 
disadvantage. Jordanian suppliers generally distrust Iraqi entrepreneurs, and deny them access to 
credit. In some cases, landlords even go so far as to regulate the use of space within Iraqi homes. 
Most Iraqi women have little to no understanding of trade and commercial regulations. Due to 
their legal designation, Iraqis cannot take suppliers to court, or register their business, leaving 
them vulnerable to exploitative practices.  

2. Jordanian Women 

Jordanian women entrepreneurs utilize their local network of contacts to stay informed of 
market conditions, and build relationships with customers. Over the years, they have earned a 
reputation for timeliness, skillful negotiation, and a strong business ethic. Husbands tend to be 
actively involved in decision-making processes. Several of the Jordanian women entrepreneurs 
interviewed said that they started a business behind their husband’s back, but that most 
eventually grew supportive of their wives’ activities once profits began to trickle in. 

B. Unemployed	  Iraqi	  and	  Jordanian	  Women	  
Unemployed women remain hopeful about their job market prospects in the informal sector. 
Interviewees cited childcare, sewing, tutoring, and production of artificial flowers, eggs, sweets, 
handicrafts, and oil as promising careers they would be interested in pursuing, although none of 
these are marketable. 

Lack of financing poses the single largest barrier to market entry. Most women do not have 
access to the level of funding needed to cover up-front fixed costs (i.e. equipment, licensure). 
Many Zarqa-based CBOs provide start-up loans to qualified candidates, but high interest rates 
and cumbersome regulations act as a strong deterrents. Jordanian law also requires that all 
borrowers have a co-signer to guarantee payment. This can make starting a business especially 
difficult for Iraqi women who do not have access to the same support network as their Jordanian 
counterparts. Those who do manage to launch a start-up do so with remittances sent from their 
extended families back in Iraq. 
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C. Supporting	  Institutions	  
1. Financial Services 

Zarqa is home to an array of public and private micro-finance institutions. Public sector 
institutions typically loan to women collateral-free, but do so at 16-18% interest, pricing most 
women out of the market. CBOs are left to fill the credit gap by providing financing at more 
reasonable interest rates. However, even this rate is higher than most small businesses can 
sustain, so many potential micro-enterprises go unfunded [See Annex V for a detailed list of 
microfinance institutions in Zarqa]. 

2. Quality of Knowledge and Technologies 

Institutional actors tend to formulate their programming according to staff capacity as opposed 
to local needs as defined by the entrepreneurs themselves. Iraqi and Jordanian unemployed both 
lamented that the trainings on offer were more theoretical than practical, and so were of limited 
use.  

Access to knowledge and information is neither systemized nor institutionalized. A lack of 
coordination between supporting institutions results in the duplication of efforts in targeted 
regions. 

3. Quality of Factors: Regulation and Infrastructure 

In accordance with a recent law, home-based workers must register their businesses with the 
government in Amman via a time-intensive process. The Jordanian government provides 
business and professional support to those who register in the form of trainings, exhibitions, and 
financing, but these services are tailored to SME rather than a micro-entrepreneur just starting 
out. 

4. Gender-based violence: risks and mitigation strategies 

Protection risks confronting women engaged in economic activities vary by nationality and by 
age. Iraqi women are at higher risk for exploitation and harassment. They are verbally abused 
when unaccompanied in public, are over-charged by wholesalers, under-paid for factory work, 
and face high levels of domestic violence. Women tend to be the primary breadwinners in Iraqi 
families, and are stretched to earn income and care for families. Tensions in the household exist 
around women’s movement and control over finances. Younger Iraqi wives have less freedom of 
movement than older women.. Jordanian women expressed fewer protection concerns related to 
their livelihood activities, and freedom of movement.  

When asked about protection concerns, participants stated that traveling unaccompanied would 
expose women entrepreneurs to gossip – “Why is she going out alone? What kind of woman is 
she?” – and subsequent harassment. Older women and their husbands appeared less concerned 
with the public’s reaction and the feeling of ‘shame’. 

Many Jordanian women do not believe that gender-based violence is a problem in the country, 
and feel that their beliefs, traditions, community structures, and value system mitigate their risks 
of such. Domestic violence, however, was acknowledged as existing within the society. Both 
Jordanian women and Iraqi women believed that Iraqi women were at far greater risk because of 
their foreign and legal status, and lack of traditional community protection mechanisms. 

Those women who venture out alone employ protection strategies such as traveling in pairs, 
buying from wholesalers accompanied by their husbands or sons, and restricting their 
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movements to certain areas or certain times of day. Other strategies need to be explored and 
strengthened. These include engaging and securing the buy-in of men in the household, assessing 
safe transportation options, and encouraging women to program their mobile phones to speed 
dial emergency contacts in the case of an emergency.  
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VI. FINDINGS	  

A. Opportunities	  

1. Outsourcing 

Outsourcing, particularly of sewing for the garment industry and home-based production, 
especially in the food and dairy sectors, are economically viable enterprises for women working 
from their homes. Currently, at least two garment industries outsource work to women working 
from their homes. Alsamah Collant, a manufacturer of baby clothes, has three factories in Zarqa, 
and employs an additional 60 women from their homes. The women receive training, materials 
and a sewing machine that they pay for over time (50% upfront, 50% from wages earned). Based 
on their productivity, the women earn an average of 200 – 250 JD per month. The factory finds 
this model lucrative, as it saves them on electricity, space and social insurance costs. Both 
businesses plan to expand home-based production to an additional 200 women. Other garment 
factories that outsource include: Ghassan al-Hiddeh Garment Factories, Ilham al-Nimr Garment 
Factories, and Hirfet al-Ibrah Factory. 

A tissue paper company also periodically outsources the packaging of tissues to women clients in 
a production partnership facilitated by a local CBO. The women earn 0.70 JD for each package 
of 36 tissue boxes packed, and they can complete 15 to 20 packages per day. The work, however, 
is only occasional and, hence, has not led to a consistent, reliable form of income. 

For Iraqi women served by the program, with the requisite vocational training program 
requirement, outsourcing from the garment and other industries, provides perhaps the most 
viable economic opportunity. The garment industries currently engaged in outsourcing provide 
training to the selected women, thereby fulfilling the vocational training component, as well as 
materials and ‘pay as you go’ sewing machines. They also currently deliver materials and pick up 
finished products, thereby reducing women’s exposure to risks. One factory owner noted, 
however, that this may change in the future as the number of home-based women employees 
expands and that they may use a CBO as intermediary for pickup and delivery.  

While the outsourcing opportunities are, at present, quite limited, the large number of factories 
in the governorate and the diverse sectors that they are engaged in deem this a viable opportunity 
that requires further exploration and direct negotiation with factory owners. The Directorate of 
Labor is enthusiastic about partnering with the Near East Foundation on expanding the number 
of factories engaged in outsourcing as a means of supporting women working from their homes. 
Consumer trends in the garment industry should be monitored, as recent increases in low quality, 
low-priced Chinese products and deteriorating economic conditions, may affect consumer trends 
in the long run.  

2. Home-based Entrepreneurship (Homemade Food Products and Petty trade) 

Home-based entrepreneurship is also a viable livelihood option for both Iraqi and Jordanian 
women. The most successful sectors are in food and dairy production – namely cheese and 
yogurt making, mushroom cultivation, vinegar and pickle production, processing olive oil, 
making chili sauce and Za'atar (a mixture of thyme and spices used as a condiment), and baking 
pastries and sweets. Those making cheese and growing mushrooms, in particular, say they have 
no problem selling everything they produce, and could sell more.  

IRADA assists those producing food products to become certified and licensed. They have 
products tested for quality control by the Royal Scientific Society for Safety. Once certified, 
supermarkets and shopping centers can display and market the products. IRADA can also help 



Market Assessment 

Near East Foundation  14 | P a g e  

women register their home-based businesses, applicable only for Jordanians, but necessary for 
businesses if they start to grow and hire employees. One Jordanian woman, for example, making 
vinegar from her home, had her product 
certified and her business registered. She 
now produces 6,000 bottles of vinegar a 
month, which are marketed in supermarkets 
all over the country, and has eight 
employees.  

The trade and re-sale of clothes and blankets 
purchased from wholesalers and from the 
Aqaba Special Economic Zone (ASEZ), is 
also a viable home-based enterprise. Some 
wholesalers allow women to purchase on 
credit, once women established a level of 
trust. Women markup and resell the 
products outside of the commercial districts.  

Other income generation activities that have 
proven to be somewhat lucrative for women 
working out of their homes include mixing 
and selling perfume, the re-sale of cosmetics 
and cleaning products, and running child 
care nurseries. 

The disruption of Syrian imports, many of which were deemed superior to those produced 
locally, may provide opportunities for the expansion of local production, including home-based 
production. One Syrian factory that makes high quality cotton products such as t-shirts, 
underwear and socks, has already moved into the governorate and is employing a number of 
Jordanian women. It is as yet unclear how the market niches previously filled by Syrian products 
will be filled and if new opportunities might be created – such as for the home-based production 
of highly desired Syrian sweets. This is an area that requires active outreach. 

B. Constraints	  
Women engaged in home-based enterprises are confronted with three major challenges: 1) access 
to financial investment for business start-up and growth, 2) market access, and 3) socio-cultural 
norms, which restrict their mobility and, hence, limit their market access and client base. Iraqi 
women face the additional challenge of the legal restriction to work, which forces them to work 
‘under the radar’. 

1. Access to Financial Capital 

They claim to only be limited in expanding their businesses by the resources required for the 
purchasing of additional equipment and raw products. In order to make their home-based 
businesses more lucrative, the women expressed a need for training in financial literacy, namely 
bookkeeping, money management, and understanding gross versus net income and expenses, as 
well as in branding and marketing. Front-end capital investment is required for the purchase of 
necessary equipment and materials as is back end support in expanding market access. 

2. Market Access 

The success of home-based entrepreneurship is limited by product quality and women’s 
restricted market access. The establishment of weekly women’s bazaars, such as a permanent 

Sectors Sub-Sectors 

Dairy 
• Labneh 
• Yoghurt 
• Shaneneh 

• Cheese 
• Jameed 

Pickles 
• Olive 
• Vinegar 
• Pepper 

• Vegetables 
• Cucumber 
• Mushrooms 

Trade 
• Accessories 
• Clothes 

• Prepaid cell phone 
cards 

• Cosmetics 

Service 

• Kindergarten 
• Packaging of 

vegetables/ 
herbs 

• Beauty Salon 
• In-home Child 

Care 
• Shirt-printing 
• Typing 

Other 

• Sewing 
• Handicrafts  
• Animal 

husbandry 

• Kitchen production 
(Meals and 
sweets) 

• Embroideries 
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space at the Friday market, the ‘Jara’, was suggested to be means of expanding both their market 
access and their social and business networks. Both the Community Development Committee 
and the Directorate of Labor have considerable experience organizing these exhibitions and 
would be ready partners to collaborate. 

A number of CBOs have organized bazaars or exhibitions for groups of women to display and 
sale their home-based products. These have had mixed results. The food products tend to sell 
well while handicrafts do not. The women, who have participated, however, state that the most 
successful outcome from the bazaars has been the opportunity to network with other women 
and, by doing so, expand their client base. The creation of permanent markets for home-based 
businesses to market and sell their products and promote networking should be pursued. 

Women also need assistance in understanding the market and thinking creatively about 
opportunities to pursue. A number of women continue, for example, to do embroidery, basket 
weaving and soap making – all of which women report are not highly marketable and/or the 
markets are already saturated.  

3. Socio-cultural Norms 

Both travel to and from negotiations with wholesalers in Zarqa, Amman and Aqaba expose the 
women to some risks – which they minimize by traveling in groups or with their husbands or 
sons. Many complained that their husbands discouraged entrepreneurship, and would not allow 
them to leave the house without supervision.  
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VII. RECOMMENDATIONS	  

A. Unemployed	  Women	  
Unemployed Iraqi and Jordanian women should enter markets where growth in demand is 
strong. Skill building focused on entrepreneurship and financial literacy – as opposed to 
occupational-specific skills – would be helpful. Product quality and an emphasis on low cost, 
high potential new products need to be emphasized. Additionally, as many products are seasonal, 
diversifying income sources based on demand and availability of raw products will be critical. 
Teaching women to buy in bulk (often unfeasible, at present, due to limited resources) and 
preserve products for their off-season can also enhance profits. 

B. Community-‐Based	  Organizations	  
CBOs should take steps to coordinate their outreach efforts, and expand access to low-interest 
credit schemes. Training regimens should be developed in cooperation with beneficiaries to 
ensure support services are tailored to need.  

To simplify a complex process, CBOs should operate as one-stop resource centers for aspiring 
entrepreneurs (i.e business incubators), and take steps to strengthen networks of home-based 
microenterprises to improve women’s bargaining power vis-à-vis suppliers.  

Local groups could also capitalize on their position within the community to collect data on self-
employment on the government’s behalf, as well as support women entrepreneurs through 
awareness campaigns that normalize their participation in the labor market. 

C. Central	  and	  Local	  Government	  
Central and local governments would benefit from access to in-depth data on self-employment 
and its role in the national economy. CBOs have a potentially large role to play in data collection. 
Government officials should strive to synchronize their policies across the bureaucracy. A more 
coherent policy would: (1) reduce the complexity and amount of paperwork needed to register a 
home-based or self-employed business, (2) establish permanent bazaars on municipal land where 
entrepreneurs can sell their wares and improve visibility, and (3) expand and tailor support 
services to meet demand. 
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VIII. REMAINING	  RESEARCH	  NEEDS	  

A. Additional	  Outsourcing	  Opportunities	  
Further research is needed to assess the potential for additional outsourcing opportunities at 
factories both in the city of Zarqa and the governorate. Garment industries, paper and packaging 
companies, electrical components, appliances, IT, and medical equipment are all relevant sectors 
to be explored. Expanding these opportunities, however, should be prefaced with structured 
interviews with women currently employed in these ventures to assess their satisfaction and risks 
as well as challenges and opportunities.  

B. Market	  Gaps	  as	  a	  Result	  of	  the	  Disruption	  of	  Syrian	  Imports	  
Further research is needed to isolate which Syrian exports are no longer available in Iraq due to 
the crisis (i.e. Syrian sweets), and whether Iraqi or Jordanian entrepreneurs may be able to 
capitalize on the gaps in supply. 

C. Emerging	  Market	  Opportunities	  
Markets continue to change and evolve, and entrepreneurs often capitalize on these changes by 
recognizing and seizing opportunities as they arise. Research on consumer preferences and 
buying habits can facilitate our collective understanding of markets in transition.  

D. Use	  of	  Technology	  in	  Marketing	  Home-‐based	  Products	  
Smart phones are widely used by both the Iraqi and Jordanian populations, including women. 
Understanding how these could be used to lucratively pitch products to a wider market – 
through social media, for example – needs to be further explored. 

E. Savings	  
Once women begin earning money, it will be important for them to explore formal and informal 
savings mechanisms available through MFIs (micro-finance institutes), RoSCAs (rotating saving 
and credit associations), and VSLAs (village savings and loan associations). A personal savings 
account will help entrepreneurs to cope with future shocks and stresses, facilitate their financial 
literacy, and potentially enhance their protection.  

F. Group	  v.	  Individual	  Ventures	  
Iraqi women who partner with Jordanian entrepreneurs may be able to register their businesses. 
Other collective ventures may also enhance the protection of those engaged, and strengthen 
social capital and business linkages.  
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IX. ANNEX	  I:	  MAPPING	  EXERCISE	  

Mapping Exercise: Informal Economy in Zarqa 
Topic: Informal sectors in Zarqa (40 min) 
• Main spheres, professions in local economy; 
• Distribution of self- employed people across sectors; 
• Differences in informal sector by neighborhood; 
• Why are these sectors in the informal economy? 
Topic: Self- employed woman refugees (1 hour) 
• Sectors in which self-employed Jordanian women/Iraqi refugee women are active; 
• Distribution of self-employed Jordanian women/Iraqi refugee women across informal sector; 
• Level of competition within informal sector: 

o What is the impact of competition on prices and quality of products and services? 
o Are there cases of cooperation between competitors?  
o How well does the typical Iraqi woman refugee compete in the market compared to other 

producers (strengths/weaknesses)? 
• Access to market:  

o How is the distribution chain organized in each sector?  
o Do producers have direct access to their customer base?  
o Who dictates the price? 
o What goods are primarily sold to Iraqi refugees? 
o How does the typical Iraqi woman refugee’s market access compare to other producers 

(strengths/weaknesses)? 
• Suppliers: 

o What resources/support services are available to self-employed Iraqi women refugees 
and other self-employed producers?  

o How does the typical Iraqi woman refugee’s bargaining power vis-à-vis their suppliers 
compare to Jordanian women entrepreneurs’/ other self-employed producers’ (strengths/ 
weaknesses)? 

Coffee Break (20 min) 

Topic: Self- employed young refugees (40 min) 

• Sectors in which self-employed young Iraqi refugees are active; 
• Distribution of self-employed young Iraqi refugees across informal sector; 
• Level of competition within informal sector: 

o What is the impact of competition on prices and quality of products and services? 
o Are there cases of cooperation between competitors?  
o How well does the typical youth Iraqi refugee compete in the market compared to other 

producers (strengths/weaknesses)? 
• Access to market:  

o How is the distribution chain organized in each sector?  
o Do young Iraqi refugees have direct access to their customer base?  
o Who dictates the price in the chain? 
o How does the typical young Iraqi refugee’s market access compare to other producers’ 

(strengths/weaknesses)? 
• Suppliers: 

o What resources/support services are available to self-employed young Iraqi refugees 
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and other self-employed producers?  
o How does the typical young Iraqi refugee’s bargaining power vis-à-vis their suppliers 

compare to Jordanian women entrepreneurs’/ other self-employed producers’ (strengths/ 
weaknesses)? 

Topic: Planning the field work (30 min)  

• Identify possible sub- sectors for interviews. 
• Identify possible candidates for interviews. 
• Identify participants for 3 mini- workshops.  
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X. ANNEX	  II:	  SCENARIO	  WRITING	  

Scenario writing is an effort to elaborate on possible and plausible alternative futures for two 
target groups: refugee self-employed youth and unemployed women. The purpose of the 
workshops is to: 

• Identify possible scenarios for the future.  
• Shape the future through actions taken today and tomorrow.  
• Understand the motivation of target groups, and design an effective framework of 

implementation for future interventions. 

Participants engage in the following activities: 

1. Identify the rules of the game:  

Questions: Which factors are given? Which factors guide the people’s behavior now and in the future? These factors 
may include laws, policies, and global trends (i.e. globalization, the IT revolution, technological innovation, etc.). 
Which factors negatively impact self-employed young refugees/job-seeking women? Which factors positively impact 
self-employed young refugees/job-seeking women? 

2. Identify the key uncertainties: 

Questions: Which factors are uncertain, and how do you predict they will evolve into the future? Which factors will 
allow you to expand your business or find employment? 

3. Participants rank key uncertainties on the basis of “possible impact” and “likelihood of 
occurrence”. The two top-ranked uncertainties are laid out on a matrix with opposing factors 
on either side of the vector.  
	  

  

Sample  Matrix  with  2  top-‐ranked  uncertainties:  1)  financial  support  and  2)  vocational  support  

  

  

Strong support for 
vocational training 

Weak support for 
vocational education 

Strong financial 
support 

Weak financial 
support 
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4. Participants divide up into working groups to elaborate on a given scenario – for instance, a 
fictitious speech given at an event 3 years down the road. Each group then brainstorms a series 
of events or activities that brought them to that moment.  

The exercise helps stakeholders to: 

• understand that there is more than one possible and plausible future; 
• think outside the box; 
• go through a process of understanding strategic variables and strategic alignment; 
• formulate a joint vision that influences today’s decisions; 
• elaborate on a framework that assists in the prioritization of catalytic interventions 
• identify the motivation of participants, as well as their fields of interventions. 

  



Market Assessment 

Near East Foundation  22 | P a g e  

XI. ANNEX	  III:	  PORTER’S	  5	  FORCES	  ANALYSIS	  

The Five Forces Analysis is an analytical concept developed by Michael Porter used to analyze a 
company’s competitive position within the context of the broader market, and to identify shifts 
in preferences or technologies that may pose a threat to the business’s continued success? 

The Five Forces are:  

1. Rivalry among existing firms.  

Who are your competitors? What are your competitive advantages and disadvantages?  

2. Bargaining power of suppliers.  

Who are your suppliers? How many of them are there? How easy is it to locate suppliers? How would you rate 
your bargaining power vis-à-vis your suppliers?  

3. Bargaining power of buyers.  

Who are your customers? How many are there? How easily do you find customers? How would you rate your 
bargaining power vis-à-vis your customers? What is meant by "bargaining power"? 

4. Threat of new entrants.  

Are new competitors likely to enter the market? Who might they be? What comparative advantage might they 
have?  

5. Threat of substitute products or services.  

Is there a substitute product borne from technical innovation or consumer preferences that may pose a threat to your 
business? 
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XII. ANNEX	  III:	  PORTER’S	  DIAMOND	  

Competitive advantage is created, not inherited. The competitiveness of firms (self- employed people, in this case) is based on four factors (the “Diamond”): business strategy 
and rivalry, supporting industries, factor conditions, and demand conditions. These 4 criteria enable the analyst to identify possible areas for intervention in the private sector. 

 

Business Strategy and Rivalry 
 
Competitive advantages and disadvantages 
of lead firms in the given sub- sectors 
compared with other firms in the same sub- 
sector: 
 
(i.e. organization, technologies, business 
skills, know-how, market access, branding, 
networking, professional skills) 

Factor Conditions 
 

What are the strong and weak points for 
each sub- sector? 
 
(i.e. training, finance, technology, 
infrastructure, public utilities, location, 
land) 

Demand Conditions 
 
Where and to whom are you selling your 
products? 

Why do customers prefer your product/ 
service in particular? 

Were there any changes in customer 
preference and/or the quantity/price of your 
product/service over the last year? Supporting Industries 

What kind of products/ services do you buy 
as a business in each sub-sector? 

Do you encounter any difficulties when 
buying this product/service?  
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XIII. ANNEX	  IV:	  SYSTEMATIC	  COMPETITIVENESS	  MATRIX	  
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XIV. ANNEX	  V:	  LOCAL	  MICROCREDIT	  INSTITUTIONS	  

Institution 
Loan 

Services 
Eligible 

Group(s) Range 
Grace 
Period Requirement(s) Interest Rate 

Repayment 
Period Contact Information 

Middle East Micro-
Credit Company 

Individual 
Jordanian 

women only 
300-1500 JD -- 

Governmental 
guarantor 

Fixed monthly: 
1.4-1.5% 

Fixed yearly: 14% 
36 months 

053990082 
memcc@chf.org.jo 

Jordan Micro-
Credit Company 

(Tamweelkm) 

Individual 
 

Group 

Jordanian 
women only 

300-1500 JD 
 

200-800 JD 
(each) 

1-2 months 

Governmental 
guarantor 

 
Women guarantee 

each other 

? yearly: 15-28% 
based on client & 

credit history 
6-20 months 0539900350 

FINCA 
Individual 

 
Group 

Jordanian 
women only 

300-2000 JD 
 

300-1500 JD 
(each) 

-- 

Governmental 
guarantor 

 
Women guarantee 

each other 

? monthly: 2% 
Fixed monthly: 

1.8% 
18 months 

0799028825 
POC: Osama Al-Azeh 

Micro Fund for 
Women 

Individual 
 

Group 

Jordanian 
women only 

300-1200 JD 
 

300 JD (each) 
45 days 

Personal ID & family 
book 

Fixed Monthly: 
1.3-1.5% 

Fixed Monthly: 
1.3% 

12-18 months 
 

12-15 months 
053966885 

National 
Microfinance Bank 

Individual 
Jordanian 

women only 
200-2000 JD -- Guarantor 

Variable Yearly: 
~23% 

12-20 months 053979244 

Ahli Microfinance 
Company 

Individual 
 

Group 
x 

500-1200 JD 
 

500 JD (each) 
-- 

Guarantor, salary 
disclosures, 

documentation 
required 

Monthly Rate: 
1.82-2.2% 

12-15 months 053980083 

Development & 
Employment Fund 

Individual 
Jordanian 

women only 
200-2000 JD 6 months 

Governmental 
guarantor 

MurabahaIslami: 
5% 

60 months -- 
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XV. ANNEX	  VI:	  TENTATIVE	  BUSINESS	  TRAINING	  SCHEDULE	  

Figure III: Support to Women Entrepreneurs 

Calendar 
M T W R F S S 

Training Training Training Individual 
consulting 

Individual 
consulting 

Homework Homework 

Homework Homework Homework Homework Homework Homework Homework 

Individual 
consulting 

Individual 
consulting 

Individual 
consulting 

Individual 
consulting 

Individual 
consulting 

Presentation 
Preparation 

Presentation 
Preparation 

Presentation 
of business 
plans 

      

 
Figure IV: Training Module for Women 

Duration Topic Description 
Day 1 

10 min Opening Trainer introduction; overview of general program/ training objective 

30 min Meet and greet 
Participants share their model thus far and plans for future 
development 

20 min 
Review of 

expectations 

Utilize “expectations matrix”. Participants review program and training 
expectations of training and overall program and understand which of 
those expectations will be fullfilled. 

60 min 
Evaluation of 

business ideas 

Presentation of selection criteria for business model evaluation. The 
tool «micro selection» will be used to review business plan 
components.  

20 min Coffee break 

15 min 
Introduction to 

marketing 
Why is marketing important? What is marketing? What part of 
marketing can/should be used by entrepreneurs, and for what purpose? 

45 min Segmentation 
What is segmentation? How do you choose a segment for each 
business? 

Day 2 

60 min 
Competition 

profile 
What is competition? How to identify own strengths and weaknesses in 
relation to main competitors. 

45 min 
Forecast of 

market volume 
/share 

How to forecast/calculate market volume based on demand. How to 
forecast/calculate your share of the market volume. 

20 min Coffee break 

60 min Marketing plan What should be included in a business marketing plan? 

Day 3 

90 min Pricing How to price their products/services through exercises. 

20 min Coffee break 

60 min Production plan What should be included in a business production plan? 
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Day 4 

90 min Management Review of organizational forms; management plan components 

20 min 
Introduction to 

finances 
Why is it important to do financial planning, and what should be 
included? 

20 min Coffee break 

90 min Main parts of the 
Financial plan 

Introduction to Financial Plan components; part of the business plan 
(e.g. project cost, profit/loss statement, cash flow). 

15 min 
Closing of the 

first part 
Participants get the forms of business plans and instruction from the 
trainer/consultant to work on that for the upcoming days. 

 


