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EXECUTIVE SUMMARY

BACKGROUND 
The United Nations Children’s Fund (UNICEF) Yemen and its partners are promoting an Integrated Model of Social and 
Economic Assistance and Empowerment (IMSEA) – a multi-sectoral programme aimed at joining up benefits, social 
services and other social and economic inputs/interventions to achieve improved outcomes for the poorest and most 
vulnerable, strengthen their resilience to shocks and stresses, and enhance greater collocation, collaboration and 
cooperation within and between (different) sectors. The economic empowerment component aims to empower and 
enhance human capabilities, strengthen livelihoods and enhance the resilience of the poorest and most marginalized, 
and adolescent girls and young women in particular.

The overall aim of the market assessment was to identify potential micro-business opportunities for the poorest 
and marginalized population groups with a focus on young people and women, in Amanat Al Asimah and Sana’a 
governorates. 

METHODOLOGY 

The study took place during the period of July-September 2019. The quantitative-qualitative combined approach was 
followed. In addition, the participatory methodology was used to capture data and information on the views and 
targeted women and young youth including late adolescent groups (15 – 19) especially girls, government authorities, 
Yemen Business Club, Chambers and Commerce and Industry in Amanat Al Asimah and Sana’a, private sector, 
microfinance institutions (MFIs), Social Fund for Development (SFD), Yemen Loan Guarantee Program, community-
based organizations (CBOs), UN agencies, INGOs & NNGOs, business/vocational training providers, consumers, and 
other stakeholders.

Data collection tools consisted of a desk review of the project documentation, previous market assessments, a 
review of the available literature, reports and research studies on the issue.  43 key informant interviews (KIIs) were 
conducted that involved government officials, local authorities, Yemen Business Club, Chambers and Commerce and 
Industry, MFIs, SFD, Yemen Loan Guarantee Program, CBOs, UN agencies, INGOs & NNGOs, business & vocational 
training providers, and other stakeholders in the target governorates. In addition, 16 focus group discussions (FGDs) 
were organized with 160 women & youth and two quantitative surveys were conducted including business survey for 
113 small and micro-businesses’ owners, and Women & Youth Survey with 494 women & youth from the targeted 
governorates, as well as 132 in-depth interviews with consumers, and 18 observations were conducted in the central 
business, local markets and key transport/trading hubs.

Sample selection was done using a pre-defined group with specific parameters, such as geographical cluster sampling 
combined with random sampling considering gender parameters. The sample included women & young youth 
including late adolescent groups- 15 to 40 years old- with a fair representation of all population groups who live in 
slums (Marginalized, Non-marginalized, IDPs, youth female and male, adolescents, and disability people). The actual 
sample for most of the tools exceeded the plan.
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FINDINGS 

Women & youth economic engagement

Most women & youth including late adolescent  in the targeted slums (60% Amanat Al Asimah and 70% Sana’a) were 
unemployed, mostly among youth and adolescents, while around 25% were working in different activities including 
casual work, marginal work, self-employment, scavenging discarded items, working in the public sector mostly in 
garbage collection and disposal activity, and begging. Most of the work activities are not only low-paid, but also 
precarious, insecure, and uncertain. Even of those who are engaged in a salaried work are unlikely to get adjustments 
to inflation to their salaries and wages due to the volatile price increases. Although most of the target slums in Sana’a 
governorate are in rural areas, most of the target groups do not have access to land for agriculture activities.

Goods and services are most in-demand

The assessment found that the most in-demand goods (food items and non-food items) and services in target 
governorates include food commodities, clothing and footwear, handicrafts, spare parts for cars, and motorcycles, 
accessories, locally made metal goods, and metal furniture, toiletries and beauty items, baby diapers, health services, 
restaurants, tailoring, repairs and maintenance, hairdressing, and transportation. Most goods and services rendered 
in the target areas are below the satisfaction standards due to high prices, lack of supply, poor-quality, and poor 
customer service. 

There is little that can be done by vocational and business training programs to address directly the high prices of 
goods and services or the low amount of disposable income available to consumers with which to buy these goods, 
but potential market gaps can nevertheless be identified. In addition, lack of supply, and poor-quality causes of 
dissatisfaction with goods and services can be addressed through training to make targeted women, youth, and 
adolescents more competitive in the marketplace. Results suggest there is a good opportunity to develop the market 
for most products and services, or to improve the quality of goods, creating potential micro-business opportunities 
for women, youth and adolescents.

Most micro-business opportunities were identified outside the targeted slums. Therefore, the program should 
encourage women, youth, and adolescents to establish their business outside the slums, or targeted customers 
outside the slums.

EXUTIVE SUMMERY
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Market Analysis 

Small and micro-enterprises (SMEs) owners faced some challenges and barriers when they started up their own 
business including lack of finance, lack of technical skills, lack of business knowledge and skills, lack of experience, 
ethnicity, and gender. Moreover, SMEs also face many challenges and barriers in sourcing the raw materials, and 
marking & selling their goods or services including low purchasing power of community, lack of financial services, lack 
of availability of raw materials, high operating cost, and lack of infrastructure, as well as high inflation, exchange rate 
volatility, the price of fuel, higher customs and more than once paid, and monopoly of commodities.

Despite the fact that many challenges and barriers are still encountered by small and micro-businesses, the majority 
of businesses indicated that they believe their businesses will continue for the next two years, and most of them plan 
to expand their businesses in the next few years. These findings indicated that there are still opportunities in the local 
market, which may increase the stability of the businesses and have an opportunity for new businesses.

Despite all challenges and constraints some sub-sectors have remained active and profitable throughout the crisis and 
have potential to grow including businesses related to the food commodities, fuel,clothing & footwear, spare parts 
of engines and motorcycles, pharmaceutical, solar systems sector, mobile phone shops, restaurants, health services, 
exchange services, auto-mechanic, transportation services, electricity and solar systems services. Moreover, some 
handicraft and micro-manufacturing sub-sectors still active and profitable such as tailoring, sewing & embroidery of 
women’s clothes, make shoes and leather bags, henna inscription, metalwork & welding workshops, aluminum, and 
carpentry workshops. This finding indicated that most of these sub-sectors are traditional and essential, which are 
not significantly affected by conflict, as well as there are still opportunities for these activities to grow. The assessment 
also found that the collection of waste such as plastic water bottles, soft drink cans as well as recycling (e.g. car tires, 
plastic, leather, etc.) may have a high potential for real sustained business if they are supported.

EXUTIVE SUMMERY
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EXUTIVE SUMMERY

Micro-businesses opportunities

The vast majority of women & youth respondents expressed a willingness to start-up a 
business to create sustainable economic opportunities for themselves, mainly among 
adolescents (younger women and youth) who are better educated. The majority of 
in-demand and preferred businesses in Amanat Al Asimah and Sana’a governorate 
are services (e.g. cleaning services, auto maintenance workshops, motorcycle repair 
workshop and driver, hairdressing & beauty, nursing, midwifery, etc.) and handicrafts 
and micro-manufacturing (e.g. tailoring, shoemaking, bags making, making sweets, 
incense and local perfume making, modern accessories making, metal workshop, and 
recycling, etc.). and trade (e.g. grocery shop, clothing & shoes, pharmacy, buying and 
selling haberdashery, vegetable and fruit shop, etc.).

Assessment results found that some sub-sectors were undeveloped; if developed they 
have the potential to generate a good income for the women, youth, and adolescents 
and create more job opportunities. These include tailoring, waste/haberdashery trade/
recycling, and motorcycle sectors.

Many reasons prevent women, youth, and adolescents for starting their own business including inability 
to obtain appropriate funding, lack of technical skills, lack of business knowledge and skills, not knowing 
how to start a business, high financial risk, ethnicity, lack of confidence, high poverty, and lack of support 
from family, friends and local community. On the other hand, reasons motivating women, young youth 
including late adolescent groups to start a business included accessing appropriate funding, having the 
opportunity to participate in the technical skills training, being unemployed, receiving technical support 
or coaching, high desire to get out of the circle of extreme poverty and have a better life for their 
households and children, as well as life with dignity.

Most micro-businesses opportunities were identified required between YER 200,000 (approximately USD 
233) to YER 700,000 (USD 1,166) to establish a business. However, some businesses would need more.

New micro-businesses would face some challenges including lack of capital, lack of experience, economic 
and market challenges such as low purchasing power of community, inflation, market volatility and high 
competition in traditional business activities, lack of infrastructure, lack of sharing market information, 
weak enabling environment, and the price of fuel. A combination of skills training, seed capital, mentoring 
plus a good selection of beneficiaries can act as collateral to success micro-business, and address 
potential pitfalls and challenges.

The majority of women, youth, and adolescents do not have access to the vocational, business 
development training due to many barriers including their extreme poverty, lack of information about 
the presence of technical education and vocational training (TEVT) centers in the areas, lack of education, 
which most of the target women, youth, and adolescents have low education level or illiterates, early 
marriage, affordability of training fees and transportation costs, low encouragement by family and 
local communities due to culture, lack of awareness (especially for women), community view of the 
Muhamasheen/marginalized groups, and the life of displacement among IDPs.

The main training preferences were vocational training (e.g. tailoring, hairdressing and beauty, auto 
mechanics, electrical works and computer, plumbing construction, carpentry, recycling, metalwork, and 
solar systems installation and maintenance), business development training (e.g. business management, 
customer services skills, marketing, and finance), life skills training (e.g. s self-confidence, self-awareness, 
communication skills, health and hygiene, social integration, positive survival skills, and decision-making), 
literacy classes mainly in Sana’a governorate.

The assessment found that there are a number of public and private training providers in Amanat Al 
Asimah offer training programs, particularly in vocational skills, business development, and life skills, 
while few numbers in Sana’a governorate.

Overall, economic empowerment for women, youth and adolescents will contribute to reduce their 
vulnerability, enhance their protection, as well as has economic and social impact including improve their 
income, that led to having more access to food and basic services, improve their relations with family 
and community members, and consequently enhancing their livelihoods, social cohesion, protection, 
prevention of extreme violence, and live a life of security and dignity.
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RECOMMENDATIONS 

Based on the findings of this market assessment, the following recommendations are proposed:

- Implement an integrated economic empowerment program including:

• Provide training programs that include vocational skills, business development skills, and life skills 
for those who are willing to start up their own businesses. (See the specific list of training programs 
in Tables 8 for Amanat Al Asimah and 18 for Sana’a governorate)

•  Vocational skills training should focus on the priority sector and be linked to activities related to 
opportunities in services, handicraft, trade, small scale manufacturing sub-sectors. These could 
include tailoring, hairdressing, cleaning services, grocery shop, motorcycle spare parts shops and 
maintenance, recycling, shoemaking, bags making, incense and local perfume making. (See the full 
list of options in Tables 7 for Amanat Al Asimah and 14 for Sana’a governorate).

•  Provide seed capital through grant scheme, toolkits, cash for on-job-training, loans scheme (that 
provide loans without interest rate) or soft loans scheme (that provide low-interest rate loans 
without collateral).

•  Provide business advisory services for the targeted beneficiaries during the first stage of establishing 
their own businesses, and linking them with MFIs, and benefiting from the Loan Guarantee Program 
to ensure sustainability, as well as encourage supporting services providers to serve targeted 
groups.

- In terms of the program design, the IMSEA program already includes the integration of social assistance and 
investments, as well as the economic empowerment approach. To enhance the impact of the program, it is 
recommended to implement an integrated approach simultaneously addressing multiple constraints including 
social, cultural, and institutional factors that can limit the poorest and marginalized women, and young youth 
including late adolescent groups especially girls, economic engagement in the target communities/slums.

- Most micro-business opportunities were identified outside the targeted slums. Therefore, the program should 
encourage women & young youth including late adolescent groups to establish their own business outside the 
slums.

- Based on the assessment findings, some curricula appeared to have been designed and developed by UN 
agencies (e.g. UNICEF, and ILO), Ministry of Technical Education and Vocational Training (MOTEVT), and INGOs/
NNGOs for women & youth business development, vocational, and life skills. Therefore, it is recommended to 
take advantage of training manuals already designed and developed by the ILO, UNICEF, and MOTEVT. Yet, that 
may need to be reviewed or customized by UNICEF to be more appropriate with the targeted group.

- Implement a program to change the mindset of target women, youth, and adolescents, their parents, and 
male family members: There is a number of gender-specific constraints faced by women in skills training 
opportunities as well as venturing into starting-up own business. Therefore, it is recommended to implement 
an awareness program to encourage parents, husband and males to respect the importance of gender equity 
and equality, especially in engaging women in economic activities. As well as to develop the self-confidence of 
girls and young females.

EXUTIVE SUMMERY



1. INTRODUCTION

01. INTRODUCTION

1.1. CONTEXT

Yemen is the poorest country in the Middle East and suffers high levels of poverty, unemployment, and illiteracy with 
a geographically skewed infrastructure, a population of nearly 27.5 million, with a relatively young population at an 
average age of 19.5.1 Its Human Development Index (HDI) is one of the lowest in the world as the 178th country out 
of the 189 countries listed in the 2017 HDI list.2 For many years, Yemen has been subject to a fragile development 
process dislocated by numerous domestic conflicts, including political conflicts and civil wars. In March 2015, the con-
flict has since caused a significant loss of life, internal displacement and the destruction of infrastructure and service 
delivery across the main economic sectors, exacerbating what was a pre-existing humanitarian crisis. 

The 2019 Humanitarian Needs Overview identifies that 80% of the population – 24 million people- require some form of human-
itarian or protection assistance including 14.3 million who are in acute need. In addition, at the end of 2018, there are around 67 
% of the population 20.1 million food insecure, and 53 % around 15.9 million of whom are facing severe acute food insecurity.3 

Around 7.4 million people require services to treat or prevent malnutrition, including 3.2 million people who re-
quire treatment for acute malnutrition – 2 million children under five and more than one million pregnant and lac-
tating women. A total of 17.8 million people lack access to safe water and sanitation, and 19.7 million people lack ac-
cess to adequate healthcare. Poor sanitation and waterborne diseases, including cholera, left hundreds of thousands 
of people ill last year. 7.3 million require immediate life-saving food and livelihoods assistance, 4.7 million school-
age children require assistance to continue their education, and more than 3.3. million people remain displaced. 4 

The violence disrupted much of the socio-economic structure, inducing even more poverty and negatively affecting so-
cial support mechanisms and intra-communal collaboration.

The current crisis has also significantly affected the Yemeni economy, leading to high inflation, macroeco-
nomic instability and uncertainty, weakness in Yemeni Rial (YER), negative GDP, and an inability to pay gov-
ernment sector salaries, as well as limited credit and financial services. GDP is reported to have plunged 
by over 40% between 2015-2017, equivalent to the loss of US$ 32.5 billion, or US$ 1,180 per capita.5 

This trend has been accompanied by widespread disruptions of economic activities and productivity.6  Past invest-
ment and development gains have been eroded, and economic activity has ground to a near standstill, compounded 
by a shortage of fuel, food and basic commodities due to the blockade on imports. The destruction of the socio-eco-
nomic infrastructure and the effect of sustained conflict on lives and livelihoods implies grave consequences for the 
country’s development over the longer term.

1 World Bank (n.d.). World Development Indicators. Available at: https://data.worldbank.org/country/yemen-rep.
2 UNDP (2018). Human Development Index. http://hdr.undp.org/sites/all/themes/hdr_theme/country-notes/YEM.pdf
3 Integrated Food Security Phase Classification (2019). Yemen: Acute Food Insecurity Situation December -2018January 2019. http://www.

ipcinfo.org/fileadmin/user_upload/ipcinfo/docs/1_IPC_Yemen_AFI_Situation_2018Dec2019Jan.pdf
4 Humanitarian Needs Overview 2019. https://reliefweb.int/sites/reliefweb.int/files/resources/2019_Yemen_HNO_FINAL.pdf Integrated Food 

Security Phase Classification (2019). Yemen: Acute Food Insecurity Situation December -2018January 2019.
5  UN OCHA (2017)
6 World Bank (2016) Country Engagement Note for the Republic of Yemen for the Period FY -17FY20 ,18 June 2016, World Bank, Washington 

DC. The productivity of the private sector is severely impacted; Enterprises, for example, are reported to operate at half capacity compared 
to the pre-conflict era. Also see Emergency Employment and Community Rehabilitation (EECR) Cluster, Report on Impact of the Blockade on 
Economic Resilience in Yemen, 28 January 2018, EECR, Sana’a Yemen.
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Due to the current conflict, many of the development programs or projects that targeted youth and women live-
lihood, supported by the government or international organizations were suspended with the outbreak of 
the conflict as donors necessarily transferred much of their finite resources to immediate life-saving support.7

This shift exacerbated issues of underfunding that the government faced, and left millions of people either without 
social safety nets or with reduced incomes8. Indeed, the Preliminary Damage and Loss Needs Assessment (DNA) 
reported that 40 percent of full-time and 38 percent of part-time employees were laid off from manufacturing estab-
lishments9, as the private sector collapsed through much of the country. 

Overall, the impact of the conflict and violence is now systematic in Yemen – from the implosion of essential public 
services like health, water & sanitation, and electricity to the eradication of what keeps society going – education for 
its children, jobs for its adults, security for its most vulnerable. The protracted crisis in Yemen requires a large-scale 
systematic and combined response that would be focused on not only life-saving action, but also ensuring people’s 
means of survival and their right to a life with dignity – i.e. on building livelihoods and strengthening resilience to 
enhance people’s capacity to respond to shocks and stresses above simply meeting their essential needs. 

Muhamasheen10 is the most community in Yemen has suffered the consequences of the current conflict. Prior to the 
conflict, social discrimination against the Muhamasheen limited their access to education, healthcare housing, and 
meaningful work. Vulnerability and Need Assessment that conducted by UNICEF in Amanat Al Asimah and Sana’a 
Governorates, indicated that Muhamasheen Households have a high dependency ratio at 49%, which means they 
have more children with fewer household members of the working age. Moreover, most of the working-age popula-
tion are illiterate and unqualified, with around half (48%) of them are out of work. The other 52% are largely forced 
to resort to precarious, insecure, and uncertain low-paid jobs, including scavenging plastic water bottles in garbage 
disposal bins, casual labor, and marginal work, among others, to provide income for their households. Lack of in-
come has also forced 80% of those who did not attend school this current year to do so either because they could 
not afford the cost of education or had to work and help the family. The average per capita expenditure per day (as 
a proxy indicator for income) is YER275.5 (YER218 for the poorest and YER333 for the better-off). This per capita daily 
income is below the US1.90 dollars per day (YER1,140 – September 2018) suggesting that all households fall below the 
international poverty line. The main reason for this low per capita spending is the financial and economic crisis, the 
lack of stable and sufficient income, volatile rise of food prices caused by the depreciated local currency and import 
restrictions imposed on Yemen. The price spikes are decreasing the households’ purchasing power to the degree that 
poor households cannot even cover the cost of a minimum food basket.

7  European Union, World Bank and the United Nations (2016). ‘Yemen Preliminary Findings: Damage & Needs Assessment’.
8  European Union, World Bank and the United Nations (2016). Ibid.
9  European Union, World Bank and the United Nations (2016). Ibid.
10  The Muhamasheen (sing. Muhamash) are commonly referred to in Yemen as the Akhdam (servants). While there are no official statistics on 

the size of the community, the UN has reported that there are up to 3.5 million Muhamasheen in Yemen.

1. INTRODUCTION
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1.2. BACKGROUND

The United Nations Children’s Fund (UNICEF) Yemen and its partners are promoting an Integrated Model of Social and 
Economic Assistance and Empowerment (IMSEA) – a multi-sectoral programme aimed at joining up benefits, social 
services and other social and economic inputs/interventions to achieve improved outcomes for the poorest and most 
vulnerable, strengthen their resilience to shocks and stresses, and enhance greater collocation, collaboration and 
cooperation within and between [different] sectors. The model also facilitates cost advantages. 

The model is implemented through a case management approach ((when each community and household is an 
individual case with common, but also unique needs), and will build on three main components/pillars: 

1. Social Benefits Pillar: a combination of social benefits to address multiple immediate needs of the beneficiary 
households; 

2. Social Services Pillar: vertically and horizontally joined up1 social services – health, nutrition, water, 
sanitation, education, child protection, and social protection, – which will be either directly provided to 
project beneficiaries or referred to service providers through a case management mechanism; 

3. Social Investments Pillar: complementary inputs to promote social norms, empower and enhance human 
capabilities, strengthen livelihoods and enhance the resilience of the poorest and most marginalized, and 
adolescent girls and young women in particular.

 

1. INTRODUCTION
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Program Objectives

Yemen’s Integrated Model of Social and Economic Assistance and Empowerment (IMSEA) is an innovative cross- and 
multi-sectoral integration of social transfers, social services, and other complementary inputs to augment income 
efforts to address the urgent and basic needs of the poorest and most vulnerable people in the country. IMSEA also 
aims at enhancing livelihoods and strengthening the resilience of the targeted population and communities and is 
intended to contribute to increased cooperation and collaboration between service providers and produce better 
outcomes for service users. Specifically, the objectives of the model are to:

• Provide a minimum income and food assistance

• Holistically address the needs of HHs (referral to social services; facilitation of linkages among services)

• Provide economic and social opportunities

• Strengthen resilience and enhance livelihoods

• Promote social cohesion and strengthen communities

The economic empowerment component aims to empower and enhance human capabilities, strengthen livelihoods 
and enhance the resilience of the poorest and most marginalized, and adolescent girls and young women in particular.

IMSEA will target the poorest of the poor – people living in informal slums, that are primarily dwelled by the 
Muhamasheen, as well as internally displaced people (IDPs) who are dwelled in the slums. 

1.3. ASSESSMENT OBJECTIVES 

The objective of the assessment is to commission a market assessment to identify potential micro-business 
opportunities for the poorest and marginalized population groups with a focus on young people and women, in 
Amanat Al Asimah and Sana’a governorates. Specifically, this exercise will help UNICEF to get a better understanding 
of:

1. Market opportunities and gaps for small and micro-business start-ups, highlighting any threats or 
opportunities related to business operations in the targeted areas.

2. Capacity gaps that the project beneficiaries should develop to successfully run and manage such micro-
businesses.

3. Microfinance Institutions (MFIs) requirements for providing loans to our targeted beneficiaries and provide 
recommendations to address them.

The specific objectives of the market assessment, as described in the Terms of Reference (Annex 1) are as follows:
- Identify goods and services most in-demand in the targeted areas.
- Identify high potential growth sub-sectors.
- Identify sub-sectors conspicuously absent from the market.
- Identify sub-sectors for which micro-businesses have already flooded the market.
- Identify micro-businesses opportunities especially appropriate for the poorest and marginalized women 

and youth, and determine the industries and markets best suited for their start-up enterprises and for their 
employment.

- Identify business opportunities for the working capital of USD300–1,500.
- Identify potential pitfalls for new micro-businesses.
- Identify external and internal barriers and constraints that limit the economic engagement of the target groups.
- Identify vocational and business skills in demand required for the targeted beneficiaries to own and manage 

businesses.
- Analyzing the constraints beneficiaries face in accessing capital and engaging in formal and informal financial 

services.
- Identify Microfinance Institutions (MFIs) requirements to provide loans to the target population groups and 

provide recommendations on how to address them.
- Map existing technical and market skills training providers, including financial literacy, vocational and 

entrepreneurship training, and job-matching and mentoring providers
- Map of relevant policymakers and the current policies that are affecting targeted population groups and 

livelihoods. 

1. INTRODUCTION
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02. METHODOLOGY

In order to best meet the market assessment objectives, a quantitative-qualitative mixed approach was adopted. The 
participatory methodology also was used to capture data and information on the views and perceptions of women 
and young youth including late adolescent groups (15 – 19) especially girls, government authorities, Yemen Business 
Club, Chambers and Commerce and Industry in Amanat Al Asimah and Sana’a, private sector, microfinance institutions 
(MFIs), Social Fund for Development (SFD), Yemen Loan Guarantee Program, community-based organizations (CBOs), 
UN agencies, INGOs & NNGOs, business/vocational training providers, consumers, and other stakeholders. 

Data collection included a desk review of existing reports and studies, key informant interviews (KII), focus group 
discussions (FGDs), women & youth survey, business survey, in-depth interviews with consumers, and observations, 
which are summarized in Table 1 below.

TABLE 1: DATA DISTRIBUTION, DATA SOURCES, AND NUMBER OF PARTICIPANTS

METHOD AMANAT AL-ASIMAH SANA’A TOTAL

Key Informant Interviews 30 13 43

Focus Group Discussion 80 80 160

Women and Youth Survey 366 124 494

 Business Survey 73 45 118

In-depth interviews with consumers 69 63 132

 TOTAL 618 325 943

The assessment followed a consultative and participatory approach, with the UNICEF team engaged at all stages 
of the assessment. The assessment framework and tools were designed following extensive consultations with the 
UNICEF team. The fieldwork-based primary data collection commenced soon after approving data collection tools 
and fieldwork plan.

2.1. DESK REVIEW

A desk review was done to inform data collection tools, perform critical market analysis and review the current 
situation of the most vulnerable and poorest women and young youth including late adolescent groups livelihoods 
in Yemen, mainly in the target governorates. Reviewed documents include program documentation, previous 
assessments conducted in Yemen by UNDP, UNICEF, ILO, CARE International, Mercy Corps, YLDF, and ROWAD. Desk 
research also involved a revision of the available literature, reports and research studies specific to the issue. A 
complete listing of the secondary literature reviewed can be found in the References section of this report.
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2.2. QUALITATIVE TOOLS

Qualitative interviews complemented the quantitative survey, providing a context for the quantitative data, as well as 
a more in-depth evidence base.

Key Informant Interviews (KIIs)

A total of 43 key informant interviews were conducted with government officials, local authorities, Yemen Business 
Club, Chambers and Commerce and Industry, MFIs, SFD, Yemen Loan Guarantee Program, CBOs, UN agencies, INGOs 
& NNGOs, business & vocational training providers, and other stakeholders in the target governorates. This helped to 
identify the following: key stakeholder policy and/or supportive environments for women & youth, and market gaps 
and opportunities for small and micro-business start-ups. A list of organizations interviewed is presented in Annex 2, 
while the types of organizations interviewed are summarized in Table 2.

TABLE 2: NUMBER OF KEY INFORMANT INTERVIEWS (KII)

GROUP AMANAT AL-ASIMAH SANA’A TOTAL

Ministry of Trade and Industry 1 1 2

Ministry of Technical Education and Vocational Training 1 1

Local authorities, NAMCHA 3 3 6

Chamber of Commerce and Industry 1 1

Yemen Business club 1 1

Social Fund for Development 1 1 2

Yemen Microfinance Network 1 1

Yemen Loan Guarantee Program 1 1

UN/INGOs 5 2 7

CBOs/NNGOs 6 2 8

Microfinance Institutions 4 2 6

Business/Vocational training providers 5 2 7

TOTAL 30 13 43

2. METHODOLOGY 
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Focus Group Discussions 

To complement the quantitative data and gain a 
better understanding of small and micro-business 
opportunities, current level of skills among women, 
youth, and adolescents, training needs, challenges to 
start-up enterprises; 16 FGDs (8 in Amanat Al-Asimah, 
and 8 in Sana’a Governorate) were organized with 
women & youth aged 15-40 years in the selected 
governorates. A total of 160 participants (50% female, 
50% male) took part in the FGDs. The number of 
FGD participants by governorates and gender are 
summarized in Table 3. 

TABLE 3:  NUMBER OF FGDS AND NUMBER OF PARTICIPANTS

GOVERNORATE
NO. OF FGDS  NO. OF PARTICIPANTS

MALE FEMALE MALE FEMALE TOTAL

Amanat Al Asimah 4 4 40 40 80

Sana’a 4 4 40 40 80

TOTAL 8 8 80 80 160

In-depth Interviews with consumers

To determine the extent of availability and satisfaction 
with goods and services currently provided in target 
governorates and understand which goods and services 
are most in-demand, 132 interviews were conducted 
with consumers (43% females, 57% males) (see Table 4).

TABLE 4:  NUMBER OF CONSUMERS INTERVIEWS

GOVERNORATE MALE FEMALE TOTAL

Amanat Al Asimah 40 29 69

Sana’a 35 28 63

TOTAL 75 57 132

Observation 
To understand general market activity including 
supply and demand of goods and services, trade 
routes and movements of goods, as well as identify 
challenges of consumers and local market actors, 18 
market observation and mapping were conducted in 
the main markets in the targeted governorates. The 
observations took place at different points throughout 
the day (morning and midday), and during interviews 
with businesses.

2. METHODOLOGY 
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2. METHODOLOGY 

2.3. QUANTITATIVE TOOLS

Two quantitative surveys were conducted: a women & youth survey and a business survey. The surveys were 
developed and tested in Amanat Al-Asimah and Sana’a governorate, with 10 respondents for each survey, and carried 
out in the selected districts and slums

Women & Youth Survey:

The women and youth survey identified the current level of skills, interests, and desires shared by women and young 
youth including late adolescent groups to get training and support, micro-businesses opportunities that are especially 
appropriate for the poorest and marginalized women and young youth including late adolescents and determine 
the industries and markets best suited for their start-up enterprises and for their employment. It also captured key 
trends in external and internal barriers and constraints that limit the economic engagement of the target groups, 
potential pitfalls for new micro-businesses, and the key constraints youth and women face in accessing capital and 
engaging in formal and informal financial services.

Sample selection was done using a pre-defined group with specific parameters, such as geographical cluster sampling 
combined with random sampling considering gender parameters. The sample included women & young youth 
including late adolescent groups 15-40 years old, with a fair representation of all population groups who live in slums 
(Marginalized, Non-marginalized, IDPs, youth female and male, adolescents, and disability people). The coverage of 
youth & women also ensured the data has a 95% confidence interval with a 5% margin of error. 494 women & youth 
participated in the survey (50% females, 50% males), and more than planned by 25%. The majority of respondents 
(82%) were marginalized, while the remaining 18% were IDPs. The sample covered 18 mahwa/slums (8 in Amanat Al 
Asimah and 10 in Sana’a governorate) (see Table 5). 

TABLE 5: WOMEN & YOUTH SURVEY SAMPLE SIZE

GOVERNORATE DISTRICT MAHWA/SLUM HH

SAMPLE SIZE

MALE FEMALE TOTAL

Amanat Al Asimah

Al-Wahdah Adhban 38 3 3 6

Bani Al Harith Al-Matar 513 17 17 34

Shu’aub
Sa’wan 2008 67 67 134

Bir Al-Rabo’i 214 8 8 16

Ma’ain
Al-Mu’alimi 1418 73 73 146

Al-Kharaiyb 168 8 8 16

Old City Bab Al-Sabah 36 4 4 8

Al thoarah Al-Rammah 75 3 3 6

Sana’a

Al Haymah Al Kharijiyah Al Mandhar 56 3 3 6

Bani Hushaysh

Al-E’tizaz 423 20 20 40

Shibam Al-Ghiras 69 3 3 6

Bab Al-Malikah 41 2 2 4

Hamdan

Bait Al-Thafif 76 4 4 8

Al-Azraqain 30 4 4 8

Dharawan 196 10 10 20

Sanhan

Khadh Al-Miyah 39 2 2 4

Dar Salm 343 12 12 24

Hiziaz 54 4 4 8

TOTAL 5797 247 247 494



2. METHODOLOGY 

Business Survey:

The business survey was conducted to identify barriers to small and micro enterprises (SMEs) development/expansion 
and private sector growth areas for intervention, understand the general perception from business owners, identify 
goods and services most in-demand in the targeted areas, identify high potential growth sub-sectors, identify sub-
sectors conspicuously absent from the market, and identify sub-sectors for which micro-businesses have already 
flooded the market. The market survey also helped to understand business establishment requirements in terms of 
the required business capital, skills and capacities to run a business, and to identify difficulties and barriers faced by 
micro-businesses in the targeted communities.

The market assessment targeted small and micro-
businesses11from different sectors (trade, services, 
handicrafts, etc.), utilizing systematic random sampling 
from all-district in the targeted governorates, and 
from inside and outside slums. 118 interviews were 
conducted with businesses (42% females and 58% 
males; 60% in Amanat Al Asimah and 40% in Sana’a 
governorate) (see Table 6). The sample covered different 
business sectors including handicraft businesses 
(42%) such as incense & perfume making, tailoring, 
shoemaker, and embroidery, trade & commerce 
sector (40%) such as grocery, haberdashery, clothing 
& footwear, and electronics, and the services sector 
(18%) such as hairdressing & beauty, cleaning services, 
auto-mechanic, maintenance of electronic devices, and 
transportation services (see Figure 2).

TABLE 6:  NUMBER OF BUSINESS SURVEY RESPONDENTS

GOVERNORATE MALE FEMALE TOTAL

Amanat Al Asimah 41 27 68

Sana’a 22 23 45

TOTAL 63 50 113

Data collection and analysis

Data collection took place over a five-week period; July-August 2019. The data collection team consisted of the lead 
consultant, two filed leaders, and 16 enumerators (50% females, 50% males).

For quantitative data, SPSS and Microsoft Excel were used to clean and analyze data. Moreover, the graphs used in 
this report were prepared using Microsoft Excel and based on SPSS outputs. While for qualitative data, Thematic 
Content Analysis Techniques was used to group and analyze data by thematic area, and the convergence of opinion 
approach was used to the qualitative groups.

11 The definition of a micro, and small enterprise varies from country to country. To define whether an enterprise is a micro, and small there 
is a need to understand the number of employees, the annual turnover and the balance sheet of the enterprise. In Yemen, the government 
defines SMEs as: Small-Sized enterprise is a firm with employees between 4 and 9 (YMIT, 2014), while micro has less than 4 employees.

Figure 2: Type of businesses
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2. METHODOLOGY 

03. FINDINGS

3.1. AMANAT AL-ASIMAH
3.1.1. WOMEN AND YOUTH PROFILE 
This section provides a general overview of the profile of women & young youth including late adolescent groups 
surveyed characteristics, including age, education, family status, residency status, while the second part focuses on 
the analysis of the current situation of targeted women and youth.

3.1.1.1. Demographic Characteristics
Age: as shown in Figure 3 below, women & young youth including late adolescents between 15-24 years represent 50%, 
while 25-30 years represents 27%, and 31-40 years was 23%. Figure 3 shows the gender breakdown of responses.

Family status: more than half of women and youth respondents (53%) were married with children, while 39% were 
single, 6% were married with no children, and 2% were divorced. Among age groups, the vast majority of women & youth 
who were 25 years and older were married and have children, compared to 26% of the 15-24 age group including late 
adolescents and youth (see Figure 4).

Education: as one of the determining variables for economic performance, the assessment found that 43% of respondents 
were primary school graduates, 28% were secondary school graduates, while 23% were illiterate, 4% were university 
degree holders, 3% do not have formal schooling, and only 1% attended vocational institute (see Figure 5). No significant 
difference was observed among males and females. Although the target women, youth, and adolescents are from the 
poorest and marginalized groups, the literacy rate is higher than the national level at 70%, which illustrates the increase in 
education in Yemen in the last 20 years, jumping from 60% to 70%. However, areas with high conflicts, such as Yemen, have 
greater potential to fall behind. Moreover, target age groups for this assessment (15-40) had more access to education, 
and the illiterate percentage among this group is less than older groups.

Figure 4: Amanat Al Asimah: Marital status  
for women & youth respondents

Figure 3: Amanat Al Asimah: Age for 
women & youth respondents



3. FINDINGS

Residence status: the assessment covered 8 mahwa/
slums in Amanat Al Asimah, targeting two categories 
of women and youth including marginalized/
Muhamasheen, the internally displaced persons (IDPs) 
affected by the conflict, and poor people who have been 
permanently living in the slums. The majority (88%) of 
the targeted women & youth were marginalized who 
have been permanently living in these geographic 
areas, while 12% were IDPs (see Figure 7).

Figure 7: Amanat Al Asimah: Residence status of 
women and youth respondents

Figure 6: Amanat Al Asimah: Education status of the 
women & youth respondents with their age

Figure 5: Amanat Al Asimah: Education status of the 
women & youth respondents
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3. FINDINGS

3.1.1.2. Women & youth economic engagement 

The assessment findings indicated that over 60% of women & young youth including late adolescent groups 
respondents do not study or work, while 28% have work, 8% still study, 1% study and work, and 4% do other things 
such as helping their families, and participating in volunteer work (see Figure 9). Among those who do not study or 
work, 69% were females compared to 50% were males, and 69% of their age was between 31-40 years and 56% were 
between 15-24 years. 

Among youth respondents who have work, 65% have been working for over 2 years, 18% have been working for 
6 months, whereas, 16% from 1 to 2 years, and 1% for 6 months to less than 1 year. Expectedly, older women & 
youth have been working longer (see Figure 8). Furthermore, among youth who have been working, 25% were self-
employment such as retail, grocery, tailors, hairdressers (33% of females, 22% of males), while 24% casual work (39% 
of females, 19% of males), and 21% marginal work representing mostly males such as shoe polishing or car cleaning 
in the streets (6% of females, 27% of males). Over 9% of collecting wastes/discarded items such as plastic water 
bottles and soft drink cans. Working for businesses or other people reported as a job by 9% mostly youth. Moreover, 
salaried work in the public sector was reported by 8% of mostly marginalized women, young youth including late 
adolescents employed in garbage collection and disposal activity for the Improvement Fund in Amanat Al Asimah. 
Begging was also reported as a job by 3% largely females from both marginalized and IDPs (see Figure 10). 

Women & youth including Adolescent girls living in low-income settings may be trapped in a vicious cycle that prevents 
them from obtaining employment and achieving better health outcomes and reproductive autonomy.

Figure 8: Amanat Al Asimah: How long  
have you been working?

Figure 9: Amanat Al Asimah: What do you do 
nowadays?

Figure 10: Amanat Al Asimah: Residence status of women and youth respondents
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3. FINDINGS

3.1.2. GOODS AND SERVICES ARE MOST IN-DEMAND

This section presents an analysis based on the consumer demand assessment in Amanat Al Asimah. The first part 
of the section describes the consumer market satisfaction or dissatisfaction with current goods and services offered 
within their area. Subsequent sections explain the unmet demand and market gaps in goods and services. 

The majority of Amanat Al Asimah streets are active by businesses of different sizes in the trade and service sectors. 
The famous business centers in Sana’a are Tahrir, Hadda Street, Zubairi Street, Azal, Sabeen. The busiest areas 
are Tahrir center, the old town (Sana’a Algadima), Hadda Street, and Zubairi Street. Tahrir district hosts the largest 
shopping center hosting different sizes of trading and service businesses selling clothes, different types of food 
items, footwear, jewelry, cosmetics, medicines, etc. The area also hosts several banks, foreign exchange bureaus, 
restaurants, street vendors selling different types of goods.

3.1.2.1. Goods demand 

The assessment found that the most in-demand goods were food items (e.g. vegetables, flour, cooking oil, bread, 
beans, grains, poultry, meat, fish, eggs, yogurt, fruit, juice baby milk, etc.), and non-food items (e.g. clothes & sewing 
items, footwear, spare parts for cars, and motorcycles, accessories, locally made metal goods, and metal furniture, 
toiletries and beauty items, baby diapers, etc.).

Turning to consumer satisfaction for goods, many more goods enjoy high levels of satisfaction than services. Most 
of the consumers’ respondents were satisfied with vegetables, beans, cooking oil, yogurt, bread, and local fruit, 
nevertheless, more goods also suffered from higher levels of dissatisfaction including baby milk, meat, poultry, 
clothes & sewing items, footwear, medicines, spare parts for cars, and motorcycles, and accessories. 

The vast majority of consumers reported very high prices as the primary barrier for buying nearly all food and non-
food items. The key informant interviews with Ministry of Trade and Industry, local authorities, NAMCHA, Chamber 
of Commerce and Industry and Yemen business club, revealed that the current conflict, imposition of high customs 
and tax duties to the private sector, the price of fuel, high price of transportation, and depreciation of Yemeni Rial, 
are among the top factors that contribute to a rise in inflation. In addition, the lack of supply of goods is rarely the 
cause of dissatisfaction for locally made clothes, medicines, spare parts for cars and motorcycles, accessories, and 
footwear. while others cited poor-quality as a third reason.

There is little that can be done by vocational and business training programs to address directly the high costs of 
goods or the low amount of disposable income available to consumers with which to buy these goods, but potential 
market gaps can nevertheless be identified. In addition, lack of supply, and poor-quality causes of dissatisfaction with 
goods can be addressed through training to make targeted women & young youth including late adolescent groups 
more competitive in the marketplace. Results suggest there is a good opportunity to develop the market for most 
products, or to improve the quality of goods, creating potential micro-business opportunities for women and young 
youth including late adolescent groups.

Services Demand

The assessment found that the most in-demand services were health, restaurants, transportation (e.g. buses, 
motorcycles, and taxis), barbers, tailors, electricians, plumbers, education services.

According to the in-depth interviews with consumers, and observations, most services had low levels of satisfaction 
despite Amanat Al Asimah is the largest city in Yemen and has various services. Technical and maintenance services 
such as plumbers, mobile maintenance, restaurants, barbers, hairdressers, health services, and transportation 
had high levels of dissatisfaction, due to different causes including high cost, lack of supply, poor-quality and poor 
customer service, and customer not trusting the vendor. 

Most of these causes of dissatisfaction with services can be addressed with business development skills and life skills 
training, mainly marketing, customer service skills, communication skills. Results suggest that there are opportunities 
to develop the market for most services, providing potential micro-business opportunities for target women & young 
youth including late adolescent groups.

The results of the in-depth interviews with consumers and observations are not used alone to judge whether a good 
or service should be incorporated into training programs in this report nor should they be. High market satisfaction 
does not mean that the market is no longer growing, and high market dissatisfaction does not mean that the market 
contains suitable opportunities for disruption. A good that has high satisfaction may be one in which there is a large 
demand, and a service that has low satisfaction may nevertheless be one in which there is low demand. Therefore, these 
findings are weighed together with research from interviews conducted with key informants including community 
leaders, CBOs, NGOs, MFIs, Chamber of Commerce, business and vocational training providers, government, and 
potential beneficiaries.
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3.1.3. MARKET ANALYSIS

This section presents an analysis based on the findings of the business survey and qualitative analysis of the small 
and micro-business environment. The first part of the section describes the market challenges, constraints to starting 
or expanding small and micro-business. Subsequent sections explain market gaps and opportunities, as well as high 
potential growth sub-sectors in Amanat Al Asimah.

3.1.3.1. Small and micro-business challenges and barriers

The current conflict devastated an already weak small and micro enterprises sector suffering from a number of 
structural and interlaced constraints. Before the conflict, the private sector in Yemen faced different constraints 
and barriers including political instability and insecurity, electricity shortages and corruption.12 The conflict has a 
significant impact on every part of the economy; it made business transactions more costly and favored short-term 
considerations of actors at the expense of longer-term business development and investment objectives. 

The assessment findings from the business survey indicated that there are some challenges and barriers that small 
and micro-businesses owners faced to start-up their own business including lack of finance (91%), lack of technical 
skills (29%), lack of business knowledge and skills (21%), lack of experience (18%), ethnicity mainly among females 
(9%), and gender (4%) (see Figure 11). There was some difference between gender, as shown in Figure 11. Lack of 
finance, lack of technical skills and business skills, ethnicity, and gender were the main challenges and barriers that 
female business owners faced and higher compared to male business owners.

These findings were confirmed during the FGDs and interviews, that the lack of finance, lack of experience, and the 
economic situation were the main challenges to start-up a business in Amanat Al Asimah.

12 World Bank (2016). What›s holding back the Private Sector in MENA? Lessons from the Enterprise Survey. http://documents.worldbank.org/
curated/en/371961508411374137/pdf/-120538WP-P-159636PUBLIC-Yemen-PN-No-3-Edited-clean.pdf

Figure 11: Amanat Al Asimah: Main challenges and barriers to that SMEs owners faced to start-up their 
businesses

3. FINDINGS
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3.1.3.2. Challenges/barriers to sourcing the raw materials and selling goods and services

SMEs in Amanat Al Asimah face many challenges and barriers in sourcing the raw materials, and marking & selling 
their goods or services including low purchasing power of community (46%), financial services (15%), availability 
of raw materials (13%), operating cost (9%), and lack of infrastructure (see Figure 12). During the FGDs, most of 
the participants add other challenges including inflation, exchange rate volatility, and lack of infrastructure mainly 
electricity and water.

Interviews with the Chamber of Commerce confirmed these results and provided additional reasons including 
exchange rate, lack of credit facilities, lack of sharing market information, monopoly of commodities, the price of fuel, 
and higher customs and more than once paid.

3.1.3.3. Business expanding and market opportunities 
The business survey results indicated that over 57% of small and micro-businesses felt they were sometimes unable 
to meet the demand of their current customers, mainly in trades and handicraft businesses such as grocery shops, 
clothing & footwear, incense & perfume making, tailoring, and hairdressing & beauty. Small and micro-business 
owners indicated four main reasons for their inability to satisfy demand including lack of money to buy more goods 
or raw materials (59%), not enough sources/suppliers (15%), high price of their goods and services (8%), and low 
quality of products (5%) (see Figure 13). These findings indicate that financial limitation is the greatest barrier to 
meeting demand and expanding businesses. 

Figure 12: Amanat Al Asimah: Challenges and barriers to sourcing the raw  
materials and selling their goods and services

Figure 14: Amanat Al Asimah: Are you 
ever unable to meet the demand of 

your current or potential customers?

Figure 13: Amanat Al Asimah: Reasons why the SMEs 
 cannot satisfy demand



Despite the fact that many challenges and barriers are still encountered by small and micro-businesses, over 91% of 
business owners indicated that they believe their businesses will continue for the next two years across all sectors 
(see Figure 15), which are the main source of their income. They would develop their products/services, introduce 
new products/services, and seek new customers and markets. While 9% of respondents reported that if the economic 
situation (e.g. inflation, enabling environment, and the purchasing power of community) in the country does not 
improve, they may be forced to close their businesses.

When SMEs owners were asked if they planned to expand their businesses in the next few years, the majority of 
respondents (87%) planned to do that, across all business sectors, while only 13% revealed that they did not have a 
plan to expand their businesses in the next few years (see Figure 16). No significant difference was observed among 
males and females, as well as across geographic. The motivation for expanding their businesses included to generate 
more income, to meet customer demand, to be more competitive, and to create more job opportunities for family 
members. 

These findings indicated that there are still opportunities in the local market, which may increase the stability of the 
businesses and have an opportunity for new businesses.

3.1.3.4. High potential growth sub-sectors

Despite all challenges and constraints that the SMEs have been mentioned above, findings from the business survey 
indicated that there are some sub-sectors which have remained active and profitable throughout the crisis and have 
potential to grow including trade & commerce sector (66%) such as businesses related to the food commodities, 
fuel, clothing & footwear, spare parts of engines and motorcycles, pharmaceutical, solar systems sector, and mobile 
phone shops. Some of the services sub-sectors also have remained active and profitable such as restaurants, health 
services, exchange rate services, auto-mechanic, transportation services (motorcycle), electricity and solar systems 
services. 

Moreover, some handicraft sub-sectors still active and 
profitable such as tailoring, sewing & embroidery of 
women’s clothes, make shoes and leather bags, and 
henna inscription. 
In the manufacturing sub-sector, some activities 
also have remained active and profitable including 
metalwork & welding workshops, aluminum, and 
carpentry workshops (see Figure 17). This finding 
indicated that most of these sub-sectors are traditional 
and essential, which are not significantly affected by 
conflict, as well as there are still opportunities for these 
activities to grow.
The assessment also found that the collection of waste 
such as plastic water bottles, soft drink cans as well as 
recycling (e.g. car tires, plastic, leather, etc.) may have 
a high potential for real sustained business if they are 
supported.

Figure 15: Amanat Al Asimah: Do you think that your 
business will continue for the next two years?

Figure 16: : Amanat Al Asimah: Do you plan to  
expand your business in the next few years?

Figure 17: Amanat Al Asimah:  The most active and 
profitable sectors/business
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3.1.4. MICRO-BUSINESSES OPPORTUNITIES 

3.1.4.1. Women & youth micro-business preferences

The assessment results indicated that 93% of women, youth, and even adolescents respondents wish or plan to start 
a business. No significant difference was observed among males and females, as well as across selected slums (see 
Figure 19), while there is some difference across age groups, 96% of 15-30 years represents wish/plan to start-up a 
business including youth and adolescents, compared to 84% of older 30-40 years (see Figure 18). Among education 
level, 100% of respondents who have vocational and university education wish/plan to have their own business, and 
96% between those who have a primary or secondary school, 85% among those who have no formal schooling or 
illiterate. From the analysis above, younger women, youth, and adolescents who are better educated are more willing 
to establish their own business compared to others.

A survey of women & youth findings indicated that 59% would like to have a service business, whereas 26% prefer to 
start-up handicraft businesses, 11% trade businesses, and only 5% manufacturing businesses (see Figure 20). Figure 
21 shows that males preferred to start-up services businesses (69%), and trade businesses (20%), while females 
preferred to have services, and handicraft businesses (48%, and 46% respectively). No significant difference was 
observed among age groups, as well as across selected slums. 

  

Figure 18: Amanat Al Asimah: Do you wish/plan to 
have your own business?

Figure 20: Amanat Al Asimah: 
Preferred types of business

Figure 19: Amanat Al Asimah: Do you wish/plan to 
have your own business?

Figure 21: Amanat Al Asimah:  
Preferred types of business
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A survey of women and youth, business surveys, FGDs, as well as interviews with key informants and consumers 
were used to determine and understand business preferences, as well as identify potential marketable and viable 
businesses of women & young youth including late adolescent groups. Table 7 shows the micro-businesses preference 
of women & youth and most marketable and viable businesses.

TABLE 7: MOST PREFERRED, MARKETABLE AND VIABLE BUSINESSES IN AMANAT AL ASIMAH

BUSINESS
SECTOR MALE FEMALE ADOLESCENTS

SERVICES

- Cleaning services 
- Cars wash and cleaning services
- Plumbing
- Auto electrician and Mechanics ser-
vices 
- Motorcycle repair workshop
- Motorcycle driver
- Bus driver
- Nursing and first aid clinic
- Barbershop 
- Mobile maintenance
- Solar system installation and mainte-
nance workshop
- Internet networks
- Electricity services

- Hairdressing and Beauty 
- Cleaning services
- Nursing and midwifery 
clinic 
- Community services and 
adult education center 

Males
- Cleaning services 
- Cars wash and cleaning ser-
vices
- Plumbing
- Motorcycle repair workshop
- Motorcycle driver
- Mobile maintenance

Females 
- Hairdressing and Beauty 
- Cleaning services

 HANDICRAFT

- Textile Mawaz
- Men Tailoring
- Shoemaking
- Bags making

- Tailoring
- Sewing and embroidery of 
women’s clothes workshop
- Making leather bags
- Henna inscription

Males
Textile Mawaz
Men Tailoring
Shoemaking

Females 
Tailoring
Sewing and embroidery of 
women’s clothes workshop
Making leather bags

TRADE

- Grocery shop
- Motorcycle spare parts shop
- Vegetable and fruit shop
- Buying and selling haberdashery
- Clothing, shoes and accessories shop
- Electricity items shop
- Pharmacy
- Selling batteries 

- Grocery shop
- Clothing, shoes and acces-
sories shop
- Incense and perfume
- selling 
- Beauty tools selling 

Males
- Grocery shop
- Vegetable and fruit shop
- Buying and selling haber-
dashery

Females
- Clothing, shoes and accesso-
ries shop
- Incense and perfume selling 
- Beauty tools selling

MANUFACTURING

- Welding and metal Workshop
- Carpentry workshop 
- Manufacture and formation of Janabi 
workshop
- Recycling (e.g. Plastic, tires, leather, 
clothes, shoes, etc.)

- Incense and local perfume 
making
- Making sweets and cake
- Accessories making work-
shop

Females 
- Incense and local perfume 
making
- Accessories making work-
shop

3. FINDINGS
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Micro-businesses will contribute to the economic empowerment of women, youth and adolescents, and will help 
reduce their vulnerability, as well as enhance their protection.  This is in line with UNICEF’s Adolescent and Youth 
Engagement Strategic Framework.13

The relevant research literature indicated that economic empowerment of women, youth and adolescents has 
economic and social impact including improve their income, that led to having more access to food and basic 
services, as well as improve their relations with family and community members, and consequently enhancing their 
livelihoods, social cohesion, protection, prevention of extreme violence, live a life of security and dignity, and reduce 
the consequences of risky investment behavior.14 For those who have children, they are likely to spend more income 
on health care and education.

3.1.4.2. Pro-Poor Value Chain Development15

Assessment results found that some sub-sectors were undeveloped; if developed they have the potential to generate 
a good income for the women & young youth including late adolescent groups and create more job opportunities. 
These include tailoring, waste/haberdashery trade/recycling, and motorcycle sub-sectors.

Through value chain development programs, practitioners empower small and micro-businesses to sell to more 
stable, higher volume or higher value markets. Generally, this does not occur by linking SMEs directly with customers, 
but by working with a range of businesses in the value chain– for example, input suppliers, processors, traders, 
associations, cooperatives, wholesalers, and retailers – and with support service providers and other stakeholders to 
increase the competitiveness of the industry and increase benefits for low-income SMEs.

A large number of economic operators in the tailoring, textile and clothing sector are small and micro businesses, 
including small tailors, mostly working in the informal sector. They are primarily self- employed or employing family 
members and work from home, and most of them are women. They are scattered all over Yemen concentration in big 
cities such as Amanat Al Asimah. They cater to the domestic market. They source their fabrics and other accessories 
from local markets or wholesale shops.

In the common practices in Yemen, the main role of the tailor is to make the attire charge a price for the service as 
people bring their own material. The most important tool of the trade is a tailoring machine, a generator for powering 
or solar system, and some accessories such as buttons, zips, bids which they buy from suppliers. 

13 UNICEF (2018). Adolescent and Youth Engagement Strategic Framework. http://www.unicefinemergencies.com/downloads/eresource/docs/
Adolescents/63792683.pdf

14 UNDP (2019). Impact Assessment for Yemen Livelihood and Human Security Project.
15 Pro-Poor Value Chain Development: An approach that specifically seeks to benefit disadvantaged enterprises.

TAILORING VALUE CHAIN
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Trading of textiles and other tailoring accessories; bed sheets, praying clothes, and curtain. Bead making, given that 
tailoring requires textiles and other accessories, other people specialize in trading these materials to support the 
tailoring value chain. Thus, the business is closely linked to tailoring as it provides the required inputs. Other than 
textiles, they also sell a variety of bedsheets and curtains. Making of beads that are also used as part of tailoring 
accessories is a business most suitable for women that were found to be a profitable business. These are made from 
cheap materials that produce a reasonable return within a short period of time without the injection of high capital.

Entry points for women & young youth including late adolescent groups have been identified in areas such as tailors, 
designers, clothes shops, raw materials & accessories suppliers, transportation (for males), and distributor (for males).

Small and micro-businesses in tailoring sector face some challenges including lack of business skills, lack of access 
to credit and finance, lack of administration skills, lack of access to market, poor marketing, lack of information 
on market requirements, high cost of electricity, absence of coordination, seasonal nature of business, and old 
production facilities.

Not all of these challenges can be eliminated, however, government, donors, private sectors and other stakeholders 
can work together to support and develop the tailoring value chain through integrating small tailors into the domestic 
retail trade; improve product development with regards to local values, training in garment making to improve 
techniques and finishing, training on financial literacy and options for accessing credits, In addition,  strengthen the 
trade support network; create linkage among the different segments of the sector through collaboration, sharing of 
information and feedback, enhance product offerings in terms of product diversity, develop collaborative synergies 
between vocational training centers and tailor sector in teaching fashion design and garment making, encourage the 
development of local materials.

MAPPING OF THE TAILORING VALUE CHAIN ACTORS
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The assessment found that mostly marginalized household members employed in haberdashery/waste collection 
such as plastic water bottles and soft drink cans.

Primary collection: this commonly involves the door-to-door collection of haberdashery/garbage.

Sweeping: this involves the sweeping of streets and collection of haberdashery/garbage/waste that may have been 
dumped there. In some cases, where the primary collection is not done, this may include the collection of a substantial 
quantity of waste.

Resource recovery: this involves the collection of waste for re-use or recycling. Micro-businesses can make money 
through the buying and selling of waste, such as metals and car wheels.

Waste transportation: this involves the transport of waste, either between transfer stations or the final disposal site. 

Disposal site operation: this is usually a large-scale activity.

Entry points for women & youth have been identified in areas such as waste collectors, traders, scrap dealers, 
disassemblers and dismantlers, recyclers/smelters, and transportation 

HABERDASHERY/WASTE COLLECTION AND RECYCLING VALUE CHAIN

WASTE RECYCLING VALUE CHAIN 
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3.1.5. BARRIERS/CONSTRAINTS OF WOMEN & YOUTH ECONOMIC ENGAGEMENT 

The assessment found that many reasons prevent women & young youth including late adolescent groups for 
starting-up their own micro-business including inability to obtain appropriate funding (95%), lack of technical skills 
(61%), lack of business knowledge and skills (37%), not knowing how to start a business (26%), financial risk (24%), 
and ethnicity (4%) (see Figure 23). The results were supported by the FGDs findings. Other reasons included lack of 
confidence, high poverty, and lack of support from family, friends and local community. 

Furthermore, reasons motivating women & young youth including late adolescent groups to start-up their micro-
businesses included: accessing appropriate funding (96%), having the opportunity to participate in the technical skills 
training (72%), being unemployed (69%), receiving technical support or coaching (15%), and other reasons (2%) such 
as the desire to change their life (see Figure 21). No significant differences were found across gender, age groups 
and geographic areas. In FGDs, women, youth, and adolescents participants expressed more reasons including, high 
desire to get out of the circle of extreme poverty and have a better life for their households and children, as well as 
life with dignity. 

When asked how knowledgeable women & young youth including late adolescent groups are to starting-up their 
businesses, only 18% of respondents reported that they are knowledgeable, and 42% said they are somewhat 
knowledgeable, while 40% not at all knowledgeable to establish a new business (see Figure 25). Among gender, 24% 
of males stated that they are very knowledgeable to start-up a business compared to 12% of females, while 43% of 
females not at all knowledgeable compared to 38% of males. This finding confirms that the males are more likely 
to have access to knowledge and skills to start-up a business than females, as well as women in Yemen face some 
challenges and barriers when they decide to start-up their businesses including lack of access to business knowledge 
and skills, lack of access to capital, restrictions of movement, traditions & customs, and low levels of education. 
Expectedly, adolescents are less knowledgeable to start-up a business, which business skills would be essential for 
them (see Figure 24)

Figure 22: Amanat Al Asimah: Factors encouraging 
women & youth to start-up their businesses

Figure 23: Amanat Al Asimah: Reasons preventing 
youth from starting a business
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The program could help targeted beneficiaries to start-up their micro-business and to address these challenges 
through providing vocational, business and life skills training, providing seed grants, loans, toolkits, as well as linkage 
target beneficiaries with MFIs, mentoring and advisory service providers. In addition, develop apprenticeship and 
build linkages with the private sector to enable women, youth, and even adolescents to practice their skills in the real 
market, and enhance their confidence to start-up their business.

Several factors were identified as contributing to the successful implementation and better outcomes of the selected 
businesses including:

- Profitability: the financial evaluation demonstrated the profitability of the selected businesses which is one of 
the major success factors. 

- Market/Demand: Amanat Al Asimah is the biggest city in Yemen and privileged to have a large population that 
ensures a ready market for most of the goods and services traded across the city for marginalized and other 
groups. 

- Most are already existing small and micro-businesses: Most of the recommended businesses are already existing 
businesses, which means the targeted communities already have experience of running these businesses, but 
most of their challenges are capital and skills. 

- Linkages between certain initiatives: The interdependency of selected businesses will facilitate the supply 
and demand within the network of targeted beneficiary traders. For instance, textiles/accessories traders can 
supply tailoring beneficiaries, and waste traders or recyclers can buy from collectors.

Figure 24: : Amanat Al Asimah: Women & youth 
knowledgeability to starting-up a business across age groups

Figure 25: Amanat Al Asimah: Women & youth 
knowledgeability to starting-up a business
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3.1.6. SEED FUNDING REQUIRED FOR MICRO-BUSINESSES

Based on the analysis above, lack of finance was the main reason preventing women & young youth including late 
adolescent groups for starting-up their own micro-business, whereas, have access to an appropriate fund was the 
main reason motivating them to start-up their micro-businesses. When asked women & youth how much money they 
would need to start up their businesses, 44% said they need between YER 100,000 (approximately USD 167) to YER 
300,000 (approximately USD 500), while 23% need between YER 300,000 (approximately USD 500) to YER 500,000 
(approximately USD 833). Over 21% need over YER 500,000 (approximately USD 833), and only 5% need less than YER 
100,000 (approximately USD 167). During FGDs, some women, youth, and adolescents revealed that they have some 
assets, which would help them to start-up their business if they would receive support.

Most micro-businesses listed in Table 7 above required between YER 200,000 (approximately USD 233) to YER 700,000 
(USD 1,166) to establish a business. However, some businesses would need more. In FGDs and interviews, very few 
participants confirmed they are willing to create a partnership with others to establish their business.

3.1.7. POTENTIAL PITFALLS FOR NEW MICRO-BUSINESSES

From the analysis of the women & youth and business surveys, FGDs, and interviews, new micro-businesses would 
face some challenges including lack of capital, lack of experience, lack of technical skills, lack of marketing, lack of 
support from the families and local communities. Moreover, new businesses would also face economic and market 
challenges such as low purchasing power of community, inflation, market volatility and high competition in traditional 
business activities, lack of infrastructure, lack of sharing market information, weak enabling environment, and the 
price of fuel. 

It is most likely more micro-business would be closed. Globally on average around 90% of business start-ups fail 
in the first year.  The start-up of businesses is not seen to be a major challenge but rather the sustainability and 
development of business is where the challenge lies. 

The relevant research literature indicated that the main reasons behind closing small and micro-businesses in Yemen 
including increasing raw materials/goods prices, unsuitable location of the business, high competition, lack of market, 
difficult to collect credits, increased debt, lack of mentoring, and unable to get appropriate funding, as well as some 
businesses, closed because they had to sell their assets to purchase a basic commodity

To address and mitigate the potential pitfalls and challenges, the program would help the targeted beneficiaries 
through providing vocational, business and life skills training, providing seed grants or toolkits, providing advisory 
and technical support, developing informal apprenticeship, and linkage the targeted beneficiaries with MFIs, services 
providers, private sector, and mentorship. The project also should help the targeted beneficiaries to select the right 
businesses based on the community and market needs and prior knowledge or experience, as well as more suited 
with their capacity and interest. Moreover, targeted beneficiaries should be selected from the selected areas to 
ensure they had a good experience with the targeted communities, as well as they would understand the behavior 
of potential consumers and be able to reach them easily, and be more accepted by the local communities and have 
access to social capital. 

In general, a combination of skills training, seed capital, mentoring plus a good selection of beneficiaries can act as 
collateral to success micro-business, and address potential pitfalls and challenges.
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3.1.8. VOCATIONAL AND BUSINESS TRAINING 
NEEDS FOR TARGETED BENEFICIARIES

3.1.8.1. Vocational and business skills & knowledge among women & youth 

The analysis started by looking at the availability of training opportunities in the targeted areas and the proportion of 
women, youth, and adolescents who were trained in the last few years simply to identify the level of vocational and 
business training within the targeted slums. 

Availability of training opportunities

The assessment found that, the vast majority of women, 
youth, and adolescents respondents (98%) revealed that there 
are no opportunities to receive training in Amanat Al Asimah 
(97% females, 98% males) (see Figure 26), while only 1% think 
there are training opportunities including technical/vocational 
skills, business skills, and life skills. Amanat Al Asimah has 
the largest number of training providers in Yemen, and this 
finding shows that there is a lack of information among the 
target group.

Vocational training among the target women & youth

It was observed that most women and young youth including late adolescent groups have not participated in any 
vocational training as evidenced by 83% of respondents, whereas 17% indicated that they received some sort of 
vocational training (see Figure 29). Among gender, 22% of females received vocational training such as tailoring, 
first aid/nursing, hairdressing & beauty, and handicrafts, while 11% of males received vocational training such as a 
computer, carpentry, auto mechanics, construction, and electrical works (see Figure 28).

For those who had received vocational training, 45 percent had training in NGOs such as CARE International, and 
SOUL, while 26% from a private training center, 10% in a government training center, and 5% in a small business (see 
Figure 27). Very few of the target groups are able to afford training due to their extreme poverty. In exploring the 
reasons for low enrollment in formal training institutes among the target group, the findings note that these range 
from lack of information about the presence of technical education and vocational training (TEVT) centers in the 
areas, lack of education, which most of the target women and young youth including late adolescent groups have low 
education level or illiterates. For women, in addition to these, challenges related to mobility and family support were 
prioritized in skills development programs. 

 

Figure 26: Amanat Al Asimah: Availability 
 of training opportunities

Figure 29: Amanat Al Asimah: Women 
& youth who received vocational 
training of training opportunities

Figure 28: Amanat Al Asimah: 
 Type of vocational  

training

Figure 27: Amanat Al Asimah:  
The location of vocational  

training



Business skills training among the target women & youth

About 15% of women, youth, and adolescents respondents had 
received some sort of business skills training such as business 
skills, life skills, marketing, finance & accounting, and financial 
literacy (see Figure 32). Among those who received business 
training, 78 percent had training in international organizations 
or local NGOs such as CARE, SOUL, and Yemen Women’s Union, 
and 22% in a small business. 

During the FGDs and interviews, most of them indicated that 
few women, youth, and adolescents received vocational and 
business training, including introduction in entrepreneurship, 
marketing, finance and accounting, and most of the training 
were conducted by INGOs or NNGOs such as CARE, and SOUL, 
for free and some of them provided transportation allowance 
for their beneficiaries.

In general, the findings note a very limited trend of acquiring 
formal skill development training in the target areas. A 
comparative analysis across gender notes that more women 
than men have acquired some kind of skills training. 

Figure 30: Amanat Al Asimah: The location of business training

Figure 31: Amanat Al Asimah: Type of business skills training

Figure 32: Amanat Al Asimah: Women & youth who received 
business skills training
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3.1.8.2. Access barriers to vocational and entrepreneurship skills training 

When asked, who had never received any training, what were the main access barriers to participate in the vocational 
and business skills training, they revealed that the main barriers including Lack of training opportunity (100%), 
economic barrier (85%), lack of information (43%), training for their choice was not available (29%), while only 8% 
of respondents revealed that the ethnicity was an access barrier to vocational and business training (see Figure 33). 

 

According to the FGDs and interviews, the following barriers to vocational and business skills training were identified 
including high poverty, early marriage, affordability of training fees and transportation costs, low encouragement 
by family and local communities due to culture, lack of awareness (especially for women), or community view of the 
Muhamasheen/marginalized groups. Among the IDPs, the key access barriers to training opportunities were the 
same as above and other including the life of displacement, and lack of motivation.

3.1.8.3. Training and support interest and desire among women & youth

The assessment result found that the large majority of women, youth, and adolescents respondents (86%) expressed 
their desire to have the training to start-up their businesses if they get an opportunity (91% of females, 80% of males). 
This result was confirmed during the FGDs, in which all participants indicated their desire to have a vocational and 
business training opportunity to help them to start-up their business and get out of extreme poverty and meet the 
main needs of their families, and children.

Women, youth, and adolescents respondents were also asked to indicate which areas they would prefer to train 
in or develop their skills if they had the opportunity. Figure 34 shows that 23% of respondents would prefer to be 
trained in tailoring mainly women, while 19% preferred to be trained in hairdressing and beauty, 8% need to have 
auto mechanics training, 9% preferred to be trained in electrical works and computer, 4% plumbing construction, 
carpentry, 3% recycling, 2% metalwork, and 10% other such as solar systems installation and maintenance, electronic 
equipment maintenance, and upholsterer. Among gender, tailoring, and hairdressing are more preferred for women, 
while electrical works, auto mechanics and computers are more preferred for young youth including late adolescent 
groups. No significant difference was observed among age groups, as well as across geographic and residence status. 

Furthermore, among who expressed their desire to have business training, 83% need to have life 
skills training (87% of females, 79% of males), whereas 52% would like to attend customer services 
skills training, 29% requested business skills training, 20% marketing, and 13% literacy classes  
(see Figure 35). 

Figure 33: Amanat Al Asimah: Access barriers to skills training
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This finding confirmed the importance of life skills such as self-confidence, self-awareness, communication skills, 
health and hygiene, social integration, positive survival skills, and decision-making, to support personal development 
and offer psychosocial support to address barriers to self-sufficiency and wellbeing, left unaddressed by vocational 
and business training. Given the importance of life skills for Muhamasheen in overcoming socio-economic barriers 
and negative perceptions, providing comprehensive class-based training of vocational, business and life skills can 
be significant. Combining this with supporting start-up micro-businesses or informal apprenticeship approach 
is important not only for skills acquisition but also to help break down barriers between marginalized and non-
marginalized groups, thus changing attitudes towards and promotes social integration.

From these findings and analysis, it should not be surprising to find most respondents talking about skills related to 
traditional skills like tailoring, hairdressing, and auto mechanics. This is because in any setting people normally relate 
more to the things they see. These results were considered as some of the preliminary options for potential skills to 
be recommended, however, further assessment was done combining other sources of information to come up with 
the recommended most marketable vocational skills. 

Figure 34: Amanat Al Asimah: Women & youth vocational training preferences

Figure 35: Amanat Al Asimah: Women & youth business training preferences
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Based on the quantitative and qualitative findings, most appropriate, marketable and preferred skills are those that 
support business or income-generating activities that the poorest women and young youth including late adolescent 
groups engage in. Table 8 presents the most appropriate and recommended skills for the targeted groups. 

TABLE 8: THE MOST APPROPRIATE SKILLS TRAINING FOR WOMEN, YOUTH, AND ADOLESCENTS

TYPE OF TRAINING FEMALE MALE

Vocational
training 

- Tailoring
- Hairdressing and Beauty 
- Incense and perfumes making
- Sewing and embroidery of women’s 

clothes, 
- First aid and midwifery 

- Auto electrician and Mechanics
- Electronics repair
- Recycling (e.g. plastic, leather, clothes, shoes, etc.)
- Shoemaking 
- Leather bags making
- Solar systems installation and maintenance 
- Motorcycle repair
- Carpentry 
- General support reconstruction activities (e.g. skills 

for basic building, bricklaying, plumbing, and weld-
ing)

Business skills 
training

- Small and micro-business manage-
ment

- Budgeting and planning skills
- Marketing
- Customer services skills
- Recording and book-keeping skills
- Using social media tools for marketing
- Financial literacy (credit and finance) 

- Small and micro-business management
- Budgeting and planning skills
- Marketing
- Customer services skills
- Recording and book-keeping skills
- Using social media tools for marketing
- Financial literacy (credit and finance) 

Live skills
training

- Ethics 
- Self-confidence
- Self-awareness, 
- Communication skills
- Health and hygiene
- Social integration
- Substance use
- Positive survival skills 
- Decision-making
- Self-planning
- Health and nutrition
- Negotiation

- Ethics 
- Self-confidence
- Self-awareness, 
- Communication skills
- Health and hygiene
- Social integration
- Substance use
- Positive survival skills 
- Decision-making
- Self-planning
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Importantly, all of these skills can be transferred to different locations should the need arise. The training will have 
the most success if they have a combination of life skills vocational training, and business skills. Moreover, targeted 
beneficiaries may also engage in a practical project of developing a business plan, that skills can prepare participants 
to start-up their own businesses and be close to the markets. 

Training also can be linked with community outreach activities led by the targeted beneficiaries themselves, which 
can build self-esteem and assertiveness enabling beneficiaries to more effectively address social and professional 
pressures and make healthier business choices. Life skills training can target particular constraints to sustainable 
micro-business such as self-confidence, and promote positive behavioral change. Women, particularly the most 
disadvantaged, may also need training on gender issues such as health and nutrition, and negotiation skills.

The assessment found that adolescent girls and young women in the targeted slums live in a very fragile environment 
fraught with risks and problems which make them extremely vulnerable. The combination of an unstable family 
environment, high poverty, a high level of physical and sexual violence, cultural acceptance of abusive practices, 
and the fact that many girls are mothers themselves, is an extremely dangerous mixture which puts girls and young 
women in a very vulnerable position. This will affect girls’ and young women’s ability to participate in training, and 
to focus on it and be able to learn. This will also impact a successful transition from training to start-up micro-
business. Therefore, the program should support marginalized adolescent girls and young women, and encourage 
them to participate in training and establish their business through addressing opportunity costs for the targeted 
beneficiaries, by providing food rations, and facilitating transport, as well as implement an awareness program 
to encourage parents, husband and males to respect the importance of gender equity and equality, especially in 
engaging women in economic activities, and develop the self-confidence of girls and young women.

3.1.8.4. Support services for start-up businesses

Support services that enable start-up businesses in Yemen are very limited. There are some attempts by INGOs, 
NGOs and the government to provide support services, however, it is still a very small scale. This assessment found 
there are some business incubators such as Block One and Noah, they provide training, consulting services as well as 
office space rental for youth and start-up entrepreneurs. Various activities have been offered at low or free rates. In 
addition, there is SMEs Unit in Sana’a Chamber of Commerce and Industry, however, its role is still weak to support 
start-up and SMEs, due to lack of funds. Yemeni Business Club has also business support center that aims to support 
SMEs and youth entrepreneurs. They organized different sessions related to SMEs and youth issues.

MFIs provide a variety of financial and non-financial services to women and youth, including lending, savings, deposits, 
current accounts, training, and technical assistance. Financial services are delivered in accordance with conventional 
and Islamic principles. Women & youth loans are part of microfinance services, particularly for ongoing and start-up 
enterprises. Al-Amal bank is the only MFI to provide start-up loans, that has a project funded by Silatech for youth 
start-up businesses. Therefore, it is recommended to include more integrated project components, which link target 
women & youth to microfinance, mentorship and advisory service providers, as well as to establish women & youth 
center/hubs. 

3. FINDINGS
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3.1.9. TECHNICAL AND MARKET SKILLS TRAINING PROVIDERS

According to the interviews with the government officials in Ministry of Technical Education and Vocational Training 
(MTEVT), there are around 9 TEVT centers in Amanat Al Asimah, providing different training courses including 
mechanics, carpentry, electricity, hairdresser, tailoring and designing, handicrafts, Administrative, Computer and 
entrepreneurship skills (Know about business) (see Table 9). Due to the current conflict the TEVT centers face many 
challenges including lack of operational budget, unpaid salaries for trainers and staff for around three years, some 
of the institutes were destroyed and Lack of materials and equipment required for training, as well as high demand 
many people have to wait for years before they are able to enroll.

TABLE 9: GOVERNMENT TEVT ENTER IN AMANAT AL ASIMAH

#  TRAINING INSTITUTE
NAME

 FIELD OF
TRAINING

 STUDENTS
GENDER

 AVAILABLE LEARNING
SYSTEMS SPECIALIZATION

1 Orphans’ Technical Indus. 
Institute Industrial Males & 

Females Formal
- Software
- Industrial electronic control
- Space and roads

2 Technical Indus. Institute/ 
Baghdad St. Industrial Males Formal

- Electronics industrial control systems
- Blacksmith structures
- Aluminum blacksmith
- Technical architectures
- Electrical extensions
- Electric winding machines
- As a vehicle technician
- Space and roads
- Mechanics sanitary installations
- Lathe Mechanics
- Welding mechanics
- Light Vehicle Mechanics
- Furniture Carpentry

3
Yemeni Chinese Institute 
of Applied and Technical 
Sciences

Industrial Males Formal

- Electronics industrial control systems
- Interior architecture (decoration and 

decoration)
- Technical architectures
- Electrical extensions
- As general electricity
- Space and roads
- Refrigeration and Air Conditioning Me-

chanics
- Lathe Mechanics
- Light Vehicle Mechanics

4 Technical Veterinary & 
Agriculture Institute Agriculture Males & 

Females Formal

- Plant production
- Orchards
- General Veterinary
- Animal health
- Food industry

5 National Hotel & Tourism 
Institute

Hotel & 
Tourism

Males & 
Females Formal

- Hostelry

6 Arwa Technical Commer-
cial Institute Commercial Females Formal

- Office Management
- Software
- Accounting

7 Abdulnaser Technical Com-
mercial Institute Commercial Males Formal

- Marketing
- Computerized Accounting
- Accounting

8 Technical Institute Yemen 
Turkish Artisan Handicraft Females Formal, Short Course

- Software
- Ceramic
- Gold Formation

9
Technical Institute for 
training and qualification 
of women

Handicraft Females Formal, Short Course

- Tailoring and detailing
- Software
- The art of beauty and art of cutting and 

hairdressing
- Kindergarten Educators

Source: Ministry of Technical Education & Vocational Training, and interviews.
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Moreover, there are a large number of the private sector and NGO training providers offering technical and 
vocational training programs, particularly in Tailoring, hairdressing, mobile maintenance, solar systems installation, 
and maintenance. For instance, Reyadah Foundation provides different vocational training programs such as solar 
systems, tailoring, and mobile maintenance. Bonyan Academy for Training & Qualifying also provides technical and 
vocational training programs such as tailoring designing, solar systems installation and maintenance, and mobile 
programming and maintenance.

Business training curriculum

The assessment found that most business-training curricula were designed and developed by international 
organizations (see Table 10).

TABLE 10: ORGANIZATION AND ENTREPRENEURSHIP TRAINING MODULES

ORGANIZATION TRAINING MODULES TARGETED GROUP LOCATION

ILO

“Know About Business” (KAB)
entrepreneurship training

Students in vocational institutes Different governorates 

“Mubadara” entrepreneurship training Graduate students in universi-
ties

Sana’a, Aden, Hadram-
aut, Abyan

Semiliterate packages Semiliterate women and youth Hajjah, Hodeidah, Lahj, 
Abyan, Sana’a, Taiz

My First Business Women & Youth Hajjah, Hodeidah, Lahj, 
Abyan, Sana’a, Taiz

GET Ahead for Women in Enterprise
Business development services, marketing 
skills, savings schemes, diversification of 
livelihoods

Women Hajjah, Hodeidah, Lahj, 
Abyan, Sana’a, Taiz

UNDP
Youth Economic Em-
powerment Project

“My First Business” entrepreneurship skills
(Short Courses)

Youth (18-30) 
Different levels of education 

Hajjah, Hodeidah, Lahj, 
and Abyan

CARE International Soft skills, Entrepreneurship Youth (18-24) Sana’a, Hajjah

SOUL
Soft skills, entrepreneurship, computer
(short courses)

Youth (15-24)
Different levels of education 
and marginalized groups. 

Sana’a, Aden, Taiz

GIZ
Financial literacy (short courses) Youth

Different levels of education 
Sana’a, Aden, Taiz

Silatech
Entrepreneurship skills
“Build Your Business program”
(short courses)

Youth (15-30) who want to start 
up a business
Different levels of education 

Sana’a, Aden, Taiz, Abyan

ROWAD

Entrepreneurship skills that include 
- Introduction to entrepreneurship
- Feasibility study 
- Planning skills
- Marketing
- Accounting and financial skills
- Using social media tools for marketing

Youth and women (18-35 years) Sana’a, Taiz, Hadramawt, 
and Marib

McGraw-Hill (local 
partner: Manchester 

Training Center)

International Business Driving License SMEs, Youth Sana’a, Aden

Riyadh
- Entrepreneurship skills training program
- Financial literacy
- Life skills
- Accounting and finance

Youth and women Different governorates 

Education for Em-
ployment

Entrepreneurship skills training Youth and women Sana’a, Aden



Based on the analysis of the main characteristic of target women & young youth including late adolescent groups, 
and designed and developed business-training curricula. “Semiliterate” package is more appropriate for the targeted 
beneficiaries and was designed for low-income, semiliterate, women, youth, and adolescents who intend to create 
small-scale businesses.

The assessment found that UNICEF has developed like skills training manual for youth and adolescents to address 
four sets of skills (each encompasses 4-6 individual skills): self-management skills, cognitive skills, social skills, and 
teamwork skills. This training manual seems to be appropriate for the targeted groups. That may need to be reviewed, 
customized or added other subjects by UNICEF to be more appropriate with the targeted group.

3.1.10. ACCESS TO FINANCE

This section presents the analysis of access to finance based on the market assessment in Amanat Al Asimah. First 
part of the section described the access to finance for small and micro-businesses. Second part of the section 
presents the analysis of access to finance for targeted women & youth. Subsequent sections present an overview 
of the microfinance sector in Yemen, constraints/Barriers to the poorest and marginalized women & youth financial 
inclusion, and loan versus grant modality for the target beneficiaries.

3.1.10.1. SMEs access to finance

Access to capital: The business survey findings indicate that 78% of small and micro-business respondents used 
their personal savings to start-up their business, while 31% have taken a loan from their family, and 6% from a relative 
or friends. Only 6% of respondents obtained a loan from MFIs, 1% have a partner, and other sources such as selling 
assets and received a grant from NGO (see Figure 37). This ratio suggests that most small and micro-businesses 
have no dealings with the financial sector to have money to start their businesses. Among gender, no significant 
difference was observed, except MFIs as a loan source that 15% of females obtained loans from MFIs to start-up their 
businesses compared to no one of males. This finding indicated that the main sources of capital are personal savings 
and family, which could not be the case with the poorest and marginalized women and youth.

Access to loans: Based on the assessment findings, 24% of the small and micro-business respondents obtained 
loans for business. Among gender, 44% of females had loans compared to 10% of males (see Figure 36).
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Loan Sources: Among those who had loans, 75% have obtained informal loans from their family members or friends, 
while 25% got loans from MFIs such as Al-Amal Bank and Azal Microfinance Program, and Nama’ Microfinance 
Foundation, or banks (see Figure 38). This finding confirmed that SMEs’ owners prefer to obtain loans from their 
family members and friends rather than approaching banks or MFIs due to lack of information, lack of financial 
literacy, difficult collateral requirements, and restrictions of movement for women. On the other hand, the percentage 
of SMEs who obtained loans from MFIs and banks is more than expected that is maybe due to increasing awareness 
and availability of MFIs services in Amanat Al Asimah, and some women consider that obtaining a loan from an MFI 
is more readily available and relatively quick, and easy, as well as make them more independent. In addition, the 
opportunity afforded by microfinance to access a lump sum and repay it gradually is seen as a key benefit.

Furthermore, during the interviews with small and micro-businesses’ owners, some of them indicated that they have 
negotiated credit from wholesalers or suppliers, usually without any mark-up. However, this credit is often tied to 
specific products that may be substandard. At the same time, this type of credit is becoming increasingly more 
difficult to come by given the current pricing environment, and exchange rate fluctuation, leaving most women and 
youth business owners dependent on support from family and friends for start-up and working capital. 

There are some obstacles that encounter to receiving finance for business from the formal financial sector. The 
business survey findings indicated that 59% of respondents do not know how to apply for financing from MFIs or 
banks, while 50% cannot afford interest payments, 30% do not have the required documents to apply for loans 
such as National ID, 23% think that there is no lending organization in their area, and 10% do not meet eligibility 
requirements for lending such as collateral requirements. From the analysis, all these obstacles also apply to women 
& youth. 

Figure 38: Amanat Al Asimah: Loan 
sources

Figure 39: Amanat Al Asimah: obstacles that encounter to receiving finance for business

Figure 37: Amanat Al Asimah: Source 
of capital to start-up a business

Figure 36: Amanat Al Asimah: 
Women & youth obtaining a loan
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3.1.10.2. Access to finance for women and youth

Access to loans: Access to formal financial services 
is generally low in Yemen, especially among women. 
Based on the assessment findings, very few women & 
youth had loans (4%) (see Figure 41). Among gender, 
6% of males obtained loans compared to 3% of 
females. Across age groups, 6% of the age group 25-40 
years had loans compared to 3% of the age group 14-
24 years. Over 80% percent of those who had loans are 
either have a primary or secondary school, compared 
to less than 20 percent have no formal schooling. From 
the description above, women & young youth including 
late adolescent groups who are better educated and 
older in age are more willing to seek loans compared 
to others.

Most of those obtained informal loans from family 
members (47%) or friends (29%), while a few of them 
had a loan from MFIs (24%) (see Figure 40). This 
finding also reflects that Yemeni females prefer to 
obtain loans from their family members and friends 
rather than approaching banks or MFIs due to lack of 
information, lack of financial literacy, difficult collateral 
requirements, and restrictions of movement. 

The obtained loan amounts range between YER 20,000 
(approximately USD 33)16 to 150,000 (approximately 
USD 250) and most of the women & youth who are 
currently having a loan or did so in the past 24months 
stated that they used it for purchasing assets and 
household needs. The most important types of 
collateral include a commercial guarantee, real estate, 
salary, and guarantors. 

There are limited opportunities for women and young 
youth including late adolescent groups to save or 
gain access to credit. While there are no formal legal 
barriers to women and youth accessing formal financial 
sector services. For women, the tight social restrictions 
on women’s mobility effectively bar them from directly 
navigating formal financial institutions. Even if they were 
able to overcome this barrier, collateral requirements 
of MFIs and banks make their services prohibitive to 
the majority of Yemenis – men and women.

Current account: The women & youth survey findings 
indicate that only 2% of respondents maintain accounts 
at banks or MFIs, all of them were males (See Figure 
42). This ratio suggests that almost all marginalized 
women & youth have no dealings with the financial 
sector. Moreover, the above ratios reflect the status of 
the financial sector in Yemen, where the vast majority of 
people do not use formal financial services, only 6% of 
the population in Yemen have current accounts at the 
financial sector.17

16  USD 1.00= YER 600.00
17  Central Bank of Yemen (2015). Annual Report.

Figure 40: Amanat Al Asimah: Loan sources

Figure 41: Amanat Al Asimah: Have you obtained a loan?

Figure 42: Amanat Al Asimah: Maintaining the  
account at banks or MFIs
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Saving: Only 2% of women & youth respondents maintain savings (1% female, 4% males). During FGDs and interviews, 
the main reasons behind the low level of saving were identified including high poverty among marginalized groups 
and IDPs, lack of income, high level of unemployment, high inflation rate and have too many other needs, mainly 
in the last years due to the current conflict and challenging circumstances. Among maintaining savings, all of them 
prefer home saving.

Despite MFIs interviewed offer compulsory and optional savings, as well as MFIs and banks accessible in all districts 
in Amanat Al Asimah. The vast majority of women & youth during the FGDs reported that they prefer home saving 
and most of them avoid having to save in banks or MFIs due to lack of financial literacy and lack of confidence in the 
banking sector, especially in recent years. 

3.1.10.3. Overview of the Microfinance sector in Yemen

The microfinance industry is relatively new in Yemen compared to other developing countries in the region. It has 
been facing an unstable and challenging environment ever since the 2011 crisis. Up until 2015, the industry had been 
optimistic in its performance forecast. The sector’s optimism about future performance was shattered by the sudden 
and rapid escalation of the situation in 2015. MFIs operations, as well as their communication with their clients, has 
been inhibited on a massive scale due to the lack of security in the country, the lack of electricity and fuel needed for 
operations and transportation, and the unstable performance of communication services as well as the destruction 
of the infrastructure.

Furthermore, the microfinance industry has been witnessing rapid growth over the past 18 years despite the challenges, 
as a result of government support through SFD as well as donors and international organizations. Currently, there 
are two microfinance banks and 8 additional MFIs operating in almost every major city in addition to several areas in 
rural Yemen, serving more than 85,097 active borrowers women constitute over 47% and 1,082,034 savers as at the 
end of June 2019 (see Figures 43,44). 18

Since the introduction of MFIs in Yemen, it was estimated that the penetration of microfinance in the country is only 
3% of the available market, with approximately 2 million potential clients left unserved. A huge part of this weak 
market penetration is due to political unrest in the country.

MFIs provide a variety of financial and non-financial services including lending, savings, deposits, current accounts, 
micro-insurance, money transfer, micro-leasing, training and technical assistance to SMEs. Financial services are 
delivered in accordance with conventional and Islamic principles.

18  Social Fund for Development, June 2019

Figure 43: Amanat Al Asimah: Maintaining the  
account at banks or MFIs

Figure 44: Amanat Al Asimah: Maintaining the  
account at banks or MFIs

1,082,034 85,097
SAVERS ACTIVE 

BORROWER
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TABLE 11: MICROFINANCE SECTOR IN YEMEN UNTIL THE END OF JUNE 201919

MF CATE-
GORY PROGRAM ESTABLISH-

MENT
BRANCH-

ES

THE ACTIVE NUMBER OF CLIENTS

OUTSTAND-
ING LOAN 

PORTFOLIO
AREA OF OPERATION

BORROWERS SAVERS

TOTAL WOMEN 
(%) TOTAL

Banks

Al Amal Microfinance 
Bank 2009 15 33,461 38 132,915 3128 Sana’a City , Taiz, Ibb, Dhamar, Hodeidah, 

Aden, Hadramawt, Hajjah, Abs

Alkuraimi Islamic Microfi-
nance Bank 2010 65 4,504 9 906,055 3738 Sana’a City, Aden, Taiz, Hodeidah, 

Dhamar, Ibb, Hadramawt (Makala,Seyun)

TOTAL OF BANKS  80 37,965 24 1,038,970 6,866  

Foundation

National MF Foundation 2003 19 12,350 26 25,746 2,591 

Sana’a City, Taiz, Ibb, Al- Qa’edah, Yarim, 
Hajjah, Lahej, Dhamar, and Al-Hudaidah, 
Aldali, Bajil, Damat, Al-Torba, Shabam 
Kokaban

Aden MF Foundation 2005 5 9,802 66 7,065 666 
Dar Sa’ad, Al-Buraikah, Al-Tawwahi, 
Crater, Khormaksar,  Al-Mansoura, Lahej, 
Al-Dala

Nama’ MF Development 
Program 2000 12 5,535 38 130 1,021 Sana’a City, Taiz, Hodeidah, Ibb

TOTAL OF FOUNDATIONS  36 27,687 43 32,941 4,278  

Programs

Al-Etihad MF Program 2003 7                
3,601 

                    
77                    

498 
Abyan (Zingibar, Ahwar, Kanfar), Al-Mu-
kalla, Al-Shihr, Aden

Tadhamon Microfinance 
Program 2006 15                

4,428 
                    
27                 

1,672 
Sana’a City, Taiz, Hodeidah, Aden, Ibb, 
Al-Mukalla, Seyun

Sana’a MF – Azal 2001 7                
3,330 

                    
35 

               
4,437 

                  
811 Sana’a City, Al-Mahweet, Amran, Dhamar

Wadi Hadhramaut 2000 7                
6,795 

                    
31 

               
5,686 

                  
927 

Hadramawt  (Seyun, Tarim, Al-Suom, 
Sah, Alkton, Shebam, Almokala, Al-Shar, 
Al-Hamai), Shabwah, Al-Mahra

TOTAL OF PROGRAMS  36 18,154 43 10,123 3,908  

Company Al-Awa’el MF Company 2000 2 1,291 78  46 Taiz (Al-Kamb, Hawdh Al-Ashraf, Al-Ra-
hedah, Sainah, Al-Qada’edah)

TOTAL 154 85,097 47 1,082,034 15,098

19  Social Fund for Development, June 2019
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MFIs Products and Services

A. LENDING

According to the interviews with MFIs, they indicated that they offer a variety of loans to their clients, which 
include loans supporting the housing and reconstruction, agriculture, solar energy, education sector, in 
addition to loans that are dedicated for individuals, small-medium business owners and social groups (see 
Table 4). For instance, the size of loans of the Al-Amal Bank ranges from YER 50,000 (approximately USD 
88) to YER 20 million (approximately USD 35,088), while in Alkuraimi Bank it is ranging from YER 100,000 
(approximately USD 175) to YER 50 million (approximately USD 87,719). 

Before the current conflict, group lending scheme was more common in Yemen and seems more appropriate 
for women as it requires no tangible collateral as group members could act as guarantors for each other. 
Furthermore, the loan ceiling for each group member was between YER 10,000 (approximately USD 47)20 to 
YER 200,000 (approximately USD 930) and the group is usually made of 3 up to 15 members. However, due 
to the conflict and displacement attributed to the deteriorating clients’ repayment level and the rising default 
rates across all MFIs as thousands21 of their clients were being displaced.

Youth loans are part of microfinance services for women & youth (18-30 years), particularly for ongoing 
and start-up enterprises. Al-Amal bank is the only MFI to provide this service, which has a project funded 
by Silatech for youth start-up businesses. The Youth Loan open to any young local person aged 18-30 who 
has been unable to access formal sources of finance or unable to provide sufficient guarantees to the MFIs 
to start-up their business or support their business needs. Al-Amal bank has been able to waive its usual 
requirement of a six-month minimum business operating experience to accept youth applicants with no prior 
experience or track record. The main requirements are to have a business plan or attend training courses 
such as entrepreneurship education or business management, as well as existing collateral requirements. 
The same terms of interest and repayment rates as Al-Amal bank’s other loan products also apply. Loan 
terms are six to twenty-four months. Start-up loans are available between YER 50,000 (approximately USD 88) 
and YER 500,000 (approximately USD 877). Average loan sizes are around YER 200,000 (approximately USD 
351). In general, loans for start-ups are smaller than other loans.

During the interview with Al-Amal bank, they indicated that before the current conflict, Al-Amal Bank with 
cooperation with the Social Welfare Fund (SWF), used to provide loans for SWF beneficiaries including 
Muhamasheen. However, it was stopped since 2015 due to suspension of disbursement of cash assistance of 
this group, and most of the clients defaulted on payment.

Based on the interviews, all MFIs offer Islamic microcredit services Murabahah. The interest rates offered 
by the MFIs vary across different institutions. Most of the institutions offer their loans at a monthly interest 
rate between 1 and 2% depending on the type of loan and guarantee provided by the client. In addition, the 
interest rate or fees are usually change depending on the interest rate in the banking sector, the interest rate 
charged by competitors, inflation and the cost.

The main loan eligibility is the requirement to be born and raised in Yemen, aged between 18 and 60, holder 
of an identity card, and must be able to provide a commercial guarantee in the case of an individual loan.

According to interviews with some MFIs, they indicated that different types of collateral are in place including 
employee salary, commercial guarantee, guarantors, gold, and stock. Moreover, the lack of collateral was the 
most important reason for the rejections of customers. 

The repayment period of loans offered also varies greatly across different MFIs with the minimum being 3 
months as is the case of Nama’ MF and the maximum reaching 38 months as is the case of the Tadhamon 
MF Program. 

Finally, the client is obligated to repay the debt in the form of cash, which is either handed in person or 
transferred, while some MFIs and banks including Al Amal Bank and Al-Kuraimi Bank provide a mobile 
payment service to its clients.

20  In 2014: USD 1 = YER 215
21  The Social Fund for Development, 2015
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TABLE 12: AN OVERVIEW OF LOAN PRODUCTS OFFERED BY MFIS

TYPE OF LOAN INTEREST RATE LOAN AMOUNT RANGE TENURE

Al-Amal Microfi-
nance Bank

Al Amal Individual (for Rural areas as well) 1.5% per month YER 50,000-10,000,000 6-24 months

Al Amal Solidarity Group (for Rural areas as 
well) 1.5% per month YER 50,000-200,000 6-24 months

Alternative Energy Product 1.5% per month YER 50,000-10,000,000 6-24 months

Housing Product 1.5% per month YER 50,000-20,000,000 6-24 months

Al Amal Partnerships (Sharikat) (for Rural 
areas as well) 1.5% per month YER 50,000-2,000,000 6-24 months

Al Amal Mashroo3i (My Project) 1.5% per month YER 50,000-2,000,000 6-36 months

Al Amal Welfare (for Rural areas as well) 1.5% per month YER 50,000-200,000 6-36 months

Al Amal Investment (for Rural areas as well) 1.2% per month YER 1,000,000-10,000,000 6-36 months

Al Amal Seasonal 1.5% per month YER 600,000-10,000,000 2-10 months

Agricultural Finance 1.5% per month YER 50,000-10,000,000 6-24 months

Loans for Post-Crisis in response to the 
damage that affected clients in 2015 (Al 
Amal Recovery)

No interest

If the client activity was 
disrupted due to war or 
the client’s house was in an 
affected area $40-$800

6-24 months

Al-Kuraimi Islam-
ic Microfinance 
Bank

Mashroaee 18% monthly up to $200,000 6-24 months

Housing 18% monthly up to $200,000 6-24 months

Albilad 18% monthly $400-$200,000 6-24 months

Green power product 18% monthly up to $200,000 6-24 months

Al Malekah (for women) 18% monthly up to $200,000 6-24 months

Tadhamon Mi-
crofinance

Tadhamon Energy
10%- 18% per year 
(depends on the kind of 
guarantee)

YER 100,000 - 10,000,000 6-38 months

Tadhamon Agriculture
10%- 18% per year 
(depends on the kind of 
guarantee)

YER 100,000 - 10,000,000 6-38 months

Tadhamon Ta’alimi 10% YER 50,000 - 5,000,000 6-38 months

Tadhamon Estidamah 10%- 18% (depends on the 
kind of guarantee) YER 100,000 - 10,000,000 6-38 months

Tadhamon Construction 10%- 18% (depends on the 
kind of guarantee) YER 100,000 - 10,000,000 6-38 months

National MF 
Foundation

NMF Fisheries Loan 2% per month YER 100,000 - 5,000,000 6-24 months

NMF Agricultural Loan 2% per month YER 100,000 - 5,000,000 6-24 months

NMF Small business Loan 2% per month YER 100,000 - 5,000,000 6-24 months

NMF Beekeepers and Livestock Loan 2 per months YER 100,000 - 5,000,000 6-24 months

Nama’ MF Devel-
opment Program

Individual
1.2%-2.25% per month 
(depends on the kind of 
guarantee)

YER 10,000 - 10,000,000 3-30 months

Solidarity Group
1.9%-2.25% per month 
(depends on the kind of 
guarantee)

YER 10,000 - 400,000 3-12 months

Sana’a MF – Azal

Individual loan 1.85% - 1.15% per Month YER 100,000- 10,000,000 4-24 months

Agro loan 1.85% - 1.15% per Month YER 100,000- 10,000,000 4-24 months

Seasonal (Agro-Business) loan 1.85% - 1.15% per Month YER 100,000- 2,000,000 4-9 months

Solar Pump Loan 1.85% - 1.15% per Month YER 100,000- 10,000,000 4-24 months
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B. SAVINGS

Most of MFIs interviewed offer compulsory and optional savings. Compulsory savings comprise saving a fixed 
amount on a regular basis either weekly or monthly; this is required for having a loan under group lending 
conditions whereas optional savings are only allowed in microfinance banks: Al-Amal Bank and Al-Kuraimi 
Bank. The findings indicate that saving services has been increasing rapidly. The interest rate for saving 
between 5% and 10% annually.

C. MICRO-INSURANCE

In 2006, some MFIs started to offer some micro-insurance services on a small scale using an in-house 
provision model. Now, almost all MFIs provide credit life insurance, a type of term life insurance that will 
pay off a loan balance in the event of the death of a borrower. MFIs provide this service internally without 
support or involving a third party. MFIs deduct 1% or 2% of the loan as fees to cover risks associated with 
the death of the borrower. Actually, in this way MFIs protect their portfolios and not their clients. According 
to the interview with Al-Amal Bank and Al-Tadhamon microfinance program, they revealed that they have 
an agreement with an insurance company to cover risks associated with the death of the borrower in case 
of small loans. In March 2018, SFD launched the loan guarantee program to provide entrepreneurs with the 
necessary guarantees required from banks and MFIs in order to obtain loans.

D. MONEY TRANSFER: 

Money transfers are exclusive to MF banks. They are one of the key services provided by Al-Kuraimi Bank and 
Al-Amal Bank.

E. TRAINING AND TECHNICAL ASSISTANCE: 

According to the interview with MFIs, only Al-Amal Bank provides training and technical assistance to 
its clients to enhance management and marketing skills. Al-Amal Bank launched a new structure in 2013 
called Al-Amal Institute for Technical Assistance (Reyadah Foundation), which offers services for SMEs and 
women & youth planning to get loans.

During the interview with Yemen Microfinance Network, they mentioned that they have been implementing 
the “Yemen Emergency Crisis Response Project”, which is funded by the Social Fund for Development, World 
Bank and UNDP, aims to provide support to war-affected microfinance sector clients who have lost some or 
all of their businesses. 

Constraints/Barriers to the poorest and marginalized women & youth financial inclusion 

The assessment found that there are no formal barriers to the poorest and marginalized women & youth in 
obtaining a loan from the MFIs or banks. Under Yemeni law, once a woman or youth of legal age (18 years 
old), they are permitted to obtain loans and make financial transactions. On the other hand, MFIs provide 
financial products and services for women and youth. However, they face barriers to access to financial 
products and services on the supply and on the demand side. 

Low levels of education, the lack of access to information and lack of income, lack of assets for collateral, 
family responsibilities, difficult collateral requirements, restrictions of movement, and traditions & customs, 
mainly for women are the main constraints and barriers on the demand side that women and youth face to 
access financial products and services. Some women and youth added even if they do not have a national ID, 
and some of them expressed moral and religious concerns about financial products in general.

While the main barriers on the supply side are including MFIs usually require guarantees for loans, lack 
of product diversity, lack of products to suit the different needs of clients, charge high fees and lack the 
resources and employees to meet the needs of the poorest and marginalized women & youth, inappropriate 
distribution channels, and lack of gender-specific policies and practices for product design and marketing. 
For instance, most MFIs get permission from male family members for a woman to obtain a loan, which adds 
unnecessary burdens on female clients.
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3.1.10.4. Loan versus grant modality for the target groups

During the interviews with UN agencies and INGOs/NNGOs that active in women & youth economic empowerment, 
different approaches of financial support were identified, which some of them provide grants or toolkits, some others 
took a different approach and provide loans.

Several organizations were of the view that grants were appropriate as they enable women & youth to be more 
adventurous in starting-up their businesses. For instance, UNDP has been implementing a livelihood program in 
4 governorates including Hajjah, Hodeidah, Lahj and Abyan, and provides USD 900 as a seed grant to each of their 
targeted women and youth to start-up their businesses. The grant was paid to beneficiaries in installments in Yemeni 
Rial, and that based on approval of the advisor and grants officer who provided technical support and supervision 
for the beneficiary. The grants had the same amount for all beneficiaries and for different kinds of businesses. The 
program provided a seed grant to 2,300 beneficiaries (50% women), through a business startup competition, that 
was around 50% of the total beneficiaries. The impact assessment for this program indicated that beneficiaries who 
received grants are making excellent progress with their businesses, and the grants have positively impacted and 
improved the livelihood of beneficiaries.  

Mercy Corps and YLDF also provided USD 2,500 grants for each beneficiary who passed the competition and have 
a good business plan to start-up their businesses. The grants were paid cash in installments, and each installment 
should be cleared by the beneficiary according to the action plan and with the assistance of the consultants and as 
part of capacity building for youth and women beneficiaries. They indicated that the grants had a significant impact 
on the beneficiaries’ businesses and their life.

On the other hand, some of the organization pointed to the potential negative aspects of a grant that as giving a loan 
would make women & youth-focused, responsible, and serious with what they are doing, a grant would make them 
just consume the money and forget without using it for intended purpose because they know no one will follow them 
up after the project. Some organizations mentioned that grants were found to be more welcome compared to loans, 
however, it should be possible to have a two-pronged approach to financing women & youth micro-businesses. 

Furthermore, some organizations provide assets and startup capital for women and youth micro and small businesses 
using vouchers as a transfer mechanism. The items on the vouchers are developed during the business planning 
phase (and not all business plans are passed for funding). Some organizations noted that the use of grants and loans 
together will ensure that the project attracts only people who are serious about starting up a business. For instance, 
CARE International provided loans for women after the entrepreneurship and vocational training and through a 
business startup competition. The loans were around USD 1,500 depends on the business plan and women’s needs, 
and loans were provided through MFIs with reduced procedures and guarantees, as well as three months’ grace 
period to enable them to generate income to repay the installments. After six months, committed women who repaid 
the installments, the project paid back all installments to women as a grant, and that enhances the capacity of women 
and maintain their assets, and be more committed to their businesses. While it was initially a loan that seemed to 
prevent some women from starting up their businesses and withdrawing from the program for different reasons 
including fear of failure and inability to pay installments, moral and religious concerns, lack of collateral, lack of 
financial literacy, and restrictions of movement. Despite CARE’s attempt to address these limitations and challenges. 

The assessment found that providing grants or toolkits assistance consider more appropriate for the poorest and 
marginalized women & youth for many reasons including the target groups are the poorest and most vulnerable, 
lack of access to capital, the grants were considered good for businesses that are start-up, seasonal and depend on 
conditions that are beyond the control of women and youth such as conflict and security situation, capitalize the 
micro-business without the burden of debt, for quick spiral positive effect, as well as the poorest and marginalized 
women & youth have lack of collateral and have little or no experience in handling money and virtually none qualified 
for loans. The grant should be paid to the target beneficiaries in installments and based on the approval of the 
advisor and grants officer who will provide technical support and supervision for the beneficiary. The grants should 
have a different amount for each beneficiary based on the business plan and recommendation of the advisor.



3.1.11. POLICY/SUPPORTIVE ENVIRONMENT 
FOR YOUTH ENTREPRENEURSHIP 

Based on interviews with government officials that discussed the role of the government to support youth, most 
respondents believe that government support is very limited and maybe non-existent. 

In 2013, the Ministry of Industry and Trade (MoIT) issued the National Youth Employment Action Plan 2014-2016. It 
aimed to foster an entrepreneurial culture among youth by targeting 2,000 young people annually. In addition, the 
plan focuses on small and medium projects from selected sectors (agriculture, fisheries, building and construction, 
food processing, quarrying, etc.), and provides institutional support and negotiating skills and it seeks to increase 
access to funding and business development services, which was affected by war and not implemented.

In mid-2018, the MoIT started issuing a special registration certificate for entrepreneurs, that not exceeding one 
week compared to three months for a normal registration certificate and cost around YER 10,000 compared to YER 
105,000, as well as tax-free for two years. More than 200 entrepreneurs have benefited yet.

3.1.12. TARGETING CRITERIA 

The criteria for targeting beneficiaries for economic empowerment will be focused on the poorest and most vulnerable 
marginalized and internally displaced persons (IDPs), women and young youth including late adolescent groups, in 
particular, as well as will be based on their willingness to train in a specific area, or a track record of those who once 
trained but could not complete for various reasons. The key criteria will be used along with other vulnerability and 
eligibility indicators below. 

Step 1: The first level of targeting (initial screening) will be based on vulnerability. This process will provide a limited 
list of potential women, youth, and adolescents beneficiaries who will be further selected for training. The idea here is 
to reduce the number of people who can be enrolled in training as this should be limited only to the poorest and most 
vulnerable marginalized and IDPs women & young youth including late adolescent groups. The first level of selection 
should be based on the following indicators:

TABLE 13: TARGET BENEFICIARIES’ SELECTION CRITERIA

DIMENSION INDICATOR

Primary target group-women, 
youth, and  adolescents Male and females of age 15 to 40 years

Social vulnerability 

Priority should be given to mothers, participants from families with children, female-headed 
HHs, HHs with children in the school, HHs with malnourished children, HHs with children 
with disabilities
Other indicators could be considered such as the dependency ratio of households, women 
or youth from households with economically inactive household heads, asset ownership, etc.

Residential status All groups must be targeted if they meet other criteria, however, a key consideration should 
be given to IDPs.

Step 2: After initial screening, the potential beneficiaries should go through the interview-based process. The 
committee members should involve; officials, a representative from the community leaders, IPs, MFIs, and UNICEF. 
The selected beneficiaries will be divided into groups based on the vocational training area from the list of marketable 
skills identified by the assessment. Should consider those who trained and could not complete because of various 
obstacles, and who made steps to start-up their micro-businesses as first choice (category 1), then those never trained 
but have a passion for training in that area as second choice (category 2). After training the selected beneficiaries may 
be invited for proposals in their areas that may need business grants, loans or toolkits, or they will be linked to key 
service providers such as MFIs, and apprenticeship/mentorships.
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3.2. SANA’A GOVERNORATE

3.2.1. WOMEN AND YOUTH PROFILE 

This section provides a general overview of the profile 
of women & youth surveyed characteristics, including 
age, education, family status, residency status, while 
the second part focuses on the analysis of the current 
situation of targeted women & young youth including 
late adolescent groups.

3.2.1.1. Demographic Characteristics

Age: as shown in Figure 48 below, women & young 
youth including late adolescents between 15-24 years 
represent 38%, while 31-40 years represents 34%, 
and 25-30 years was 29%. Figure 45 shows the gender 
breakdown of responses.

Family status: the majority of women and youth 
respondents in Sana’a Governorate (74%) were married 
and have children, while 18% were single, 4% were 
widowed, 3% were married with no children, and 1% 
were divorced. Among age groups, the vast majority 
of women & youth who were 25 years and older were 
married and have children, compared to 44% of young 
youth including late adolescent groups, the 15-24 age 
group (see Figure 46).

Education: the assessment found that 48% of 
respondents were primary school graduates, while 40% 
were illiterate, 6% do not have formal schooling, only 
5% were secondary school graduates, and no one has a 
university degree or attended vocational institute (see 
Figure 48). Half of the females were illiterate compared 
to 30% of males, while 56% of males attended primary 
school compared to 39% of females, and around half 
of women and youth aged 31 and over (49%) cannot 
read and write, whereas 60% of young youth including 
late adolescent groups aged 15-24 years obtained a 
primary school. These findings indicated that level of 
education among females and older groups was more 
than males and younger age, as well as the illiteracy 
rate in Sana’a governorate is higher than in Amanat Al-
Asimah by 17%.

Figure 45: Sana’a Governorate: Age for women & youth 
respondents

Figure 48: Sana’a Governorate: Education status of the 
women & youth respondents

Figure 46: Sana’a Governorate: Marital status for women & 
youth respondents

Figure 47: Sana’a Governorate: Education status of the 
women & youth respondents with their age
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Residence status: the assessment covered 10 slums 
in Sana’a governorate, targeting two categories 
of women, youth, and adolescents including 
Muhamasheen, IDPs affected by the conflict and 
poor people who have been permanently living in 
the slums. The majority (87%) of the targeted groups 
were marginalized who have been permanently 
living in these geographic areas, while 18% were 
IDPs (see Figure 49).

3.2.1.2. Women & youth economic engagement 
The assessment findings indicated that the majority (75%) of women & young youth including late adolescents 
respondents were unemployment (83% of females, 67% males), while 22% have work, 2% still study mainly among 
the younger age group, and 1% do other things such as helping their families (see Figure 51). Across age groups, 26% 
of between 31 and over were work compared to 17% of the 15-24 age group.

Among women & youth respondents who are working, 61% have been working for over 2 years, 18% have been 
working for 6 months, whereas, 11% from 1 to 2 years, and 11% for 6 months to less than 1 year. Expectedly, older 
women & youth have been working longer, 64% working over 2 years (see Figure 50). Moreover, 39% have casual 
work mostly males (48% of males, 14% females), while 36% scavenging discarded items such as plastic water bottles 
and soft drink cans (43% of males, 14% of females). Working for businesses or other people reported as a job by 32%, 
such as cleaners in cleaning companies, agricultural crop collectors, and porters. Over 29% were self-employment 
such as grocery, motorcycle drivers, tailors, selling water, and ice-cream in the streets. Begging was also reported as 
a job by 7% largely females (29% of females) from both marginalized and IDPs. 

It was also observed that among the Muhamasheen females and child labor in the form of begging is prevalent. 
Salaried work in the public sector was reported by 4% of mostly marginalized males employed in garbage collection 
and disposal activity for the Cleaning Fund in Sana’a governorate. Marginal work also was reported by 4% of 
respondents representing mostly men, including shoe polishing or car cleaning in the streets (see Figure 52). Most of 
the work activities are not only low-paid, but also precarious, insecure, and uncertain. Even of those who are engaged 
in a salaried work are unlikely to get adjustments to inflation to their salaries and wages due to the volatile price 
increases. Although most of the target slums are in rural areas, most of the target groups do not have access to land 
for agriculture activities.

Figure 49: Sana’a Governorate: Residence status  
of women & youth respondents

Figure 50: Sana’a Governorate: How long have you been 
working?

Figure 51: Sana’a Governorate: What do you  
do nowadays?
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3.2.2. GOODS AND SERVICES ARE MOST IN-DEMAND 
IN THE TARGETED AREAS

3.2.2.1. Goods demand 

The assessment found that the most in-demand goods were food items (e.g. vegetables, flour, cooking oil, bread, 
beans, grains, poultry, meat, eggs, yogurt, fruit, baby milk, etc.), and non-food items (e.g. clothes & sewing items, 
footwear, spare parts for cars, and motorcycles, accessories, locally made metal goods, and metal furniture, 
kitchenware, blankets, locally made tools for agricultural, etc.).

Turning to consumer satisfaction for goods, many more goods enjoy high levels of satisfaction than services. Most 
of the consumers’ respondents were satisfied with vegetables, local fruit, and flour, nevertheless, most goods also 
suffered from higher levels of dissatisfaction including clothes & sewing items, footwear, locally made metal goods, 
and metal furniture, locally made tools for agricultural, baby milk, meat, poultry, medicines, spare parts for cars, and 
motorcycles, and accessories, and toiletries and beauty items. 

Almost all consumers reported that very high prices as the primary barrier for buying nearly all food and non-food 
items. In addition, lack of supply mostly in Al-hyamah Al Kharijiyah, and Bani Hushaysh districts, and poor-quality. 
All causes of dissatisfaction with goods, except the high prices, can be addressed through training to make targeted 
women & young youth including late adolescent groups more competitive in the marketplace. Results suggest there 
is a good opportunity to develop the market for most products, or to improve the quality of goods, creating potential 
micro-business opportunities for women and young youth including late adolescent groups. Most micro-business 
opportunities were identified outside the targeted slums. Therefore, the program should encourage women, youth, 
and adolescents to establish their business outside the slums, or targeted customers outside the slums.

Services Demand

The assessment found that the most in-demand services were health, transportation (e.g. buses, motorcycles, and 
taxis), barbers, tailors, electricians, auto mechanics, and plumbers, etc. According to the in-depth interviews with 
consumers, and observations, most services had low levels of satisfaction. Health services, transportation, technical 
and maintenance services such as auto mechanics, plumbers, mobile maintenance had high levels of dissatisfaction, 
due to different causes including high prices, lack of supply, poor-quality and poor customer service, customer not 
trusting the vendor, distance to get the services. 

Most of these causes of dissatisfaction with services can be addressed with vocational, business development skills 
and life skills training. Results suggest that there are opportunities to develop the market for most services, providing 
potential micro-business opportunities for target women, youth, and even adolescents. 

Figure 52: Sana’a Governorate: Work activitiesFigure 52: Sana’a Governorate: Work activities
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3.2.3. MARKET ANALYSIS

This section presents an analysis based on the findings of the business survey and qualitative analysis of the small 
and micro-business environment in Sana’a governorate. The first part of the section describes the market challenges, 
constraints to starting or expanding small and micro-business. Subsequent sections explain market gaps and 
opportunities, as well as high potential growth sub-sectors in the Sana’a governorate.

3.2.3.1. Small and micro-business challenges and barriers

The assessment findings from the business survey indicated that there are some challenges and barriers that small 
and micro-businesses owners faced to start-up their own business including lack of finance (91%), lack of business 
knowledge and skills (29%), lack of experience (24%), lack of technical skills (16%), ethnicity mostly among males (7%), 
and other such as electricity, high competition, and transportation, which most of the slums are in the rural areas. 
No significant difference was observed among males and females, as well as across selected slums (see Figure 53). 

3.2.3.2. Challenges/barriers to sourcing the raw materials and selling goods and services

Small and micro-businesses in Sana’a governorate face some challenges and barriers in sourcing the raw materials, 
and marking & selling their goods or services including low purchasing power of community (41%), financial services 
mostly among females (18%), transportation mostly among males (16%), operating cost (7%), lack of infrastructure 
(7%), and availability of raw materials mostly among female (7%), and availability of equipment (see Figure 54). 
During the interviews, most of the participants add other challenges including inflation, and fuel prices, high price or 
transportation due to price or fuel and off-road in rural areas. 

Figure 53: Sana’a Governorate: Main challenges and barriers to that SMEs owners faced to start-up their businesses

Figure 54: Sana’a Governorate: Challenges and barriers to sourcing the raw  
materials and selling their goods and services
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3.2.3.3. Business expanding and market opportunities 

The business survey results indicated that over 60% of small and micro-businesses in Sana’a governorate felt they 
were sometimes unable to meet the demand of their current customers, mainly in trades and handicraft businesses 
such as grocery shops, and tailoring (see Figure 56). Lack of money to buy more goods or raw materials (86%), the high 
price of their goods and services (7%), and not enough sources/suppliers (3%) mostly males, were the main reasons 
for their inability to satisfy demand (see Figure 55). Moreover, during the interviews with traders cited insufficient 
capital as the main challenges to increase stock, as well as some of them added a lack of storage facilities. They are 
mitigating this challenge by stocking small quantities, therefore, they were sometimes unable to meet the demand 
and loss opportunities to improve their revenue. 

Despite the fact that many challenges and barriers are still encountered by small and micro-businesses in Sana’a 
governorate, over 82% of business owners indicated that they believe their businesses will continue for the next two 
years across all sectors (see Figure 58), which businesses are the main source of their income. They would introduce 
new products and provide enough stock. While 18% of respondents reported that they may their businesses would 
not continue for the next two years due to low purchasing power of community, high inflation, capital erosion as a 
result of using the revenues to purchase basic commodities (e.g. food, medicine) to their families. 

Figure 55: Sana’a Governorate:  
Reasons why the SMEs cannot satisfy demand

Figure 56: Sana’a Governorate: Are you 
ever unable to meet the demand of your 

current or potential customers?

Figure 57: Sana’a Governorate: Do you plan to expand 
your business in the next few years?

Figure 58: Sana’a governorate: Do you think that your 
business will continue for the next two years?
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When businesses’ owners were asked if they planned to expand their businesses in the next few years, the majority of 
respondents (78%) planned to do that, across all business sectors, (see Figure 57). The motivation for expanding their 
businesses included to generate more income, to meet customer demand, to be more competitive, and to create 
more job opportunities for family members. No significant difference was observed among males and females, as 
well as across geographic. 

These findings indicated that there are still opportunities in the local market, which may increase the stability of the 
businesses and have an opportunity for new businesses.

3.2.4. HIGH POTENTIAL GROWTH SUB-SECTORS

The assessment found that there are some sub-sectors which have remained active and profitable throughout 
the crisis and have potential to grow including trade & commerce sub-sector (51%) such as businesses related to 
the food commodities, fuel, clothing & footwear, spare parts motorcycles, and haberdashery/waste trade. Some 
of the services sub-sectors also have remained active and profitable (19%), such as restaurants, health services, 
auto-mechanic, transportation services (motorcycle), electricity and solar systems services. Moreover, some 
handicraft sub-sectors still active and profitable such as tailoring. In the manufacturing sub-sector, some activities 
also have remained active and profitable including metalwork & welding workshops, and carpentry workshops  
(see Figure 59). 

This finding indicated that most of these sub-sectors are traditional and essential, which are not significantly affected 
by conflict, as well as there are still opportunities for these activities to grow. The assessment also found that the 
collection of waste such as plastic water bottles, soft drink cans as well as recycling (e.g. car tires, plastic, leather, etc.) 
may have a high potential for real sustained business if they are supported, as well as create new businesses and 
jobs within the value chain. 

Figure 59: Sana’a Governorate:  The most active and profitable sectors/business
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3.2.5. MICRO-BUSINESSES OPPORTUNITIES 

3.2.5.1. Women & youth micro-business preferences

Despite the troubling state of the economy, the targeted women and young youth including late adolescents do 
not lack motivation, as the vast majority (95%) of respondents wish or plan to start a micro-business. No significant 
difference was observed among males and females, age groups as well as across selected slums, while there is 
some difference across age groups, 96% of 15-30 years’ represents wish/plan to start-up a business compared to 
93% of who were older 30-40 years (see Figure 61). Among education level, 100% of respondents who have primary 
and secondary schools wish/plan to have their own business, while 90% of those who have no formal schooling or 
illiterate. From the analysis above, younger women and youth including late adolescents who are better educated 
are more willing to establish their own business compared to others, that the same findings in Amanat Al Asimah.

In assessing the micro-business preferences as articulated by the targeted women and young youth including late 
adolescent groups, findings indicated that 40% would like to have a service business such as cleaning services, 
hairdressing & beauty, car wash and cleaning services, and motorcycle repair & driver. While over 34% prefer to start-
up handicraft businesses such as tailoring, sewing, and embroidery of women’s clothes workshop, shoemaking, and 
making leather bags. Trade businesses also were preferred by 15% of respondents such as grocery shops, vegetable 
and fruit shops, clothing, shoes, and accessories shop, buy and selling waste & haberdashery. About 7% preferred to 
have manufacturing businesses mostly males such as welding and metal Workshop, carpentry workshop, recycling 
workshop (e.g. Plastic, tires, leather, clothes, shoes, etc.), and incense and local perfume making. Only 2% preferred 
to have livestock and beekeeping businesses mostly males, and 2% preferred to have a business in the construction 
sub-sector (see Figure 60). Figure 62 shows that males preferred generally starting-up services and trade businesses 
(50%, and 24% respectively), while females generally preferred to have handicraft and services businesses (61%, and 
31% respectively). No significant difference was observed among age groups, as well as across selected slums. 

Figure 60: Sana’a Governorate: Preferred 
 types of business

Figure 61: Sana’a Governorate:  Do you wish/plan  
to have your own business?

Figure 62: Sana’a Governorate: Preferred types of business per gender
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A survey of women and youth, business surveys, FGDs, as well as interviews with key informants and consumers in 
the Sana’a governorate were used to determine and understand business preferences, as well as identify potential 
marketable and viable businesses of women & young youth including late adolescent groups. Table 14 shows the 
micro-businesses preference of women, youth, and adolescents and most marketable and viable businesses.

TABLE 14: MOST PREFERRED, MARKETABLE AND VIABLE BUSINESSES IN SANA’A GOVERNORATE

BUSINESS
SECTOR MALE FEMALE ADOLESCENTS

SERVICES

- Cleaning services 
- Cars wash and cleaning 

services
- Plumbing
- Auto electrician and 

Mechanics services 
- Motorcycle repair work-

shop
- Motorcycle driver
- Mobile maintenance

- Hairdressing and Beauty 
- Cleaning services
- Nursing and midwifery 

clinic 

Males
- Cleaning services 
- Cars wash and cleaning services
- Motorcycle repair workshop
- Motorcycle driver
Females 

- Hairdressing and Beauty 
- Cleaning services

 HANDICRAFT
- Men Tailoring
- Shoemaking
- Bags making

- Tailoring
- Sewing and embroidery 

of women’s clothes 
workshop

- Making leather bags
- Henna inscription

Males
- Men Tailoring
- Shoemaking
Females 

- Tailoring
- Sewing and embroidery of women’s 

clothes workshop
- Making leather bags

TRADE

- Grocery shop
- Vegetable and fruit shop
- Motorcycle spare parts 

shop
- Buying and selling haber-

dashery and waste
- Clothing, shoes and 

accessories shop

- Grocery shop
- Clothing, shoes and 

accessories shop
- Incense and perfume 

selling 
- Beauty tools selling 
- Pharmacy

Males
- Grocery shop
- Vegetable and fruit shop
- Buying and selling haberdashery
Females

- Clothing, shoes and accessories shop
- Incense and perfume selling 
- Beauty tools selling

MANUFACTURING

- Welding and metal Work-
shop

- Carpentry workshop 
- Recycling (e.g. Plastic, 

tires, leather, clothes, 
shoes, etc.)

- Incense and local per-
fume making

- Accessories making 
workshop

Females 
- Incense and local perfume making
- Accessories making workshop

 AGRICULTURE

- Livestock and beekeep-
ing 

- Livestock and beekeep-
ing - Livestock and beekeeping 

According to the analysis above, it is recommended to encourage women, youth, and adolescents to diversify their 
micro-businesses to meet market demand and preferences.

3.2.6. BARRIERS/CONSTRAINTS OF WOMEN & YOUTH ECONOMIC ENGAGEMENT 

Many reasons prevent women & young youth including late adolescent groups in Sana’a governorate for starting-up 
their own micro-business including inability to obtain appropriate funding (93%), lack of technical skills (50%), not 
knowing how to start a business (40%), lack of business knowledge and skills (38%), financial risk (21%), and ethnicity 
mostly among males (2%), and lack of market (2%) (see Figure 64). The results were supported by the FGDs findings, 
and most of the participants added other reasons included lack of confidence, Extreme poverty, and lack of support 
from family, friends and local community, and displacement status among IDPs. 
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Whilst, accessing appropriate funding (88%), being 
unemployed (86%), having the opportunity to 
participate in the technical skills training (64%), and 
receiving technical support or coaching (27%), were 
the many reasons motivating women, youth, and even 
adolescents to start-up their micro-businesses (see 
Figure 63). No significant differences were found across 
gender, except have access to technical skills was the 
main reason for 83% of females compared to 47% of 
males. In FGDs, most women & young youth including 
late adolescent groups participants expressed a strong 
desire to start-up their businesses for more reasons 
including, a high desire to get out of the circle of extreme 
poverty and have a better life for their households and 
children, as well as life with dignity. 

Figure 63: Sana’a Governorate: Factors encouraging 
women & youth to start-up their businesses

Figure 64: Sana’a Governorate: Reasons  
preventing youth from starting a business
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When asked how knowledgeable women, youth, and adolescents are to starting-up their businesses, only 11% of 
respondents reported that they are knowledgeable, and 45% said they are somewhat knowledgeable, while 45% 
not at all knowledgeable to establish a new business (see Figure 66). Among gender, 18% of males stated that they 
are very knowledgeable to start-up a business compared to only 3% of females, while 61% of females were not at 
all knowledgeable compared to 29% of males. This finding confirms that the males are more likely to have access 
to knowledge and skills to start-up a business than females, as well as women in Yemen face some challenges and 
barriers when they decide to start-up their businesses including lack of access to business knowledge and skills, lack 
of access to capital, restrictions of movement, traditions & customs, and low levels of education. Moreover, younger 
women & youth including late adolescent groups are less knowledgeable to start-up a business, which business skills 
would be essential for them (see Figure 65). 

The program could help targeted beneficiaries to start-up their micro-business and to address these challenges 
through providing vocational, business and life skills training, providing seed grants, loans, toolkits, as well as linkage 
target beneficiaries with MFIs, mentoring and advisory service providers. In addition, develop apprenticeship and 
build linkages with the private sector to enable women, youth, and adolescents to practice their skills in the real 
market, and enhance their confidence to start-up their business.

3.2.7. SEED FUNDING REQUIRED FOR MICRO-BUSINESSES

Based on the analysis above, lack of finance was the main reason preventing women & young youth including late 
adolescent groups for starting-up their own micro-business, whereas, have access to an appropriate fund was the 
main reason motivating them to start-up their micro-businesses. When asked women & youth how much money they 
would need to start up their businesses, 44% said they need between YER 100,000 (approximately USD 167) to YER 
300,000 (approximately USD 500), while 23% need between YER 300,000 (approximately USD 500) to YER 500,000 
(approximately USD 833). Over 21% need over YER 500,000 (approximately USD 833), and only 5% need less than YER 
100,000 (approximately USD 167). During FGDs, some women, youth, and even adolescents revealed that they have 
some assets, which would help them to start-up their business if they would receive support.

Figure 65: Sana’a Governorate: Women & youth 
knowledgeability to starting-up a business across age groups

Figure 66: Sana’a Governorate: Women & youth 
knowledgeability to starting-up a business
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Most micro-businesses listed in Table 14 above required between YER 200,000 (approximately USD 233) to YER 
700,000 (USD 1,166) to establish a business. However, some businesses would need more. In FGDs and interviews, 
very few participants confirmed they are willing to create a partnership with others to establish their business.

3.2.8. POTENTIAL PITFALLS FOR NEW MICRO-BUSINESSES

Based on the analysis, new micro-businesses owners would face some challenges including lack of capital, lack 
of experience, lack of technical skills, lack of marketing, lack of support from the families and local communities. 
Moreover, new businesses would also face economic and market challenges such as low purchasing power of 
community, inflation, market volatility and high competition in traditional business activities, lack of infrastructure 
(e.g. electricity, road), lack of sharing market information, weak enabling environment, and the price of fuel. 

A combination of skills training, seed capital, mentoring plus a good selection of beneficiaries can act as collateral to 
success micro-business, and address potential pitfalls and challenges.

3.2.9. VOCATIONAL AND BUSINESS TRAINING NEEDS 
FOR TARGETED BENEFICIARIES

3.2.9.1. Vocational and business skills & knowledge among women & youth 

Availability of training opportunities

The assessment found that, the vast majority of 
women and young youth including late adolescents 
respondents from Sana’a governorate (93%) revealed 
that there are no opportunities to receive training in 
their areas (89% females, 97% males), while 7% think 
there are training opportunities including vocational 
skills (e.g. tailoring, hairdressing), mainly in Hamdan, 
Sanahan and Bani Hushaysh districts (See Figure 67). 

Vocational training among the target women & youth

Most women and young youth including late adolescent groups have not participated in any vocational training 
(89%), whereas 11% indicated that they received some sort of vocational training (see Figure 70). Among gender, 14% 
of females received vocational training such as tailoring, first aid/nursing, and handicrafts/incense, compared to 8% 
males received vocational training such as a computer, carpentry, metalwork, auto mechanics, and electrical works 
(see Figure 69). 

Figure 67: Sana’a Governorate: Availability of  
training opportunities
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For those who had received vocational training, 29% had training in a government training center, 21% had training 
in NGOs, while 14% from a private training center, and 7% in a small business (see Figure 68). Very few of the target 
women & young youth including late adolescent groups are able to afford training due to their extreme poverty, lack 
of training providers, most of them are in rural areas. In exploring the reasons for low enrollment in formal training 
institutes among the target group, the findings note that these range from lack of information about the presence 
of technical education and vocational training (TEVT) centers, lack of education, which most of the target women and 
young youth including late adolescent groups have low education level or illiterates. For women, in addition to these, 
challenges related to mobility and family support were prioritized in skills development programs, as well as most 
women respondents share that traveling alone to and back to institute situated away from their slums/areas was 
impossible in most cases. 

Business skills training among the target women & youth

The assessment found that 11% of women & young youth including late adolescents respondents had received 
some sort of business skills training such as business skills, life skills, marketing, and financial literacy (see Figure 71). 
Among those who received business training, 80 percent had training in international organizations or local NGOs, 
and 20% in a small business. 

During the FGDs and interviews, most of them 
indicated that very few women & young youth 
including late adolescents received vocational 
and business training, including introduction 
in entrepreneurship, marketing, finance and 
accounting, and most of the training were conducted 
by INGOs or NNGOs such as CARE, SOUL, and Youth 
Leadership Development Foundation. The training 
was free of charge, and some of the organizations 
provided a transportation allowance for their 
beneficiaries. 

In general, the findings note a very limited trend of acquiring formal skill development training in the target areas. 
A comparative analysis across gender notes that more women than men have acquired some kind of skills training.

Figure 71: Sana’a Governorate: Women & youth  
who received business skills training

Figure 70: Sana’a Governorate: 
Women & youth who received 

vocational training
Figure 69: Sana’a Governorate: Type 

of vocational training
Figure 68: Sana’a Governorate: The 

location of vocational training
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3.2.9.2. Access barriers to vocational and entrepreneurship skills training 

Lack of training opportunity (100%), economic barrier (85%), lack of information (65%), training for their choice was not 
available (43%), and ethnicity (9%) were the main access barriers that women & young youth including late adolescent 
groups faced to participate in the vocational and business skills training (see Figure 72). No significant differences 
were found across gender, and age groups.

 

According to the FGDs and interviews, the following barriers to vocational and business skills training were identified 
including extreme poverty, early marriage, affordability of training fees and transportation costs, low encouragement 
by family and local communities due to culture, lack of awareness (especially for women), community view of the 
Muhamasheen/marginalized groups, and off-road in some areas, as well as lack of motivation and life of displacement 
among IDPs.

3.2.9.3. Training and support interest and desire among women & youth

The assessment result found that the large majority of women & young youth including late adolescents respondents 
(90%) expressed their desire to have vocational and business training to start-up their businesses (94% of females, 
86% of males). This result was confirmed during the FGDs, in which all participants indicated their desire to have a 
vocational and business training opportunity to help them to start-up their business and get out of extreme poverty 
and meet the main needs of their families, and children.

Women, youth, and adolescents respondents were also asked to indicate which areas they would prefer to train in or 
develop their skills if they had the opportunity. Figure 73 shows that 39% of respondents would prefer to be trained 
in tailoring mostly females, while 17% preferred to be trained in hairdressing and beauty, 12% need to have auto 
mechanics training, 5% preferred to be trained in plumbing and computer, 3% in recycling, 3% electrical works, and 
2% in computer, and 6% other such as incense and perfumes making, and livestock. Among gender, tailoring, and 
hairdressing were more preferred for women, while auto mechanics, plumbing, tailoring, and carpentry were more 
preferred for males. No significant difference was observed among age groups, as well as across geographic and 
residency status.

 

Figure 72: Sana’a Governorate: Access barriers to skills training

Figure 73: Sana’a Governorate: Women & youth vocational training preferences
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Furthermore, among who expressed their desire to have business training, 77% need to have life skills training (73% 
of females, 80% of males), whereas 40% would like to attend customer services skills training, 36% need to attend 
literacy classes, 28% marketing, 23% requested business skills training, 11% financial literacy and 10% mathematics 
(see Figure 74). 

Based on the quantitative and qualitative findings, most appropriate, marketable and preferred skills are those that 
support business or income-generating activities that the poorest women and young youth including late adolescent 
groups engage in. Table 15 presents the most appropriate and recommended skills for the targeted groups. 

TABLE 15: THE MOST APPROPRIATE SKILLS TRAINING FOR WOMEN, YOUTH, AND ADOLESCENTS

TYPE OF TRAINING FEMALE MALE

Vocational training 

- Tailoring
- Hairdressing and Beauty 
- Incense and perfumes making
- Sewing and embroidery of women’s clothes, 
- First aid and midwifery 

- Auto Mechanics
- Tailoring
- Plumbing construction
- Carpentry
- Recycling (e.g. plastic, leather, clothes, shoes, 

etc.)
- Shoemaking 
- Leather bags making
- Motorcycle repair

Business skills 
training

- Small and micro-business management
- Budgeting and planning skills
- Marketing
- Customer services skills
- Recording and book-keeping skills
- Using social media tools for marketing
- Financial literacy (credit and finance) 
- Mathematics (basic calculation)

- Small and micro-business management
- Budgeting and planning skills
- Marketing
- Customer services skills
- Recording and book-keeping skills
- Using social media tools for marketing
- Financial literacy (credit and finance) 
- Mathematics (basic calculation)

Live skills training

- Ethics 
- Self-confidence
- Self-awareness, 
- Communication skills
- Health and hygiene
- Social integration
- Substance use
- Positive survival skills 
- Decision-making
- Self-planning
- Health and nutrition
- Negotiation skills

- Ethics 
- Self-confidence
- Self-awareness, 
- Communication skills
- Health and hygiene
- Social integration
- Substance use
- Positive survival skills 
- Decision-making
- Self-planning

Figure 74: Sana’a Governorate: Women & youth business training preferences
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The training will have the most success if they have a combination of life skills vocational training, and business 
skills, as well as on-the-job training (e.g. apprenticeship, and internship). Moreover, targeted beneficiaries may also 
engage in a practical project of developing a business plan, that skills can prepare participants to start-up their own 
businesses and be close to the markets. Women, particularly the most disadvantaged, may also need training on 
gender issues such as health and nutrition, and negotiation skills.

3.2.10. TECHNICAL AND MARKET SKILLS TRAINING PROVIDERS

According to the interviews with the government officials in Ministry of Technical Education and Vocational Training 
(MTEVT), there are around 3 TEVT centers in the targeted districts in Sana’a governorate, providing different training 
courses including mechanics, carpentry, electricity, hairdresser, tailoring and designing, and handicrafts (see Table 
16). Due to the current conflict the TEVT centers face many challenges including lack of operational budget, unpaid 
salaries for trainers and staff for around three years, some of the institutes were destroyed by airstrikes including  
Technical institute in Bani Matar district, Vocational and Technical Institute in Jahanna district, Vocational Industrial 
institute in Manakha district, Commercial and Technical Institute in Al Haymah Al Kharijiyah district, Industrial and 
Technical Institute in Hamdan district, and Community Colleges in Sana’a Sanhan and Bilad Al-Russ, as well as Lack 
of materials and equipment required for training, and high demand, many people have to wait for years before they 
are able to enroll.

TABLE 16: GOVERNMENT TEVT ENTER IN SANA’A GOVERNORATE

TRAINING INSTITUTE 
NAME

FIELD OF 
TRAINING

STUDENTS 
GENDER

AVAILABLE 
LEARNING 
SYSTEMS

SPECIALIZATION

Technical Indus. Institute/
Dhahban Industrial Males Formal

- Hydraulic and pneumatic systems
- Industrial electronic control
- Conditioning and cooling
- Maintenance of general electronic devices
- Electrical extensions
- As general electricity
- Electric winding machines
- Space and roads
- Water and sanitation
- Refrigeration and Air Conditioning Mechanics
- Lathe Mechanics
- Light Vehicle Mechanics
- Furniture Carpentry

Technical Indus. Institute 
Bani Matar.

Industrial and 
technical Males Formal - Electrical extensions

- IT-Programming 

Source: Ministry of Technical Education & Vocational Training, and interviews.

Moreover, there are a few numbers of the private sector and NGO training providers offering technical and vocational 
training programs in the targeted districts, particularly in Tailoring, and hairdressing.
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3.2.11. ACCESS TO FINANCE

3.2.11.1. SMEs access to finance

Access to capital: The business survey findings 
indicate that 73% of small and micro-businesses 
respondents used their personal savings to start-
up their business, while 16% have taken a loan 
from their family, 7% from a relative or friends, and 
16% from other sources such as suppliers, selling 
assets or received a grant from NGO (see Figure 
75). This ratio suggests that the majority of small 
and micro-businesses in the Sana’a governorate 
have no dealings with the financial sector. Among 
gender, 90% of males used their savings compared 
to 60% of females, and 20% of females obtained 
loans from their families compared to 10% of males. 
In addition, over 51% of respondents reported that 
they faced obstacles to funding their businesses 
(57% of females, 45% of males).

This finding indicated that the main sources of capital are personal savings and family, which could not be the case 
with the poorest and marginalized women and young youth including late adolescent groups.

Access to loans: Based on the assessment findings, 50% of the small and micro-business respondents obtained 
loans for business (50% of females, 50% of males) (see Figure 77). Among those who had loans, 50% have obtained 
informal loans from their family members, 33% from friends, while 17% got loans from MFIs such as Al-Amal Bank, 
and 17% from suppliers (see Figure 76). 

Figure 75: Sana’a governorate: Source of capital  
to start-up a business

Figure 76: Sana’a Governorate: 
 Loan sources

Figure 77: Sana’a Governorate: Women & 
 youth obtaining a loan
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This finding confirmed that small and micro-businesses’ owners prefer to obtain loans from their family members 
or friends rather than approaching banks or MFIs. There are some obstacles that encounter to receiving finance for 
business from the formal financial sector. The business survey findings indicated that 57% of respondents do not 
know how to apply for financing from MFIs or banks, while 48% think that there is no lending organization in their 
area, 35% cannot afford interest payments, 35% do not have the required documents to apply for loans mostly 
females, 13% do not meet eligibility requirements for lending such as collateral requirements, 4% do not have legal 
documents such as the National ID mostly females, and 17% other obstacles such as lack of information, lack of 
financial literacy, and restrictions of movement for women (see Figure 78).

3.2.11.2. Access to finance for women and youth

Access to loans: Access to formal financial services is generally low in Yemen, especially among women. Based on the 
assessment findings, only 2% of respondents had a loan from family (3% females, 2% males).

Saving: Only 2% of women & young youth including late adolescents respondents maintain savings (2% female, 3% 
males). During FGDs and interviews, the main reasons behind the low level of saving were identified including high 
poverty among marginalized groups and IDPs, lack of income, high level of unemployment, high inflation rate and 
have too many other needs, mainly in the last years due to the current conflict and challenging circumstances. Among 
maintaining savings, all of them prefer home saving.

These findings indicated that access to financial services is very low among targeted women and young youth 
including late adolescent groups.

Figure 78: Sana’a Governorate: Obstacles that encounter to receiving finance for business
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04. RECOMMENDATIONS

Based on the findings of this market assessment, the following recommendations are proposed:

- Implement an integrated economic empowerment program including:

 • Provide training programs that include vocational skills, business development skills, and life skills 
for those who are willing to start up their own businesses. (See the specific list of training programs 
in Tables 8 for Amanat Al Asimah and 18 for Sana’a governorate).

• Vocational skills training should focus on the priority sector and be linked to activities related 
to opportunities in services, handicraft, trade, small scale manufacture sectors. These could 
include tailoring, hairdressing, cleaning services, grocery shop, motorcycle spare parts shops and 
maintenance, recycling, shoemaking, bags making, incense and local perfume making. (See the full 
list of options in Tables 7 for Amanat Al Asimah and 14 for Sana’a governorate).

• Business development training should focus on women & youth micro-business opportunities 
and be more market-oriented. Emphasis should be given to building up the quality of goods and 
services that can be provided by women & young youth including late adolescent groups, customer 
care, and customer service skills.

• One of the major obstacles for women & young youth including late adolescent groups in starting-
up their own business is the lack of access to finance. Targeted groups are from the poorest and 
most vulnerable groups. They often lack previous business experience and have very limited or no 
collateral to offer financial institutions to attain loans. Therefore, the program should provide seed 
capital through grant schemes, toolkits, cash for on-job-training, white loans scheme (that provide 
loans without interest rate) or soft loans scheme (that provide low-interest rate loans without 
collateral).

• Provide business advisory services for the targeted beneficiaries during the first stage of establishing 
their own businesses, and linking them with MFIs, and benefiting from the Loan Guarantee Program 
to ensure sustainability, as well as encourage supporting services providers to serve targeted 
groups. In addition, group-credit or saving groups model approaches should be promoted for 
women & young youth including late adolescent groups to help them to save some money as seed 
capital for their start-up businesses.

• Create a peer education mechanism that encourages women & young youth including late 
adolescent groups who benefited from the program to share their knowledge, skills, and experience 
within women & youth in their communities, as well as among the beneficiaries themselves, and to 
help counteract risks of peer pressure.

- Most micro-business opportunities were identified outside the targeted slums. Therefore, the program should 
encourage women & young youth including late adolescents to establish their business outside the slums.

- Based on the assessment findings, some curricula appeared to have been designed and developed by UN 
agencies (e.g. UNICEF, and ILO), MOTEVT, and INGOs/NNGOs for women & youth business development, 
vocational, and life skills. Therefore, it is recommended to take advantage of training manuals already designed 
and developed by UNICEF, ILO, and MOTEVT. Yet, that may need to be reviewed or customized by UNICEF to be 
more appropriate with the targeted group.
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- In terms of the program design, the IMSEA program already includes integration of social assistance and 
investments, as well as an economic empowerment approach. To enhance the impact of the program, it is 
recommended to implement an integrated approach simultaneously addressing multiple constraints including 
social, cultural, and institutional factors that can limit the poorest and marginalized women, and young youth 
including late adolescent groups especially girls, economic engagement in the target communities/slums.

- To provide capacity-building considering gender sensitivity mainly with the poorest and marginalized group. 
Females are an integral part of the program activities and beneficiaries too. Hence, it is critical to developing 
the capacity of the program team, trainers, advisors, mentors, CBOs and implementing partners to understand 
gender-based differences in approaching self-employment. For instance, females’ business activities are often 
home-based and grow at a slower pace than males. Women may require additional marketing and business 
skills training, as well as life skills training compared to males as they may not have had undertaken any 
business activity.

- Review of good practices in women & youth development reveals that enhancing the sustainability of the 
program can be achieved by engaging the whole range of stakeholders, including community members, local 
and national government, SWF, CBOs, MFIs, and the private sector, thus, ensuring the success of the program.

- Integrate the IMSEA program activities with other organizations to disseminate methodologies and lessons 
learned, as well as have good coordination to ensure that their interventions are in line with the program’s 
objectives. For instance, integrate the program’s activities with WFP.

- The targeted beneficiaries are the poorest and most vulnerable groups. Therefore, the program should address 
opportunity costs for the targeted beneficiaries, by providing food rations, and facilitating transport 

- Implement a program to change the mindset of target women & young youth including late adolescent groups, 
their parents and male family members: There is a number of gender-specific constraints faced by women in 
skills training opportunities as well as venturing into starting-up own business. Therefore, it is recommended 
to implement an awareness program to encourage parents, husband and males to respect the importance of 
gender equity and equality, especially in engaging women in economic activities. As well as to develop the self-
confidence of girls and young females.

- Developing m onitoring systems: A strong monitoring system should be put in place against which the program 
will be assessed, follow-up of beneficiaries and receipt of feedback for purposes of strengthening the curriculum 
on a periodic basis. Overall, while training can enhance skills, and facilitate the supply of suitably qualified start-
up business, in the absence of support systems, these women, youth, and adolescents might not automatically 
establish their business even years after completion of the training courses. 

- Areas for further research: A detailed value chain analysis of the few selected most viable businesses would 
add in-depth information that can re-shape the way the program can support these businesses.
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