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IMPACT ASSESSMENT 
Enhancing Economic Resilience in Zarqa, Jordan 

Urban Refugees and the Urban Poor in Zarqa, Jordan 
NEF conducted an assessment of the impact of the PRM-funded Enhancing Economic Resili-
ence (EER) project from March to September 2015, with data collected approximately 6-9 
months after the launch of microenterprises by project participants. The assessment is based 
on a semi-structured questionnaire with a sample of 150 people drawn from 708 participants 
who received support to start or expand microenterprises. The sample was structured to in-
clude equal numbers of Jordanians and Iraqis and a proportionate number of male/female 
and youth participants. To add qualitative information to the survey, questionnaires were sup-
plemented with interviews and focus groups with participants and family members. 

The assessment aimed to (a) capture and examine the impact of the EER project’s approach to 
economic resilience, (b) demonstrate its effectiveness in supporting refugee livelihood efforts, 
and (c) provide insights into potential areas for improvement in future program design. In 
sum, NEF sought to determine what improves the livelihoods of refugee and host community 
members and to assess the efficacy of the approach in empowering all participants (at both 
social and economic levels), improving women’s agency, and reducing the risk of gender-
based violence (GBV).  

What lessons did we learn from the EER as-
sessment?1 

• 100 percent of microenterprises still survive
after 6-9 months from inception.

• On average, microenterprises generated 115
Jordanian dinars per month (161 USD).

• New income represented an average in-
crease in household income of 64 percent:
53 percent for Jordanians and 75 percent
for refugees.

• The number of both Jordanian and Iraqi
families in debt decreased by 25 percent.

1  Enhancing the Economic Resilience of Iraqi Refu-
gees and Poor Jordanians (September 2013 – March 
2015) was funded by the U.S. State Department Bu-
reau of Population, Refugees and Migration. 

• 100 percent of EER project participants
reported increased self-confidence.

Results are summarized in the attached An-
nexes.  

EER STRATEGY 
Building the economic resilience of urban ref-
ugees and the urban poor requires 
strengthening their access to safe, home-based 
economic activities. Home-based businesses 
are a means by which vulnerable families can 
escape poverty. They also offer a pathway for 
refugees to earn a living, while addressing Jor-
danian and refugee women’s preference to 
stay close to home for safety and childcare 
purposes. Home-based economic activities 
help vulnerable people to rebuild assets, pro-
tect against shocks, and ensure the ability to 
purchase a steady supply of food and house-
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hold necessities; thus, enabling them to move 
out of poverty.  

EER APPROACH 
EER activities draw on three proven ap-
proaches: (a) building business and vocational 
skills, (b) providing financial resources, and (c) 
facilitating social inclusion.  

Business and Vocational Skills. Without 
sound business plans, the poor can quickly 
find themselves heavily in debt and without 
sufficient income. NEF’s business training is 
designed for home-based and micro-level 
businesses, essential to which is the develop-
ment of robust business plans. Participants 
define and assess the marketability/viability of 
their ideas, design their own business plans, 
and develop practical management skills.  

Program activities help participants combine 
business skills with targeted vocational training 
(for Iraqis only in this project) to provide 
practical skills in niche market areas identified 
through a rigorous market assessment. Small 
group coaching sessions and individual men-
toring complement skills-building to ensure 
that those struggling with poverty can access 
on-going support for the day-to-day challenges 
of running home-based businesses, thus im-
proving the chances of overall success.  

Financial Resources. Though the poor often 
have marketable products and product ideas, 
they typically lack financial resources to start 
or expand production by purchasing larger 
quantities of inputs, upgrading production 
equipment, or marketing. Existing micro-
finance options are inaccessible to refugees 
and the poor due to such factors as require-
ments for documentation and collateral, as 
well as high interest rates for loans. NEF uses 
a competitive and transparent process to pro-
vide cash assistance (to refugees) or grants (to 
poor Jordanians) to support home-based eco-
nomic activities or business expansion (for 
Jordanians).  

In addition, NEF is now introducing savings 
groups to refugee communities. Savings 
groups include a group of 15-20 members 
who save funds together and then take small 
amounts from those savings to invest in asset-

accumulation. Savings groups encourage and 
cultivate savings habits to help poor families 
meet daily financial needs, mitigate the effect 
of household emergencies, and establish a sus-
tainable mechanism to access capital for 
home-based economic activities.  

Social Cohesion. Refugees and poor Jordani-
ans, especially women, are hidden and socially 
isolated. Their mobility is restricted, and their 
relationships and interactions with other indi-
viduals are limited in number and diversity. 
For these reasons, NEF promotes women’s 
support networks as a safe space for women 
to meet, to learn from their peers, and to share 
successes, challenges, and ideas. 

Women’s networks provide women access to 
services and market information. Moreover, 
networks bring refugee and Jordanian women 
together to build social connections and re-
duce tensions between host and guest 
populations. When communities experience 
displacement, women and young people often 
become a family’s primary income earners. 
The inversion of traditional roles often precip-
itates the increased exposure of women to 
domestic violence by male family members.  

NEF ensures that refugee and poor Jordanian 
women manage their finances safely by engag-
ing male family members. Regular household 
visits ensure the visibility of project staff and 
ensure family members’ buy-in to women’s 
participation in program activities. NEF con-
ducts outreach events to facilitate 
conversations between project participants 
and their family members, as well as the great-
er community, on the traditional and societal 
roles of women. Outreach events and home 
visits create opportunities for open discussions 
about women’s participation in home-based 
economic activities relative to traditional and 
cultural beliefs commonly held by the com-
munity.
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PROJECT DESCRIPTION & ACCOMPLISHMENTS 
Enhancing the Economic Resilience of Dis-
placed Iraqis and Poor Jordanians (EER)  

Funded by the U.S. Department of State Bu-
reau of Population, Refugees, and Migration 

Duration: September 2013 – March 2015 

SITUATION 
After a decade of displacement, an estimated 
53,000 registered Iraqi refugees remain in Jor-
dan and are unlikely to return to Iraq. Most 
have little or no source of sustainable income 
and are struggling to support themselves and 
their families. Their protracted displacement in 
Jordan has depleted their savings and pushed 
them into increasingly impoverished neigh-
borhoods. Many are residing in Zarqa, 
alongside poor Jordanians whose lives are also 
becoming increasingly difficult with the over-
whelming influx of Syrian refugees. There are 
only minimal resources and services made 
available to Iraqis by the government and by 
national and international NGOs. 

PROJECT SUMMARY 
The project provided training and support to 
improve the livelihoods of 708 urban refugees 
and poor members of host communities by 
strengthening their access to safe income-
generating opportunities in the informal sec-
tor. The beneficiaries were approximately 
equally divided between Jordanians and Iraqis. 

PROJECT OBJECTIVES 

• Support 4 CBOs to effectively deliver mi-
croenterprise development programming. 

• Establish 425 microenterprises for Iraqi 
and Jordanian women and youth.2 

• Enhance social networking and support 
resources of Iraqi and Jordanian women 
and youth. 

																																																								
2  This figure was exceeded by 283; the project identi-

fied 800 potential participants, trained 767 people and 
supported 708 people to start or expand microenter-
prises. 

SUMMARY OF ACCOMPLISHMENTS 

• NEF provided refugees, particularly wom-
en and youth, with access to safe economic 
opportunities through skills building and 
cash assistance to invest in productive as-
sets. 

• 767 people (351 Iraqis and 416 Jordanians) 
received microenterprise development 
and/or vocational training in computer 
maintenance, mobile-phone repair, food 
and confectionery processing, hairdressing, 
perfume production, tailoring, leather mak-
ing, and marketing. 

• 347 Iraqis received cash support to invest 
in livelihood activities; 100 percent of the 
recipients used this support to generate in-
come; 361 Jordanians established or 
expanded enterprises in business sectors.3 

• Household income continues to increase 
and business owners are keeping records, 
making profit and reinvesting in their busi-
nesses. Some beneficiaries report their 
business income is now enough to meet 
their households needs. 

• 20 experienced business coaches supported 
155 women entrepreneurs in topics such as 
marketing, bookkeeping, pricing, and effec-
tive ways to interact with customers and 
vendors. 12 women support networks were 
established; CBO partners conducted 37 
meeting of these networks, with an average 
of 20 women participating in each meeting. 
Participants developed personal and busi-
ness relationships; they have started joint 
businesses, are selling for each other, and 
are sharing experiences about overcoming 
the challenges of starting a business and 
navigating family dynamics. The networks 
include Iraqi and Jordanian women. 

• 90 women exhibited and sold their prod-
ucts in a project-sponsored public bazaars. 
Those events helped these new entrepre-
neurs gain visibility in the Zarqa market-

																																																								
3  Based on the sample of 151, the survival rate was 

100%. The overall survival rate is likely lower but not 
less than 90%. 



	 	 	 	
	

NEAR EAST FOUNDATION www.neareast.org  

place, and offered the opportunity to inter-
act and learn improved business strategies 
from each other. 

• 4 CBO partners offer women safe spaces to 
meet and build skills. Each CBO has also 
developed gender based violence (GBV) 
protection protocols that have been inte-
grated into their daily operations and 
structures. CBO’s deliver enterprise devel-
opment training, monitoring, networking, 
and coaching support to small businesses. 
NEF has also trained partners in business 
planning, project management and com-
munity needs assessments methods. 

• Field staff conducted 687 home visits and 
organized 4 outreach events (attended by 
380 Iraqis and Jordanians) that helped to 
ensure transparency and foster support for 
women and youth participants by their 
male family members.  

Discussions helped address cultural beliefs 
that can constrain participation and result 
in a backlash as demonstrated in cases 
where men try to control women’s earn-
ings. These interactions are resulting in 
increased family involvement in the busi-
nesses, fewer restrictions on women’s 
mobility, and improved household relation-
ships. 

• Strong linkages have been developed with 
governmental and non-governmental insti-
tutions operating in Zarqa. Cooperative 
efforts are improving the outcomes for 
project beneficiaries and other small busi-
ness owners. 
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ANNEX 1: SUMMARY OF SURVEY RESULTS 

	 	

Summary	of	EER	Impact	Assessment	Data
Data	Collected	February	-	March	2015	(6-9	months	after	business	start-up/expansion	grants)
Sample:	151	people		(55	men/96	women;	75	Iraqi/76	Jordanian)
Business	survival	rate:	100%

Questions/Area	of	Change Main	Results By	nationality By	gender

Average	Grant	Size 482 Jordanian	=	569	>	Iraqi	=	395 Men	507	(Jord=619)	>	Women	470	(Jord=546)

Start-up	=	68% Iraqi	=	Start-up	(93%) Jordanian	M	=	Start-up	(65%)

Expansion	=	32% Jordanian	W	=	Expansion	(65%)

Trading	=	54% Jordanian	>	Iraqi W	=	M

Industry	=	28% Iraqi	>	Jordanian W	>	M

Service	=	18% Iraqi	>	Jordanian M	>	W

+	87%	for	Business	Expansion Iraqi	=	Jordanian W	>	M

Average	31	clients	for	Start-up Jordanian	(43.5)	>	Iraqi	(18.5) M	(37)	>	W	(25)

Yes	=	average	85% Iraqi	=	Jordanian

Jordanian	=	Business	Licence

Iraqi	=	New	Equipments

Average	+	115	JOD Iraqi	=	Jordanian

Average	+	64% Iraqi	=	+	75%

Jordanian	=	+	53%

From	67-70%	to	40-45%	 Iraqi	=	Jordanian

And	for	lesser	amount

Yes	=	average	75% Iraqi	>	Jordanian

Mainly	for	appliances	and	furnitures	(Jordanian	>	Iraqi)	and	paints/home	maintenance	(Iraqi	>	Jordanian)

Yes	=	average	69%

Mainly	for	clothes	(Iraqi	>	Jordanian)	and	cellphones	(Jordanian	>	Iraqi)

Security	with	customers

It	is	more	true	for	Jordanian	than	for	Iraqi It	is	more	true	for	Women	than	for	Men

Iraqi	Men	have	the	lower	score,	and	have	the	higher	score	to	consider	there	is	no	violence

An	significant	number	of	Iraqis	(57%	men	and	31%	women)	feel	there	is	no	violence	(Jordanian	Men	=	21%,	Women	=	13%)

Participation	in	support	networks

Second	gain	=	Exchange	experiences,	information,	ideas	(13%	for	both)

Nature	of	relationship Friends	and	customers,	for	Iraqi	Women	(56%)	and	for	Jordanian	Women	(64%)

Iraqi	=	Jordanian

Related	to	home	(decisions	about	money)	=	buying	home	needs,	contribute	to	house	rent	&	home	maintenance,	repay	debt

Related	to	family	members	=	children’s	education,	lack	of	fear	/	mutual	dialogue	with	the	husband

Related	to	business	=	make	decisions	about	management,	change	or	add	products	and	change	type	of	project	without	fear

Decisions	in	which	you	became	involved

Related	to	personality:	shame	of	people,	fear

“Self-confidence	and	self-efficacy”	is	the	main	area	of	change

Jordanian	Women	=	96%	>	Iraqi	Women	=	60%

Main	gain	=	New	friends	/	Social	Network	(for	33%	Jordanian	Women,	for	22%	Iraqi	Women)

Yes	=	100%

Selling	clothes	and	others	non	food	
products	is	the	main	activity	for	
Jordanians,	and	for	Iraqi	Women.	
Only	Iraqi	Men	have	another	main	
activity.

Iraqi	Women	=	73%	Yes	/	Jordanian	Women	=	71%	NoResults	are	to	the	opposite	
between	Iraqi	and	Jordanian	
women
A	majority	think	that	more	income	
reduces	violence,	but:

Main	activity	for	Jordanian	Men	(33%)	=	selling	clothes	and	others	non	food	products

Jordanian	Women	(75%)	>	Iraqi	Women	(64%)

Great	majority	negotiate	better	with	both	M/W

38%	of	Iraqi	women	prefer	to	negotiate	with	women

58%	of	Iraqi	women	feel	more	secure	with	women	/	only	37%	Jordanian	women

Iraqi	Women	(100%)	>	Iraqi	Men	(70%)

W	=	accompany	a	friend	(87%)

M	=	retain	UNHCR	protection	document

	For	Jordanian	Women,	it	is	less	true	because	there	are	more	answers	for	“Decision-making	and	autonomy”

Leave	house	without	permission,	allocate	profits	to	children’s	education,	home	purchase	purposes,	contribute	to	pay	for	bills

Manifestation	of	respect	repeated	in	study	samples:	more	value	and	a	greater	position	in	family;	mutual	dialogue	in	family	and	
community;	success	in	life;	profits	contributed	to	the	calming	of	the	house	and	less	domestic	tension

Related	to	the	project:	lack	of	full	knowledge	of	traders,	marketing,	location	of	the	project,	lacok	of	demands	for	goods,	laws	
governing	the	work	of	Iraqi

It	is	more	true	for	Men

For	Iraqi	Women,	it	is	as	important	as	“Control	over	assets”

Decisions	you	are	now	able	to	take	/	
house

Respect	for	your	decision	and	views

Most	important	challenges	in	your	
business

Sectors	for	Iraqi	are	more	diversified

Increase	in	income

Self-protection	/	risk	outside	the	home

Negotiation	with	customers	/	dealers	/	
vendors

Men	approval	/	money	earned

Increased	income	and	violence

Gain	from	support	network

Changes	in	perception	of	yourself

Type	of	Business

Type	of	project	by	sector

Number	of	clients	before/after

Business	Sustainability

HH	Income/Expenses

Risks

Women	Agency

Plan	for	business	expansion

Decrease	in	borrowing

Purchase	or	improvement	to	house

Purchase	of	personal	items

Main	activity	for	Iraqi	Women	(36%)	=	selling	clothes	and	others	non	food	products

Others	activities	for	Iraqi	Women	(41%)	=	home-based	sewing	(25%)	and	beauty	salon	(16%)

Main	activity	for	Iraqi	Men	(39%)	=	selling/servicing	cellphones	etc.

Main	activity	for	Jordanian	Women	(50%)	=	selling	clothes	and	others	non	food	products

Others	activities	for	Jordanian	Women	(23%)	=	food	sector
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ANNEX 2: DESCRIPTION OF SAMPLE/BUSINESSES 

1. Sample: 151  

	
	
2. Average grant size (by nationality, by gender) 

	
	
Observations 
• Grants are larger for host community members than for refugees (+44 percent); among Jordanians, they are larger for 

men than they are for women. Direct support was budgeted equally per person; a portion of the amount budgeted for 
Iraqi direct support was used for vocational training. 

	
3. Type of business (by nationality, by gender) 
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Observations 
• The project supported 68 percent start-up and 32 percent expansion businesses.  
• Majority of refugees (93 percent) started new enterprises; similar for both men (90 percent) and women (95 percent).  
• Host communities had a balance of start-up and expansion businesses, with with a slight majority of start-ups (57 per-

cent of total); there is an inverse pattern for Jordanian women and men; a majority of Jordanian women (65 percent) 
expanded existing activities, while a majority of men (63 percent) started new businesses. 

	
4. Type of projects by sector (disaggregated by nationality and gender) 

	
	
Observations 
• The project supported a majority of businesses in the trading sector (54 percent, for women and men) followed by 

industry (28 percent) and services (18 percent); there are more women than men in industry, and and more men than 
women in services. 

• Trading is the largest sector of activities, more specifically for the host community (and men more than women), be-
cause this sector offers more “informal” opportunities (with less external support). This does not mean that the 
industry and service sectors do not offer new opportunities with stronger external support. 

• The sectors for refugees (44-36-20) are more diversified than for host communities (62-21-17), as refugees need crea-
tive strategies to start new activities.  

• There are more Jordanians in Trading than Iraqis, and there are more Iraqis in Industry than there are Jordanians (in 
both the women and men populations). 
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Details for Iraqis 

 
 

	
	
Details for Jordanians 

	
	

0% 5% 10% 15% 20% 25% 30% 35% 40%

Selling	women’s	clothes,	suits,	accessories,	beauty	
supplies,	blankets,	SIM	cards,	perfums,	cleaning	…

Home-based	beauty	salon	(Service)

Home-based	sewing	(Industry)

Preparing/selling	food	(Industry)

Other

Main Activities for Iraqi Women

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Selling/servicing	cellphones,	SIM	cards,	
computers,	electronics	(Trade/Service)

Selling	clothes,	blankets,	toys,	perfume,	headgear	
(Trade)

Leather	making	(Industry)

Other

Main Activities for Iraqi Men

0% 10% 20% 30% 40% 50% 60%

Selling	clothes,	accessories,	perfums,	cosmetics,	
cleaning	supplies,	shoes,	makeup,	home	appliance	
and	electronics,	blankets,	bedding,	rugs	(Trade)

Food	preparation/sheep	breeding	
(Industry/Trade)

Soap	and/or	rose	water	making	(Industry)

Other

Main Activities for Jordanian Women
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0% 5% 10% 15% 20% 25% 30% 35%

Selling	clothes,	cosmetics	and	women’s	products,	
tissue	papers,	cleaning	supplies	and	accessories,	

perfume

Food	preparation/sheep	breeding	
(Industry/Trade/Service)

Selling	SIM	cards,	car	accessories,	computer	
hardware

Other

Main activities for Jordanian Men
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Additional Detail for Iraqis 
	
IRAQI Trading Industry Service Total 

MEN 48% 29% 23% 100% 
 15 9 7 31 

Start-Up 46% 29% 25% 100% 
90% 13 8 7 28 

  
  
  
  
  

Selling clothes, and/or blankets, 
toys, perfumes (6) 
Selling and servicing cellphones 
(4) 
Selling electronics (3) 
 

Leather making (4) 
HB metalworking (1) 
Making/selling perfume (1) 
Making rug (1) 
Sewing (1) 

Servicing cellphone, selling 
SIM cards (3) 
Computer services (1) 
Electronic maintenance (1) 
Car repairing (1) 
HB beauty salon (1) 

  
  
  
  
  

Expansion 67% 33% 0% 100% 
10% 2 1 0 3 

  Selling clothes and headgear (1) Shoe repairing and selling (1)     
  Selling food and BBQ (1)       

WOMEN 41% 41% 18% 100% 
 18 18 8 44 

Start-up 40% 40% 19% 100% 
95% 17 17 8 42 

  
  
  

Selling women's clothes, acces-
sories, beauty supplies, blankets, 
SIM cards, perfume, cleaning 
supplies, homeware (15) 
HB grocery store (1) 
HB Bookshop (1) 

HB Sewing (11) 
Preparing food (kebbah 
barkhul) or cooking (4) 
Making leather, blankets,  
and/or bedding (2) 

HB beauty salon (7) 
Makeup artistry (1) 
  

  
  
  

Expansion 50% 50% 0% 100% 
5% 1 1 0 2 

  Selling clothes and suits (1) Making straw baskets and 
boats (1) 

    

TOTAL 44% 36% 20% 100% 
 33 27 15 75 

Start-up 43% 36% 21% 100% 
93% 30 25 15 70 

Expansion 60% 40% 0% 100% 
7% 3 2 0 5 

 
Observations 
The main activities for Iraqi women are: 
• Selling women’s clothes, suits, accessories, beauty supplies, blankets, SIM cards, perfumes, cleaning supplies, home-

ware (Trading) = 36 percent 
• Home-based beauty salon (Service) = 16 percent 
• Home-based sewing (Industry) = 25 percent 
• Preparing/Selling food (Industry/Trading) = 12 percent 
• Other = 11 percent  
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Additional Detail for Jordanians 
	
JORDANIAN Trading Industry Service Total 

MEN 67% 8% 25% 100% 
 16 2 6 24 

Start-Up 73% 13% 13% 100% 
90% 11 2 2 15 

 Grocery store (2) 
Selling cosmetics and women's prod-
ucts (2) 
Selling SIM cards (2) 
Selling car accessories (1) 
Selling clothes (1) 
Selling tissue papers (1) 
Water bottles distribution (1) 
Cleaning supplies and accessories (1) 

Perfume making (1) 
Sheep rearing (1) 

Catering service (1) 
Printing (1) 

 

Expansion 67% 0% 33% 300% 
10% 6 0 3 9 

 Computer hardware (1) 
Commerce (1) 
HB Grocery Store (1) 
Selling birds (1) 
Selling clothes (1) 
Selling cosmetics (1) 

 Car maintenance (1) 
Decoration (1) 
School canteen (1) 

  
  
  
  
  
  

WOMEN 60% 27% 13% 100% 
 31 14 7 52 

Start-up 67% 22% 11% 100% 
35% 12 4 2 18 

 Selling clothes (7) 
Selling cosmetics, perfume (1) 
Cleaning supplies (1) 
Selling cheese and olive (1) 
Selling Russian gold (1) 
Selling melanine (1) 

Fattening/rearing sheep (2) 
Dessert making (1) 
Cooking (1) 

Beauty salon (1) 
Catering service (1) 

 

Expansion 59% 29% 12% 100% 
65% 20 10 4 34 

 Selling clothes, accessories, perfume, 
shoes, makeup (10) 
Home appliance and electronics (5) 
Selling blankets, bedding, rugs (2) 
Commerce and marketing (1) 
HB Grocery store (1) 
Selling cheese (1) 

Soap and/or rose water making (3) 
Dessert making (2) 
Pickles and vinegar (2) 
Sewing, embroidery (2) 
Cheese and buttermilk making (1) 

HB Salon (2) 
Catering service (1) 
Photography (1) 

 

TOTAL 62% 21% 17% 100% 
 47 16 13 76 

Start-up 70% 18% 12% 100% 
43% 23 6 4 33 

Expansion 60% 23% 16% 100% 
57% 26 10 7 43 
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Observations 
The main activities for Jordanian women are: 
• Selling clothes, accessories, perfumes, cosmetics, cleaning supplies, shoes, makeup, home appliances and electronics, 

blankets, bedding, rugs (Trading) = 50 percent 
• Food/sheep making/selling (Industry/Trading) = 23 percent 
• Soap and/or rose water making (Industry) = 6 percent 
• Other = 21 percent 
	
Comparisons: Iraqi / Jordanian and women / men 
• Selling clothes and other non-food products is the main activity for Iraqi women, Jordanian women, and Jordanian 

men; only Iraqi men have another main activity: selling/servicing cellphones, etc.  
• Jordanian men’s activities are much more diversified than those of other project participants. 
• 25 percent of Jordanian men are involved in food trading/industry (not so with Iraqi men). 
• A majority (50 percent) of Jordanian women sell clothes and a diversity of non-food products; this diversity if greater 

for Jordanian women than it is for Iraqis. 
• 23 percent of Jordanian women and 12 percent of Iraqi women are involved in food trading/industry. 
• Are Iraqis more influenced by project’s vocational trainings?  

o Iraqi women are much more involved than Jordanian women in home-based sewing and beauty salon (41 per-
cent of Iraqi women activities). 

o Iraqi men (39 percent) are more involved than Jordanian men (17 percent) in selling/servicing cellphones, SIM 
cards, computers, and electronics. 

• There is one activity pursued only by Iraqis (men): leather making (13 percent). 
	
5. Average number of clients before / after EER (by nationality, by gender) 
Iraqi Women Men Total 
Expansion From 20 to 43 = +115% From 65 to 115 = +77% From 43 to 80 = +86% 
Start-up 20 17 18.5 
Jordanian Women Men Total 
Expansion From 28 to 60 = +114% From 22 to 33 = +50% From 25 to 47 = +88% 
Start-up 29 58 43.5 
	
Observations 
• The increase in client number after the project for business expansion is around +87 percent for both Iraqis and Jor-

danians. The increase is higher for women than for men and higher for Iraqi men than for Jordanian men. The average 
number of clients for start-ups is higher for Jordanians (43.5) than for Iraqis (18.5), and higher for men (37) than for 
women (25). 

	
6. Increase in household income (by nationality, by gender) 
 Women Men Average 
Iraqi +111 JD +107 JD +109 JD (+75%) 
Jordanian +110 JD +138 JD +119 JD (+53%) 
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Observations 
• Amount of additional income is approximatively equal between refugees (+109) and host communities (+119). But 

the resulting percentage increase in household income is higher for Iraqis (+75 percent) than it is for Jordanians 
(+53 percent). This is due to the wealth gap prior the project (i.e., baseline income is lower for refugees). 

	
7. Decrease in borrowing (by nationality) 
Iraqi From 67% to 40% (and for lesser amount) 
Jordanian From 70% to 45% (and for lesser amount) 
	
Observations 
• Borrowing decreases similarly and significantly for both refugees and for host community; percentage of households 

in debt decreased by 25 percent for both nationalities. 
	
8. Plan for business expansion (by nationality) 
Iraqi Yes = 84% New equipment = 37% 

Increase goods/production, capital = 35% 
Join business with Jordanian = 29% 

Jordanian Yes = 86% Obtain a business license = 42% 
Increase goods/production, capital = 28% 
Add new services = 15% 
Other ideas = 16% 

	
Observations 
• The majority of both refugees and host community members have plans for business expansion. Support to these 

beneficiaries is critical so to accompany them in their economic inclusion (with more support to formalization, access 
to microcredit, networking etc.).  
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ANNEX 3: USE OF INCOME 
	
9. Purchases or improvements to the home (by nationality) 
Iraqi Yes = 79% Appliances and furniture=47% 

Paints, maintenance=41% 
Both=12 

Jordanian Yes = 72% Appliances and furniture=64% 
Paints, maintenance=29% 
Both=7% 

	
Observations 
• A great majority (both refugees and host community) has invested in their homes, mainly for “appliances and furni-

ture”. 
	
10. Purchase of personal items (women, by nationality) 
Iraqi Women Yes = 64% Clothes=49% 

Cellphone=18% 
Watch =9% 
Other=24% 

Jordanian Women Yes = 75% Clothes=37% 
Cellphone=29% 
Cosmetics=13% 
Other=21% 

	
Observations 
• A great majority of women (both refugees and host community, but more Jordanian than Iraqi) have invested in per-

sonal items, mainly for “basic needs” (clothes, home appliances), but also cellphones, health, cosmetics etc. 
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ANNEX 4: EMPOWERMENT EFFECTS 
	
11. Practiced methods of self-protection or reducing risk of expected violence outside the home (Iraqi, 

by gender) 
Iraqi Women Accompany a friend=87% 

Other (retain a sharp instrument, decent dress, not to go to distant places or at  night)=13% 
Iraqi Men Retain the UNHCR protection document=40% 

Run and hide from local authorities=23% 
Other action=7% 
No specific action=30% 

	
Observations 
• A great majority of refugees (100 percent of women, 70 percent of men) try to protect themselves against violence 

outside of the home, mainly by being accompanied by a friend for women, and by retaining the UNHCR protection 
document for men.  

	
12. Approval from husband or brother required to spend earned income (women, by nationality) 
 Yes No 
Iraqi 73% 27% 
Jordanian 29% 71% 
	
Observations 
• A majority of Iraqi women (73 percent) are required to obtain approval from their husband or brother before using 

money earned. Conversely, a majority of Jordanian women (71 percent) are not required to obtain approval. 
	
13. Negotiation and interactions skills with customers/dealers/vendors most effective with what gender 

(by nationality and gender) 
 Women Men 
Iraqi 62% with males & females 

38% with females 
97% with males & females 
3% with males 

Jordanian 77% with males & females 
23% with females 

96% with males & females 
4% with males 

	
Observations 
• A majority of beneficiaries (ranging from 62 percent Iraqi women to 96 percent Jordanian men) can negotiate equally 

as well with both men and women customers/dealers/vendors. 
• A greater portion of Iraqi women (38 percent) prefers to negotiate with women (compared with only 23 percent of 

Jordanian women). There is no gap between Iraqi and Jordanian men. 
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14. Comfort/security level highest with what customers of what gender (by nationality and gender) 
 Women Men 
Iraqi 58% with female 

42% with male & female 
90% with male & female 
10% with male 

Jordanian 44% with male & female 
37% with female 
19% with male 

71% with male & female 
21% with male 
8% with female 

	
Observations 
• A majority of Iraqi women (58 percent) feel more secure when dealing with women customers, but only 37 percent of 

Jordanian women feel more secure when dealing with women. 
	
15. Effect of increased income on violence (by nationality and gender) 
 Women Men 
Iraqi Reduce violence=69% 

There is no violence=31% 
There is no violence=57% 
Reduce violence=43% 

Jordanian Reduce violence=85% 
Increase violence=2% (1/52) 
There is no violence=13% 

Reduce violence=79% 
There is no violence=21% 
 

	
Observations 
Results varied greatly: 
• A majority of beneficiaries (43 percent Iraqi men to 85 percent Jordanian women) think that more income reduces 

violence, but:  
o increasingly so for Jordanians (85 percent of women and 79 percent of men) than for Iraqis (69 percent of women 

and 43 percent of men)  
o increasingly true for women (average 77 percent) than for men (average 61 percent) 
o Iraqi men see the correlation least (only 43 percent increased income reduces violence, compared to 79 percent 

of Jordanian men) but they have the highest score with the view that there is no violence (57 percent) 
• A large part (57 percent) of Iraqi men and women (31 percent) considers that there is no violence, comparing to Jor-

danian men (21 percent) and women (13 percent). More men than women consider that there is no violence, but 
predictably: either there is more violence in Iraqi community than in Jordanian community or refugee community do 
not speak about violence comparing to host community. 

• Only one case of increase in violence (Jordanian women).  
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ANNEX 5: SOCIAL NETWORKS 

16. Did you participate in the meeting support network? (women, by nationality) 
Iraqi Yes = 60% Once, two or three times=89% 

Four to six times=11% 
Jordanian Yes = 96% Once, two or three times=40% 

Four to six times=50% 
Seven to ten times=10% 

	
Observations 
• Almost all Jordanian women participated while only 60 percent of Iraqi women participated. A large majority (89 per-

cent) of Iraqi women participated only three times or less, while a majority (60 percent) of Jordanian women 
participated four times or more; grant-making and business start-up began earlier for Jordanians than it did for Iraqis; 
this allowed Jordanians to establish and join networks earlier than the Iraqis did.  

	
17. What did you gain from attending the support network? (women, by nationality) 

Iraqi o New social network=22% 
o Exchange experiences, information, ideas=13% 
o Exposure to other projects=11% 
o Get to know their colleagues in the same project=11% 
o Exchange of goods/products=11% 
o New customers=11% 
o Other=21% 

Jordanian o New social network=33% 
o Exchange experiences, information, ideas=13% 
o Exchange of goods/products=11% 
o Increase confidence=10% 
o New customer=8% 
o Other=25% 

	
Observations 
• For both Jordanians (33 percent) and Iraqis (22 percent) women, the first gain is related to new social networks; the 

second gain concerns the exchange of experiences, information, and ideas (13 percent for both). 
	
18. What is the nature of the relationship between you and the participants in the support networks? 

(women, by nationality) 
Iraqi Friends customers=56% 

Friends=37% 
Other=7% 

Jordanian Friends customers=64% 
Friends=20% 
Other=16% 

	
Observations 
• Iraqi women have a higher percentage of “friends” participating in the networks than Jordanian women; Jordanians 

have a higher percentage of “friends-customers” than Iraqis. 
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19. Has your perception of yourself changed since the establishment of your business? (by nationality 
and by gender) 

All participants answered that they have experienced positive changes in self-perception. The answers are classified within 
three main areas, linking with ICRW’s indicators for women’s economic empowerment. 
	
 Women Men 
Iraqi Control over assets 

• Less dependent on husband for personal or household needs 
• Able to purchase goods without restrictions 
• Networking with other colleagues 
• Spirit of cooperation with others 
• No longer need to borrow from anyone 
• Have money in hand 
• Able to buy and sell 

Decision-making and autonomy 
• Became a decision-maker 
• Feels safe; no longer afraid 
• Less feeling of shame about status 

Self-confidence and self-efficacy 
• Looking for new opportunities in life 
• Motivation to work 
• Pride in  work 
• Became a productive person 
• Became stronger 
• Developed ability to speak in front of others 
• Developed ability to make self heard 

Control over assets 
• Ability to buy a household needs 
• Contribute to household  expenses 
• Less need to borrow 

Decision-making and autonomy 
• Greater self-reliance 
• Less feeling of shame about status 
• Able to deal with men and women alike 
• Became a productive person in society 
• Audacity 

Self-confidence and self-efficacy 
• Higher self-confidence 
• More ambitious vision of the future 
• Higher spirits 
• Better ability to communicate with people 

 

Jordanian Control over assets 
• Now have money 
• Self-reliance in selling products 
• Able to buy and sell 

Decision-making and autonomy 
• Became productive member of society 
• Became more social 
• Better use of time 
• Less feeling of shame about status 
• Feeling safe 
• Became more independent 
• Able to make decisions 

Self-confidence and self-efficacy 
• Sense of pride and self-esteem 
• Self-confidence 
• Became strong 
• Became versed in are of work 
• Developed  ability to speak in front of others 

Control over assets 
• Have a job to make a living 
• Contribute to household expenditures 

Decision-making and autonomy 
• Greater  ability to deal with people and vendors 

Self-confidence and self-efficacy 
• Respect myself 
• High confidence 
• sense of self-esteem 
• Life is changing for the better 
• Optimism 
• Improved psychosocial feeling 

 

	
Observations 
• Overall, the most commonly given answers were in the category of “Self-confidence and self-efficacy” (true for both 

Iraqis and Jordanians). It is more true for men. For Iraqi women, this was equally matched by “Control over assets”. For 
Jordanian women, there were more answers for “Decision-making and autonomy”. 
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20. What decisions are you now able to make concerning your home that you were not able to previous-
ly? (women, by nationality) 

• The responses are similar among Iraqis and Jordanians: 
o First: decisions related to home expenditures [purchase of home needs, contribution to rent, contribution to 

home maintenance (e.g., painting without fear of husband), and repayment of debt] 
o Second: decisions related to family members [children’s education, mutual dialogue with husband without fear 

and apprehension] 
o Third: decisions related to the business [make all decisions relating to business management, decisions to 

change or add products, and changed type of project without fear of husband] 
	
21. What decisions have you become involved in that you were not previously? 
• Leaving house without permission to go for a walk with sons 
• Allocating portion of profits to children’s education in universities 
• Contributing to various household expenses 
	
22. Do you feel that the other members of the family/community have gained respect for your decisions 

and listen to your views, and how? 
• Manifestation of respect have been repeated in most of the study samples: 

o Now I have more value and a greater position in my family 
o Mutual dialogue in the family and among community members 
o Success in life 
o Profits have contributed to the stability of the house and decreased domestic tension 

	
23. The biggest challenges you’ve experienced while working on your business? 
• The following challenges were cited by almost all Iraqi and Jordanian participants: 

Project factors 
o Lack of full knowledge of traders and their location 
o Marketing 
o Location of business (home-based has inconveniences, such as space limitations) 
o Lack of demand for goods 
o Laws governing work for Iraqis 
o Adjust requirements for business plans to be commensurate with grant size 

Personal factors 
o Shame about status (as refugee, economically active) 
o Fear for personal safety 
o Fear of failure 

	


