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The AWCCI would l ike  to  thank our  par tners  in 
the  publ ic ,  pr ivate ,  and development  sec tors  for 
support ing our  work on the  Women’s  Nat ional 
Business  Agenda. 

This  init iat ive  was  made eas ier  through 
col laborat ion with of f ic ia ls  at  the  Ministr y 
of  Women’s  Af fairs ,  the  Women’s  Economic 
Empowerment  Rura l  Development  Program 
(operat ing under  the  Ministr y  of  Rura l 
Rehabi l itat ion & Development) ,  the  Ministr y 
of  Industr y  & C ommerce,  and the  Ministr y  of 
Agr iculture,  Irr igat ion,  & Livestock. 

The exhaust ive  f ie ld  work necessar y  to  update 
our  nat ional  database  of  women-owned 
businesses  would not  have  been poss ible  without 
funding provided by Harakat ,  Ghazanfar  Bank, 
and a  personal  donat ion made by the  First  L ady, 
H.E.  Rula  Ghani .   

B es ides  acknowledging our  f inancia l  supporters 
and par tners ,  we must  a lso  express  our 
grat itude to  the  29 businesswomen who worked 

as  volunteer  foca l  points  for  AWCCI across 
Afghanistan.  These  businesswomen conducted 
consultat ions  with other  women business  owners 
in  their  respect ive  provinces ,  and this  study is 
enr iched by the  ins ights  that  they gathered. 

We must  thank the  1 ,221 businesswomen f rom 
32 Afghan provinces  who shared their  v iews 
with our  foca l  points  in  focus  group discuss ions 
and key informant  inter views.  We have made 
ever y  ef for t  poss ible  to  faithfu l ly  present  their 
concerns  and suggest ions  in  this  document .

Fina l ly,  AWCCI is  gratefu l  to  Sa lem Hala l i 
of  Global  Impact  Management  C onsult ing 
(GIMC) and David Fox of  AMR Group for  their 
dedicat ion in  draf t ing ,  edit ing ,  and formatt ing 
this  comprehensive  document . 
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MESSAGE FROM THE AWC CI FOUNDER & PRESIDENT EXECUTIVE SUMMARY

Following months  of  hard work by dozens  of 
research profess ionals  across  Afghanistan,  I  am 
proud to  present  Afghanistan’s  f i rst  Women’s 
Nat ional  Business  Agenda.  We hope that  this 
document  wi l l  ser ve  as  the  star t ing point  for 
st rateg ic  and long-term discuss ion on the  status 
of  women business  owners  in  the  Afghan economy 
and what  can be  done to  support  them. 

Afghan women business  owners  have  two 
important  roles  in  Afghanistan’s  present  and 
future.  First ,  the  labor  of  Afghan businesswomen 
contr ibutes  to  the  broader  ef for t  to  st rengthen 
the  Afghan economy,  create  employment 
opportunit ies ,  and reduce the  t rade def ic it . 
S econd,  our  data  indicates  that  women business 
owners  are  much more l ikely  to  employ female 
labor,  thereby providing women much-needed 
profess ional  opportunit ies  and f inancia l 
empowerment .  Within the  sample  pool  of  1 ,325 
women-owned businesses  that  par t ic ipated 
in  focus  group discuss ions  and key informant 
inter views for  this  document ,  88 .5  percent  of 
their  aggregated workforce  was  composed of 
female  employees .  This  percentage  is  four  t imes 
the  21.8  percent  female  workforce  par t ic ipat ion 
rate  for  Afghanistan documented by the  World 
Bank in  2020.   

What  made me the  most  opt imist ic  when 
reviewing the  data  on women-owned businesses 
in  Afghanistan is  the  age  of  these  businesses . 
The major ity  of  the  women-owned businesses 
included in  our  database  are  between 1  and 5 
years  old.  Adding addit ional  context ,  this  means 
that  af ter  the  dramat ic  reduct ion in  both NATO 
mil itar y  forces  and internat ional  development 
ass istance  that  took place  in  2014,  Afghan 
women entrepreneurs  cont inued to  launch 
businesses  even in  the  face  of  dire  secur ity  and 
economic condit ions .  I  bel ieve  that  the  AWCCI 
has  had a  role  in  the  growing enthusiasm for 
business  among Afghan women,  but  I  a lso  know 
that  we cannot  take  a l l  of  the  credit .  We have 
been for tunate  to  have  an administrat ion in 
the  Pres ident ia l  Pa lace  that  shares  our  v is ion 
of  a  gender- inclusive  Afghan economy,  and we 
have  even had to  make last-minute  edits  to  this 
document  to  ref lec t  recent  changes  in  business 
l icensing requirements  that  posit ively  impact 
Afghan businesswomen.  
 

This  study would not  have  been poss ible  without 
the  unwaver ing commitment  of  the  AWCCI’s 
research staf f .  In  par t icular,  Z ainab Yousof i 
and Farahnaz Hakimi  spent  many long days  at 
the  AWCCI headquar ters  organizing a  massive 
amount  of  data  f rom var ious  sources  in  order  to 
help  us  see  the  s ignal  through the  noise .

Fina l ly,  I  would a lso  l ike  to  personal ly  thank the 
internat ional  development  organizat ions  that 
cont inue to  support  the  economic empowerment 
of  Afghan women.  There  is  much more work to 
be  done,  and I  am thankful  that  the  AWCCI wi l l 
not  be  doing it  a lone.

Manizha Wafeq
President ,  AWCCI
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The Women’s  Nat ional  Business  Agenda (WNBA) 
is  intended to  ser ve  as  a  basel ine  for  discuss ion 
about  the  status  of  Afghan businesswomen,  the 
cha l lenges  they face,  and potent ia l  solut ions 
to  overcome these  cha l lenges .  Two methods 
were  employed to  gather  informat ion for  this 
document ;  f i rst ,  the  AWCCI’s  database  of 
women-owned businesses  was  updated and 
analyzed,  and second,  focus  group discuss ions 
(FGDs)  and key informant  inter views (KIIs) 
were  conducted across  Afghanistan with relevant 
Afghan Government  of f ic ia ls ,  community 
leaders ,  and Afghan businesswomen.

The analys is  of  the  nat ional  database  revea ls 
a  socio-economic div ide  between l icensed and 
unl icensed women business  owners .  L icensed 
business  owners  are  s igni f icant ly  more  educated 
than their  unl icensed peers ,  and more l ikely  to 
be  engaged in  high-ski l l  sec tors  l ike  educat ion, 
media  ser vices ,  informat ion technolog y,  and 
hea lthcare.  Unl icensed business  owners ,  in 
contrast ,  are  over whelming concentrated 
in  clothing/handicraf ts  product ion,  with  a 
large  minor ity  working in  food product ion 
and process ing .  L icensed business  owners  are 
a lso  far  more  l ikely  to  be  ac t ive  in  promoting 
their  businesses  on socia l  media  plat forms, 
a lthough the  data  cannot  determine i f  the  low 
rate  of  socia l  media  use  among unl icensed 
business  owners  is  due to  a  lack of  access  to 
te lecommunicat ions  ser vices ,  a  lack of  dig ita l 
l i terac y,  or  a  combinat ion of  these  and other 
fac tors .  B oth l icensed and unl icensed women-
owned businesses  were  largely  funded by 
the  personal  savings  of  their  founders .  More 
research is  needed to  determine i f  the  low rate 
of  lending f rom microf inance and commercia l 
banking inst itut ions  is  re lated to  gender,  or  i f 
access  to  f inance is  an issue  that  both male  and 
female  business  owners  st ruggle  with  equal ly.

The FGDs and KIIs  conducted for  this  study 
provide  a  more  nuanced pic ture  of  the 
cha l lenges  that  Afghan women business  owners 
face.  The women par t ic ipants  descr ibed their 
di f f icu lt ies  assembling capita l  to  launch or 
grow their  business ,  connect ing with both 
loca l  and internat ional  buyers ,  and f inding 
opportunit ies  to  become more educated in 
business .  The socio-economic div ide  seen 
in  the  database  analys is  appears  here  as  wel l , 

as  the  discuss ion and inter view notes  revea l 
that  women business  owners  f rom rura l  and 
underdeveloped provinces  are  margina l ized 
by Afghan Government  ministr ies ,  by  t rade 
exhibit ion organizers ,  and by the  development 
community.

For  each chal lenge that  women business 
owners  shared with our  research team,  this 
document  proposes  a  solut ion addressed to  the 
re levant  stakeholders  in  the  publ ic ,  pr ivate , 
and development  sec tors .  The most  urgent  and 
act ionable  solut ions  are  summarized br ief ly 
below,  with  much greater  detai l  provided in  the 
Nat ional  Chal lenges  & S olut ions  chapter :

1 . 	 Establ ish  women’s  markets  in  provincia l 
capita ls  where  none current ly  exist 
[addressed to :  re levant  provincia l 
governments] 

2 . 	 Establ ish  business  l icensing faci l i t ies  in 
provincia l  capita ls  where  none current ly 
exist  [addressed to :  the  Ministr y  of 
Industr y  & C ommerce]

3 . 	 Increase  the  capacity  of  micro and smal l 
woman business  owners  by  operat ing 
per iodic  Foundat ions  in  Business  shor t 
courses  [non-government  stakeholders 
in  Afghan women’s  economic 
development]

4 . 	 Of  a l l  t rade exhibit ion s lots  a l located 
to  women,  ensure  that  25  percent  are 
reser ved for  provincia l  women-owned 
businesses .  Fur thermore,  t raining must 
be  arranged to  increase  the  capacity  of 
rura l  businesswomen to  par t ic ipate  in 
and benef it  f rom nat ional  and reg ional 
t rade exhibit ions  [addressed to :  the 
Ministr y  of  Industr y  & C ommerce  and 
non-government  stakeholders]

5 . 	 Reduce the  space  for  corrupt ion to  exist 
by  s impl i f y ing procedures  for  business 
l icensing ,  tax  complianc y,  customs 
clearance,  Government  procurement , 
and land reg istrat ion,  among many other 
areas  of  concern [addressed to :  the 
Ministr y  of  Industr y  & C ommerce  and 
the  Ministr y  of  Finance,  the  Nat ional 
Procurement  Author ity,  & the  Ministr y 
of  Urban Development]

6 . 	 Encourage  unl icensed micro and smal l 
women-owned businesses  to  enter 
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the  formal  economy by reducing the 
burden of  l icensing and tax  complianc y 
[addressed to :  the  Ministr y  of  Industr y 
& C ommerce  and the  Ministr y  of 
Finance]

7 . 	 Of fer  incent ives  to  te lecommunicat ions 
companies  and banks  to  provide  ser vices 
in  underdeveloped provinces  [addressed 
to :  the  Ministr y  of  Finance]

8 . 	 Increase  onl ine  sa les  of  women-
made products  in  the  shor t  term by 
A.)  working with exist ing Afghan 
e-commerce  plat forms,  B.)  advocat ing 
to  the  Government  to  construct  the 
technica l  and regulator y  f ramework 
to  fac i l i tate  onl ine  payments  within 
Afghanistan,  and C.)  improving the 
Afghan posta l  system to  ensure  that 
domest ic  and internat ional  parcel 
del iver ies  can be  done rel iably 
and af fordably  [addressed to :  the 
Afghanistan C entra l  Bank,  Afghan Post , 

and non-government  stakeholders]
9 . 	 Provide  grants  and technica l  ass istance 

to  support  women entrepreneurs  who 
are  involved in  industr ia l  product ion 
[addressed to :  internat ional  donor 
community]

10. 	Improve access  to  f inance by developing 
Shar ia-compliant  loan products 
[addressed to :  lending inst itut ions]

11. 	Introduce a  10% quota  for  women-
owned businesses  for  Government 
contracts  [addressed to :  the  Nat ional 
Procurement  Author ity  and provincia l 
governments]  

For  more detai led text  on any of  the  subjects 
covered above,  the  reader  can reference  the 
Table  of  C ontents  to  sk ip  direc t ly  to  that 
sec t ion.
 

The Afghanistan Women’s  Chamber  of 
C ommerce  & Industr y  (AWCCI)  was  establ ished 
in  March 2017 to  represent  Afghan women 
in  business  and promote  their  contr ibut ions 
towards  Afghanistan’s  economic development . 
Del iver ing on this  mandate,  the  AWCCI 
developed the  Women’s  Nat ional  Business 
Agenda (WNBA) in  order  to  document ,  ana lyze, 
and propose  solut ions  for  the  myriad chal lenges 
that  Afghan businesswomen face.  This  repor t 
presents  the  results  of  an extraordinar y  ef for t 
to  engage with Afghan businesswomen and 
other  stakeholders  in  a l l  34  Afghan provinces . 

The AWCCI hopes  that  this  document  can 
ser ve  as  a  basel ine  to  determine how var ious 
stakeholders  can fur ther  the  interests  of 
Afghan businesswomen.  In  the  years  to  come, 
the  AWCCI wi l l  be  able  to  use  this  document 
to  measure  progress  in  key  areas ,  ce lebrate 
successes  level l ing the  playing f ie ld  for  Afghan 
businesswomen,  and hold itse l f  accountable  in 
areas  of  the  pr ivate  sec tor  where  obstacles  for 
Afghan women remain.

ST U DY M ET HOD OLO G Y 

Qualitative Methods
The AWCCI used severa l  qual itat ive  methods  to 
gather  informat ion for  the  WNBA. From July  to 
October  2020,  90  key  informant  inter views (KIIs) 
were  conducted with members  of  provincia l 
counci ls  as  wel l  as  provincia l  direc tors  f rom 
the  Ministr y  of  Women’s  Af fairs ,  the  Ministr y 
of  Industr y  & C ommerce,  and the  Ministr y  of 
Agr iculture,  Irr igat ion,  & Livestock.  B esides 
these  inter views with Government  of f ic ia ls 
and community  leaders ,  the  AWCCI a lso 
conducted 56 KIIs  with  businesswomen f rom a 
range of  industr ies  and socio-economic classes . 
The purpose  of  the  KIIs  was  to  document  the 
v iews and recommendat ions  of  the  subjects  on 
the  cha l lenges  that  women face  and potent ia l 
solut ions  to  address  them.  The inter views were 
conducted on the  phone due to  publ ic  hea lth 
concerns  related to  the  COVID-19 pandemic.
Under  the  super vis ion of  AWCCI leadership,  the 
AWCCI research team and regional  managers 
organized focus  group discuss ions  (FGDs)  in  32 
provinces  (not  including Nuristan and Pakt ika , 

unfor tunately)  to  encourage  businesswomen to 
share  their  perspect ives  on the  s ituat ion in  each 
province.  1 ,165 businesswomen par t ic ipated in 
these  FGDs.  B esides  posing genera l  quest ions 
about  cha l lenges  that  the  par t ic ipat ing 
businesswomen faced,  the  FGD faci l itators  a lso 
asked the  par t ic ipants  speci f ic  quest ions  about 
the  gender  breakdown of  their  employees , 
their  involvement  in  advocac y ef for ts ,  and any 
exper ience  they had receiv ing advocac y and 
leadership t raining.

Quantitative Methods
In order  to  present  an over view of  the  status 
of  women in  businesses  in  each province,  the 
AWCCI ut i l ized data  f rom its  nat ional  database 
of  women-owned businesses .  The creat ion 
of  the  women-owned business  database  was 
a  major  init iat ive  of  Leading Entrepreneurs 
for  Afghanistan’s  Development  (LEAD),  the 
predecessor  organizat ion of  the  AWCCI.  The 
init ia l  col lec t ion of  data  was  under taken 
throughout  2015,  and the  AWCCI has  regular ly 
updated the  database  s ince  then. 

The fol lowing data  points  have  been extracted 
f rom the  database  and shared with the  reader  in 
each provincia l  chapter :

• 	 S ectors  in  which women-owned 
businesses  are  operat ing

• 	 S ources  of  star tup capita l
• 	 Educat ion level  of  women founders
• 	 Age of  business
• 	 Use  of  socia l  media  plat forms 

Each of  these  data  points  is  disaggregated by 
l icensed vs .  unl icensed businesses ,  as  these 
two classes  of  businesses  of ten have  dist inct ly 
di f ferent  prof i les  depending on the  province.

The purpose  of  shar ing this  data  in  the  provincia l 
chapters  is  not  to  engage in  complex analys is 
about  what  the  data  does  or  does  not  suggest , 
but  rather  to  provide  addit ional  context  to  the 
Chal lenges  & S olut ions  at  the  Provincia l  Level 
sec t ion that  fol lows.  Analys is  der ived f rom the 
database  is  presented later  in  this  chapter,  in 
the  O ver view of  Nat ional  Database  of  Women 
O wned Businesses  sec t ion.

INTRODUCTION TO THE 
WOMEN'S  NATONAL BUSINESS AGENDA

HANDBAGS PRODUCED BY THE 
WOMAN-OWNED BUSINESS 

ZARIN HANDICRAFTS
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Desk Research
The AWCCI consulted Afghan Government 
sources  avai lable  onl ine  in  order  provide 
the  reader  with  a  shor t  introduct ion to  each 
province.  This  introduct ion,  included at  the 
beginning of  each provincia l  chapter,  includes 
data  on populat ion s ize ,  employment  by  sec tor, 
and l iterac y  rates .  The source  of  data  for  this 
sec t ion is  the  2018 edit ion of  the  Afghanistan 
Provincia l  Prof i le  document ,  publ ished by the 
Nat ional  Stat ist ics  and Informat ion Author ity 
(NSIA),  as  wel l  as  the  2020-2021 edit ion of  the 
NSAI’s  Est imated Populat ion of  Afghanistan 
repor t .

ST U DY M A NAG E M E N T
In order  to  manage the  study ef fec t ively,  the 
AWCCI ass igned a  Nat ional  C oordinator 
who worked under  the  super vis ion of  AWCCI 
leadership.  The Nat ional  C oordinator  oversaw 
the  fol lowing act iv it ies :  

As  a  major  component  of  this  study,  the  AWCCI 
research team worked to  organize  and analyze 
the  informat ion contained in  the  Chamber’s 
nat ional  database  of  women-owned businesses . 
It  must  be  acknowledged,  at  the  star t  of  this 
sec t ion,  that  the  informat ion avai lable  for 
analys is  i s  not  suf f ic ient  to  make conclusive 
statements  about  the  cause  of  cer tain  t rends  in 
the  data .  Addit ional  context  wi l l  be  provided, 

• 	 Organize  FGDs and KIIs 
• 	 Record data  gathered f rom FGDs and 

KIIs 
• 	 Ensure  that  methods  for  data  col lec t ion 

are  consistent  across  a l l  provinces
• 	 Draf t  the  text  for  the  WNBA report 
• 	 Hold bi-week ly  coordinat ion meet ings

At  the  reg ional  level ,  each of  the  AWCCI zonal 
of f ices  located in  Herat ,  Ba lkh,  Nangarhar, 
and Kandahar  managed the  data  col lec t ion 
process  as  per  the  guidel ines  f rom the  Nat ional 
C oordinator.  At  the  provincia l  level ,  the 
AWCCI ass igned two provincia l  coordinators 
who ident i f ied par t ic ipants  for  FGDs and KIIs , 
arranged the  t imes  and places  to  meet ,  and 
conducted the  sess ions .
 

though,  to  help  the  reader  understand the 
unique s ituat ion of  women in  Afghan society.

Pr ior  to  present ing the  fac ts  and f igures 
extracted f rom the  database,  i t  i s  important 
to  review the  source  for  this  data  and the  data 
points  that  are  avai lable  f rom each source. 

As  of  the  publ icat ion of  this  study in  March 
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2021 the  database  contained 56,910 entr ies  of 
women-owned businesses  in  Afghanistan.  Of 
this  tota l ,  the  AWCCI has  col lec ted detai led 
informat ion on 17,639.  Since  2015,  AWCCI 
researchers  have  contacted women business 
owner  to  ask  a  ser ies  of  quest ions  re lated to  their 
sec tor,  educat ion,  source  of  star tup capita l ,  age 
of  business ,  and use  of  socia l  media .  It  i s  the 
responses  to  these  quest ions ,  f rom the  sample 
of  17 ,639 businesses ,  that  are  detai led below.

The informat ion on the  remaining 39,274 
businesses  was  provided to  the  AWCCI by 
var ious  development  and microf inance ent it ies . 
The informat ion on these  39,371 businesses 
includes  the  name of  the  business  owner,  the 
sec tor  in  which they are  working,  and their 
l icensing status .  As  it  happens ,  a l l  of  these  39, 
274 businesses  are  unl icensed micro and smal l 
businesses .

Figure  1  shows how the  17,639 businesses 
examined in  this  repor t  are  distr ibuted over 
Afghanistan’s  34  provinces .

L IC E N SI N G STAT U S
Looking at  the  core  data  set  of  17 ,639 businesses 
for  which the  AWCCI has  detai led informat ion, 
the  over whelming major ity,  95 .7  percent ,  are 
unl icensed.  Repeat ing the  caveat  stated in  the 
introduct ion to  this  sec t ion,  we cannot  make any 
def init ive  c laims about  causat ion,  but  we can 
speculate  that  i f  the  l icensing process  was  eas i ly 
access ible ,  and the  possess ion of  a  l icense  had 
clear  benef its ,  there  would be  a  higher  number 
of  women-owned businesses  that  would join 
the  formal  economy.  We hope that  this  study 

wi l l  inspire  fur ther  research into  the  obstacles 
women face  in  l icensing their  enterpr ises  and 
why so  many have  chosen (or  been forced by 
c ircumstances)  to  forgo a  business  l icense.

E DU C AT ION L EV E L OF WOM E N F OU N DE R S
The database  revea ls  a  s igni f icant  educat ion 
gap between the  women owners  of  l icensed vs . 
unl icensed businesses .  O ver  ha l f  (53 .5  percent) 
of  l icensed business  owners  had under taken 
some form of  higher  educat ion,  compared to 
just  10 .4  percent  of  unl icensed business  owners . 
On the  opposite  end of  the  spectrum,  only  12.1 
percent  of  l icensed business  owners  had not 
completed any formal  educat ion,  compared to 
48.5  percent  of  unl icensed business  owners .

When this  educat ional  data  is  v iewed a longside 
the  sec tora l  data  (Figures  4  & 5) ,  the  prof i le  of 
the  average  owner  of  a  l icensed vs .  unl icensed 
business  owner  comes into  focus .

OVERVIEW OF WOMEN-OWNED BUSINESSES



12 / /  OVERVIEW OF WOMEN-OWNED BUSINESSES / / / /  OVERVIEW OF WOMEN-OWNED BUSINESSES / /  13

or less  l ikely  than men to  benef it  f rom lending 
and grant  programs.  We do know f rom the  focus 
group discuss ions  and key informant  inter views 
that  Afghan businesswomen do want  more 
access  to  f inance,  and this  issue  is  discussed 
fur ther  in  the  Nat ional-Level  Chal lenges  & 
S olut ions  sec t ion.

AG E OF BU SI N E S S
As with star tup capita l ,  there  are  no dramat ic 
di f ferences  between l icensed and unl icensed 
businesses  when it  comes to  age  of  business . 
For  both categor ies ,  around a  quar ter  (24.8 
percent  and 27.9  percent ,  respect ively)  had 
been launched in  the  last  three  years .  In  the 
remaining two age  categor ies ,  more  unl icensed 
businesses  were  between four  and f ive  years 
old,  whi le  more  l icensed businesses  were  s ix 
years  or  older.

The broader  obser vat ion is  that  unl icensed 
businesses  are  younger  than their  l icensed 
counterpar ts .  This  may suggest  that  female 
entrepreneurship is  becoming more accepted 
within households  in  the  rura l  and/or 
underdeveloped communit ies  where  unl icensed 
businesses  are  concentrated.

U SE OF S O C IA L M E DIA PL AT F OR M S
The socio-economic div ide  between l icensed and 
unl icensed businesses  is  v is ible  once  again in 
the  data  on socia l  media  use  within each group. 
L icensed businesses  are  s ix  t imes  more l ikely 
to  use  socia l  media  plat forms for  market ing 
and business  development  as  compared to 
their  unl icensed peers  (64.6  percent  vs .  10 .6 
percent) .  This  dispar ity  is  l ikely  the  result  of 
a  combinat ion of  severa l  fac tors ,  to  include 
avai labi l ity  of  te lecommunicat ions  ser vices , 
cost  of  te lecommunicat ions  ser vices ,  and dig ita l 
l i terac y. 

SE C T OR A L OV E RV I EW
In para l le l  to  the  educat ion gap,  there  is  a 
deep div ide  between l icensed and unl icensed 
businesses  in  terms of  the  sec tors  in  which they 
operate .  L icensed businesses  are  represented in 
a l l  19  sec tors  that  the  AWCCI tracks ,  with  the 
three  most  dominant  sec tors  being clothing/
handicraf ts  product ion (32.4  percent  of  a l l 
l icensed businesses) ,  ser v ices  (17.4  percent) , 
and educat ion (10 percent) .  

In  contrast ,  unl icensed businesses  are  only 
represented in  11 of  19  sec tors ,  with  the  vast 
major ity  concentrated in  clothing/handicraf ts 
product ion (76.1  percent  of  a l l  unl icensed 
businesses)  and food product ion and process ing 
(19.9  percent) .

Whi le  the  better  educated women-owners  of 
l icensed businesses  are  operat ing in  a  range 
of  high-ski l l  sec tors ,  the  far  less  educated 
unl icensed businesses  owners  are  mainly 
engaging in  low-ski l l ,  smal l-sca le  product ion 

act iv it ies ,  l ikely  in  their  own homes. 

S OU RC E S OF STA RT U P C A PI TA L
In contrast  to  the  data  on educat ion and sectors , 
there  is  no s igni f icant  dispar ity  between 
l icensed and unl icensed businesses  when it 
comes to  their  sources  of  star tup capita l .  B oth 
groups  drew heavi ly  on personal  savings  to 
fund the  launch of  their  businesses ,  to  the  tune 
of  89 .8  percent  of  l icensed businesses  and 71.2 
percent  of  unl icensed businesses .  Interest ing ly, 
unl icensed business  owners  were  more l ikely 
to  receive  bank loans  than their  l icensed peers 
(5 .5  percent  compared to  2 .9  percent)  and more 
l ikely  to  receive  some type of  grant  f rom a 
development  program (17.7  percent  compared 
to  1 .3  percent) .

More research must  be  done on the  issue  of  access 
to  f inance.  Without  the  abi l ity  to  compare  the 
presented data  above with a  para l le l  set  of  data 
for  men-owned businesses ,  i t  i s  impossible  to 
determine i f  Afghan businesswomen are  more 



At the  hear t  of  the  WNBA init iat ive  is  the 
documentat ion of  var ious  cha l lenges  faced 
by Afghan businesswomen and the  potent ia l 
solut ions  to  address  them.  These  cha l lenges 
were  init ia l ly  documented through the  FGD and 
KII  process ,  af ter  which discuss ions  took place 
between AWCCI leadership and the  projec t 
research staf f  to  decide  which chal lenges 
should be  highl ighted in  this  chapter.  Whi le 
the  decis ion-making process  was  admittedly 
subject ive,  two quest ions  were  considered by a l l 
par t ies  involved in  order  to  reach a  consensus :

• 	 Was the  documented chal lenge relevant 
to  businesswomen in  many or  a l l 
provinces?

• 	 Was the  documented chal lenge 
s igni f icant ly  cr it ica l  as  to  warrant  the 
attent ion of  var ious  stakeholders?

SE C U R I T Y A N D S O C IO - C U LT U R A L TA B O O S 
Two of  the  major  barr iers  to  women working 
outs ide  the  home are  secur ity  and socio-
cultura l  taboos .  A lack of  secur ity  of ten leads 
fami l ies  to  impose  restr ic t ions  on women’s 
movement  outs ide  of  the  home.  A socio-
cultura l  taboo that  exists  in  some (but  not  a l l ) 
Afghan communit ies  is  the  percept ion that 
women working outs ide  the  home dishonors  or 
disgraces  the  fami ly,  with  an associated loss  of 
s tatus  of  male  re lat ives  within the  community.

S olut ions  and recommendat ions  to  address 
these  two issues  require  the  attent ion of  the 
Afghan Government  as  wel l  as  non-government 
stakeholders .  The nat ional  Government  and 
internat ional  par tners  in  Kabul  should ensure 
that  sub-nat ional  provincia l  and distr ic t 
governments  are  committed to  improving 
secur ity  in  their  area  and are  proact ively 
promoting the  r ight  of  women to  work outs ide 
the  home.  Their  communicat ion and messaging 
should be  contextua l  and socia l ly  appropr iate . 

We a lso  recommend that  Government  of f ices 
across  Afghanistan be  made as  women-fr iendly 
as  poss ible .  What  this  means  in  pract ice  is 
des ignat ing areas  within Government  faci l i t ies 
as  ‘women-only ’  spaces  where  female  staf f 
provide  ser vices  to  women pet it ioners .  The 
AWCCI was  able  to  successfu l ly  lobby for  this 
measure  to  be  implemented at  the  business 

l icensing and tax  of f ices  in  Kabul  in  2018,  and 
we bel ieve  that  the  expansion of  this  system 
wi l l  a l lev iate  some reser vat ions  of  aspir ing 
businesswomen (and their  fami ly  members)  in 
conser vat ive  reg ions  of  Afghanistan.

I N F R AST RU C T U R E 
Poor inf rastructure  increases  the  cost  of  doing 
business  in  Afghanistan.  At  present ,  ser ious 
shor tcomings  exist  in  the  areas  of  e lec tr ic ity 
supply,  industr ia l  zones ,  t ransportat ion 
networks ,  te lecommunicat ions ,  and banking 
ser vices .  These  shor tcomings  add s igni f icant 
addit ional  costs  for  a l l  businesses  in  Afghanistan 
but  are  par t icular ly  destruct ive  to  micro and 
smal l  women-owned businesses  that  typica l ly 
operate  with  razor-thin margins  and minimal 
cash reser ves .

Improving inf rastructure  has  long been one of 
the  Government’s  major  pr ior it ies ,  but  progress 
is  taking place  at  a  snai l’s  pace.  The Government 
must  work in  par tnership with the  pr ivate  sec tor 
to  increase  Afghanistan’s  e lec tr ic ity  supply  and 
construct  industr ia l  zones .  Pr ivat izat ion of 
industr ia l  zones  is  one of  the  opt ions  to  pursue, 
as  wel l  as  the  Publ ic  Pr ivate  Par tnership (PPP) 
model .  The Government  must  a lso  provide 
incent ives  such as  tax  hol idays ,  tax  reduct ions , 
and tax  credits  to  promote  the  spread of 
te lecommunicat ions  and banking ser vices  to  a l l 
provinces  of  Afghanistan.

C OR RU P T ION
C orrupt ion at  var ious  levels  has  contr ibuted 
to  the  fai lure  of  count less  micro and smal l 
women-owned businesses .  The ambiguous and 
lengthy process  to  acquire  land,  comply  with 
the  tax  reg ime,  and clear  customs (among other 
areas  of  concern)  has  created the  space  for 
corrupt ion to  thr ive. 

This  document  proposes  the  fol lowing steps  to 
reduce the  corrosive  impact  of  corrupt ion:

Streamline business  l icensing pro cess es :  Whi le 
counter-product ive  capita l  requirements  for 
businesses  l icensing were  thankful ly  removed 
in  December  2020,  many problemat ic  areas 
of  business  l icensing must  st i l l  be  addressed. 
These  include the  fol lowing:
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• 	 Requirement  to  v is it  mult iple 
Government  of f ices ,  over  the  course  of 
severa l  days ,  in  order  to  obtain a  l icense

• 	 Requirement  to  present  an of f ice  renta l 
contract  and pay taxes  on said  contract , 
even for  smal l  and micro businesses 
operat ing out  of  the  home

•	 No opt ion to  prepare  par t  or  a l l  of  the 
appl icat ion onl ine

• 	 Lengthy process  to  formal ly  shut  down 
a  company,  which of ten entai ls  paying 
severe  tax  penalt ies  i f  the  business 
was  not  submitt ing monthly,  quar ter ly, 
and annual  tax  paper work (even whi le 
inact ive)

E liminate  s e ctoral  l icences:  Al l  business 
l icensing processes  must  be  brought  under  the 
umbrel la  of  the  Afghanistan C entra l  Business 
Registr y  (ACBR),  as  soon as  poss ible ,  where 
ac t iv it ies  can be  more eas i ly  standardized and 
monitored.  This  includes  l icenses  for  smal l 
retai l  shops ,  restaurants ,  and home-based micro 
and smal l  enterpr ises .

The ACBR is  the  f lagship business  l icensing 
agenc y in  Afghanistan,  operated by the  Ministr y 
of  Industr y  & C ommerce.  Unfor tunately,  the 
word “C entra l”  in  the  ACBR’s  name is  not 

accurate ,  as  a  number  of  Afghan Government 
ent it ies  are  involved in  business  l icensing . 
These  ent it ies  range f rom the  Ministr y  of 
Mines  & Petroleum ( issuing l icenses  to  mining 
interests)  to  the  Ministr y  of  Informat ion & 
Culture  ( issuing l icenses  to  media  product ion 
agencies)  to  var ious  municipa l it ies  ( issuing 
l icenses  for  retai l  out lets  and smal l  product ion 
workshops) .  Each Government  ent ity  issuing 
business  l icenses  is  able  to  impose  their  own 
business  l icensing requirements  at  the  whim of 
whoever  is  in  charge  of  l icensing at  the  t ime, 
and this  creates  the  space  for  corrupt ion to 
thr ive.

Re duce Business  Re ceipt  Tax (BRT):  The BRT 
must  be  reduced f rom four  percent  to  two 
percent  for  micro and smal l  women-owned 
businesses .  Addit ional ly,  the  process  should be 
amended to  a l low women more t ime to  submit 
paper work a long with bas ic  technica l  support 
f rom Afghanistan Revenue Depar tment  staf f  to 
minimize  errors  in  tax  f i l ings . 

Improve Customs C learance Pro ce dures:  The 
Ministr y  of  Finance should improve customs 
and tar i f fs  processes  by  reducing the  number 
of  steps  involved to  clear  a  consignment  for 
import  or  export .  At  present ,  both male  and 
female  business  owners  face  t remendous delays 
in  process ing exports ,  especia l ly  when it  comes 
to  imported goods . 

Op en up the  National  Pro curement  Authority 
(NPA) to  Micro and SME Bidders :  The NPA must 
do more to  open up its  procurement  process  to 
women-owned MSMEs,  speci f ica l ly  those  f rom 
the  provinces  and rura l  areas .  Informat ion on 
the  Afghan Government  procurement  laws, 
gender-related preferent ia l  c lauses ,  and other 
items must  be  made publ ic  and be  widely 
promoted through v ideos  publ ished onl ine  and 
posters  insta l led in  Government  of f ices . 

Increas e  c ap acity  of  G overnment  employe es: 
The Government  must  increase  the  capacity 
of  i t s  employees  to  be  prof ic ient  in  providing 
ser vices  to  c it izens  and businesses .  Of ten cr it ica l 
documents  wi l l  not  be  processed at  Government 
of f ices  due to  the  lack of  prof ic ienc y of  the 
employees  on duty,  which results  in  the  need to 
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contact  higher- level  of f ic ia ls  to  inter vene.  The 
cost  of  such inter vent ion may be  paid  in  socia l 
capita l  ( i f  one has  it )  or  l i tera l  br ibes .

C A PI TA L 
Businesswomen across  Afghanistan expressed 
f rustrat ion over  the  di f f icu lty  obtaining capita l 
to  cover  star tup or  expansion costs .  This  issue 
exists  for  both rura l  and urban businesswomen, 
and the  data  f rom the  AWCCI’s  database 
of  women-owned businesses  indicates  that 
l icensed (vs .  unl icensed)  business  owners  were 
ac tua l ly  margina l ly  less  l ikely  to  obtain loans 
f rom lending inst itut ions .

The issue  of  access  to  capita l  can be  addressed 
in  a  number  of  di f ferent  ways ,  severa l  of  which 
are  l i s ted below :

Grants from international  donor organizations: 
While  there  are  a  number  of  leg it imate 
cr it ic isms of  grants  as  a  means  to  support 
economic development ,  the  need to  overcome 
severe  socia l  and economic disadvantages  that 
Afghan businesswomen face  may outweigh the 
negat ive  aspects  of  grant-g iv ing . 

No-interest  lo ans:  The AWCCI,  it s  donors  and 
other  stakeholders  such as  provincia l- level 
community  organizat ions  should pool  resources 
to  create  no-interest  microf inance lending 
programs.  The impact  of  these  programs can 
be  fur ther  enhanced with capita l  contr ibut ions 
f rom development  par tners .  For  example, 
internat ional  par tners  can contr ibute  $1  for 
ever y  $1 women contr ibute  to  the  Loan Fund.  

Women-friend ly  and Sharia-compliant  lo an 
pro ducts :  The AWCCI and other  stakeholders 
must  cont inue advocat ing to  banks  and 
microf inance lending inst itut ions  to  develop 
loan products  that  are  access ible  to  women-
owned MSMEs.  Idea l ly,  Shar ia-compliant 
opt ions  wi l l  be  avai lable  as  wel l ,  thereby making 
the  loan more accepted by businesswomen f rom 
conser vat ive  communit ies .  Shar ia-compliant 
f inancia l  products  are  those  that  do not  charge 
interest ,  which is  Haram (forbidden)  in  Is lam. 

M A R K ET S
Afghan women producers  exper ience  a  number  of 
di f f icu lt ies  reaching buyers  on a  loca l ,  nat ional , 
and internat ional  level .  Businesswomen in 
provinces  across  Afghanistan repor ted to  the 

AWCCI that  they do not  have  suitable  locat ions 
for  se l l ing their  products  and att ract ing women 
consumers .  Looking beyond loca l  sa les ,  t rade 
exhibit ions  (both nat ional  and reg ional) 
are  not  of fer ing the  same level  of  benef it  for 
Afghan women producers  as  they do for  their 
male  peers .  Afghan businesswomen face  a  host 
of  socia l  and f inancia l  obstacles  in  order  to 
par t ic ipate  in  these  t rade exhibit ions ,  making 
it  especia l ly  dishear tening to  hear  that  the 
result ing sa les  f rom such events  are  of ten lower 
than what  was  expected.  In  genera l ,  Afghan 
businesswomen produce a  range of  products 
that  are  in-demand internat ional ly,  but  they 
have  di f f icu lty  connect ing with internat ional 
buyers .  

These  issues  re lated to  access  to  markets  can be 
addressed in  the  fol lowing ways :

Establishment  of  prov incia l  women’s  markets : 
At present ,  there  are  women’s  markets  in  12 
provinces .  The AWCCI has  developed a  reform 
and rebranding plan for  these  markets  and a 
phased strateg y to  launch more women’s  markets 
in  other  provinces .  The AWCCI has  s igned 
a  Memorandum of  Understanding with the 
Ministr y  of  Women’s  Af fairs  and the  Ministr y 
of  Urban Development  & L and as  one of  the 
f i rst  s teps  in  this  process .  More work must  be 
done with the  Ministr y  of  Women’s  Af fairs  and 
the  Ministr y  of  Industr y  & C ommerce  to  lobby 
provincia l  Governments  to  a l locate  suitable 
rea l  estate  for  women’s  markets .  The object ive 
is  to  see  fu l ly  funct ional  women’s  markets  in  a l l 
provinces  by  2025. 

E xhibition training:   Improving results 
for  Afghan businesswomen at  nat ional  and 
regional  exhibit ions  can be  achieved through 
a  program of  t raining in  market ing ,  onl ine 
communicat ions ,  and contract  negot iat ions . 
The AWCCI and other  stakeholders  must  plan 
and implement  such training ahead of  ever y 
major  nat ional  and regional  t rade exhibit ion in 
which Afghan businesswomen are  par t ic ipat ing . 

Online sa les :  The AWCCI must  cont inue its 
e f for t  to  develop the  Made by Afghan Women 
website  as  an instrument  to  promote  the  sa les  of 
Afghan women-made products  to  internat ional 
buyers .  Addit ional ly,  the  AWCCI should form 
par tnerships  with  Afghan onl ine  sa les  plat forms 
to  create  dedicated sec t ions  on their  websites 

and smartphone appl icat ions  for  women-made 
products .  In  order  to  fac i l i tate  onl ine  sa les ,  the 
C entra l  Bank must  move for ward and launch an 
e-commerce  gateway in  Afghanistan to  a l low 
banks  to  process  onl ine  payments .   F ina l ly,  the 
ongoing ef for ts  to  modernize  the  Afghan posta l 
system must  be  expedited to  a l low the  rel iable 
and cost-ef fec t ive  del iver y  of  orders  to  both 
domest ic  and internat ional  buyers .  

C A PAC I T Y
Across  Afghanistan,  women have less  access  to 
educat ion and less  profess ional  exper ience  than 
their  male  peers .  This  def ic ienc y in  knowledge 
manifests  i t se l f  in  a  number  of  capacity 
shor tcomings  among Afghan women-owned 
businesses .  Many of  the  women owners  of  micro 
and smal l  businesses  have  minimal  awareness 
of  foundat ional  business  sk i l l s  such as  f inancia l 
account ing ,  market ing ,  and operat ional 
management .  On a  more technica l  level ,  many 
women producers  are  not  able  to  meet  the 
qual ity  expectat ions  of  domest ic  consumers , 
le t  a lone internat ional  consumers .  For  those 
that  are ,  the  lack of  cost  e f f ic iencies  dur ing 
product ion of ten results  in  non-compet it ive 
pr ic ing .

These  shor tcomings  in  capacity  can be  addressed 
in  the  fol lowing ways :

Foundations  of  Business  Training:  It  has 
long been an object ive  of  the  AWCCI to  of fer 
a  regular  schedule  of  business  shor t  courses 
for  micro and smal l  women business  owners 
in  foundat ional  business  sk i l l s .  To make this  a 
rea l ity,  AWCCI requests  funding f rom nat ional 
and internat ional  donors  for  both instructors 
and travel  grants  for  provincia l  businesswomen. 
Training programs must  be  accompanied by 
hands-on mentorship and coaching. 

Te chnic al  Assistance:  The AWCCI and other 
stakeholders  in  Afghan women’s  economic 
development  must  ident i f y  candidate  businesses 
for  technica l  ass istance  and plan/implement 
t raining programs.  As  of ten as  poss ible ,  the 
AWCCI must  plan and implement  networking 
and exposure  t r ips  for  businesswomen, 
especia l ly  for  provincia l  businesswomen. 

HASINA ZAEEFI, FOUNDER OF AKAAM ZAEEFI 
GROUP OF COMPANIES, WITH A PACKAGE 

OF ASSORTED DRIED FRUITS
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Financia l  support  f rom the  internat ional  donor 
community  wi l l  be  necessar i ly  to  make this 
poss ible .

G OV E R N M E N T PRO C U R E M E N T
Afghan women-owned SMEs are  of ten 
disqual i f ied f rom par t ic ipat ing in  bidding on 
Government  contracts  due to  steep requirements 
in  the  areas  of  business  age  and annual 
turnover.  The result  (and perhaps  the  intent) 
of  these  requirements  is  to  keep Government 
contracts  in  the  hands  of  a  smal l  number 
of  pol it ica l ly  connected companies .  Af ter 
extensive  engagement  with the  Government 
in  2018,  the  AWCCI was  able  to  secure  a  f ive 
percent  preferent ia l  scor ing clause  inser ted in 
the  Nat ional  Procurement  Procedure.  Whi le 
a  number  of  Government  contracts  have  been 
issued to  women-owned businesses  s ince  then, 
these  contracts  represent  a  miniscule  f rac t ion 
of  the  tota l .
Ult imately,  the  preferent ia l  scor ing is  i r re levant 
i f  women-owned companies  are  disqual i f ied 
f rom bidding a ltogether  by  the  Request  for 
Proposa l  (RFP)  /  Request  for  Quotat ion 
(RFQ) Terms of  Reference.  The AWCCI ca l ls 
on stakeholders  to  advocate  to  the  Afghan 
Government  and the  Nat ional  Procurement 
Author ity  (NPA) to  replace  the  preferent ia l 
t reatment  with  a  10  percent  quota  for  women-
owned businesses .  Monitor ing by the  AWCCI 

and others  must  take  place  to  ensure  that  the 
quota  system is  faithfu l ly  implemented and bad 
actors  are  not  attempting to  game the  system.

A DVO C AC Y
The FGDs and KIIs  conducted dur ing the  course 
of  this  study showed that  the  vast  major ity  of 
businesswomen quest ioned were  not  involved 
in  advocac y ac t iv it ies  on behal f  of  women-
owned businesses .  As  a  result ,  many of  the 
issues  speci f ic  to  their  province  were  not  being 
addressed.

The FGDs and KIIs  a lso  revea led that  the 
vast  major ity  of  women business  owners  were 
interested in  engaging in  advocac y,  i f  guided on 
how to  do so.  With this  in  mind,  the  AWCCI 
recommends that  courses  be  developed in 
advocac y and leadership,  with  a  corresponding 
ef for t  to  organize  provincia l- level  committees/
associat ions  of  businesswomen.  The Afghan 
Government  must  recognize  these  committees 
and create  space  for  them to  par t ic ipate  in 
provincia l  development  counci ls .

M A RG I NA L I Z AT ION
One of  the  most  per vasive  t rends  across  the 
provincia l  FGDs and KIIs  was  the  percept ion 
among businesswomen that  they were 
being ignored or  overlooked by the  Afghan 
Government ,  the  development  community,  and 

even by the  AWCCI itse l f .  These  concerns  are 
not  without  mer it . 

In  the  area  of  Government  ser vices ,  10  Afghan 
provinces  current ly  lack provincia l  business 
l icensing faci l i t ies ,  thereby necess itat ing 
arduous (and of ten dangerous)  t r ips  to  the 
nearest  province  where  a  l icensing of f ice  is 
located.  Whi le  this  i ssue  af fec ts  both men and 
women who wish to  operate  a  business  in  the 
formal  economy,  it  i s  l ikely  more  di f f icu lt  for 
women to  take  leave  f rom the  dut ies  of  their 
households  to  make the  cross-provincia l  t r ip  to 
appear  in-person to  apply  for  a  l icense.

Looking at  nat ional  and reg ional  t rade 
exhibit ions ,  Afghan businesswomen in 
genera l  have  low levels  of  representat ion. 
Among provincia l  businesswomen,  the  level 
of  representat ion is  a lmost  non-existent . 
Businesswomen operat ing in  Afghanistan’s 
rura l ,  least  developed provinces  face  a  number  of 
s igni f icant  cha l lenges  that  have  led to  low rates 
of  par t ic ipat ion in  nat ional  and reg ional  t rade 
exhibit ions .  These  cha l lenges  include relat ively 
high costs  for  t ransportat ion and exhibit ion 
fees ,  socia l  taboos  about  women travel l ing 
for  business  (especia l ly  without  a  male  fami ly 
member) ,  and the  s imple  lack of  knowledge 
about  the  existence  of  these  exhibit ions  and 
how to  reg ister.

And f ina l ly,  development  programs implemented 
by the  Afghan Government  and internat ional 
development  agencies  of ten ignore  hard-to-
reach provinces  in  favor  of  more  access ible 
urban economic centers .

The types  of  margina l izat ion c ited above can be 
addressed in  the  fol lowing ways :

E xp ansion of  business  l icensing faci l it ies 
to  a l l  prov inces :  The AWCCI must  cont inue 
to  advocate  to  the  Ministr y  of  Industr y  & 
C ommerce  to  fu l f i l  i t s  nat ional  mandate  and 
inaugurate  l icensing faci l i t ies  in  a l l  remaining 
provinces  where  they do not  exist .

Pro active  measures  to  increas e  exhibition 
inclusiv ity :  The AWCCI must  expend a l l 
necessar y  ef for t  to  make nat ional  and regional 
t rade exhibit ions  as  inclusive  as  poss ible  for 
provincia l  businesswomen.  This  can include 

(but  is  not  l imited to)  creat ing a  fund that 
can be  used to  sponsor  the  t ravel  of  provincia l 
businesswomen,  arranging group travel  for 
provincia l  businesswomen to  assuage fami ly 
concerns ,  and f ina l ly  ensur ing that  zonal  AWCCI 
of f ices  disseminate  informat ion on exhibit ion 
schedules  and instruct ions  on how to  reg ister. 
In  order  to  do this ,  provincia l  governments  and 
provincia l  of f ices  of  other  business  chambers 
must  cooperate  in  shar ing informat ion about 
exhibit ion-related opportunit ies .  

Pro active  measures  to  include prov incia l 
businesswomen in de velopment  programming: 
The AWCCI and other  stakeholders  in  Afghan 
women’s  economic development  must  encourage 
and support  the  inclusion of  provincia l 
businesswomen in  development  programming. 
If  development  ent it ies  lack the  networks 
to  reach businesswomen in  rura l  provinces , 
the  AWCCI can make its  own provincia l  s taf f 
avai lable  to  disseminate  informat ion about 
opportunit ies  to  loca l  businesswomen.

BU SI N E S S L IC E N SI N G
As the  analys is  of  the  women’s  business 
database  c learly  shows,  business  l icensing 
was  problemat ic ,  for  one reason or  another, 
for  the  vast  major ity  (95.7  percent)  of  the 
women-owned businesses  in  the  sample  pool . 
Whi le  one reason for  remaining unl icensed 
may be  the  f inancia l  benef its  of  operat ing in 
the  informal  economy,  the  KIIs  and FGDs 
revea led that  another  reason is  the  l icensing 
process  it se l f .  Whi le  the  removal  of  capita l 
requirements  for  smal l  and medium-sized 
businesses  in  December  2020 was  a  promising 
step,  more  work must  be  done on this  issue.  The 
implementat ion of  e- l icensing ser vices  would 
narrow the  space  avai lable  for  corrupt ion to 
take  place,  whi le  a lso  address ing the  issue  of 
non-existent  l icensing faci l i t ies  in  a  number  of 
underdeveloped provinces .  C onsequent ly,  the 
AWCCI and other  stakeholders  must  advocate 
for  the  launch of  e- l icensing faci l i t ies .

PAGE RIGHT: PRODUCT DEVELOPMENT AT THE 
TAYEB HASHIMI JEWELRY COMPANY
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I N T RODU C T ION
Badakhshan is  a  mountainous  province 
located in  Afghanistan’s  nor th-east  corner. 
The oddly-shaped province  was  created to 
ser ve  as  a  buf fer  between Czar ist  Russ ian and 
the  Br it ish  Empire  in  the  late  19th centur y. 
In  the  present-day,  Badakhshan shares  long 
borders  with  Taj ik istan to  the  nor th and 
Pakistan to  the  south.  There  is  a  shor t  st retch 
of  border  to  the  far  east  with  China,  but  this 
border  is  too remote  to  ser ve  any pract ica l 
t rade purpose.  Badakhshan is  famous for 
it s  r ich minera l  deposits ,  par t icular ly  lapis 
lazul i ,  as  wel l  as  i t s  s tunning mountain v iews 
and unexplored peaks .  It  i s  one of  the  few 
provinces  in  Afghanistan that  has  developed a 
v iable  tour ist  industr y,  a lthough most  foreign 
v is itors  prefer  to  enter  through Taj ik istan 
rather  than taking the  r isk  of  t ravel l ing f i rst  to 
Kabul .  The populat ion of  Badakhshan exceeds 
1  mi l l ion persons ,  with  nearly  96  percent  of 
the  populat ion l iv ing in  rura l  communit ies . 
The agr iculture  sec tor  is  the  largest  source 
of  income (employing 42 percent  of  the 
Badakhshi  workforce) ,  fol lowed by ser vices 
(31 percent) ,  and manufactur ing (27 percent) . 
The adult  l i terac y  rate  (aged 15-years  and 
older)  in  Badakhshan is  28  percent .

of  l icensed businesses  and 4 .1  percent  of 
unl icensed businesses  –  were  able  to  take  out 
loans  f rom banks  to  use  as  star tup capita l .

The women owners  of  l icensed businesses  in 
Badakhshan were  more educated than their 
unl icensed peers ,  but  not  by  an over whelming 
margin.  55 .2  percent  of  l icensed business 
owners  had completed some form of  higher 
educat ion,  as  compared to  29.3  percent  of 
unl icensed business  owners .  O ver  a  quar ter 
of  l icensed business  owners  (27.6  percent) 
had not  completed any formal  educat ion, 
as  compared to  36.3  percent  of  unl icensed 
business  owners . 

L icensed and unl icensed businesses  were  a lso 
ver y  s imi lar  in  terms of  the  number  of  years 
they had been operat ing .  A s l ight  major ity  of 
both l icensed and unl icensed businesses  had 
been establ ished in  the  last  f ive  years  (51.7 
percent  and 54.4  percent ,  respect ively) .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The AWCCI nat ional  level  database  of 
women-owned businesses  includes  29 
l icensed women-owned businesses  in 
Badakhshan and 485 unl icensed businesses . 
The l icensed businesses  are  distr ibuted 
across  nine  sec tors  t racked by the  AWCCI, 
the  most  dominant  being ser vices  (17.2 
percent) ,  c lothing product ion (17.2  percent) , 
dr y  f ruits  and nuts  (13.8  percent) ,  food 
product ion and process ing (13.8  percent) , 
and logist ics  (13.8  percent) .  The unl icensed 
businesses  are  operate  across  s ix  sec tors ,  but 
are  over whelmingly  concentrated in  clothing/
handicraf ts  product ion sector  (87.4  percent) 
and educat ion (11.3  percent) .

In  the  area  of  star tup f inancing,  both l icensed 
and unl icensed businesses  re l ied on personal 
savings  in  order  to  launch their  enterpr ises 
(83.8  percent  and 94 percent ,  respect ively) . 
No l icensed businesses  were  able  to  access 
funds  f rom development  programs,  compared 
to  1 .4  percent  of  unl icensed businesses . 
A relat ively  high number  women-owned 
businesses  in  Badakhshan – 3 .4  percent 

In  contrast ,  the  dig ita l  div ide  between l icensed 
and unl icensed businesses  was  quite  stark ; 
only  4 .5  percent  of  unl icensed businesses  had 
ut i l ized socia l  media  plat forms to  promote 
their  businesses ,  as  compared to  nearly  ha l f 
(48 .3  percent)  of  l icensed businesses .

C HA L L E N G E S A N D S OLU T ION S AT T H E 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion 
on the  ground in  Badakhshan province, 
the  AWCCI engaged both provincia l- level 
Government  of f ic ia ls  and 32 women business 
owners  through focus  group discuss ions 
(FGDs)  and key informant  inter views (KIIs) . 
The AWCCI worked to  ensure  that  the 
businesses  were  drawn f rom a  range of  sec tors 
with  owners  of  var ying ages  and socio-
economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges 
and proposed solut ions .

BADAKHSHAN

 

C a p a c i t y

Challenges & Constraints Solutions

L ack of  fundamental  entrepreneurship 
k now le dge:  Many aspir ing women business 
owners  in  Badakhshan lack the  bas ic 
knowledge necessar y  to  launch a  micro 
or  smal l  business .  These  sk i l l  def ic iencies 
include f inancia l  planning,  product 
development ,  market ing ,  and others .

These  knowledge def ic iencies  can be 
addressed through training programs 
developed by stakeholders  in  Afghan 
women’s  economic development ,  as  wel l 
as  exchange v is its  to  other  provinces 
to  learn f rom and network with female 
peers  operat ing in  the  same sector.

L ack of  te chnic al  sk i l ls  in  pro duction: 
Badakhshi  businesswomen involved in  the 
clothing and handicraf ts  product ion sec tor 
have  di f f icu lty  keeping up with the  ever-
changing tastes  of  consumers . 	

The AWCCI can support  Badakhshi 
women producers  by  matching them 
with mentors  in  more developed urban 
markets  l ike  Kabul  and Mazar- i-Shar i f . 
Idea l ly,  a  mentorship program would 
entai l  exposure  v is its  a l lowing the  mentee 
to  see  f i rst-hand how a  more exper ienced 
enterpr ise  approaches  the  des ign process .
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In terms of  educat ion,  women operat ing 
l icensed businesses  were,  on average, 
more  educated than their  peers  operat ing 
in  the  informal  economy.  35 .3  percent  of 
l icensed business  owners  held  bachelor 
or  associate’s  degrees ,  as  compared to  19 
percent  of  unl icensed business  owners . 
Unl icensed business  owners  were  a lso 
more l ikely  to  have  never  completed any 
formal  educat ion (31 percent)  compared 
to  l icensed business  owners  (17.6  percent) .

There  is  l i t t le  var iat ion among l icensed 
and unl icensed businesses  in  the  area  of 
age  of  business .  Aggregat ing both l icensed 
and unl icensed businesses ,  23 .7  percent 
had been establ ished within the  last  three 
years ,  25 .4  percent  were  between three  and 
f ive  years  old,  and 50.8  percent  were  s ix 
years  or  older

Whi le  internet  connect iv ity  in  Badghis 
is  not  a lways  re l iable ,  52 .9  percent  of 
l icensed women-owned businesses  have 
ut i l ized socia l  media  plat forms for  the 
purposes  of  business  development  and 
market ing ,  a long with 31 percent  of 
unl icensed businesses .

I N T RODU C T ION
Badghis  is  a  largely  rura l  province  located in 
nor th-western Afghanistan,  shar ing a  border 
with  Turkmenistan.  The tota l  populat ion of 
the  province  is  approximately  540,000 persons , 
of  whom the over whelming major ity,  over  96 
percent ,  l ive  in  rura l  communit ies .  53  percent  of 
the  working populat ion of  Badghis  is  engaged in 
the  agr iculture  sec tor,  fol lowing by 24 percent 
in  the  ser vices  industr y,  and the  remaining 23 
percent  in  manufactur ing .  The adult  l i terac y 
rate  (aged 15 years  and older)  is  17 .4  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The AWCCI’s  database  of  women-owned 
businesses  contains  59  entr ies  for  Badghis , 
of  which 28.8  percent  are  l icensed businesses 
and the  remaining 71.2  percent  are  unl icensed. 
B oth l icensed and unl icensed businesses  are 
concentrated in  clothing/handicraf ts  product ion 
(64.7  percent  and 85.7  percent ,  respect ively) , 
with  the  remaining entr ies  distr ibuted over 
severa l  sec tors .

Al l  but  two of  the  59 businesses  in  the  Badghis 
sample  were  f inanced using personal  savings . 
Of  the  remaining two,  one business  received 
loans  f rom f r iends  or  fami ly,  whi le  the  other 
was  able  to  access  some type of  funding f rom a 
development  program.

 

G o v e r n m e n t  S e r v i c e s

Challenges & Constraints Solutions

Obstacles  to  business  l icensing:  Badghis 
does  not  have  a  Depar tment  of  Industr y 
& C ommerce  (DoIC),  thus  necess itat ing 
aspir ing business  owners  to  make the  t r ip  to 
Herat  City  i f  they  would l ike  to  l icense  their 
businesses . 

The MoIC operates  of f ices  for  the 
Afghanistan C entra l  Business  Registr y 
(ACBR) in  22 provinces .  An expansion 
into  the  remaining 12 provinces  is 
urgent ly  required.  Badghis  is  one that 
should be  pr ior it ized as  it  i s  a  remote 
province  and travel ing to  Herat  is  a  long 
road journey. 

M a r k e t s

Challenges & Constraints Solutions

L ack of  physic al  market :  The physica l  market 
in  Badghis  –  located outs ide  the  provincia l 
capita l’s  c ity  l imits  –  lacks  e lec tr ic ity  and 
other  fac i l i t ies  that  would a l low for  the 
smooth f low of  commerce.  Businesswomen 
f rom distr ic ts  do not  use  this  market  due to 
secur ity  concerns ,  poorly  maintained roads , 
and few transportat ion opt ions .

A physica l  market  located in  an appeal ing 
area  would help  organize  women f rom 
both the  food product ion and process ing 
sec tor  and the  clothing/handicraf ts 
product ion sec tor.  The AWCCI,  with 
support  f rom other  par tners  and 
stakeholders ,  should advocate  for  support 
for  the  businesswomen of  Badghis  in 
organizing and col lec t ively  advocat ing 
for  their  own market  area .

L ack of  online  sa les :  With l imited internet 
connect iv ity,  the  businesswomen of  Badghis 
have  seen ver y  l i t t le  commercia l  benef it 
f rom the  dig ita l  era .

Stakeholders  such as  the  AWCCI,  a long 
with potent ia l  e-commerce  par tners  in 
the  pr ivate  sec tor,  should work together  to 
connect  women’s  products  f rom Badghis 
to  both domest ic  and internat ional 
buyers . 

BAD GHIS C HA L L E N G E S A N D S OLU T ION S AT T H E 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Badghis  province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 68 women business  owners 
through focus  group discuss ions  (FGDs)  and 
key informant  inter views (KIIs) .  The AWCCI 

worked to  ensure  that  the  businesses  were  drawn 
f rom a  range of  sec tors  with  owners  of  var ying 
ages  and socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .
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I N T RODU C T ION
Baghlan province  is  located in  nor th-eastern 
Afghanistan s ituated between Kunduz to  the 
nor th and Kabul  to  the  south.  The populat ion 
of  Baghlan province  is  upwards  of  one mi l l ion 
persons ,  of  whom approximately  79  percent  l ive 
in  rura l  communit ies .  The agr iculture  sec tor  is 
the  pr imar y sources  of  income in  Baghlan and 
employs  66.1  percent  of  the  workforce.  This  is 
fol lowed by employment  in  the  ser vices  sec tor 
(27.2  percent  of  the  workforce) ,  and f ina l ly 
manufactur ing (6 .9  percent  of  the  workforce) . 
The adult  l i terac y  rate  (15-years-old  and older) 
is  29 .9  percent .

OV E RV I EW OF WOM E N - OW N E D BU SI N E S SE S
The AWCCI’s  nat ional  database  of  women-
owned business  includes  36  entr ies  for  Baghlan 
province.  Of  these,  11  are  l icensed businesses  and 
the  remaining 25 are  unl icensed.  The l icensed 
businesses  are  distr ibuted across  s ix  industr ies 
t racked by the  AWCCI:  c lothing/handicraf ts 
product ion,  ser v ices ,  manufactur ing ,  food 
product ion and process ing ,  educat ion,  and 
construct ion.  The unl icensed businesses  are 
over whelmingly  concentrated in  the  clothing/
handicraf ts  product ion sec tor  (76 percent) ,  with 
20 percent  of  the  businesses  involved in  food 

product ion and process ing ,  and a  s ing le  business 
operat ing in  the  agr iculture  sec tor.

The vast  major ity  of  both l icensed and unl icensed 
businesses  were  funded with personal  savings 
(72.7  percent  and 84 percent ,  respect ively) .  Four 
businesses  ( two l icensed and two unl icensed) 
repor ted to  the  AWCCI that  they had received 
loans  f rom banks .  One unl icensed business  was 
launched with loans  f rom relat ives ,  and one 
unl icensed business  had received some type of 
funding f rom a  development  sec tor  program.

The l icensed business  owners  had received 
s igni f icant ly  higher  educat ion than their 
unl icensed peers ;  45 .5  percent  had completed 
some type of  higher  educat ion compared to  16 
percent  of  unl icensed business  owners .  On the 
opposite  end of  the  spectrum,  36.4  percent  of 
l icensed business  owners  had not  completed 
any formal  educat ion.  This  f igure  drops  to  28 
percent  among unl icensed business  owners , 
which is  atypica l  of  the  pattern seen in  most 
other  provinces .

In  l ine  with t rends  in  other  provinces ,  the 
l icensed businesses  were  more wel l -establ ished 
than their  unl icensed counterpar ts ;  63 .6  percent 

BAGHL AN
 

C a p a c i t y

Challenges & Constraints Solutions

L ack of  supp or t  for  emerging s e ctors : 
While  animal  husbandr y is  a  t radit ional 
area  of  labor  and employment  for  the 
women of  Badghis ,  an emerging sec tor  is 
c lothing/handicraf ts  product ion.  Wool-
dying has  a lso  shown promise  as  a  sec tor 
that  the  women of  Badghis  could engage 
in  commercia l ly,  as  both business  owners 
and employees .  These  sec tors  a l l  face 
cha l lenges  that  require  the  attent ion of 
the  Afghan Government  and development 
sec tor  ent it ies . 	

Wool-dying businesses  should be 
connected to  the  carpet  va lue  chain with 
support  f rom such high-prof i le  init iat ives 
as  the  Nat ional  Export  Strateg y (NES) , 
the  Afghanistan –  C ompet it iveness  of 
Export-Oriented Businesses  (ACEBA), 
and pr ivate  sec tor  ac tors  who are  invest ing 
in  carpet  product ion.  Handicraf t  and 
tai lor ing capacity-bui lding programs 
must  be  des igned to  help  the  women of     
Badghis  improve their  sk i l l s ,  product 
qual ity,  des ign,  and packaging,  in  order 
to  make their  products  v iable  for  the 
urban markets  of  Kabul  and Herat  City.

A d v o c a c y

Challenges & Constraints Solutions

L ack of  organiz e d advo c ac y :  At  present , 
organizat ions  that  are  mandated to  support 
women-owned businesses ,  to  include 
the  AWCCI itse l f ,  are  not  organized or 
coordinated within the  province.  The result 
i s  a  lack of  understanding of  the  cha l lenges 
that  women-owned businesses  face  in 
Badghis ,  thereby making advocac y ef for ts 
even more di f f icu lt  to  pursue.

The internat ional  donors  should support 
Badghis  women business  owners  with 
coa l it ion bui lding ,  advocac y,  leadership, 
and business  management  t raining so 
that  they can   gain the  conf idence to 
organize  themselves .  It  i s  important  that 
the  businesswomen of  Badghis  organize 
themselves  organica l ly,  without  groups 
or  associat ions  set  up by outs iders  f rom 
Kabul  and the  other  big  c it ies .  The AWCCI, 
with  support  f rom stakeholders ,  can help 
create  an init ia l  advocac y committee,  but 
u lt imately  the  businesswomen of  Badghis 
must  take  ownership of  the  process .
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of  l icensed businesses  had been in  operat ion 
for  s ix  or  more  years ,  compared to  just  24 
percent  of  unl icensed businesses .  In  the  area 
of  business  development  and market ing ,  36 .4 
percent  of  l icensed businesses  have  used socia l 
media  plat forms to  promote  their  products 
and ser vices .  This  f igure  drops  by  ha l f ,  to  16 
percent ,  among unl icensed businesses .

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Baghlan province,  the  AWCCI 
engaged both provincia l- level  Government 

of f ic ia ls  and 125 women business  owners 
through focus  group discuss ions  (FGDs)  and 
key informant  inter views (KIIs) .  The AWCCI 
worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .

percent  received loans  f rom fami ly  members , 
and only  .7  percent  received funding f rom 
development  programs.  Among unl icensed 
businesses ,  a  s izable  major ity  (81.1  percent) 
had dipped into  personal  savings  to  use  as 
star tup capita l ,  whi le  11 .8  percent ,  had received 
development  ass istance.  Atypica l ly,  5 .7  percent 
of  unl icensed businesses  had received loans 
f rom banks .  The remaining 1 .4  percent  of 
unl icensed businesses  had drawn on support 
f rom fami ly  members  to  obtain the  requis ite 
star tup capita l  to  launch their  enterpr ise .

As  convent ional  wisdom would suggest ,  the 
women owners  of  l icensed businesses  were 
more educated than their  unl icensed peers .  40 
percent  of  l icensed business  owners  had earned 
e ither  a  bachelor  or  associate’s  degree,  as 
compared to  14 percent  of  unl icensed business 
owners .  21  percent  of  l icensed business  owners 
had not  completed any formal  educat ion,  with 
that  f igure  more than doubl ing ( to  46 percent) 
among unl icensed business  owners .

L icensed businesses  were  moderately  more  wel l -
establ ished than their  unl icensed counterpar ts ; 

I N T RODU C T ION
Balk  province  is  located in  Afghanistan’s  far 
nor th,  separated f rom Uzbekistan by the  Amu 
Dar ya River.  The provincia l  capita l  of  Ba lkh, 
Mazar- i-Shar i f ,  i s  one of  Afghanistan’s  major 
urban economic hubs ,  whi le  the  dr y  por t  of 
Hairatan is  a  cr it ica l  gateway through which 
goods  f low to  and f rom C entra l  Asia .  Ba lkh 
province  has  a  populat ion exceeding 1 .5  mi l l ion 
persons ,  nearly  40  percent  of  whom l ive  in 
urban communit ies .  The ser vices  sec tor  is  the 
largest  employer  in  Balkh (41.4  percent  of 
the  workforce) ,  fol lowed by agr iculture  (35.6 
percent) ,  and f ina l ly  manufactur ing (23.1 
percent) .  The adult  l i terac y  rate  (aged 15 years 
and older)  is  37 .9  percent .

49 .5  percent  had been in  operat ion for  6  or 
more  years  as  compared to  42.3  percent  of 
unl icensed businesses .  In  the  area  of  dig ita l 
connect iv ity,  41 .9  percent  of  l icensed businesses 
repor ted to  the  AWCCI that  they used socia l 
media  plat forms for  business  development  and 
market ing .  Among unl icensed businesses ,  the 
dig ita l  div ide  was  more stark ;  only  9 .9  percent  of 
such businesses  were  operat ing in  onl ine  spaces 
to  increase  sa les  or  promote  their  ser v ices .

C HA L L E N G E S A N D S OLU T ION S AT T H E 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion 
on the  ground in  Balkh province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 114 women business  owners 
through focus  group discuss ions  (FGDs)  and 
key informant  inter views (KIIs) .  The AWCCI 
worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by the 
AWCCI includes  430 l icensed women-owned 
businesses  and 2 ,209 unl icensed businesses . 
The unl icensed businesses  operate  across  15 
sec tors  t racked by the  AWCCI,  with  the  plura l ity 
(47.4  percent)  working in  clothing/handicraf ts 
product ion.  The unl icensed businesses  were 
distr ibuted across  10  sec tors ,  with  a  large 
major ity  (79.4  percent)  a lso  engaged in 
clothing/handicraf ts  product ion.

95.3  percent  of  l icensed businesses  in  Balkh 
were  f inanced through personal  savings .  Of  the 
remaining 4 .7  percent ,  1 .6  percent  were  able  to 
access  capita l  through loans  f rom banks ,  2 .3 

 

C a p a c i t y

Challenges & Constraints Solutions

L ack of  c ap acity  bui lding opp or tunities : 
In Baghlan province,  there  is  a  lack of 
higher  learning inst itut ions ,  as  wel l  as  few 
technica l  and vocat ional  educat ion training 
(T VET) programs. 

The Ministr y  of  Educat ion (MoE),  with 
support  f rom its  internat ional  donors , 
must  support  the  provincia l  government 
to  be  proact ive  in  encouraging pr ivate 
and publ ic  sec tor  educat ional  inst itut ions 
to  open up branches  in  Baghlan to  meet 
growing demand.

BALKH
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I N T RODU C T ION
Bamiyan (meaning ‘ The Place  of  Shining 
Light’  in  Pers ian)  is  located in  the  hear t  of 
Afghanistan’s  Hindu Kush mountain range. 
Whi le  agr iculture  is  the  pr imar y source  of 
income in  Bamiyan province  (employing 
70.6  percent  of  the  workforce) ,  farming is 
conducted in  rugged condit ions  –  90 percent 
of  the  province  is  mountainous ,  with  arable 
land and water  resources  in  scarce  supply. 
B es ides  agr iculture,  the  workforce  is  div ided 
between the  ser vices  sec tor  (employing 18.4 
percent  of  the  workforce)  and manufactur ing 
(employing 11 percent  of  the  workforce) .  Of  the 
tota l  populat ion of  just  shor t  of  a  ha l f  mi l l ion 
persons ,  the  adult  l i terac y  rate  (aged 15 years 
and older)  is  40 .9  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by the 
AWCCI includes  46 l icensed women-owned 
businesses  and 176 unl icensed businesses . 
The l icensed businesses  in  Bamiyan are 
distr ibuted across  e ight  sec tors  t racked by the 
AWCCI,  pr imar y among them being clothing/
handicraf ts  product ion (41.3  percent) ,  log ist ics 
(17.4  percent) ,  and educat ion (13 percent) . 
Unl icensed businesses  are  a lso  represented 
in  e ight  sec tors ,  with  clothing/handicraf ts 
product ion and food product ion and process ing 

dominat ing (69.9  percent  and 21.6  percent , 
respect ively) .

The vast  major ity  of  l icensed businesses  in 
Bamiyan were  se l f - f inanced (82.6  percent  of 
tota l) .  Only  three  had accessed capita l  f rom 
development  programs,  whi le  f ive  had acquired 
loans  f rom relat ives .  Only  three  out  of  the  46 
l icensed businesses  had accessed grants  or  capita l 
through bank loans .  In  the  case  of  unl icensed 
businesses ,  the  sources  of  funding are  s l ight ly 
more  diverse.  Whi le  the  major ity  of  businesses , 
61 .9  percent ,  f inanced their  businesses  through 
personal  savings ,  16 .5  percent  were  able  to 
access  funding through development  programs, 
and 2 .8  percent  received loans  f rom banks .  The 
remaining 18.8  percent  borrowed money f rom 
fami ly  members  to  use  as  star tup capita l .

C onsistent  with  t rends  across  Afghanistan,  the 
level  of  educat ion among the  founders  of  l icensed 
businesses  in  Bamiyan province  is  higher  than 
those  of  unl icensed businesses .  39 .1  percent  of 
l icensed business  owners  had completed some 
type of  higher  educat ion,  compared to  14.2 
percent  of  unl icensed business  owners .  On the 
opposite  end of  the  spectrum,  46 percent  of 
unl icensed business  owners  had not  completed 
any formal  educat ion,  compared to  23.9  percent 
among l icensed business  owners .

BAMIYAN
 

M a r k e t s

Challenges & Constraints Solutions

L ack of  export capacity :  The businesswomen 
of  Ba lkh have  a  genera l ly  low level  of 
knowledge about  the  process  of  export ing 
their  goods  abroad.  This  is  exacerbated 
by the  lengthy and cumbersome process 
involved in  acquir ing an export  l icense. 

This  cha l lenge can be  addressed by 
conduct ing export  t raining for  women 
business  owners  in  Balkh supported by 
internat ional  donor  organizat ions  that 
are  current ly  focused on increas ing 
Afghan exports  and bui ld  the  capacity  of 
Afghan exporters . 

L ack of  information on national 
exhibitions:  While  the  businesswomen 
of  Ba lkh are  re lat ively  more  connected 
to  nat ional  and reg ional  commerce  than 
their  rura l  counterpar ts ,  they  are  st i l l 
margina l ized when it  comes to  par t ic ipat ion 
in  the  var ious  t rade exhibit ions  that  take 
place  throughout  the  year.

Strong communicat ion channels  must  be 
maintained between the  Balkh of f ice  of 
the  AWCCI and the  AWCCI headquar ters . 
The AWCCI headquar ters  must ,  in 
turn,  be  proact ive  about  disseminat ing 
informat ion on when nat ional  exhibit ions 
are  taking place  and how to  reg ister.

C a p a c i t y

Challenges & Constraints Solutions

L ow c ap acity  among women-ow ne d 
business es :  At  present ,  many women-
owned businesses  lack the  capacity  to 
del iver  qual ity  products  or  ser vices  on a 
consistent  bas is . 	

The AWCCI must  cont inue to  engage with 
the  businesswomen of  Ba lkh in  order  to 
ident i f y  speci f ic  areas  of  weakness  that 
could be  addressed through capacity 
bui lding programs.  The AWCCI can 
then coordinate  with  stakeholders  in  the 
Afghan publ ic  sec tor  and development 
sec tor  to  plan and implement  appropr iate 
t raining programs.

S o c i a l  D i s c r i m i n a t i o n

Challenges & Constraints Solutions

Harassment  of  women in sa les :  Women 
sa lespeople  face  harassment  whi le 
promoting the  products  and ser vices  of 
their  businesses . 	

The Balkh Depar tment  of  Women’s 
Af fairs  (DoWA) and the  AWCCI must 
s ign a  Memorandum of  Understanding 
(MoU) and col laborate  joint ly  to  work 
with development  sec tor  and c iv i l  society 
organizat ions  in  Balkh to  promote  publ ic 
awareness  about  ant i-harassment  laws, 
domest ic  v iolence,  and the  r ight  of 
women to  join the  workforce. 
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Licensed businesses  were  typica l ly  more  wel l -
establ ished than their  unl icensed counterpar ts , 
with  a  major ity  (60.9  percent)  having been in 
operat ion for  s ix  years  or  more.  In  contrast , 
nearly  three  quar ters  (74.4  percent)  of 
unl icensed businesses  had launched in  the  last 
f ive  years .  In  the  area  of  business  development 
and market ing ,  a  modest  major ity  of  l icensed 
businesses  (54.3  percent)  have  used socia l 
media  to  promote  their  products  and ser vices . 
Only  e ight  percent  of  unl icensed businesses 
repor ted to  the  AWCCI that  they were  ac t ive  on 
socia l  media .

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Bamiyan province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 15 women business  owners 
through focus  group discuss ions  (FGDs)  and 
key informant  inter views (KIIs) .  The AWCCI 
worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 
Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .

DAIKUNDI

I N T RODU C T ION
Daikundi  is  located in  the  mountainous  reg ion 
of  centra l  Afghanistan and is  one Afghanistan’s 
most  inaccess ible  and underdeveloped 
provinces .  The populat ion of  Daikundi  is 
upwards  of  516,000 persons ,  a l l  of  whom l ive 
in  rura l  communit ies .  Agr iculture  employs 
54.4  percent  of  the  workforce,  fol lowed by 
manufactur ing (23.2  percent) ,  and f ina l ly 
ser vices  (22.1  percent) .  The adult  l i terac y  rate 
(aged 15 years  and older)  is  34 .8  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by 
the  AWCCI includes  detai led informat ion on 
24 l icensed women-owned business  and one 
unl icensed business .  The database  a lso  includes 
less  detai led informat ion for  180 addit ional 
unl icensed businesses ,  submitted to  the  AWCCI 
by development  sec tor  organizat ions  and 
microf inance inst itut ions .  It  i s  important  to 
note  that  these  180 businesses  are  not  covered 
in  the  over view of  data  below.

The 24 l icensed businesses  are  distr ibuted 
across  s ix  industr ies  t racked by the  AWCCI:  dr y 
f ruits  and nuts  (25 percent) ,  educat ion (20.8 
percent) ,  c lothing/handicraf ts  product ion (12.5 
percent) ,  food product ion and process ing (12.5 
percent) ,  manufactur ing (12.5  percent) ,  and 
construct ion (4 .2  percent) .  The remaining 12.5 
percent  are  involved in  industr ies  not  t racked 
by the  AWCCI.  The s ing le  unl icensed business 

is  engaged in  clothing/handicraf ts  product ion. 

The vast  major ity  of  l icensed businesses  in 
Daikundi  are  se l f - f inanced (83.3  percent) .  Of 
the  remaining businesses ,  8 .3  percent  received 
loans  f rom fami ly  members ,  whi le  the  remaining 
8 .3  percent  were  able  to  access  funding f rom 
development  sec tor  programs.  The s ing le 
unl icensed business  was  launched with personal 
savings .

The level  of  educat ion among the  l icensed 
business  owners  of  Daikundi  is  notably  lower 
than the  nat ional  average.  Only  25 percent 
had completed any type of  higher  educat ion, 
with  over  ha l f  (54 .2  percent)  having no formal 
educat ion.  The s ing le  unl icensed business  owner 
had l ikewise  not  received a  formal  educat ion.

Another  area  of  divergence with the  nat ional 
f igures  is  the  age  of  the  businesses  within the 
Daikundi  sample.  The major ity  of  l icensed 
businesses  (70.8  percent)  were  s ix  years  or 
older,  indicat ing that  less  –  not  more  –  women 
in  Daikundi  were  engaging in  entrepreneurship 
over  the  last  f ive  years .  The s ing le  unl icensed 
business  was  a lso  recorded as  being s ix  years  or 
older  In  the  area  of  business  development  and 
market ing ,  less  than ha l f  of  l icensed businesses 
(41.7  percent)  have  used socia l  media  plat forms 
to  promote  their  businesses .  The s ing le 
unl icensed business  repor ted to  the  AWCCI 
that  it  was  a lso  not  ac t ive  on socia l  media .

 

M a r k e t s

Challenges & Constraints Solutions

L ack of  supp or t  for  women retai lers :  The 
occupants  of  the  women’s  market  and women 
shop owners  in  genera l  bel ieve  that  they are  not 
being supported adequately  by  the  provincia l 
Government ,  especia l ly  the  Bamiyan City 
municipa l ity.  	

The AWCCI,  with  support  f rom its 
internat ional  donors ,  must  des ign advocac y 
and leadership t raining for  Bamiyan’s 
women-owned businesses  in  order  to  prepare 
them to  engage with provincia l  and municipa l 
of f ic ia ls  to  lobby for  pol ic ies  that  support 
the  women’s  business  community.

L ack of  promotion of  Bamiyani  handicrafts  in 
domestic  and international  markets :  Bamiyan 
has  a  r ich t radit ion of  handicraf ts  product ion. 
These  products  are  achieving minimal  sa les 
outs ide  of  Bamiyan province,  due to  a  lack of 
promotion in  larger  Afghan populat ion centers 
and internat ional  markets . 	

The AWCCI,  with  support  f rom its 
internat ional  donors ,  must  conduct  an in-
depth assessment  of  Bamiyan women’s 
handicraf ts  and their  product ion capacity. 
Based on the  f indings ,  a  st rateg y can be 
developed to  both improve the  qual ity  of  the 
handicraf ts  products  and promote  them at 
the  nat ional  and internat ional  level .

C a p a c i t y

Challenges & Constraints Solutions

S e ctor-sp e cif ic  supp or t :  Bamiyan province  is 
one of  few Afghan provinces  (Badakhshan being 
another)  that  has  a  v iable  tour ist  industr y.  At 
present ,  women are  not  widely  represented in 
tour ism act iv it ies . 

Stakeholder’s  in  Afghan women’s  economic 
development  can examine di f ferent  areas 
where  more Bamiyani  women can par t ic ipate 
in  tour ism.  One proposa l  that  has  a lready 
been voiced by Bamiyani  women themselves 
is  the  establ ishment  of  a  Women’s  Ski 
Club.  Technica l  support  can be  provided 
to  determine the  probabi l ity  that  such a 
business  would be  prof itable .
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C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Daikundi  province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 52 women business  owners 
through focus  group discuss ions  (FGDs)  and 

key informant  inter views (KIIs) .  The AWCCI 
worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 
Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .

I N T RODU C T ION
Farah is  a  largely  rura l  province  in  southwestern 
Afghanistan,  located just  south of  Herat 
province  and shar ing a     border  with  Iran. 
The tota l  populat ion is  upwards  of  563,000 
persons ,  of  whom over  92  percent  l ive  in 
rura l  communit ies .  The leading source  of 
employment  in  Farah is  the  agr icultura l  sec tor 
(64.5  percent) ,  fol lowed by the  ser vices  sec tor 
(24 percent) ,  and f ina l ly  manufactur ing (11.6 
percent) .  The adult  l i terac y  rate  (aged 15 years 
and older)  is  24 .6  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The AWCCI’s  nat ional- level  database  of  women-
owned businesses  includes  seven l icensed 
women-owned businesses  in  Farah province 
and 23 unl icensed businesses .  The l icensed 
businesses  are  involved in  dr y  f ruits  product ion, 
educat ion,  hea lthcare,  manufactur ing ,  and 
agr iculture.  The unl icensed businesses  are 
predominant ly  in  the  sec tors  of  c lothing/
handicraf ts  product ion and food product ion 
and process ing .

Al l  but  s ix  of  these  30  l icensed and unl icensed 
businesses  were  launched with capita l  drawn 
f rom personal  savings .  The remaining s ix 

businesses  –  a l l  unl icensed –  were  able  to 
secure  loans  f rom f r iends  and fami ly.  A l itt le 
more  than a  third (11 of  30)  of  the  businesses  in 
the  database  repor ted to  the  AWCCI that  they 
used socia l  media  plat forms as  a  par t  of  their 
business  development  and market ing ac t iv it ies . 

Of  the  30 women business  owners  in  the  Farah 
sample  sur veyed by the  AWCCI,  nearly  27 
percent  repor ted that  they had not  completed 
any formal  educat ion.  Whi le  this  f igure  is 
in  l ine  with data  col lec ted f rom other  rura l 
provinces ,  one f igure  that  is  notable  is  the 
number  of  women business  owners  who had 
earned a  bachelor’s  degree.  This  percentage  is 
nearly  equal  among l icensed business  owners 
(28.6  percent)  and unl icensed business  owners 
(26.1  percent) .

In  contrast  to  most  other  provinces ,  the  l icensed 
businesses  in  the  Farah sample  were  less  wel l -
establ ished than their  unl icensed counterpar ts ; 
only  28.6  percent  had been in  operat ion for  s ix 
or  more  years ,  a  f igure  that  r ises  to  43.5  percent 
among l icensed businesses .  The l icensed 
businesses  were  a lso  less  l ikely  than unl icensed 
businesses  to  use  socia l  media  plat forms to 
promote  their  businesses  (28.6  percent  vs .  34 .8 
percent) .

 

D e v e l o p m e n t

Challenges & Constraints Solutions

L ack of  general  de velopment  activ ities :  Due 
to  the  di f f icu lt ies  t ravel l ing to  Daikundi  by 
both ground and air,  the  Afghan Government 
and its  internat ional  development  par tners 
have  done l it t le  to  support  the  development 
of  Daikundi  province  and help  raise  it  out  of 
extreme pover ty.  This  negat ively  impacts  a l l 
aspects  re lated to  the  successfu l  launch of 
a  business ,  to  include that  amount  of  capita l 
avai lable  in  loca l  communit ies ,  avai labi l ity 
of  formal  lending opt ions ,  access  to  markets 
outs ide  of  the  province,  lack of  foundat ional 
and technica l  sk i l l s  in  business ,  and many 
others .

The margina l izat ion of  Daikundi 
businesswomen must  be  addressed by the 
AWCCI and other  stakeholders  in  women’s 
economic development .  The AWCCI must 
do as  much as  poss ible  to  connect  with  the 
businesswomen of  Daikundi  and g ive  them 
the  sk i l l s  and the  plat form to  advocate  for  a 
concer ted development  ef for t  target ing the 
province.

I n f r a s t r u c t u r e

Challenges & Constraints Solutions

L ack of  internal  and cross-prov incia l 
transp or tation networks:  Businesswomen in 
Daikundi  repor ted having di f f icu lt ies  reaching 
consumers  and suppl iers  outs ide  of  their  own 
communit ies .  This  even appl ied to  locat ions 
within their  own province.

The provincia l  Government  of  Daikundi  must 
pr ior it ize  the  development  of  t ransportat ion 
networks  within the  province  and to  Kabul . 
They should improve roads  f rom the  distr ic ts 
to  the  capita l  of  the  province  and to  Kabul . 

C a p a c i t y

Challenges & Constraints Solutions

L ack of  access  to  lending institutions:  There 
are  few commercia l  banks  and microf inance 
inst itut ions  operat ing in  Daikundi .  This 
def ic ienc y is  compounded by the  di f f icu lty 
reaching a  major  urban center  to  apply  for  a 
loan.

Lending inst itut ions  must  be  encouraged to 
open of f ices  in  underdeveloped provinces 
l ike  Daikundi .  The Government  should 
study potent ia l  incent ives  for  these  lending 
inst itut ions ,  consider ing that  prof it  f rom 
lending in  a  province  l ike  Daikundi  is  l ikely 
to  be  minimal ,  and come with higher  r isks  of 
default .

FAR AH
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C HA L L E N G E S A N D S OLU T ION S AT T H E 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on the 
ground in  Farah province,  the  AWCCI engaged 
both provincia l- level  Government  of f ic ia ls 
and 37 women business  owners  through focus 
group discuss ions  (FGDs)  and key informant 
inter views (KIIs) .  The AWCCI worked to  ensure 

that  the  businesses  were  drawn f rom a  range of 
sec tors  with  owners  of  var ying ages  and socio-
economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .

 

M a r k e t s

Challenges & Constraints Solutions

L ack of  a  de dic ate d women’s  market :  The 
absence  of  a  physica l  market  locat ion for 
women-owned businesses  in  Farah current ly 
l imits  their  potent ia l  sa les . 

The AWCCI advises  fur ther  advocac y 
target ing provincia l  and nat ional  Afghan 
Government  of f ic ia ls  to  bui ld  support  for  the 
launch of  a  women’s  market .

L ack of  inclusion in  national  and regional 
trade exhibitions:  Businesswomen in  Farah 
struggle  to  par t ic ipate  in  nat ional  and nat ional 
exhibit ions .  There  are  a  var iety  of  reasons  for 
this  i ssue,  to  include the  high f inancia l  cost 
of  t ravel ,  h igh exhibit ion fees ,  and lack of 
informat ion about  exhibit ion schedules  and 
reg istrat ion procedures .

The best  way to  ensure  the  inclusion of 
women f rom rura l  provinces  is  to  a l locate 
them at  least  25% of  the  s lots  des ignated for 
businesswomen at  any nat ional  exhibit ion 
that  is  being organized by the  Afghan 
Government .  The MoIC,  with  the  help  of 
the  AWCCI,  must  monitor  progress  in  this 
area .  The AWCCI can a lso  work with donor 
agencies  to  create  an exhibit ion par t ic ipat ion 
and travel  fund to  help  subsidize  the  cost  of 
t ravel  and registrat ion fees .

C a p a c i t y

Challenges & Constraints Solutions

Diff icu lty  me eting domestic  consumer 
exp e ctations:  As  in  other  provinces ,  consumers 
in  Farah do not  t rust  loca l  products  due to  the 
percept ion of  lower  qual ity  and higher  cost .

Stakeholders  in  Afghan women’s  economic 
development  must  support  Afghan 
businesswomen in  the  areas  of  improving 
product  qual ity  and lower ing retai l  pr ices  by 
increas ing cost  e f f ic ienc y in  product ion.  This 
can be  done through sector-speci f ic  t raining 
programs designed to  improve product ion 
methods ,  qual ity  control ,  and packaging.

 

G o v e r n m e n t  S e r v i c e s

Challenges & Constraints Solutions

Obstacles  to  business  l icensing:  Farah does  not 
have  a  Depar tment  of  Industr y  & C ommerce 
(DoIC).  The consequence is  that  aspir ing 
business  owners  must  make the  t r ip  to  Herat  i f 
they  would l ike  to  l icense  their  businesses .  Such 
cross-provincia l  t ravel  i s  especia l ly  di f f icu lt 
for  women,  consider ing the  concerns  of  fami ly 
members  over  safety  on the  open road,  as 
wel l  as  di f f icu lty  taking leave  of  household 
responsibi l it ies .  Whi le  Farah has  a  populat ion 
of  over  a  ha l f  mi l l ion persons ,  the  low number 
of  l icensed women-owned businesses  suggests 
that  the  burden of  t ravel ing to  Herat  City  for 
l icensing is  too great  for  most  businesswomen to 
overcome.  

The Ministr y  of  Industr y  & C ommerce 
(MoIC) has  of f ices  for  business  l icensing in 
22 provinces  of  Afghanistan.  An expansion 
into  the  remaining 12 provinces  is  urgent ly 
required.  Farah should be  pr ior it ized as  it 
i s  a  province  border ing Iran.  

L imite d mobi l ity  of  go o ds:  The poor  state 
of  Farah’s  t ransportat ion infrastructure  is 
exacerbated by the  deter iorat ing secur ity 
s ituat ion. 

Pr ivate  sec tor  associat ions  must  st rongly 
advocate  the  Afghan Government  to 
improve t ransportat ion infrastructure 
throughout  the  countr y.  In  Farah,  the 
distr ic ts  must  be  better  connected to  the 
provincia l  capita l ,  with  major  highways 
connect ing the  provincia l  capita l  to  Herat 
in  the  west  and Kandahar  in  the  south.

D e v e l o p m e n t  A s s i s t a n c e

Challenges & Constraints Solutions

L ack of  de velopment  s e ctor  supp or t : 
Development  sec tor  projec ts  have  largely 
overlooked Farah province.  A margina l  number 
of  businesswomen in  Farah province  have 
accessed development  aid  of  any k ind in  support 
of  their  enterpr ises .  	

The internat ional  donors  and Afghan 
Government’s  Ministr y  of  Women Af fairs 
(MoWA) must  integrate  advocac y t rainings 
for  the  businesswomen of  Farah to  become 
more involved in  advocac y direc ted towards 
the  Afghan Government  and nat ional/
internat ional  NGOs.  These  businesswomen 
must  receive  the  appropr iate  support  in 
terms of  bui lding their  sk i l l s  and knowledge 
to  enable  them to  carr y  out  this  advocac y. 
The Afghan Government  (par t icular ly  the 
Ministr y  of  Women’s  Af fairs)  and pr ivate 
sec tor  associat ions  such as  the  AWCCI and 
others  should draw attent ion to  this  issue 
with the  objec t ive  of  increas ing support  for 
businesswomen in  rura l  and underser ved 
provinces .  
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I N T RODU C T ION
Far yab province  is  located in  Afghanistan’s 
far  nor thwest  and shares  a  border  with 
neighbouring Turkmenistan.  The populat ion 
of  Far yab exceeds  1 .1  mi l l ion persons , 
approximately  87 .6  percent  of  whom l ive  in 
rura l  communit ies .  Agr iculture  is  the  pr imar y 
source  of  employment  in  Far yab (engaging 
44.4  percent  of  the  workforce) ,  fol lowed by 
manufactur ing (30.6  percent) ,  and f ina l ly 
ser vices  (25.1  percent) .  The adult  l i terac y 
rate  (aged 15 years  and older)  is  20 .7  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by 
the  AWCCI includes  detai led informat ion 
on 42 l icensed women-owned business  29 
unl icensed businesses  in  Far yab.  The AWCCI 
has  genera l  informat ion on 554 addit ional 
unl icensed businesses  in  Far yab,  provided 
by development  agencies  and lending 
inst itut ions .  It  i s  important  to  note  that  these 
entr ies  wi l l  not  be  covered in  the  over view 
below.

a  s igni f icant  margin.  50  percent  of  l icensed 
business  owners  had completed some form 
of  higher  educat ion,  compared to  just  6 .9 
percent  of  their  unl icensed peers .  On the 
opposite  end of  the  spectrum,  over  ha l f  (58 .6 
percent)  of  unl icensed business  owners  had 
not  completed any formal  educat ion.  This 
f igure  drops  to  23.8  percent  for  l icensed 
business  owners .

In  contrast  to  the  nat ional  sample,  l icensed 
businesses  in  Far yab were  less  wel l -establ ished 
than their  unl icensed counterpar ts .  78 .6 
percent  of  l icensed businesses  had been 
establ ished in  the  last  f ive  years ,  compared 
to  58.6  percent  of  unl icensed businesses . 
Only  16.7  percent  of  l icensed businesses 
ut i l ized socia l  media  plat forms to  promote 
their  businesses .  This  number  drops  to  zero 
percent  among unl icensed businesses .

The l icensed businesses  in  the  provincia l 
sample  were  distr ibuted across  e ight  sec tors 
t racked by the AWCCI.  Most  of  these  businesses 
were  concentrated in  the  clothing/handicraf ts 
sec tor,  represent ing 61.9  percent  of  the 
tota l .  The unl icensed businesses  operated in 
four  sec tors  with  most  engaged in  clothing/
handicraf ts  product ion (55.2  percent)  and 
carpet  product ion (37.9  percent) .

The vast  major ity  of  l icensed businesses  in 
Far yab were  se l f - f inanced (88.1  percent) .  Only 
7 .1  percent  had accessed bank loans ,  whi le  4 .8 
percent  had borrowed money f rom relat ives . 
The source  of  star tup capita l  for  unl icensed 
businesses  was  moderately  more  diverse,  with 
62.1  percent  drawing on personal  savings  to 
launch their  business ,  fol lowed by loans  f rom 
relat ives  (24.1  percent) ,  bank loans  (10.3 
percent) ,  and f ina l ly  f inancia l  support  f rom 
development  agencies  (3 .4  percent) .

L icensed business  owners  were  more 
educated than their  unl icensed peers ,  and by 

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Far yab province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 75 women business  owners 
through focus  group discuss ions  (FGDs) 
and key informant  inter views (KIIs) .  The 
AWCCI worked to  ensure  that  the  businesses 
were  drawn f rom a  range of  sec tors  with 
owners  of  var ying ages  and socio-economic 
backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges 
and proposed solut ions .

FARYAB
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N e t w o r k i n g 

Challenges & Constraints Solutions

L ack of  network ing and exp osure  v isit 
opp or tunities :  C onsider ing Far yab’s 
locat ion on Afghanistan’s  per ipher y, 
the  businesswomen of  the  Far yab have 
few opportunit ies  to  network with 
businesswomen in  other  provinces  and see 
how they operate  their  companies .

The AWCCI and other  stakeholders  such 
the  Ministr y  of  Women’s  Af fairs ,  the 
Ministr y  of  Rura l  Rehabi l itat ion and 
Development ,  and the  Far yab provincia l 
government  should do as  much as  poss ible 
to  connect  the  businesswomen of  Far yab 
with peers  in  neighbor ing provinces . 
This  can be  done by support ing their 
inclusion in  a l l  nat ional  t rade exhibit ions 
(where  other  Afghan businesswomen wi l l 
be  assembled) ,  as  wel l  as  networking and 
exposure  t r ips  with  groups  of  Far yabi 
businesswomen.

C a p a c i t y

Challenges & Constraints Solutions

L ack of  business  training opp or tunities : 
The businesswomen of  Far yab have  few 
opportunit ies  to  receive  t raining in 
fundamenta l  business  sk i l l s  l ike  f inancia l 
account ing ,  market ing ,  and operat ional 
management .

The Government ,  nat ional ,  and 
internat ional  organizat ions  should take 
steps  to  develop and implement  business 
t raining programs in  Far yab to  help 
businesswomen adopt  standard business 
systems and methods .
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There  were  no notable  di f ferences  between 
l icensed and unl icensed businesses  in  the 
area  of  star tup capita l ,  and thus  the  two 
sample  pools  wi l l  be  aggregated in  this 
chapter.  The vast  major ity  of  women-
owned businesses  in  Ghazni  were  se l f -
f inanced (79.6  percent) .  10 .2  percent  of 
the  businesses  received loans  f rom f r iends 
and fami ly,  6 .8  percent  were  able  to 
access  capita l  through development  sec tor 
programs,  and only  3 .4  percent  acquired 
loans  f rom banks . 

Whi le  the  level  of  educat ion of  the  founders 
of  l icensed businesses  was  higher  than 
those  of  their  unl icensed counterpar ts , 
the  di f ference  was  not  as  dramat ic  as  one 
might  expect .  O ver  ha l f  of  the  unl icensed 
business  owners  (54.8  percent)  repor ted to 
the  AWCCI that  they had not  completed 
any formal  educat ion,  compared to  35.7 
percent  of  l icensed business  owners .  In  the 
area  of  higher  educat ion,  the  di f ference 
between l icensed and unl icensed business 
owners  was  more dramat ic ;  39 .3  percent  of 
l icensed business  owners  had completed 
some type of  higher  educat ion,  compared 
to  just  3 .2  percent  of  unl icensed business 
owners .

A major ity  of  both l icensed and unl icensed 
businesses  had been in  operat ion for 

I N T RODU C T ION
Ghazni  province  is  located in  centra l 
Afghanistan,  just  southwest  of  Kabul  province. 
Ghazni  has  a  populat ion of  over  1 .36  mi l l ion 
persons ,  of  whom approximately  94  percent  l ive 
in  rura l  communit ies .  Key industr ies  in  Ghazni 
include handicraf ts ,  tai lor ing ,  embroider y,  wool 
spinning,  carpet  weaving,  and dair y  product ion 
and process ing .  In  contrast  to  most  other  rura l 
Afghan provinces ,  the  ser vices  sec tor  is  the 
largest  employer  in  Ghazni ,  providing income 
for  54 .6  percent  of  the  workforce.  This  is 
fol lowed by agr iculture,  employing 31.5  percent 
of  the  workforce,  and f ina l ly  manufactur ing , 
employing 14 percent  of  the  workforce.  The 
adult  l i terac y  rate  (aged 15 years  and older)  is 
40 .8  percent . 

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The AWCCI’s  nat ional  database  of  women-
owned businesses  includes  59  entr ies  for 
Ghazni ,  of  which 28 are  l icensed businesses 
and 31 are  unl icensed businesses .  The l icensed 
businesses  operate  across  e ight  sec tors  t racked 
by the  AWCCI,  with  clothing/handicraf ts 
product ion and educat ion standing out  as 
the  most  dominant  sec tors  (24 percent  and 
17.9  percent ,  respect ively) .  The unl icensed 
businesses  operate  across  just  two sectors : 
c lothing/handicraf ts  product ion (80.6  percent) 
and educat ion (19.4  percent) .
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s ix  or  more  years  (57.1  percent  and 51.6 
percent ,  respect ively) .  In  the  area  of 
business  development  and market ing ,  only 
35.7  percent  of  l icensed businesses  repor ted 
to  the  AWCCI that  they used socia l  media 
plat forms to  promote  their  products  or 
ser vices .  That  number  dropped to  zero 
percent  for  unl icensed businesses .    

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Ghazni  province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 52 women business  owners 

through focus  group discuss ions  (FGDs) 
and key informant  inter views (KIIs) .  The 
AWCCI worked to  ensure  that  the  businesses 
were  drawn f rom a  range of  sec tors  with 
owners  of  var ying ages  and socio-economic 
backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges 
and proposed solut ions .

 

M a r k e t s

Challenges & Constraints Solutions

L ack of  women’s  market :  At  present ,  there 
is  no dedicated women’s  market  in  Far yab’s 
capita l  of  Maimana. 	

The businesswomen of  Far yab must 
advocate  for  the  a l locat ion of  suitable  rea l 
estate  in  Maimana for  a  women’s  market . 
The AWCCI and other  stakeholders  can 
ass ist  with  establ ishing contact  with 
provincia l  and nat ional  Government 
inst itut ions  to  fac i l i tate  this  process . 

 

G o v e r n m e n t  S e r v i c e s

Challenges & Constraints Solutions

Inabi l ity  to  uti l iz e  prov incia l  G overnment 
faci l it ies :  The Ghazni  City  municipa l 
government  has  backtracked on an earl ier 
pledge to  a l low women to  use  space  within 
the  municipa l ity  headquar ters  bui lding 
for  economic development  programming. 
B esides  municipa l  fac i l i t ies ,  there  are  few 
other  opt ions  where  women could gather 
safe ly  to  meet  and organize.

The businesswomen of  Far yab must 
advocate  for  the  a l locat ion of  suitable  rea l 
estate  in  Maimana for  a  women’s  market . 
The AWCCI and other  stakeholders  can 
ass ist  with  establ ishing contact  with 
provincia l  and nat ional  Government 
inst itut ions  to  fac i l i tate  this  process . 

GHAZNI
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I N T RODU C T ION
Ghor province  is  one of  the  least-access ible 
provinces  in  Afghanistan,  with  much of  the 
province  dominated by the  Hindu Kush mountain 
range.  Ghor is  one of  Afghanistan’s  least 
product ive  provinces  agr icultura l ly,  as  much of 
the  land is  not  arable  and water  resources  are 
scarce.  The crops  that  are  farmed in  Ghor are 
predominant ly  wheat ,  barley,  potato,  and beans . 
B es ides  agr iculture,  key  industr ies  include 
clothing/handicraf ts  product ion and t imber.  The 
adult  l i terac y  rate  (aged 15 years  and older)  is 
25 .2  percent .

OV E RV I EW OF WOM E N - OW N E D BU SI N E S SE S
The AWCCI’s  database  of  women-owned 
businesses  includes  two l icensed businesses  and 
29 unl icensed businesses  in  Ghor.  Within the 
database,  L aghman is  the  only  province  with 
fewer  l icensed women-owned businesses .

Of  the  31 businesses  in  the  database,  only  one 
was  able  to  access  star tup capita l  through a 
development  program ¬– the  remaining 30 
were  launched using pr ivate  savings .  None had 
received a  loan f rom a  bank.

In the  area  of  educat ion,  both of  the  women 
owners  of  l icensed businesses  had earned 
bachelor’s  degrees .  In  contrast ,  65 .5  percent  of 
the  women owners  of  unl icensed businesses  had 
not  completed any formal  educat ion.

B oth l icensed women-owned businesses  in 
the  database  repor ted to  the  AWCCI that  they 
have  used socia l  media  plat forms for  business 
development  and market ing .  Among the 
unl icensed businesses ,  none of  them maintained 
a  presence  on socia l  media .

 

M a r k e t s

Challenges & Constraints Solutions

Inaccessible  women’s  market :  At  present ,  the 
women’s  market  in  Ghazni  province  is  located 
on the  outskir ts  of  Ghazni  City.  Women 
inter viewed by the  AWCCI repor t  that  is  not 
eas i ly  access ible  for  women business  owners  or 
women consumers . 	

The AWCCI ca l ls  on the  Ghazni  municipa l ity 
and the  Depar tment  of  Urban Development 
to  a l locate  a  more  access ible  piece  of  land 
for  a  women’s  market  within Ghazni  City,  in 
exchange for  the  exist ing women’s  market .  

S e c u r i t y

Challenges & Constraints Solutions

L ack of  s e curity :  Among Afghanistan’s 
provinces ,  Ghazni  is  one of  the  most  negat ively 
impacted by the  ongoing conf l ic t  between the 
Tal iban and the  Afghan Government .  Ghazni 
is  the  last  s top before  arr iv ing in  Kabul  by 
way of  the  Kabul-Kandahar-Herat  Highway, 
consequent ly  making it  a  st rateg ic  province  for 
the  Tal iban.  The provincia l  capita l  of  Ghazni 
City  has  fa l len into  Tal iban hands  on severa l 
occas ions  before  being reclaimed by Afghan 
secur ity  forces .

The status  of  secur ity  in  Ghazni  wi l l  –  as 
with  other  st rateg ic  Afghan provinces  – 
be  determined by the  success  or  fai lure  of 
ongoing peace  negot iat ions  between the 
Afghan Government  and the  Tal iban.  Unt i l  a 
sustainable  reduct ion in  v iolence  is  agreed on 
between the  two par t ies ,  Ghazni  province  wi l l 
cont inue to  face  ser ious  socia l  and economic 
issues  f rom the  high levels  of  v iolence.

C a p i t a l

Challenges & Constraints Solutions

L ack of  access  to  c apita l :  Outs ide  of  personal 
savings  and loans  f rom f r iends  and fami ly, 
aspir ing businesswomen of  Ghazni  have  ver y 
few opt ions  to  acquire  star tup capita l  to  launch 
a  business .

With support  f rom internat ional  community, 
the  AWCCI wi l l  cont inue to  work with 
stakeholders  in  Afghan women’s  economic 
development  to  develop microf inance 
products  speci f ica l ly  tai lored to  the  needs  of 
micro and smal l  women-owned and operated 
enterpr ises .

D i s c r i m i n a t i o n

Challenges & Constraints Solutions

Dis crimination against  women in business :  In 
Ghazni  province,  t radit ional  v iews on the  role 
of  women in  society  has  led to  discr iminator y 
behavior  by  Afghan Government  of f ic ia ls . 	

Afghan Government  of f ic ia ls  operat ing 
at  the  nat ional  level  must  remind their 
provincia l  counterpar ts  of  the  Government’s 
commitment  to  support  women’s  economic 
development ,  ant i-harassment  pol ices ,  and 
other  workplace  laws. 

GHOR
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C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on the 
ground in  Ghor province,  the  AWCCI engaged 
both provincia l- level  Government  of f ic ia ls  and 
185 women-owned businesses  through focus 
group discuss ions  (FGDs)  and key informant 
inter views (KIIs) .  The AWCCI worked to  ensure 

that  the  businesses  were  drawn f rom a  range of 
sec tors  with  owners  of  var ying ages  and socio-
economic backgrounds.

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .
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M a r k e t s

Challenges & Constraints Solutions

L ack of  physic al  markets :  The 
businesswomen of  Ghor do not  have  a 
dedicated women’s  market  to  se l l  their 
products . 

Moreover,  the  municipa l  government  of 
the  provincia l  capita l  of  Firuzkoh does  not 
a l low businesswomen to  use  c ity  parks  to 
set  up bazaars  and exhibit ions . 

The AWCCI ca l ls  on the  Independent 
Directorate  of  Loca l  Governance (IDLG) 
and the  provincia l  government  of  Ghor to 
a l low businesswomen to  make use  of  publ ic 
parks .  Internat ional  par tners  can provide 
help  to  both the  AWCCI and MoWA to 
improve condit ions  of  the  publ ic  parks  for 
women,  to  include construct ing women’s 
toi le ts  and insta l l ing sunshades .

L ack of  inclusion in  national  and regional 
trade exhibitions:  The businesswomen of 
Ghor have  ver y  low rates  of  par t ic ipat ion 
in  nat ional  and regional  t rade exhibit ions . 
This  is  the  result  of  a  number  of  fac tors ,  to 
include insecure  t ransportat ion networks 
connect ing Ghor to  larger  c it ies ,  a  lack 
of  resources  to  fund travel  expenses  and 
exhibit ion fees ,  and the  inabi l ity  to  compete 
with  more standardized products  produced 
in  other  more developed provinces .  	

The businesswomen of  Ghor must 
advocate  to  the  provincia l  and nat ional 
governments  to  be  included in  planning 
considerat ions  for  nat ional  exhibit ions .  In 
order  to  compete  nat ional ly  and reg ional ly 
with  other  producers ,  the  women-owned 
businesses  of  Ghor must  be  supported 
by the  AWCCI and other  stakeholders  in 
Afghan women’s  economic development 
in  the  area  of  industr ia l  product ion and 
product  qual ity  control .

A d v o c a c y

Challenges & Constraints Solutions

L ack of  organiz e d advo c ac y :  At  present , 
the  AWCCI is  the  only  ent ity  advocat ing for 
the  interests  of  Ghori  businesswomen.  

The ef fec t iveness  of  the  AWCCI’s  advocac y 
can be  enhanced with more par t ic ipat ion 
of  Ghori  businesswomen.  The AWCCI 
must  support  the  launch of  an advocac y 
committee  in  Ghor,  with  t raining provided 
in  advocac y and leadership sk i l l s .

 

G o v e r n m e n t  S e r v i c e s

Challenges & Constraints Solutions

Obstacles  to  business  l icensing:  Ghor 
does  not  have  a  Depar tment  of  Industr y  & 
C ommerce  (DoIC),  and thus  no locat ion for 
apply ing for  a  l icense.  Businesswomen must 
therefore  make the  cost ly  (and somet imes 
dangerous)  t r ip  to  Herat  i f  they  would l ike 
to  l icense  their  businesses . 

The AWCCI wi l l  a lso  urge  the  MoIC to 
expand its  provincia l  ser v ice  coverage  to 
include a l l  34  Afghan provinces .

L ack of  access  to  government  faci l it ies :  At 
present ,  the  businesswomen of  Ghor are  not 
able  to  use  Afghan Government  faci l i t ies 
for  t raining events  and other  ac t iv it ies . 
C onsider ing the  lack of  a lternat ive  venues , 
this  presents  an obstacle  to  women’s 
economic development  in  Ghor. 	

Ministr ies  such as  the  MoWA, the  MoIC, 
and the  IDLG must  author ize  their 
provincia l- level  of f ices  to  a l low women’s 
t raining and networking sess ions  on their 
proper t ies .  The AWCCI must  work with 
these  Government  ent it ies  to  coordinate 
this  ac t iv ity. 

D e v e l o p m e n t  A s s i s t a n c e

Challenges & Constraints Solutions

Re duction in  de velopment  supp or t :  As a 
result  of  the  deter iorat ing secur ity  s ituat ion 
in  Ghor,  development  projec ts  funded by 
the  Afghan Government  and internat ional 
donors  have  decreased dramat ica l ly.  This 
decl ine  in  ass istance  has  had a  notable 
negat ive  impact  on the  future  prospects  of 
women-owned businesses  in  Ghor. 

Stakeholders  in  Afghan women’s  economic 
development ,  to  include the  MoWA and 
the  AWCCI,  among others ,  must  raise 
awareness  of  this  i ssue  with other  Afghan 
Government  ent it ies  and the  internat ional 
donor  community.

S e ctor-sp e cif ic  supp or t :  Embroider y  is 
a  key  product  of  Ghor.  It  i s  poss ible  that 
embroider y,  a long with the  handicraf ts 
sec tor  in  genera l ,  wi l l  be  completely  wiped 
out  in  the  absence  of  targeted support  for 
this  sec tor.  

Due to  the  high pr ices  for  f ine  embroidered 
products ,  the  domest ic  Afghan market 
holds  few opportunit ies  for  increas ing 
sa les .  The AWCCI and other  stakeholders 
must  support  the  women producers  of  Ghor 
by connect ing them with internat ional 
buyers  through onl ine  sa les ,  par t ic ipat ion 
in  nat ional  and internat ional  exhibit ions , 
and the  development  of  other  sa les 
channels .
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I N T RODU C T ION
Helmand province  is  located in  southern 
Afghanistan and shares  a  lengthy border 
with  Pakistan.  The tota l  populat ion of  the 
province  is  upwards  of  1 .7  mi l l ion persons , 
of  whom approximately  70 .4  percent  l ive  in 
rura l  communit ies .  51  percent  of  the  working 
populat ion of  Helmand is  engaged in  the 
agr iculture  sec tor,  fol lowed by 28.7  percent  in 
ser vices ,  and 20.2  percent  in  manufactur ing . 
The adult  l i terac y  rate  (aged 15 years  and older) 
is  21 .4  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The AWCCI database  of  women-owned 
businesses  contains  50  entr ies  for  Helmand, 
of  which 20 are  l icensed businesses  and the 
remaining 30 percent  are  unl icensed.  The 
l icensed businesses  operate  across  three  sec tors 
t racked by the  AWCCI:  educat ion (30 percent) , 
ser v ices  (25 percent) ,  and clothing/handicraf ts 
product ion (15 percent) .  The remaining 30 
percent  were  engaged in  businesses  not  t racked 
by the  AWCCI.  The unl icensed businesses 
a lso  operated across  four  sec tors  but  were 
pr imari ly  concentrated in  clothing/handicraf ts 
product ion (76.7  percent) .

The major ity  of  both l icensed and unl icensed 
businesses  f inanced their  enterpr ises  us ing 

personal  savings  (80 percent  and 66.7  percent , 
respect ively) .  10  percent  of  l icensed businesses 
received loans  f rom fami ly  members ,  whi le 
another  10  percent  were  able  to  access  funding 
through development  programs.  Among 
unl icensed businesses ,  30  percent  received 
loans  f rom fami ly  members  and 3 .3  percent  were 
able  to  access  grants  or  loans  f rom development 
programs.  None of  the  businesses  in  the 
Helmand sample  received loans  f rom banks .

In the  area  of  educat ion,  l icensed business 
owners  were  much more l ikely  to  have  completed 
some type of  higher  educat ion compared to  their 
unl icensed peers  (50 percent  vs .  10  percent) . 
On the  other  end of  the  spectrum,  30 percent 
of  l icensed business  owners  had not  completed 
any formal  educat ion,  and this  f igure  r ises  to 
50  percent  among unl icensed business  owners .

There  was  l i t t le  var iat ion between l icensed 
and unl icensed businesses  in  terms of  years  of 
operat ion.  40  percent  of  l icensed businesses 
had been operat ing for  s ix  more  years ,  with  this 
f igure  dropping to  30 percent  among unl icensed 
businesses .  B oth l icensed and unl icensed 
businesses  were  re lat ively  ac t ive  promoting 
their  goods  and ser vices  on socia l  media  (40 
percent  and 23.3  percent ,  respect ively) .
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C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Helmand province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and nine  women business  owners 
through focus  group discuss ions  (FGDs) 
and key informant  inter views (KIIs)  for  the 
WNBA. The AWCCI worked to  ensure  that  the 

I N T RODU C T ION
Herat  province  is  the  pr incipa l  economic 
and populat ion hub of  western Afghanistan. 
The populat ion of  Herat  exceeds  2 .1  mi l l ion 
persons ,  of  whom nearly  70  percent  l ive  in 
rura l  communit ies .  The key employment 
sec tors  in  Herat  are  agr iculture  (53.7  percent 
of  the  workforce) ,  ser v ices  (25.3  percent) ,  and 
manufactur ing (21 percent) .  Agr iculture  a lso 
employs  the  largest  number  of  women in  the 
l ivestock and hor t iculture  sub-sector.  The adult 
l i terac y  rate  (aged 15 years  and older)  in  Herat 
is  34 .5  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by the 
AWCCI includes  368 l icensed women-owned 
businesses  and 2 ,811 unl icensed businesses 
operat ing in  Herat  province.  The l icensed 
businesses  are  involved in  a  diverse  range of 
sec tors ,  to  include manufactur ing (17.9  percent 
of  the  tota l) ,  ser v ices  (16.3  percent) ,  and 

businesses  were  drawn f rom a  range of  sec tors 
with  owners  of  var ying ages  and socio-economic 
backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .

clothing/handicraf ts  product ion (14.7  percent) , 
among others .  The unl icensed businesses ,  on 
the  other  hand,  are  over whelmingly  engaged in 
clothing/handicraf ts  product ion (81.7  percent) , 
with  the  remaining businesses  spread thinly 
over  a  number  of  other  sec tors .

The vast  major ity  of  both l icensed and 
unl icensed businesses  in  Herat  were  se l f -
f inanced (90.5  percent  and 90.4  percent , 
respect ively) .  L icensed businesses  were  more 
l ikely  to  received bank loans  compared to 
their  unl icensed counterpar ts  (1 .9  percent  vs . 
.3  percent) ,  whi le  unl icensed businesses  were 
more l ikely  to  receive  some type of  f inancia l 
ass istance  f rom development  programs (8 .6 
percent  vs .  1 .9  percent) .

In  the  area  of  business  development  and 
market ing ,  a  major ity  of  l icensed businesses 
(54.3  percent)  have  used socia l  media  plat forms, 
whi le  a  large  minor ity  had not .  Around hal f 
as  many unl icensed businesses  (27.7  percent) 

HELMAND

HER AT

 

C a p a c i t y

Challenges & Constraints Solutions

L ack of  marketing c ap acity :  The 
businesswomen of  Helmand request  support 
in  market ing .  They have  l i t t le  capacity  to 
att rac t ively  package products  or  ident i f y 
and att ract  consumers  to  buy them.

There  must  be  targeted support  to 
women entrepreneurs  to  instruct  them 
in the  foundat ional  sk i l l s  of  market ing , 
to  include branding and basic  market 
research.



46 / /  HER AT //

were ac t ive  on socia l  media ,  with  a  large 
major ity  miss ing out  on potent ia l  sa les  and 
business  development  opportunit ies  avai lable 
on plat forms l ike  Facebook,  Instagram,  Etsy, 
and YouTube. 

As  is  the  case  throughout  Afghanistan,  the 
level  of  educat ion among the  founders  of 
l icensed businesses  is  higher  than those  of 
unl icensed businesses .  47 .6  percent  of  l icensed 
business  owners  had earned e ither  a  bachelor 
or  associate’s  degree,  compared to  just  12 .5 
percent  of  unl icensed business  owners .  On 
the  other  end of  the  spectrum,  6 .3  percent  of 
l icensed business  owners  had not  completed 
any formal  educat ion,  compared to  27.5  percent 
of  unl icensed business  owners .

C HA L L E N G E S A N D S OLU T ION S AT T H E 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on the 
ground in  Herat  province,  the  AWCCI engaged 
both provincia l- level  Government  of f ic ia ls 
and 50 women business  owners  through focus 
group discuss ions  (FGDs)  and key informant 
inter views (KIIs) .  The AWCCI worked to  ensure 
that  the  businesses  were  drawn f rom a  range of 
sec tors  with  owners  of  var ying ages  and socio-
economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .
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M a r k e t s

Challenges & Constraints Solutions

L ack of  physic al  market  lo c ations:  Most  markets 
arranged for  women entrepreneurs  in  Herat  are  in 
locat ions  that  do not  att ract  much foot  t raf f ic . 

Women markets  in  Herat  must  be  in  locat ions  that 
have  high foot  t raf f ic  to  att ract  consumers .  This 
wi l l  ensure  sustainabi l ity  of  women businesses  in 
these  markets .  The AWCCI and the  Depar tment 
of  Women’s  Af fairs  (DoWA) must  advocate  at 
the  provincia l  level  to  ensure  that  women-owned 
businesses  can access  such faci l i t ies .  The AWCCI 
should establ ish  a  locat ion that  speci f ica l ly 
promotes  handicraf ts  products  in  Herat . 

Diff icu lty  accessing domestic  and regional 
markets :  The lack of  access  to  markets ,  speci f ica l ly 
for  handicraf ts ,  i s  the  most  crucia l  cha l lenge 
women entrepreneurs  in  Herat  face.  Provincia l 
level  exhibit ions  in  Herat  do not  have  an adequate 
number  of  buyers  and s igni f icant  t rac t ion.  In 
genera l ,  Afghan consumers  do not  t rust  domest ic 
products .  People  in  Herat  are  not  consuming 
domest ic  products  and its  markets  are  f looded with 
products  f rom Iran that  displace  loca l  businesses .   

Women-owned businesses  must  be  supported in 
par t ic ipat ing in  internat ional  exhibit ions .  More 
important ly,  women in  business  must  receive 
t raining on exhibit ion par t ic ipat ion,  engaging 
with buyers ,  negot iat ing contracts ,  and fol lowing 
up with potent ia l  buyers .

Women in  agr iculture  should receive  new 
machiner y  and training on how to  use  it  in  order 
to  per form va lue  addit ion at  a  reg ional ,  i f  not 
internat ional ,  s tandard.  Government  should 
a l locate  20% of  it s  Agr iculture  Development  Fund 
(ADF) for  women agr ibusinesses . 

In  addit ion,  women in  the  agr iculture  sec tor 
and sub-sectors  should receive  t raining abroad 
on new methods  and technologies .  This  wi l l  not 
only  bui ld  their  capacity,  but  a lso  mot ivate  them 
substant ia l ly.

S e c u r i t y

Challenges & Constraints Solutions

L ack of  s e curity :  Insecur ity  is  one of  the  biggest 
cha l lenges  that  the  business  community  is  fac ing 
in  Herat .  Whi le  the  threat  of  v iolence  for  Afghan 
c iv i l ians  is  typica l ly  re lated to  the  conf l ic t  between 
the  Afghan Government  and armed insurgents , 
in  Herat  the  pr imar y threat  is  organized cr iminal 
networks .  Members  of  the  business  community  must 
contend with the  r isk  of  being k idnapped,  extor ted, 
and harassed.  Fur thermore,  f re ight/ logist ics 
secur ity  ( thef t  of  goods)  is  another  cha l lenge that 
has  impacted women-owned businesses .  It  has  led 
to  capita l  moving abroad and s igni f icant ly  impacted 
the  mot ivat ion of  businesswomen to  invest  in 
enterpr ises  in  Herat . 

S ecur ity  has  impacted a l l  walks  of  l i fe ,  not 
just  male-owned or  women-owned businesses . 
The threat  posed by organized cr ime in  Herat 
is  indirect ly  t ied to  the  larger  conf l ic t  in 
Afghanistan.  Only  when the  Afghan Government 
is  able  to  forge  a  v iable  peace  agreement  with its 
adversar ies  can the  fu l l  weight  of  the  Government’s 
intel l igence  and pol ice  assets  can be  direc ted 
against  organized cr ime.

 

C a p i t a l

Challenges & Constraints Solutions

L ack of  access  to  c apita l :  There  are  few 
businesswomen in  the  manufactur ing sec tor  in 
Herat .  L ack of  access  to  capita l  as  wel l  as  capacity/
ski l l s  has  led to  a  lower  rate  of  par t ic ipat ion of 
women in  the  manufactur ing sec tor.  Despite  being 
a  major  reg ional  economic hub,  opportunit ies 
to  access  capita l  in  Herat  are  scarce  as  both 
commercia l  and microf inance inst itut ions  st ruggle 
with  del inquencies  and lack of  qual i f ied borrowers .

The AWCCI ca l ls  on the  Ministr y  of  Women’s 
Af fairs  to  col lec t ively  lobby for  addit ional 
capita l ,  resources ,  and access  to  f inance for  micro 
and smal l  women-owned businesses .   Shar ia-
complaint  loans  are  a  solut ion that  may be  suitable 
for  the  businesswomen of  Herat . 
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I N T RODU C T ION
Jawzjan province  is  located to  Afghanistan’s  far 
nor th and shares  a  border  with  Turkmenistan. 
The populat ion of  Jawzjan is  approximately 
600,000 persons ,  around 78 percent  of  whom 
l ive  in  rura l  communit ies .  A plura l ity  of  the 
workforce,  41 .3  percent ,  i s  engaged in  the 
manufactur ing sec tor,  fol lowed by 35.7  percent 
working in  ser vices ,  and 25.6  percent  working 
in  the  agr iculture  sec tor.  The adult  l i terac y  rate 
(aged 15-years  and older)  is  25 .6  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by 
the  AWCCI includes  entr ies  for  13  l icensed 
women-owned businesses  and 131 unl icensed 
businesses .  The dominant  sec tors  for  l icensed 
businesses  were  educat ion (30.8  percent) ,  food 
product ion and process ing (23.1  percent) , 
and media  (23.1  percent) .  Among unl icensed 
businesses ,  an over whelming major ity  –  80.9 
percent  –  were  involved in  clothing/handicraf ts 

product ion.  An addit ional  16 .8  percent  were 
focused on food product ion and process ing , 
with  the  remaining 2 .3  percent  distr ibuted 
across  severa l  sec tors .

The vast  major ity  of  both l icensed and unl icensed 
businesses  in  Jawzjan were  se l f - f inanced (84.6 
percent  and 88.5  percent ,  respect ively) .  The 
remaining l icensed businesses  received loans 
f rom relat ives ,  whi le  10 .7  percent  of  unl icensed 
businesses  were  able  to  access  some form of 
f inancia l  support  f rom development  programs. 

The women founders  of  l icensed businesses 
were  typica l ly  more  educated than their  l icensed 
peers ,  with  53.8  percent  having completed 
some level  of  higher  educat ion as  compared to 
16 percent  of  their  unl icensed counterpar ts . 
Nearly  ha l f  –  48 .1  percent  –  of  unl icensed 
business  owners  had not  completed any formal 
educat ion,  as  compared to  38.5  percent  of  their 
unl icensed counterpar ts .
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The l icensed businesses  in  the  Jawzjan sample 
were  far  more  wel l -establ ished,  on average,  as 
compared to  their  unl icensed counterpar ts ;  76 .9 
percent  had been operat ing for  s ix  or  more  years , 
as  compared to  just  28 .2  percent  of  unl icensed 
businesses .  In  the  area  of  dig ita l  connect iv ity, 
46 .2  percent  of  l icensed businesses  repor ted to 
the  AWCCI that  they had ut i l ized socia l  media 
plat forms to  promote  their  goods  and ser vices . 
In  the  case  of  unl icensed businesses ,  the  rate  of 
socia l  media  use  stood at  just  5 .3  percent .

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Jawzjan province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 74 women business  owners 
through focus  group discuss ions  (FGDs)  and 
key informant  inter views (KIIs) .  The AWCCI 
worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .

JAWZJAN

 

C o r r u p t i o n

Challenges & Constraints Solutions

Detrimental  ef fe ct  of  corr uption at  Herat  Customs: 
At present ,  corrupt ion exists  at  ever y  step of  the 
process  to  c lear  Herat  Customs.  This  s igni f icant ly 
degrades  the  enabl ing environment  for  business  in 
Herat  and the  ent ire  Western reg ion.  Women-owned 
businesses  are  less  prone to  engage with male-
dominated corrupt ion networks  and are  therefore 
more l ikely  to  face  cha l lenges . 

The Afghan Government  must  take  immediate 
and strong act ion to  curb corrupt ion at  Herat 
Customs,  speci f ica l ly  by  s impl i f y ing tar i f fs  and 
customs clearance.  Those  who are  convic ted must 
go to  jai l .  The AWCCI wi l l  cont inue to  highl ight 
this  i ssue  and press  for  reform.

C orr uption in  G overnment  and other 
organizations:  Funds,  grants  and other  programs 
that  aim to  support  women owned businesses  se ldom 
reach those  who need it  or  qual i f y  for  it . 

The AWCCI wi l l  advocate  to  the  Afghan 
Government  and the  internat ional  community  to 
address  corrupt  pract ices  at  a l l  levels  by  t raining 
staf f  on new pol ic ies  and commitments  and 
cont inue s impli f y ing and clar i f y ing processes  and 
procedures .

 

M a r k e t s

Challenges & Constraints Solutions

L ack of  women’s  market :  At  present ,  there  are 
no market  areas  in  Jawzjan set  up speci f ica l ly  for 
women businesses  and consumers . 

This  issue  can be  addressed by the  provincia l 
government ,  fol lowing consultat ions  with the 
businesswomen themselves ,  to  determine what 
avai lable  areas  are  safe  and access ible  for  women 
business  owners  and their  c l ients .
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I N T RODU C T ION
Kabul  province  –  home to  the  nat ion’s  capita l , 
Kabul  City  –  is  the  nexus  point  connect ing 
Afghanistan’s  many ethno-l inguist ic 
communit ies .  Kabul  is  the  most  post  populous 
province  in  Afghanistan with over  5  mi l l ion 
inhabitants ,  most  of  whom (85.6  percent)  l ive 
in  urban communit ies .  The pr imar y dr iver 
of  the  provincia l  economy is  the  ser vices 
sec tor,  which employs  nearly  64  percent  of 
the  workforce,  fol lowed by manufactur ing 
(employing 19.2  percent  of  the  workforce) ,  and 
f ina l ly  agr iculture  (17.7  percent) .   The adult 
l i terac y  rate  (aged 15 years  and older)  is  54 .2 
percent .

Among both l icensed and unl icensed 
businesses ,  personal  savings  were  the  pr imar y 
source  of  star tup capita l ;  90 .9  percent  in  the 
case  of  l icensed businesses ,  and 76.4  percent 
for  unl icensed businesses .  In  terms of  ut i l iz ing 
bank loans ,  Kabul  province  is  a  notable  out l ier 
compared to  other  provinces .  Only  3 .1  percent 
of  l icensed businesses  acquired bank loans 
to  launch their  enterpr ises ,  as  compared to 
15.5  percent  of  unl icensed businesses .  This 
f igure  def ies  the  convent ional  wisdom that 
l icensed businesses  –  typica l ly  founded by more 
educated women – have  better  odds  of  receiv ing 
bank loans  as  compared to  their  peers  operat ing 
in  the  informal  economy.  Addit ional ly, 
unl icensed businesses  had much more success 
than their  l icensed peers  at  obtaining funds 
f rom development  programs,  at  a  rate  of  7 .6 
percent  compared to  just  .9  percent  of  l icensed 
businesses .

In  the  area  of  educat ion,  convent ional  wisdom 
does  hold t rue  –  l icensed businesses  owners 
were  far  more  l ikely  to  have  completed some 
level  of  educat ion as  compared to  unl icensed 
business  owners .  Wel l  over  ha l f  (62 .1  percent) 
of  l icensed business  owners  had completed 
some type of  higher  educat ion,  as  compared to 
just  9 .7  percent  of  unl icensed business  owners . 
On the  other  end of  the  spectrum,  just  7 .3 
percent  of  l icensed business  owners  repor ted 
to  the  AWCCI that  they had not  completed any 
formal  educat ion,  compared to  43.6  percent  of 

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S 
The nat ional  level  database  maintained by the 
AWCCI includes  1 ,144 l icensed women-owned 
businesses  and 4 ,207 unl icensed businesses .  The 
l icensed businesses  are  distr ibuted across  a l l  19 
sec tors  t racked by the  AWCCI,  with  the  highest 
concentrat ions  in  ser vices  (24.5  percent) , 
manufactur ing (13.2  percent) ,  educat ion (12.9 
percent) ,  and clothing/handicraf ts  product ion 
(11.3  percent) .  In  contrast ,  unl icensed 
businesses  are  only  represented in  11 sec tors , 
and are  over whelmingly  concentrated in  the 
clothing/handicraf ts  product ion sec tor  (94 
percent) .

unl icensed business  owners .

The l icensed businesses  were,  on average,  more 
wel l -establ ished than their  unl icensed peers ,  but 
only  moderately  so.  Nearly  ha l f  (49 .7  percent) 
of  l icensed businesses  had been in  operat ion for 
s ix  or  more  years ,  compared to  38.8  percent  of 
unl icensed businesses .

A notable  dig ita l  div ide  exists  between the 
l icensed and unl icensed samples .  65  percent  of 
l icensed business  owners  were  ac t ive  on socia l 
media  plat forms promoting their  products  and 
ser vices .  This  f igure  drops  to  just  6 .7  percent 
among unl icensed business  owners .

C HA L L E N G E S A N D S OLU T ION S AT T H E 
PROV I N C IA L L EV E L
The AWCCI engaged more than 80 businesses  in 
Kabul  through focus  group discuss ions  (FGDs) 
and key informant  inter views (KIIs)  for  the 
WNBA. Whi le  the  par t ic ipants  of  the  FGDs and 
KIIs  did  not  precisely  mirror  the  character ist ics 
of  the  broader  sample  pool  of  women-owned 
businesses  in  Kabul  province,  the  AWCCI 
worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .
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C a p a c i t y

Challenges & Constraints Solutions

L ack of  e duc ation opp or tunities :  At 
present ,  there  are  few avai lable  opt ions  for 
aspir ing or  current  Jawzjani  businesswomen 
interested in  learning the  bas ics  of 
management ,  f inancia l  account ing ,  and 
other  hard ski l l s  that  increase  the  l ikel ihood 
of  operat ing a  successfu l  enterpr ise .

Whi le  it  may not  be  feas ible  for  the 
businesswomen of  Jawzjan to  enrol l 
in  mult i -year  associate  and bachelor’s 
degree  programs,  shor t  courses  can be 
organized that  speci f ica l ly  cater  to  the 
knowledge def ic iencies  that  are  preva lent 
within this  group.

D i s a s t e r  P r e p a r e d n e s s

Challenges & Constraints Solutions

L ack of  disaster  prep are dness :  The 
businesses  operated by the  women of 
Jawzjan are  i l l -prepared to  withstand 
shocks  caused by natura l  disasters  and 
pandemics  l ike  COVID-19. 	

Women’s  businesses  in  this  province 
must  receive  t raining in  disaster 
management  and planning in  order 
to  prevent  or  mit igate  loss  of  sa les  or 
equipment  caused by natura l  disasters 
and pandemics .  The funding should be 
provided by internat ional  donors  that 
are  a lready support ing disaster  reduct ion 
and management  programs. 

KABUL
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M a r k e t s

Challenges & Constraints Solutions

Diff icu lties  p ar ticip ating in  international 
trade exhibitions:  The businesswomen of 
Kabul  face  three  obstacles  when it  comes to 
par t ic ipat ing in  internat ional  t rade shows. 

First ,  the  process  of  obtaining businesses  v isas 
to  many key markets  where  exhibit ions  are 
hosted is  extremely  di f f icu lt ,  i f  not  impossible . 

S econd,  many fami l ies  ins ist  that  a  male  re lat ive 
should accompany the  businesswoman on the 
t r ip  as  a  mahram,  or  escor t .  The addit ional 
t ravel  costs  for  a  mahram may be  prohibit ive, 
and addit ional ly  there  may not  be  any male 
fami ly  members  avai lable  to  ser ve  in  this  role .

Fina l ly,  the  cost  of  par t ic ipat ing in  internat ional 
t rade exhibit ions  is  of ten beyond the  means  of 
Afghan businesswomen who have less  capacity 
to  raise  capita l  than their  male  peers .

The Afghan Government  –  par t icular ly  the 
Ministr y  of  Industr y  & C ommerce  and the 
Ministr y  of  Foreign Af fairs  –  must  work with 
their  reg ional  and internat ional  counterpar ts 
to  pr ior it ize  v isa  appl icat ions  for  Afghan 
businesswomen.  AWCCI should s ign MoUs 
with both these  ministr ies  and agree  to 
prepare  le tters  of  recommendat ion to  the 
foreign miss ions  in  Afghanistan. 

Responding to  the  cultura l  i ssue  related 
to  the  requirement  of  a  mahram is  less 
st raight for ward.  Stakeholders  l ike  the  AWCCI 
can attempt  to  ass ist  by  organizing groups  of 
businesswomen to  t ravel  together  in  order  to 
reduce concerns  of  male  fami ly  members .

The issue  of  cost  can be  addressed by 
direc t ly  lobbying exhibit ion organizers  to 
of fer  substant ia l  discounts  to  Afghan women 
par t ic ipants .

L ack of  online  sa les  c ap acity :  Most  Afghan 
women producers  do not  have  the  capacity  to 
develop and maintain their  own websites  to  do 
onl ine  sa les .

The AWCCI must  mobi l ize  more  resources 
to  enhance,  and then promote,  the  Made by 
Afghan Women website  to  increase  the  sa les 
of  the  par t ic ipat ing businesses .

L ack of  sa les  at  foreign emb assies :  Kabul  is 
the  home of  many foreign embassies  staf fed by 
indiv iduals  who are  ver y  much interested in 
Afghan handicraf ts . 

Whi le  the  COVID-19 g lobal  pandemic  wi l l 
prevent  progress  being made in  this  area  in 
the  near  future,  the  AWCCI and the  Ministr y 
of  Women’s  Af fairs  must  engage in  outreach 
to  these  embassies  to  organize  a  schedule  of 
annual  and bi-annual  smal l-sca le  exhibit ions 
in  these  embassies  for  women handicraf t 
producers . 

 

G o v e r n m e n t  S e r v i c e s

Challenges & Constraints Solutions

Diff icu lty  accessing information and s er v ices 
from the Afg han G overnment:  Access ing 
informat ion f rom the  Government  is  a  key 
chal lenge for  women-owned businesses . 
Fur thermore,  Government  ser vices  for 
women business  owners  requires  s igni f icant 
improvement .  	

The AWCCI must  advocate  for  a  dedicated 
point  of  contact  for  women-owned businesses 
in  each ministr y.  This  wi l l  ensure  women-
owned businesses  can eas i ly  access  that  person 
and share  their  problems.  A phone hot l ine 
dedicated to  address ing issues  between women 
business  owners  and Government  ent it ies  may 
a lso  be  an opt ion to  consider.  Addit ional ly, 
AWCCI membership cards  should be  accepted 
as  va l id  IDs when women business  owners 
must  v is it  a  ministr y  to  complete  a  task .

G o v e r n m e n t  P r o c u r e m e n t

Challenges & Constraints Solutions

L ow repres entation of  women in G overnment 
contracts :  Women-owned SMEs have  di f f icu lty 
access ing Government  contracts .  This  is 
typica l ly  the  result  of  s teep requirements  when 
it  comes to  years  of  exper ience  and annual 
turnover.  

Many Government  contracts  are  not 
par t icular ly  complex –  as  such,  the 
procurement  Terms of  Reference  should not 
be  so  quick to  disqual i f y  women-owned SMEs 
that  are  more than capable  of  del iver ing the 
needed products  or  ser vice  successfu l ly. 
Government  contracts  that  do not  require  the 
capacity  or  exper t ise  of  large  f i rms should 
be  ident i f ied and categor ized as  such,  with 
quotas  a l located for  women-owned businesses . 
The process  of  monitor ing the  percentage  of 
contracts  that  go to  women-owned businesses 
must  be  appropr iately  monitored to  ensure 
that  gender  equity  is  being considered.

C a p a c i t y

Challenges & Constraints Solutions

L ow c ap acity  in  f inancial  accounting:  Many 
other wise  st rong women-owned businesses  lack 
the  capacity  to  profess ional ly  document  their 
spending and income.  Addit ional ly,  few women-
owned SMEs have  committed to  a  schedule  of 
annual  audit ing .  The combined result  of  these 
two def ic iencies  is  lower  compet it iveness  when 
bidding for  large-sca le  projec ts  with  publ ic , 
pr ivate ,  and development  sec tor  ent it ies .

The AWCCI and other  stakeholders  in 
Afghan women’s  economic development  must 
cont inuously  provide  f inancia l  l i terac y  and 
f inancia l  management  t raining and mentorship 
to  women business  owners  in  Kabul . 
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as  the  most  dominant  industr ies  (64.1 
percent  and 22.7  percent ,  respect ively) .

The l icensed businesses  were  pr imari ly 
funded with personal  savings  (80.3 
percent  of  the  tota l) ,  with  15.5  percent 
receiv ing loans  f rom fami ly  members ,  and 
4 .2  percent  access ing some type funding 
f rom development  programs.  In  contrast , 
a  major ity  of  unl icensed businesses  (53.9 
percent  of  the  tota l)  were  able  to  access 
funding f rom development  programs,  with 
only  41.3  percent  drawing on personal 
savings  to  use  as  star tup capita l .

In  terms of  educat ion,  women owners  of 
l icensed businesses  were,  on average,  more 
educated than their  peers  operat ing in  the 
informal  economy.  28 .2  percent  of  l icensed 
business  owners  had completed some form 
of  higher  educat ion,  as  compared to  just  2 .2 
percent  of  unl icensed businesses  owners . 
In  fac t ,  the  vast  major ity  of  unl icensed 
business  owners  (88 percent)  had not 
completed any type of  formal  educat ion. 
This  f igure  drops  to  28.2  percent  among 
l icensed business  owners .

I N T RODU C T ION
Kandahar,  located in  southern Afghanistan, 
i s  one of  Afghanistan’s  largest  and most 
pol it ica l ly  and economica l ly  s igni f icant 
provinces .  The provincia l  capita l ,  Kandahar 
City,  i s  the  second largest  urban center  in  the 
countr y.  The populat ion of  Kandahar  province 
is  approximately  1 .4  mi l l ion persons ,  63  percent 
of  whom l ive  in  rura l  communit ies .   47 .8 
percent  of  the  working populat ion of  Kandahar 
is  engaged in  the  agr iculture  sec tor,  fol lowed by 
43.7  percent  in  the  ser vices  industr y,  and the 
remaining 8 .6  percent  in  manufactur ing .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The AWCCI database of  women-owned businesses 
contains  722 entr ies  for  Kandahar,  of  which 71 
are  l icensed businesses  and the  remaining 651 
are  unl icensed.  The l icensed businesses  are 
distr ibuted across  nice  sec tors  t racked by the 
AWCCI,  led  by clothing/handicraf ts  product ion 
(38 percent) ,  manufactur ing (18.3  percent) , 
and educat ion (9 .9  percent) .  The unl icensed 
businesses  operate  across  seven sec tors  t racked 
by the  AWCCI,  with  clothing/handicraf ts 
product ion and food product ion and process ing 
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Licensed businesses  were  s l ight ly  more  wel l 
establ ished than unl icensed businesses ; 
38  percent  had been in  operat ion for  s ix 
years  or  more,  compared to  16 percent  of 
unl icensed businesses .  L icensed businesses 
were  a lso  s igni f icant ly  more  l ikely  to  use 
socia l  media  plat forms to  promote  their 
businesses  (35.2  percent  of  tota l)  compared 
to  their  unl icensed peers  (6 .1  percent) .

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion 
on the  ground in  Kandahar  province,  the 
AWCCI engaged both provincia l- level 
Government  of f ic ia ls  and 58 women business 
owners  through focus  group discuss ions 
(FGDs)  and key informant  inter views (KIIs) 
for  the  WNBA. The AWCCI worked to  ensure 
that  the  businesses  were  drawn f rom a  range 
of  sec tors  with  owners  of  var ying ages  and 
socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges 
and proposed solut ions .  

KANDAHAR

 

A d v o c a c y

Challenges & Constraints Solutions

L ack of  organiz e d advo c ac y :  At  present , 
organizat ions  that  are  mandated to 
support  women-owned businesses  to 
include AWCCI itse l f ,  are  not  organized 
or  coordinated within the  province.  The 
result  i s  a  lack of  understanding of  the 
cha l lenges  that  women-owned businesses 
face  in  Kandahar,  thereby making advocac y 
ef for ts  even more di f f icu lt  to  pursue.

Women business  owners  must  be 
provided with advocac y,  leadership, 
and business  management  t raining,  so 
that  they can gain the  conf idence to 
organize  themselves .  It  i s  important 
that  the  businesswomen of  Kandahar 
organize  themselves  organica l ly, 
without  groups  or  associat ions  set  up by 
outs iders  f rom Kabul  and the  other  big 
c it ies .  The AWCCI,  with  support  f rom 
stakeholders ,  can help  create  an init ia l 
advocac y committee,  but  u lt imately  the 
businesswomen of  Kandahar  must  take 
ownership of  the  process .
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I N T RODU C T ION
Kapisa  is  Afghanistan’s  smal lest  province, 
located direc t ly  nor theast  of  Kabul .  The 
populat ion of  Kapisa  is  just  shy of  a  ha l f  mi l l ion 
persons ,  99 .6  percent  of  whom l ive  in  rura l 
communit ies .  The major ity  of  the  workforce 
is  concentrated in  the  ser vices  sec tor  (65.7 
percent) ,  fol lowed by agr iculture  (22 percent) , 
and f ina l ly  manufactur ing (12.3  percent) .  The 
adult  l i terac y  rate  (aged 15 years  and older)  is 
49 .1  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by the 
AWCCI includes  24  l icensed women-owned 
businesses  and 118 unl icensed businesses . 
The l icensed businesses  are  distr ibuted across 
seven sec tors  t racked by the  AWCCI,  led  by 
food product ion and process ing (37.5  percent) , 
fol lowed by educat ion (16.7  percent) ,  dr y 
f ruits  and nuts  (12.5  percent) ,  and clothing/
handicraf ts  product ion (4 .2  percent) .  The sample 
of  unl icensed businesses  was  a lso  represented 
in  seven sectors ,  with  most  concentrated in 

clothing/handicraf ts  product ion (61.9  percent) 
and food product ion and process ing (31.4 
percent) .

The vast  major ity  of  l icensed businesses  in 
Kapisa  were  se l f - f inanced (83.3  percent) .  The 
remaining 16.7  percent  had accessed f inancing 
supported by loans  f rom relat ives .  Looking at 
unl icensed businesses ,  an even greater  major ity, 
90 .7  percent ,  were  f inanced through personal 
savings .  5 .1  percent  of  unl icensed businesses 
had obtained loans  f rom fami ly  members ,  2 .5 
percent  had received funding f rom development 
programs,  and 1 .7  percent  had received loans 
f rom banks .

In the  area  of  educat ion,  a  remarkably  high 
number  of  women owners  of  l icensed businesses 
(41.7  percent)  had not  completed any formal 
educat ion.  This  rate  was  s l ight ly  higher 
than the  40.7  percent  of  unl icensed women 
business  owners  who lacked educat ion.  O vera l l , 
though,  the  owners  of  l icensed businesses  were 
moderately  more  educated than their  unl icensed 
peers . 
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While  the  di f ferences  in  educat ion between 
l icensed and unl icensed company founders 
was  margina l ,  the  l icensed businesses  were 
s igni f icant ly  more  wel l -establ ished than their 
unl icensed counterpar ts .  54 .2  percent  of 
l icensed businesses  had been operat ing for  s ix 
or  more  years ,  compared to  just  16 .1  percent  of 
unl icensed businesses .

In  contrast  to  most  other  provinces ,  more 
unl icensed than l icensed businesses  repor ted 
to  the  AWCCI that  they ut i l ized socia l  media 
plat forms for  business  development  and 
market ing purposes  (30.5  percent  compared to 
20.8  percent ,  respect ively) . 

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on the 
ground in  Kapisa  province,  the  AWCCI engaged 
both provincia l- level  Government  of f ic ia ls  and 
22 women business  owners  through focus  group 
discuss ions  (FGDs)  and key informant  inter views 
(KIIs) .  The AWCCI worked to  ensure  that  the 
businesses  were  drawn f rom a  range of  sec tors 
with  owners  of  var ying ages  and socio-economic 
backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .

KAPISA

 

C a p i t a l

Challenges & Constraints Solutions

L ack of  access  to  star tup c apita l :  Pover ty  and 
genera l ly  low household income levels  present 
an enormous chal lenge for  women seeking 
to  assemble  suf f ic ient  capita l  to  launch a 
business .  	

The loca l  Government  of  Kapisa  should 
ensure  that  the  province  has  an economic 
development  plan that  considers  the  needs 
of  women looking to  launch micro and smal l 
enterpr ises . 

F inancing schemes for  the  aspir ing 
businesswomen of  Kapisa  can be  repl icated 
f rom other  provinces . 

C a p a c i t y

Challenges & Constraints Solutions

Ne e d for  c ap acity  bui lding supp or t :  For  many 
businesswomen in  Kapisa ,  there  is  a  lack of 
awareness  about  best  pract ices  for  operat ional , 
f inancia l ,  and market ing management . 
Speci f ica l ly,  those  businesses  involved in 
agr icultura l  and dair y  product ion do not 
have  the  knowledge necessar y  to  incorporate 
modern methods  of  hygienic  process ing and 
packaging that  would make their  products  more 
appeal ing in  both domest ic  and internat ional 
markets .  	

Due to  its  c lose  proximity  to  Kabul ,  t raining 
programs organized in  Kabul  are  re lat ively 
access ible  for  the  businesswomen of  Kapisa . 
Addit ional ly,  s ite  v is its  for  the  businesswomen 
of  Kapisa  can be  arranged so  that  they 
can network with and learn f rom more 
sophist icated product ion operat ions  that  exist 
in  the  neighbor ing provinces  of  Kabul  and 
Par wan.

With the  support  of  s takeholders  l ike  the 
AWCCI and MoWA, Kapisa  businesswomen 
must  a lso  become organized and empowered 
in  order  to  successfu l ly  apply  for  grants  and 
loans  to  upgrade exist ing product ion faci l i t ies 
and adopt  modern standards  for  their 
products .



58 / /  KHOST //

I N T RODU C T ION
Khost  province  is  located in  southern 
Afghanistan and shares  a  shor t  st retch of 
border  with  neighbor ing Pakistan.  The tota l 
populat ion of  Khost  is  upwards  of  630,000,  of 
whom 98 percent  l ive  in  rura l  communit ies . 
62 .8  percent  of  the  working populat ion of  Khost 
is  engaged in  the  agr iculture  sec tor,  fol lowed by 
30.3  percent  in  the  ser vices  industr y,  and the 
remaining 6 .9  percent  in  manufactur ing .  The 
adult  l i terac y  rate  (aged 15 years  and older)  is 
27 .7  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The AWCCI database  of  women-owned 
businesses  contains  519 entr ies  for  Khost , 
of  which three  are  l icensed businesses  and 
the  remaining 516 are  unl icensed.  The three 
l icensed businesses  are  engaged in  carpet 
product ion,  c lothing/handicraf ts  product ion, 
and hea lthcare.  The unl icensed businesses  are 
distr ibuted across  four  sec tors  t racked by the 
AWCCI,  a lthough the  over whelming major ity 
(95.7  percent)  are  concentrated in  food 
product ion and process ing .
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Two of  the  l icensed businesses  were  f inanced 
with personal  savings ,  whi le  one had obtained 
loans  f rom fami ly  members .  In  the  much large 
sample  of  unl icensed businesses ,  an unusual ly 
high number,  91 .1  percent ,  had received some 
type of  f inancia l  support  f rom a  development 
program.  This  may indicate  that  a  women’s 
economic development  program has  been 
implemented in  Khost  in  the  last  severa l  years , 
a lthough fur ther  invest igat ion is  required to 
c lar i f y  the  source  of  funding.  Of  the  remaining 
unl icensed businesses ,  5 .6  percent  had taped 
into  personal  savings  to  launch their  business , 
and 3 .3  percent  had obtained loans  f rom fami ly 
members .

The educat ion level  among the  three  l icensed 
business  was  var ied.  One had earned a  master’s 
degree,  one an associate’s  degree,  and the  third 
had not  completed any formal  educat ion.  The 
major ity  of  unl icensed business  owners ,  on 
the  other  hand,  had not  completed any formal 
educat ion (69.6  percent  of  the  tota l) .  The 
remaining 30.4  percent  had done par t  or  a l l  of 
grades  1  through 12.

In terms of  years  of  operat ion,  a l l  three  l icensed 
businesses  had been launched 6  or  more  years 

ago.  In  contrast ,  95 .2  percent  of  unl icensed 
businesses  had been launched in  the  last  f ive 
years .  Only  1 .9  percent  of  unl icensed businesses 
had used socia l  media  plat forms to  promote 
their  products  or  ser vices ,  a  f igure  which drops 
to  zero percent  among l icensed businesses .

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on the 
ground in  Khost  province,  the  AWCCI engaged 
both provincia l- level  Government  of f ic ia ls 
and 11 women business  owners  through focus 
group discuss ions  (FGDs)  and key informant 
inter views (KIIs)  for  the  WNBA. The AWCCI 
worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions . 

 

S e c u r i t y

Challenges & Constraints Solutions

L ack of  s e curity :  As  is  the  case  with  other 
provinces  border ing Kabul  province,  Kapisa  is 
a  hotbed of  insurgent  ac t iv ity.
	

Kapisa  province  wi l l  remain insecure  as  long 
as  the  current  conf l ic t  between the  Afghan 
Government  and insurgent  groups  pers ist . 
There  are  no solut ions  that  can be  led by the 
pr ivate  sec tor.

KHOST

 

C a p a c i t y

Challenges & Constraints Solutions

L itt le  c ap acity  to  comp ete  in  ke y  s e ctors : 
Poultr y  farming,  animal  husbandr y,  and 
pine  nuts  har vest ing and process ing are 
key  sec tors  in  Khost  province,  but  women-
owned businesses  have  had l itt le  success 
penetrat ing these  sec tors  and establ ishing 
a  foothold.

Women-owned businesses  require  long-
term technica l  ass istance  in  sec tors  that 
hold prof it  potent ia l  in  Khost .  



60 / /  KUNAR //

I N T RODU C T ION
Kunar  is  located in  eastern Afghanistan and 
shares  a  border  with  Pakistan.  The tota l 
populat ion of  the  province  close  to  a  ha l f 
mi l l ion persons ,  of  whom 96 percent  l ive 
in  rura l  communit ies .   61  percent  of  the 
working populat ion of  Kunar  is  engaged in  the 
agr iculture  sec tor,  fol lowed by 23 percent  in  the 
ser vices  industr y,  and the  remaining 16 percent 
in  manufactur ing .  The adult  l i terac y  rate  (aged 
15 years  and older)  is  38 .2  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The AWCCI database  of  women-owned 
businesses  contains  196 entr ies  for  Kunar,  of 
which four  are  l icensed businesses  and the 
remaining 192 are  unl icensed.  The four  l icensed 
businesses  are  engaged in  construct ion, 
educat ion,  food product ion and process ing , 
and manufactur ing .  The unl icensed businesses 
operate  in  four  sec tors  t racked by the  AWCCI, 
a lthough they are  pr imari ly  concentrated in 
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food product ion and process ing (50 percent) 
and clothing/handicraf ts  product ion (47.9 
percent) .

The four  l icensed businesses  in  the  sample 
a l l  taped into  their  personal  savings  to  use  as 
star tup capita l .  Among unl icensed businesses , 
this  f igure  drops  to  33.3  percent ,  with  most  of 
the  unl icensed sample  (66.7  percent)  obtaining 
loans  f rom fami ly  members . 

In  terms of  educat ion,  women operat ing 
l icensed businesses  were  more educated than 
their  unl icensed peers  at  the  higher  educat ion 
level .  25  percent  of  l icensed business  owners 
had completed some level  of  higher  educat ion, 
as  compared to  6 .3  percent  of  unl icensed 
businesses  owners .  On the  opposite  end of  the 
spectrum,  a  re lat ively  high number  of  l icensed 
business  owners  (75 percent)  had not  completed 
any formal  educat ion.  This  number  drops  to 
54.2  percent  among unl icensed business  owners . 

Al l  four  of  the  l icensed businesses  in  the 
sample  had been operat ing for  s ix  or  more 
years ,  compared to  60.4  percent  of  unl icensed 
businesses .  Only  1  percent  of  unl icensed 
businesses  repor ted to  the  AWCCI that  they were 
ac t ive  on socia l  media  plat forms,  compared to 
zero percent  among l icensed businesses .

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on the 
ground in  Kunar  province,  the  AWCCI engaged 
both provincia l- level  Government  of f ic ia ls 
and 33 women business  owners  through focus 
group discuss ions  (FGDs)  and key informant 
inter views (KIIs)  for  the  WNBA. The AWCCI 
worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .

KUNAR

 

C a p a c i t y

Challenges & Constraints Solutions

L ack of  supp or t  for  emerging s e ctors : 
Emerging sec tor  in  Kunar  include clothing/
handicraf ts  product ion,  poultr y  farming, 
and pick led vegetable  product ion.  These 
sec tors  a l l  face  cha l lenges  that  require  the 
attent ion of  the  Afghan Government  and 
development  sec tor  ent it ies .

Capacity-bui lding programs must  be 
des igned to  help  the  women of  Kunar 
improve their  sk i l l s ,  product  qual ity, 
des ign,  and packaging,  in  order  to  make 
their  products  v iable  for  the  urban 
markets  of  Kabul .



62 / /  KUNDUZ //

I N T RODU C T ION
Kunduz province  is  located in  Afghanistan’s  far 
nor th,  shar ing a  border  with  Taj ik istan.  The 
tota l  populat ion of  Kunduz exceeds  1 .1  mi l l ion 
persons ,  most  of  whom (73 percent)  l ive  in 
rura l  communit ies .  The Kunduz workforce  is 
pr imar i ly  concentrated in  the  ser vices  sec tor 
(53.6  percent) ,  fol lowed by agr iculture  (38.4 
percent) ,  and f ina l ly  manufactur ing (7 .9 
percent) .  The adult  l i terac y  rate  (aged 15-year 
and older)  is  29 .6  percent . 

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by the 
AWCCI includes  29  l icensed women-owned 
businesses  and 688 unl icensed businesses  in 
Kunduz province.  Among both l icensed and 
unl icensed businesses ,  c lothing/handicraf ts 
product ion was  the  s ing le  most  att ract ive 
sec tor  for  Kunduzi  businesswomen.  With that 
said,  only  a  plura l ity  of  l icensed businesses 
(31 percent)  were  engaged in  this  sec tor.  This 
f igure  jumps to  74.4  percent  among unl icensed 
businesses .  The remaining l icensed businesses 
were  dispersed across  a  wide  range of  sec tors , 
to  include hea lthcare  (24.1  percent) ,  educat ion 

(10.3  percent) ,  media  ser vices  (10.3  percent) , 
and a  number  of  others .  In  contrast ,  the 
remaining unl icensed businesses  were  a lmost 
exclusively  c lustered in  the  food product ion 
and process ing sec tor  (24 percent) .

The number  of  l icensed businesses  involved in 
high-ski l l  sec tors  is  not  surpr is ing consider ing 
the  level  of  educat ion of  the  owners .  O ver  ha l f 
(58 .6  percent)  of  l icensed business  owners  had 
completed some level  of  higher  educat ion.  In 
contrast ,  only  7 .6  percent  of  unl icensed business 
owners  had completed some level  of  higher 
educat ion,  whi le  a  vast  major ity  (76.9  percent) 
had not  completed any formal  educat ion.

In the  area  of  star tup capita l ,  the  var iat ion 
between l icensed and unl icensed businesses  is 
less  dramat ic .  B oth l icensed and unl icensed 
business  owners  re l ied on personal  savings  in  to 
launch their  enterpr ises  (79.3  percent  and 92.7 
percent ,  respect ively) .  L icensed businesses  were 
only  s l ight ly  more  l ikely  to  receive  loans  f rom 
fami ly  members  (10.3  percent  vs .  3  percent) 
and access  loans  f rom banks  (10.3  percent  vs . 
1 .2  percent) .  On the  other  hand,  unl icensed 
businesses  were  more l ikely  to  receive  some 
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KUNDUZ type of  funding f rom development  programs,  as 
compared to  their  l icensed peers  (3 .1  percent 
vs .  zero percent) .

The l icensed businesses  in  the  Kunduz 
sample  were  more wel l -establ ished than their 
unl icensed counterpar ts ;  72 .4  percent  had 
been operat ing for  s ix  or  more  years ,  compared 
to  45.2  percent  of  unl icensed businesses .  In 
terms of  dig ita l  l i terac y,  a  minor ity  of  l icensed 
businesses ,  41 .4  percent ,  repor ted to  the  AWCCI 
that  they ut i l ized socia l  media  plat forms to 
promote  their  goods  and ser vices .  That  number 
drops  dramat ica l ly,  to  just  3 .6  percent ,  among 
unl icensed businesses .

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Kunduz province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 45 women business  owners 
through focus  group discuss ions  (FGDs)  and 
key informant  inter views (KIIs) .  The AWCCI 
worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .

 

A d v o c a c y

Challenges & Constraints Solutions

L ack of  advo c ac y c ap acity :  The 
businesswomen of  Kunduz have  expressed 
f rustrat ion at  not  knowing how to  advocate 
to  provincia l  Government  of f ic ia ls  for 
equitable  t reatment . 	

The AWCCI and other  stakeholders  in 
Afghan women’s  economic development 
must  g ive  Kunduzi  businesswomen 
the  sof t  sk i l l s  necessar y  to  f ight  for 
themselves .  This  can include advocac y 
and leadership t raining,  as  wel l  as  mora l 
and pract ica l  support  in  organizing a 
provincia l  businesswomen’s  associat ion. 

C a p a c i t y

Challenges & Constraints Solutions

S e ctor-sp e cif ic  supp or t :  Due to  the  high 
divers ity  of  crops  farmed in  Kunduz,  food 
product ion and process ing is  a  high-
growth sector.  Despite  this ,  Kunduzi 
businesswomen remain concentrated in  the 
handicraf ts  sec tor  due to  a  lack of  technica l 
sk i l l s  in  food process ing .

The AWCCI and other  stakeholders  can 
conduct  bas ic  market  assessments  to 
determine what  agr icultura l  products 
can be  produced with minimal  capita l 
investments  and technica l  know-how. 
Fol lowing such an assessment ,  the 
AWCCI and others  can develop shor t 
courses  dedicated to  speci f ic  categor ies 
of  agr iproducts .
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I N T RODU C T ION
L aghman province  is  located in  centra l 
Afghanistan just  east  of  Kabul  province.  The 
tota l  populat ion of  L aghman is  upwards  of 
490,000 indiv iduals ,  98 .9  percent  of  whom l ive 
in  rura l  communit ies .  Agr iculture  is  the  main 
source  of  employment  in  L aghman,  with  55.2 
percent  of  the  workforce  engaged in  this  sec tor. 
This  is  fol lowed by manufactur ing ,  employing 
22.6  percent  of  the  workforce,  and f ina l ly 
ser vices  (22.2  percent) .  The adult  l i terac y  rate 
(aged 15 years  and older)  is  32 .5  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by 
the  AWCCI contains  detai led informat ion 
on one l icensed women-owned business 
and 28 unl icensed businesses  for  L aghman 
province.  The database  a lso  includes  entr ies 
for  1 ,324 women-owned business  provided by 
development  agencies  and lending inst itut ions , 
but  these  entr ies  contain a  di f ferent  set  of  data 
points  and are  not  covered in  the  summar y of 
f indings  below.

C onsider ing that  only  one l icensed business 
exists  in  the  database  for  L aghman,  a l l  the 
informat ion wi l l  be  summarized together.  This 

l icensed business  is  between four  and f ive 
years  old  and was  founded by a  woman with a 
no formal  educat ion.  The business  did  receive 
a  bank loan as  the  pr imar y source  of  star tup 
capita l ,  and the  business  is  not  ac t ive  on socia l 
media .  It  i s  not  operat ing in  a  sec tor  t racked by 
the  AWCCI.

The unl icensed businesses  were  pr imari ly 
engaged in  clothing/handicraf ts  product ion 
(78.6  percent  of  the  tota l) ,  with  the  remaining 
businesses  distr ibuted across  the  agr iculture, 
food product ion and process ing ,  j ewelr y 
product ion,  and manufactur ing sec tors .  Most  of 
the  unl icensed businesses  (75 percent)  repor ted 
to  the  AWCCI that  they had received their 
star tup capita l  as  loans  f rom fami ly  members . 
The remaining 25 percent  repor ted that  they 
had accessed personal  savings  to  launch their 
business .

The educat ion level  of  the  28 unl icensed 
business  owners  is  var ied.  21 .4  percent  of  the 
business  owners  had completed some type of 
higher  educat ion,  with  a  large  plura l ity  (42.9 
percent)  having completed some level  of  pr imar y 
or  secondar y educat ion.  35 .7  percent  of  the 
business  owners  had not  completed any formal 
educat ion.  A moderate  major ity  of  unl icensed 
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businesses  (57.1  percent)  had been establ ished 
in  the  last  f ive  years ,  and only  14.3  percent  of 
the  unl icensed business  owners  repor ted to  the 
AWCCI that  they maintained act ive  accounts  on 
socia l  media  to  promote  their  businesses .

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  L aghman province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 29 women business  owners 

through focus  group discuss ions  (FGDs)  and 
key informant  inter views (KIIs) .  The AWCCI 
worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .

L AGHMAN

 

M a r k e t s

Challenges & Constraints Solutions

Diff icu lty  conne cting w ith consumers  lo c al ly  and 
national ly :  The businesswomen of  L aghman have 
repor ted that  they have  l i t t le  abi l ity  to  connect  with 
consumers  within their  own province,  as  wel l  as 
nat ional ly.  	

B es ides  the  a l locat ion of  a  dedicated women’s 
market  in  L aghman,  more  work must  be  done 
by the  AWCCI and others  to  connect  L aghmani 
businesswomen with buyers .  This  can include 
t raining in  sa les  and market ing ,  a long with 
ef for ts  to  ensure  that  L aghmani  businesswomen 
are  represented at  nat ional  t rade exhibit ions .

C a p a c i t y

Challenges & Constraints Solutions

L ack of  foundational  business  sk i l ls :  The FGDs and 
KIIs  revea led that  the  par t ic ipants  f rom L aghman 
were  ver y  much aware  of  their  own def ic iencies  in 
business  knowledge,  par t icular ly  in  operat ional 
management ,  and wished to  receive  bas ic  business 
educat ion.

These  def ic iencies  can be  addressed through 
shor t  courses  in  speci f ic  business  topics  that  are 
in  high demand.  C onsider ing L aghman’s  c lose 
proximity  to  Kabul ,  these  t raining programs 
could be  del ivered in  Kabul  i f  appropr iate 
fac i l i t ies  cannot  be  ident i f ied in  L aghman itse l f .

C a p i t a l

Challenges & Constraints Solutions

L ack of  k now le dge ab out  lo an applic ations:  The 
businesswomen of  L aghman told  the  AWCCI that 
whi le  they were  interested apply ing for  loans ,  they 
had no knowledge of  what  lenders  to  contact ,  how to 
prepare  a  loan appl icat ion,  and how loan repayment 
terms are  typica l ly  st ructured.

One shor t  course  that  may be  of  par t icular  va lue 
for  the  businesswomen of  L aghman (as  wel l  as 
those  f rom other  provinces)  is  loan appl icat ion 
and management .  This  shor t  course  could provide 
an over view cover ing the  lending inst itut ions 
that  operate  in  Afghanistan,  what  cr iter ia  lenders 
consider  in  an appl icat ion,  and how to  manage a 
loan when an appl icat ion is  successfu l .
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I N T RODU C T ION
Logar  is  a  minera l-r ich province  located just 
south of  Kabul  province.  It  i s  probably  most 
wel l -known for  the  Mes Aynak archeologica l 
s ite ,  which s its  atop a  hot ly  contested copper 
deposit .  The populat ion of  Logar  is  upwards  of 
424,000 persons ,  with  ser vices  employing the 
major ity  of  the  workforce  (54.6  percent  of  the 
tota l) .  The next  largest  source  of  employment 
is  the  agr iculture  sec tor  (31.5  percent  the 
workforce) ,  fol lowed by manufactur ing (14 
percent) .  The adult  l i terac y  rate  (aged 15 years 
and older)  is  26 .2  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by the 
AWCCI includes  14  l icensed women-owned 
business  and 4  unl icensed businesses  operat ing 
in  Logar  province.  The l icensed businesses  in 
Logar  are  distr ibuted across  f ive  sec tors  t racked 
by the  AWCCI:  c lothing/handicraf ts  product ion 
(28.6  percent) ,   ser v ices  (14.3  percent) , 
construct ion (14.3  percent) ,  educat ion (14.3 
percent) ,  and manufactur ing (7 .1  percent) .  The 
remaining 21.4  percent  of  l icensed businesses 
fe l l  in  the  ‘Other’  categor y.  Among the  four 
unl icensed businesses ,  two were  engaged in 
clothing/handicraf ts  product ion,  with  the 
remaining two working in  food product ion and 
process ing . 

The women owners  of  l icensed businesses  in 
Logar  accessed f inance f rom two sources :  their 
own personal  savings  (64.3  percent)  and loans 
f rom fami ly  members  (35.7  percent) .  Of  the 
four  unl icensed businesses ,  three  were  se l f -
funded f rom personal  savings ,  and one was  able 
to  access  funding f rom a  development  program.

In terms of  educat ion,  there  is  a  sharp div ide 
in  educat ion levels  within the  group of  l icensed 
business  owners .  Nearly  ha l f  (42 .9  percent)  of 
l icensed business  owners  had completed some 
type of  higher  educat ion,  whi le  a  fu l l  50  percent 
had not  completed any formal  educat ion.  The 
four  unl icensed business  owners  a lso  had 
var ying levels  of  educat ion.  One had earned 
a  bachelor’s  degree,  one an associate’s  degree, 
one had received some level  of  secondar y 
educat ion,  and one had not  completed any 
formal  educat ion.

As was  the  case  in  most  other  provinces ,  l icensed 
businesses  in  Logar  were  more wel l -establ ished 
than their  unl icensed peers .  78 .6  percent  of 
l icensed businesses  had been operat ing for 
s ix  or  more  years ,  compared to  25 percent  of 
unl icensed businesses .

Whi le  it  i s  di f f icu lt  to  draw any conclusions 
f rom such a  smal l  sample,  most  l icensed 
business  owners  (64.3  percent)  repor ted to  the 
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AWCCI that  they were  not  ac t ive  promoting 
their  businesses  on socia l  media .  Among the 
four  unl icensed businesses ,  the  spl it  was  50/50.

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on the 
ground in  Logar  province,  the  AWCCI engaged 
both provincia l- level  Government  of f ic ia ls 
and 27 women business  owners  through focus 
group discuss ions  (FGDs)  and key informant 

I N T RODU C T ION
Nangarhar  province  is  located in  southeastern 
Afghanistan and shares  an internat ional  border 
with  Pakistan.  The capita l  of  Nangarhar, 
Ja la labad,  is  the  pr imar y urban and economic 
hub of  eastern Afghanistan and is  a  major 
gateway for  goods  going to  and f rom Pakistan. 
The tota l  populat ion of  Nangarhar  is  upwards  of 
1 .7  mi l l ion persons ,  approximately  83 .7  percent 
of  whom l ive  in  rura l  communit ies .  Agr iculture 
is  the  pr imar y source  of  employment  in 
Nangarhar  with  42.2  percent  of  the  workforce 
engaged in  this  sec tor.  This  is  fol lowed by 

inter views (KIIs) .  The AWCCI worked to  ensure 
that  the  businesses  were  drawn f rom a  range of 
sec tors  with  owners  of  var ying ages  and socio-
economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .

employment  in  the  ser vices  sec tor  (38.9  percent 
of  the  workforce) ,  and f ina l ly  manufactur ing 
(19 percent) .  The adult  l i terac y  rate  (aged 15 
years  and older)  is  33 .5  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by the 
AWCCI includes  45 l icensed women-owned 
businesses  and 1 ,453 unl icensed businesses 
operat ing in  Nangarhar  province.  The l icensed 
businesses  are  distr ibuted across  nice  sec tors 
t racked by the  AWCCI,  with  the  most  dominant 

 

C a p a c i t y

Challenges & Constraints Solutions

G eneral  lack of  c ap acity  to  launch 
business es :  Despite  being less  than an 
hour  away f rom Kabul ,  the  FGDs and KIIs 
revea led that  the  women of  Logar  have  ver y 
l i t t le  conf idence in  their  own abi l ity  to 
successfu l ly  launch a  business .    	

The AWCCI and other  stakeholder’s 
in  women’s  economic development  can 
ident i f y  aspir ing women entrepreneurs 
and provide  the  needed training to 
establ ish  and operate  a  business .  Logar 
is  wel l  known for  var ious  types  of 
dair y  products ,  and these  products  are 
pr imari ly  being produced by women. 
Many women in  Logar  could bui ld 
micro and smal l  businesses  around dair y 
process ing ,  i f  empowered to  do so.

LO GAR

NANGARHAR



68 / /  NANGARHAR //

sectors  being manufactur ing (26.7  percent) , 
c lothing/handicraf ts  product ion (17.8 
percent) ,  and educat ion (13.3  percent) . 
In  contrast ,  the  unl icensed businesses  are 
over whelming concentrated in  just  two 
sectors :  c lothing/handicraf ts  product ion 
(62.8  percent) ,  and food product ion and 
process ing (34.6  percent) .

B oth l icensed and unl icensed business 
owners  re l ied pr imari ly  on personal  savings 
as  star tup capita l  (88 .9  percent  and 58 
percent ,  respect ively) .  A far  larger  number 
of  unl icensed businesses ,  though,  accessed 
capita l  through loans  f rom fami ly  members 
(31.2  percent)  compared to  their  unl icensed 
peers  ( just  8 .9  percent) .  None of  the  l icensed 
business  owners  received funding f rom 
development  programs,  compared to  10.8 
percent  of  unl icensed business  owners .  Just 
one l icensed business  had received a  loan 
f rom a  bank.

Licensed business  owners  were,  on average, 
more  educated than their  unl icensed peers , 

through focus  group discuss ions  (FGDs) 
and key informant  inter views (KIIs) .  The 
AWCCI worked to  ensure  that  the  businesses 
were  drawn f rom a  range of  sec tors  with 
owners  of  var ying ages  and socio-economic 
backgrounds. 

with  20 percent  having completed some type 
of  higher  educat ion compared to  5 .6  percent 
of  unl icensed business  owners .  Almost  ha l f  of 
l icensed business  owners  (44.4  percent)  had 
not  completed any type of  formal  educat ion, 
with  this  f igure  r is ing to  64.8  percent  among 
unl icensed business  owners .

The l icensed businesses  in  the  sample 
were  a lso  more f i rmly  establ ished than 
their  unl icensed peers ,  with  60 percent 
having been in  operat ion for  over  s ix  years . 
In  contrast ,  75 .4  percent  of  unl icensed 
businesses  had been establ ished only  within 
the  last  f ive  years .  A minor ity  of  l icensed and 
unl icensed businesses  were  ac t ive  on socia l 
media  plat forms (24.4  percent  and 3  percent , 
respect ively) . 

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Nangarhar  province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 82 women business  owners 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges 
and proposed solut ions .
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M a r k e t s

Challenges & Constraints Solutions

L ack of  physic al  market  for  women 
business es  in  Nangarhar :  At present , 
there  is  no dedicated space  in  the 
provincia l  capita l  of  Ja la labad for  women-
owned businesses  to  engage with female 
consumers . 	

The businesswomen of  Nangarhar  must 
organize  and col lec t ively  demand the 
a l locat ion of  rea l  estate  for  a  women’s 
market .  It  i s  imperat ive  that  the  AWCCI 
fur ther  develop the  capacity  of  i t s  zonal 
of f ice  in  Ja la labad to  support  this  e f for t . 

S e c u r i t y

Challenges & Constraints Solutions

L ack of  s e curity :  Due to  the  high levels 
of  insecur ity  in  Nangarhar,  many fami l ies 
ins ist  that  female  members  ref rain f rom 
spending much ( i f  any)  t ime outs ide  the 
home.  It  must  be  noted that  Nangarhar  is 
one of  the  most  cultura l ly  conser vat ive 
provinces  in  Afghanistan,  and it  i s  di f f icu lt 
to  address  the  restr ic t ions  on female 
movement  when there  are  leg it imate 
concerns  about  safety.

The Government  must  cont inue its  e f for t 
to  make publ ic  spaces  in  Nangarhar 
secure  for  c it izens .  Only  with increased 
publ ic  conf idence in  secur ity  wi l l  male 
heads-of-household permit  their  female 
re lat ions  to  leave  the  house  to  conduct 
business .

C a p i t a l

Challenges & Constraints Solutions

L ack of  access  to  c apita l :  The 
businesswomen of  Nangarhar  repor ted to 
the  AWCCI that  they have  ver y  few opt ions 
avai lable  to  obtain capita l  to  launch or 
expand a  business .  	

The Government  must  encourage 
commercia l  banks  and microf inance 
inst itut ions  to  make loan products  more 
access ible  to  micro and smal l  women-
owned businesses .  At  the  same t ime, 
the  AWCCI and other  stakeholders  can 
provide  t raining in  f inancia l  l i terac y  and 
loan management .
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In the  area  of  star tup f inancing,  20  out 
of  the  28 women-owned businesses  in  the 
database  had ut i l ized personal  savings  to 
launch their  enterpr ises .  F ive  businesses 
had received loans  f rom f r iends  and fami ly, 
whi le  three  were  able  to  access  grants  f rom 
development  sec tor  projec ts .  None of  the 
businesses  had received loans  f rom banks 
to  use  as  star tup capita l .

The vast  major ity  of  the  women owners 
of  these  28  businesses  (over  80  percent) 
had received a  secondar y or  higher  level 
of  educat ion.  Only  17.9  percent  repor ted 
to  the  AWCCI that  they had not  completed 
any formal  educat ion.  32 .1  percent  of  the 
businesswomen had earned bachelor  or 
associate’s  degrees ,  whi le  zero percent  had 
completed any graduate- level  educat ion.

O ver  ha l f  of  the  28 businesses ,  53 .6 
percent ,  repor ted to  the  AWCCI that 
they had used socia l  media  plat forms for 
business  development  and market ing . 
When disaggregat ing l icensed and 
unl icensed businesses ,  around 63.2 
percent  of  unl icensed businesses  c laimed 
to  use  socia l  media  plat forms,  compared 
to  only  around 33.3  percent  for  l icensed 
businesses .  This  distr ibut ion is  reversed 
in  most  other  provinces .

I N T RODU C T ION
Nimruz province,  located in  the  southwestern 
corner  of  Afghanistan,  i s  one of  the  largest 
provinces  in  terms of  geographic  area .  Nimruz 
shares  internat ional  borders  with  Iran to  the 
west  and Pakistan to  the  south.  Of  the  tota l 
populat ion of  approximately  183,000 persons , 
the  vast  major ity,  over  83  percent ,  l ive  in  rura l 
communit ies .  Agr icultura l  ac t iv it ies  are  the 
dominant  source  of  income in  Nimruz,  with 
44.1  percent  of  the  workforce  engaged in  this 
sec tor.  This  is  fol lowed by employment  in  the 
ser vices  sec tor  (38.3  percent) ,  and f ina l ly  the 
manufactur ing sec tor  (17.7  percent) .  Adult 
l i terac y  rates  (persons  15-years-old  and older) 
in  Nimruz province  are  quite  low.  Out  of  the 
ent ire  adult  populat ion,  only  31.2  percent  are 
funct ional ly  l i terate . 

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S 
The AWCCI nat ional  database  of  women-owned 
businesses  includes  nine  l icensed women-owned 
businesses  and 19 unl icensed businesses .  The 
l icensed businesses  were  pr imari ly  involved in 
manufactur ing (33.3  percent) ,  food product ion 
and process ing (33.3  percent) ,  educat ion (11.1 
percent) ,  and clothing/handicraf ts  product ion 
(11.1  percent) ,  whi le  the  unl icensed businesses 
were  concentrated in  clothing/handicraf ts 
product ion (73.7  percent)  and food product ion 
and process ing (15.8  percent) .
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C HA L L E N G E S A N D S OLU T ION S AT T H E 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Nimruz province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 37 women business  owners 
through focus  group discuss ions  (FGDs) 
and key informant  inter views (KIIs) .  The 

AWCCI worked to  ensure  that  the  businesses 
were  drawn f rom a  range of  sec tors  with 
owners  of  var ying ages  and socio-economic 
backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges 
and proposed solut ions .

 

M a r k e t s

Challenges & Constraints Solutions

L ack of  physic al  markets :  The lack of  a 
physica l  market  locat ion for  women-owned 
businesses  in  Nimruz is  an impediment  to 
increas ing sa les . 

With the  support  of  s takeholders  l ike 
the  AWCCI,  the  businesswomen of 
Nimruz must  organize  ef fec t ively  in 
order  to  advocate  for  the  construct ion 
of  a  dedicated women’s  market  in 
the  provincia l  capita l  of  Z aranj .  The 
Governor,  provincia l  Depar tment  of 
Urban Development  & L and,  and mayor’s 
of f ice  should support  a  separate  space  for 
women-owned  businesses  to  se l l  their 
products . 

L ack of  inclusion in  national  and regional 
trade exhibitions:  The businesswomen of 
Nimruz have  l i t t le  to  no representat ion 
at  nat ional  and internat ional  t rade 
exhibit ions .  This  is  the  result  of  two 
fac tors ;  1 . )  the  lack of  f inancia l  resources 
to  pay for  t ravel  and reg istrat ion fees ,  and 
2 .)  the  lack of  product  qual ity  control  and 
packaging necessar y  to  conform to  the 
standards  of  Afghanistan’s  urban hubs  and 
reg ional  markets .

This  cha l lenge must  be  addressed by a l l 
s takeholders  in  Afghan women’s  economic 
development .  The Ministr y  of  Industr y  & 
C ommerce  (MoIC),  with  the  support  of 
the  AWCCI,  must  monitor  this  issue  and 
ensure  that  women f rom rura l  provinces 
l ike  Nimruz are  contacted and invited 
to  par t ic ipate  in  exhibit ions .  When 
poss ible ,  f inancia l  support  for  log ist ics 
costs  could be  provided as  grants .

Minimal  domestic  network ing:  The 
businesswomen of  Nimruz have  few 
networking connect ions  to  other  businesses 
within their  industr y  in  other  provinces . 

The AWCCI recommends the  planning 
and implementat ion of  exposure  v is its 
so  that  women business  owners  can 
learn new product ion methods  and 
best  pract ices  f rom their  peers  in  other 
provinces .

NIMRUZ
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I N T RODU C T ION
Nuristan is  located in  Afghanistan’s  far  east 
and is  one of  the  countr y ’s  most  remote  and 
inaccess ible  provinces .  Although Nuristan 
shares  a  border  with  Pakistan there  are  no 
major  t rade corr idors  that  run through the 
province  due to  its  locat ion on the  f ront ier. 
The tota l  populat ion of  Nuristan is  c lose  to 

800,000 persons ,  of  whom 96.3  percent  l ive 
in  rura l  communit ies .   53 .2  percent  of  the 
working populat ion of  Nuristan is  engaged in 
the  agr iculture  sec tor,  fol lowed by 41.4  percent 
in  the  ser vices  industr y,  and the  remaining 5 .4 
percent  in  manufactur ing .  The adult  l i terac y 
rate  (aged 15 years  and older)  is  27 .5  percent .
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OV E RV I EW OF WOM E N - OW N E D BU SI N E S SE S
The AWCCI nat ional  database  of  women-owned 
businesses  does  not  contain any entr ies  for 
Nuristan province.  The sources  that  the  AWCCI 
inter viewed in  Nuristan repor ted that  women 
were  ac t ive  in  a  number  of  economic ac t iv it ies , 
pr imar i ly  operat ing out  of  the  home,  to  include 
tai lor ing ,  handicraf ts ,  animal  husbandr y,  and 
food product ion and process ing .  L ike  women-
owned businesses  in  other  underdeveloped 
provinces ,  they  face  a  wide array  of  cha l lenges 
that  range f rom l imited access  to  f inance to  a 
lack of  sk i l l s ,  equipment  and market  access .

I N T RODU C T ION
Pakt ia  is  located in  southern Afghanistan and 
shares  an internat ional  border  with  Pakistan to 
the  province’s  southeast .  The populat ion of  Pakt ia 
is  upwards  of  611,000 persons ,  approximately 
95 .4  percent  of  whom l ive  in  rura l  communit ies . 
The ser vices  sec tor  is  the  dominant  source  of 
income in  Pakt ia  (43.4  percent  of  the  workforce) , 
fol lowed by agr iculture  (39.7  percent) ,  and 
f ina l ly  manufactur ing (16.9  percent) .  The adult 
l i terac y  rate  in  Pakt ia  (aged 15 years  and older) 
is  26  percent .

O ver view of  Women-O wned Businesses
The nat ional- level  database  maintained by 
the  AWCCI includes  detai led informat ion 
on s ix  l icensed women-owned businesses 
and 454 unl icensed businesses .  The database 
a lso  includes  genera l  informat ion on 1 ,281 
unl icensed businesses  provided by development 

Chal lenges  and S olut ions  at  Provincia l  Level
In order  to  better  understand the  s ituat ion on 
the  ground in  Nuristan province,  the  AWCCI 
conducted severa l  key  informant  inter views 
(KIIs)  with  loca l  Government  of f ic ia ls .  These 
included the  provincia l  Director  of  Women’s 
Af fairs  Depar tment ,  the  provincia l  Director 
of  C ommerce  & Trade,  and members  of  the 
Provincia l  C ounci l .  Based on these  KIIs ,  the 
AWCCI has  developed the  fol lowing table  of 
cha l lenges  and proposed solut ions .

agencies  and microf inance inst itut ions .  It  i s 
important  to  note  that  data  f rom this  sample  of 
1 ,281 businesses  is  not  covered in  the  text  below.

The s ix  l icensed businesses  are  engaged in 
ser vices ,  educat ion,  and manufactur ing ,  with  one 
business  in  a  sec tor  not  t racked by the  AWCCI. 
Al l  s ix  l icensed businesses  were  launched 
with capita l  drawn f rom personal  savings .  In 
sharp contrast ,  97 .8  percent  of  unl icensed 
businesses  received some type of  f inancing f rom 
development  sec tor  programs.  This  suggests 
that  a  women’s  economic development  program 
has  been operat ing in  Pakt ia  in  recent  years , 
a lthough this  must  be  examined fur ther.

The level  of  educat ion of  l icensed vs .  unl icensed 
businesses  owners  is  atypica l  compared to  the 
nat ional  average,  a lthough it  i s  di f f icu lt  to  draw 
any def init ive  conclusions  f rom such a  smal l 

 

G o v e r n m e n t  S e r v i c e s

Challenges & Constraints Solutions

Obstacles  to  business  l icensing:  Nimruz is 
one of  12  rura l  Afghan provinces  that  does  not 
have  a  Depar tment  of  Industr y  & C ommerce 
(DoIC).  Nimruzi  businesswomen interested in 
l icensing their  business  must  make the  tedious 
journey to  Herat  City.

The Ministr y  of  Industr y  & C ommerce 
(MoIC) has  of f ices  for  business  l icensing in 
22 provinces  of  Afghanistan.  An expansion 
into  the  remaining 12 provinces  is  urgent ly 
required.

D e v e l o p m e n t  A s s i s t a n c e

Challenges & Constraints Solutions

L ack of  inclusion in  de velopment  programs: 
Development  programs funded by the  Afghan 
Government  and internat ional  development 
organizat ions  have  largely  ignored 
Nimruz province.  For  the  aspir ing Afghan 
businesswomen of  Nimruz,  who a lready face 
a  severe  uphi l l  batt le  due to  societa l  and 
economic chal lenges ,  the  lack of  support 
is  par t icular ly  detr imenta l  to  their  odds  of 
successfu l ly  operat ing a  business . 

At  present ,  the  businesswomen of  Nimruz 
do not  have  the  capacity  to  ef fec t ively 
communicate  their  concerns  to  Government 
bodies  and development  agencies .  This 
issue  must  be  addressed through advocac y/
leadership sk i l l s  t raining provided by the 
AWCCI and other  stakeholders .  Relevant 
Afghan Government  ent it ies  –  in  par t icular  the 
Ministr y  of  Women’s  Af fairs  (MoWA) – a long 
the  AWCCI and others ,  should raise  the  issue  of 
inclusive  development  programming with both 
government  non-government  organizat ions 
involved in  economic development .

S e ctor-sp e cif ic  supp or t :  Part ic ipants  in 
the  FGDs and KIIs  speci f ica l ly  ment ioned 
the  beauty  sa lon industr y  as  a  promising , 
cu ltura l ly  accepted ac t iv ity  for  Nimruzi 
businesswomen.  This  industr y  could grow 
fur ther  with  Government  and/or  development 
sec tor  support .

The businesswomen of  Nimruz must  be 
connected with f inancia l  inst itut ions  or  donor 
agencies  to  grow this  v iable  sec tor. 

 

C a p a c i t y

Challenges & Constraints Solutions

L ack of  k now le dge on how to  launch an 
enter pris e :  Women are  unaware  of  how to 
star t  a  business .  There  is  ver y  l i t t le  ( i f  any) 
capacity-bui lding support  avai lable  for  women 
entrepreneurs  in  Nuristan province. 

Fur ther  e f for t  must  be  under taken to  connect 
with  aspir ing women entrepreneurs  in 
Nuristan,  ident i f y  their  needs ,  and design 
t raining programs to  increase  their  chances  of 
success  in  launching a  business .

NURISTAN

PAKTIA
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sample  s ize .  The l icensed business  owners  were 
more l ikely  to  have  completed some type of 
higher  educat ion compared to  their  unl icensed 
peers  (33.3  percent  vs .  zero percent) ,  but  were 
a lso  more l ikely  to  have  no formal  educat ion 
(66.7  percent  vs .  54 .8  percent) .

Most  of  the  l icensed businesses  (83.3  percent  of 
the  tota l)  had been establ ished more than f ive 
years  ago,  whi le  100 percent  of  the  unl icensed 
businesses  had been launched within the  last  5 
years .  A minor ity  of  l icensed businesses  (33.3 
percent)  repor ted to  the  AWCCI that  they were 
ac t ive  promoting their  business  on socia l  media 
plat forms.  This  f igure  drops  to  less  than one 
percent  among unl icensed businesses .

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on the 
ground in  Pakt ia  province,  the  AWCCI engaged 
both provincia l- level  Government  of f ic ia ls 
and 21 women business  owners  through focus 
group discuss ions  (FGDs)  and key informant 
inter views (KIIs) .  The AWCCI worked to  ensure 
that  the  businesses  were  drawn f rom a  range of 
sec tors  with  owners  of  var ying ages  and socio-
economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .
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I N T RODU C T ION
Pakt ika  is  located in  southern Afghanistan and 
shares  a  long stretch of  border  with  Pakistan.  The 
tota l  populat ion of  the  province  is  approximately 
800,000 persons ,  of  whom approximately 
63  percent  l ive  in  rura l  communit ies .  53 .2 
percent  of  the  working populat ion of  Pakt ika  is 
engaged in  the  agr iculture  sec tor,  fol lowed by 
41.4  percent  in  the  ser vices  industr y,  and the 
remaining 5 .4  percent  in  manufactur ing .  The 
adult  l i terac y  rate  (aged 15 years  and older)  is 
34 .1  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by the 
AWCCI does  not  include any entr ies  for  Pakt ika 
province.  The provincia l  Director  of  Women’s 
Af fairs  in  Pakt ika  repor ted to  the  AWCCI that 
women were  economica l ly  ac t ive  in  the  province, 
pr imar i ly  in  the  areas  of  dair y  process ing , 
the  product ion of  pick led vegetables ,  chicken 
farming,  and tai lor ing .

I N T RODU C T ION
Panjshir  province  is  located in  centra l 
Afghanistan,  nor th of  Kabul ,  and is  dist inguished 
by an expansive  va l ley  that  can only  be  accessed 
through a  s ing le  mountain pass .  Panjshir  has 
a  tota l  populat ion of  approximately  170,000 
persons ,  a l l  of  whom l ive  in  rura l  communit ies . 
Agr iculture  employs  70.6  percent  of  the  Panjshir i 
workforce,  fol lowed by the  ser vices  sec tor  at 
18 .4  percent ,  and manufactur ing at  11  percent . 
Panjshir  is  the  centra l  hub in  Afghanistan for 
the  mining of  emera lds  and other  precious 
gemstones ,  a lthough mining operat ions  are 
rudimentar y  (and of ten conducted i l lega l ly) , 
with  l i t t le  to  no va lue  addit ion actua l ly  taking 
place  within the  province.

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by the 
AWCCI includes  four  l icensed women-owned 
businesses  and 58 unl icensed businesses .  Whi le 
it  i s  not  poss ible  to  draw conclusions  f rom such 
a  smal l  sample  s ize ,  the  four  l icensed businesses 
in  Panjshir  each accessed f inancing through 
di f ferent  channels ;  one through personal 
savings ,  one through loans  f rom relat ives ,  one 
through bank loans ,  and one through ass istance 
f rom a  development  program.  Among the  12 
unl icensed businesses  in  the  database,  10  had 
drawn on personal  savings  to  launch their 
business ,  whi le  two had been able  to  acquire 
funding through development  programs.

 

M a r k e t s

Challenges & Constraints Solutions

L ack of  physic al  markets :  The businesswomen 
of  Pakt ia  lack a  dedicated women’s  market  to 
connect  with  female  consumers .
	

Organized advocac y must  take  place  in  Pakt ia , 
led  by  loca l  businesswomen,  to  push for  the 
establ ishment  of  a  women’s  market

L ow p ar ticip ation rates  in  national  and 
regional  trade exhibitions:  Women-owned 
businesses  in  Pakt ia  have  low rates  of 
par t ic ipat ion in  nat ional  and reg ional  t rade 
exhibit ions .  This  l imits  the  opportunit ies 
of  these  businesses  to  connect  with  buyers 
outs ide  of  their  loca l  communit ies .

The AWCCI and other  stakeholders  must  ensure 
that  the  women-owned businesses  of  Pakt ia 
and other  rura l  provinces  are  provided a l l  the 
support  needed to  par t ic ipate  in  nat ional  and 
regional  t rade exhibit ions .  Specia l  e f for t  must 
be  made to  ensure  that  such exhibit ions  have 
a  divers ity  of  provinces  represented. 

PAKTIKA

PANJSHIR



76 / /  PANJSHIR //

The di f ference  in  the  level  of  educat ion between 
l icensed and unl icensed women business 
owners  is  unremarkable .  L icensed business 
owners  were  moderately  more  educated,  with 
75 percent  having completed some form of 
higher  educat ion compared to  41.7  percent  of 
unl icensed business  owners .  In  both groups ,  25 
percent  of  business  owners  had not  completed 
any formal  educat ion. 

L icensed businesses  were  more wel l -establ ished 
than their  unl icensed counterpar ts ,  but  only  by 
a  s l im margin.  75  percent  of  l icensed business 
owners  had been operat ing for  s ix  or  more  years , 
compared to  66.7  percent  of  unl icensed business 
owners .  In  the  area  of  business  development 
and market ing ,  ha l f  of  the  l icensed businesses 
repor ted to  the  AWCCI that  they were  promoting 
their  products  and ser vices  on socia l  media 
plat forms,  whi le  the  remaining two had not . 

Only  17 percent  of  unl icensed businesses  f rom 
Panjshir  had engaged in  market ing ac t iv it ies  on 
socia l  media  plat forms.

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Panjshir  province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 58 women business  owners 
through focus  group discuss ions  (FGDs)  and 
key informant  inter views (KIIs) .  The AWCCI 
worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .
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I N T RODU C T ION
Par wan is  located immediately  nor th of  Kabul 
province  in  centra l  Afghanistan and ser ves  as 
a  major  t ransit  province  for  goods  going to 
and f rom northern Afghanistan and beyond. 
The populat ion of  Par wan is  upwards  of 
730,000,  approximately  90 .1  percent  of  whom 
l ive  in  rura l  communit ies .  The major ity  of 
the  workforce  (56 percent)  is  engaged in  the 
agr iculture  sec tor,  with  32.2  percent  working 
in  ser vices ,  and the  remaining 11.6  percent 
working in  manufactur ing .  Key products  of 
Par wan include handicraf t  i tems,  c lothing, 
cotton,  dair y  products ,  embroidered items. 
jams,  vegetable  pastes ,  pick led vegetables ,  and 
baked goods .  The adult  l i terac y  rate  (15 years 
and older)  is  41 .4  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by 
the  AWCCI includes  24 l icensed women-
owned business  and 113 unl icensed businesses 
operat ing in  Par wan province.  The l icensed 
businesses  operate  in  s ix  sec tors  t racked by 
the  AWCCI,  pr imari ly  c lothing/handicraf ts 
product ion (20.8  percent) ,  food product ion and 
process ing (16.7  percent) ,  and logist ics  (12.5 
percent) .  The unl icensed businesses  operate 
across  f ive  sec tors ,  with  clothing/handicraf ts  as 
the  preeminent  sec tor  (93.8  percent) .

The l icensed businesses  were  pr imari ly  funded 
with personal  savings  (91.7  percent  of  the  tota l) 
with  one l icensed business  having received loans 
f rom fami ly  members ,  and one having received 
a  loan f rom a  bank.  Remarkably,  62 .8  percent  of 
unl icensed businesses  repor ted to  the  AWCCI 
that  they had received some type of  f inancia l 
ass istance  f rom development  programs in  order 
to  launch their  businesses .  This  would indicate 
a  high level  of  development  sec tor  ac t iv ity  in 
support  of  women’s  economic development  in 
Par wan,  l ikely  re lated to  its  c lose  proximity  to 
Kabul .

Whi le  the  educat ion level  of  both l icensed and 
unl icensed business  owners  in  Par wan province 
is  less  than the  nat ional  average,  the  dispar ity 
in  educat ion between the  two groups  is  even 
more severe.  25  percent  of  l icensed business 
owners  had completed some level  of  higher 
educat ion,  compared to  just  1 .8  percent  of 
unl icensed business  owners .  On the  opposed 
end of  the  spectrum,  33.3  percent  of  l icensed 
business  owners  had not  completed any formal 
educat ion,  a  f igure  that  more  than doubles 
among unl icensed business  owners  (79.6 
percent) .

PARWAN

 

R e p r e s e n t a t i o n  o f  Wo m e n  i n  K e y  I n d u s t r i e s

Challenges & Constraints Solutions

L ack of  female  repres entation in  tourism 
industr y :  Panjshir  province  is  a  popular 
dest inat ion in  the  warmer months  of  the  year 
due to  its  scenic  mountain v iews and high 
degree  of  secur ity.  Whi le  tour ists  represent  a 
v iable  source  of  income through tour  ser vices 
and handicraf ts  sa les ,  Panjshir i  businesswomen 
have had l itt le  success  penetrat ing this  industr y.

Ef for ts  must  be  made to  examine the  reasons 
why so  few Panjshir i  businesswomen view the 
tour ism industr y  as  an att ract ive  investment . 
If  the  obstacle  is  pr imar i ly  cultura l 
conser vat ism,  then leaders  of  Panjshir i 
communit ies  can be  engaged to  promote  the 
benef it  of  women contr ibut ing income to 
their  households  through enterpr ises  cater ing 
to  tour ists .
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Licensed businesses  were  more wel l -establ ished 
than their  unl icensed peers ,  with  the  major ity 
(58.3  percent)  having been in  operat ion for 
s ix  or  more  years .  In  contrast ,  69 .9  percent 
of  unl icensed businesses  had been establ ished 
in  just  the  last  f ive  years .  L icensed businesses 
were  a lso  much more l ikely  to  use  socia l 
media  plat forms,  with  ha l f  repor t ing to  the 
AWCCI that  they were  ac t ive  promoting their 
businesses  on Facebook,  Instagram,  and other 
s ites .  This  f igure  drops  to  just  12 .4  percent 
among unl icensed businesses .

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on the 
ground in  Par wan province,  the  AWCCI engaged 
both provincia l- level  Government  of f ic ia ls 
and 50 women business  owners  through focus 
group discuss ions  (FGDs)  and key informant 
inter views (KIIs) .  The AWCCI worked to  ensure 
that  the  businesses  were  drawn f rom a  range of 
sec tors  with  owners  of  var ying ages  and socio-
economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .
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SAMANGAN

I N T RODU C T ION
Samangan is  located in  Afghanistan’s  nor th, 
shar ing a  border  with  f ive  other  Afghan 
provinces  ( including Balkh province) .  The 
tota l  populat ion exceeds  430,000 persons , 
approximately  92  percent  of  whom l ive  in 
rura l  communit ies .  Agr iculture  is  the  main 
dr iver  of  the  Samangani  economy,  employing 
approximately  41 .2  percent  of  the  workforce. 
This  is  fol lowed by employment  in  the  ser vices 
sec tor  (29.5  percent)  and f ina l ly  manufactur ing 
(29.3  percent) .  The adult  l i terac y  rate  (aged 
15-years  and older)  in  Samangan is  24  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by the 
AWCCI includes  29 l icensed women-owned 
businesses  and 148 unl icensed businesses 
operat ing in  Samangan province.  Among 
l icensed businesses ,  the  major ity  (51.7  percent) 
were  involved in  manufactur ing ,  fol lowed by 
clothing/handicraf ts  product ion (20.7  percent) , 
and f ina l ly  ser vices  (10.3  percent) ,  with  the 
remaining number  spread out  over  severa l 
other  sec tors .  The unl icensed businesses ,  on 
the  other  hand,  were  pr imari ly  concentrated 
in  the  food product ion and process ing sec tor 

 

C a p a c i t y

Challenges & Constraints Solutions

L ack of  c ap acity-bui lding opp or tunities :  The 
businesswomen of  Par wan have repor ted that 
they lack cr it ica l  sk i l l s  in  business  and have  few 
opportunit ies  loca l ly  to  par t ic ipate  in  t raining 
programs. 	

Stakeholders  in  Afghan women’s  economic 
development  must  work to  make business 
t raining opportunit ies  avai lable  to  as  many 
provincia l  businesswomen as  poss ible . 
Par wan province  borders  Kabul  province, 
and the  commute to  Kabul  City  is  re lat ively 
secure.  As  such,  shor t  courses  target ing the 
businesswomen of  Par wan may be  a  good 
star t ing point  in  the  long-term miss ion to 
extend the  avai labi l ity  of  t raining outwards 
f rom Kabul .

M a r k e t s

Challenges & Constraints Solutions

Diff icu lty  conne cting w ith buyers :  There  is  no 
dedicated women’s  market  in  Par wan province, 
and addit ional ly  the  businesswomen of  Par wan 
repor t  that  they have  not  been ef fec t ive  in 
penetrat ing the  Kabul  market  despite  it s  c lose 
proximity.  	

The businesswomen of  Par wan must  organize 
and advocate  for  the  a l locat ion of  rea l  estate 
for  a  women’s  market  in  the  provincia l 
capita l  of  Char ikar.  The AWCCI can do its 
par t  by  organizing networking events  for  the 
businesswomen of  Par wan with the  objec t ive 
of  increas ing sa les  opportunit ies  in  Kabul .

 

C a p i t a l

Challenges & Constraints Solutions

L ack of  access  to  c apita l :  One point  that  was 
raised repeatedly  dur ing the  FGD and KII 
process  was  the  di f f icu lty  access ing capita l  for 
star tup and expansion purposes . 	

The AWCCI and other  stakeholders  can hold 
informat ion sess ions  for  the  businesswomen 
of  Par wan to  introduce them to  var ious 
lending inst itut ions  and provide  a  bas ic 
introduct ion to  the  process  of  apply ing for  a 
loan.
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(6 .5  percent) ,  with  21.6  percent  engaged in 
handicraf ts/clothing product ion,  and just  8 .8 
percent  working in  the  agr iculture  sec tor.

The l icensed businesses  in  the  sample  re l ied 
pr imari ly  on personal  savings  as  star tup capita l 
(69  percent  of  the  tota l) .  Of  the  remaining 
businesses ,  17 .2  percent  borrowed money f rom 
relat ives ,  10 .3  percent  were  able  to  access 
loans  f rom banks ,  and 3 .4  percent  received 
some type of  funding f rom development  sec tor 
programs.  In  contrast ,  a  plura l ity  of  unl icensed 
businesses  (43.2  percent)  received funding 
f rom development  programs.  A large  minor ity 
of  unl icensed businesses  (40.5  percent)  drew 
on personal  savings  to  launch their  enterpr ises , 
with  15.5  percent  receiv ing loans  f rom fami ly 
members ,  and .7  percent  obtaining loans  f rom 
banks .

As  is  the  case  in  most  other  provinces ,  l icensed 
business  owners  were  more educated than their 
unl icensed peers .  27 .6  percent  of  l icensed 
business  owners  had completed some form of 
higher  educat ion,  compared to  just  5 .4  percent 
of  unl icensed business  owners .  On the  other 
end of  the  spectrum,  34.5  percent  of  l icensed 
business  owners  had not  completed any formal 
educat ion,  a  f igure  that  jumps to  66.2  percent 
among unl icensed business  owners . 

The dispar ity  in  educat ion between l icensed 
and unl icensed business  owners  may explain 
the  s igni f icant  gap in  dig ita l  l i terac y  between 
these  two groups .  41  percent  of  l icensed 
business  owners  repor ted to  the  AWCCI that 
they ut i l ized socia l  media  plat forms to  promote 
their  products  and ser vices .  This  f igure  drops 
to  just  4  percent  among unl icensed businesses . 

The l icensed businesses  in  the  Samangan 
sample  were  more wel l -establ ished than their 
unl icensed counterpar ts ;  51 .7  percent  had been 
in  operat ion for  s ix  or  more  years ,  compared to 
20.3  percent  of  unl icensed businesses .

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Samangan province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 70 women business  owners 
through focus  group discuss ions  (FGDs)  and 
key informant  inter views (KIIs) .  The AWCCI 
worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .
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I N T RODU C T ION
Sar-e-Pul  is  located in  Afghanistan’s  nor th, 
shar ing a  border  with  s ix  other  Afghan provinces 
( including Balkh province) .  The tota l  populat ion 
exceeds  620,000 persons ,  approximately  92 
percent  of  whom l ive  in  rura l  communit ies . 
Agr iculture  is  the  main dr iver  of  the  provincia l 
economy,  employing approximately  66 .8 
percent  of  the  workforce.  This  is  fol lowed by 
employment  in  the  manufactur ing sec tor  (18.7 
percent)  and f ina l ly  ser vices  (14.4  percent) .  The 
adult  l i terac y  rate  (aged 15-years  and older)  in 
Sar-e-Pul  is  26 .6  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by the 
AWCCI includes  nine  l icensed women-owned 
businesses  and 244 unl icensed businesses 
operat ing in  Sar-e-Pul  province.  Among l icensed 
businesses ,  three  were  engaged in  the  educat ion 
sector,  with  one each distr ibuted among carpet 
product ion,  c lothing & handicraf ts  product ion, 
and saf f ron & other  spices  product ion and sa les . 
The three  remaining l icensed businesses  were 
involved in  sec tors  not  t racked by the  AWCCI. 
The unl icensed businesses ,  on the  other  hand, 
were  concentrated in  the  food product ion 

 

C a p a c i t y

Challenges & Constraints Solutions

L ack of  business  e duc ation opp or tunities : 
The businesswomen of  Samangan have 
expressed f rustrat ion at  the  lack of  bas ic 
business  educat ion programs avai lable .  This 
has  prevented many businesswomen f rom 
gaining a  foundat ion of  knowledge in  such 
topics  as  f inancia l  account ing ,  market ing ,  and 
operat ional  management .

The AWCCI and other  stakeholders  in 
Afghan women’s  economic development 
must  develop a  st rateg y to  provide  shor t 
courses  in  bas ic  business  sk i l l s  to  provincia l 
businesswomen.  Provided that  funding 
is  avai lable ,  these  shor t  courses  can be 
conducted in  Kabul ,  with  networking events 
and exposure  v is its  to  s imi lar  businesses 
incorporated into  the  program.

M a r g i n a l i z a t i o n

Challenges & Constraints Solutions

Marginalization by the  prov incia l  government: 
The businesswomen of  Samangan expressed 
f rustrat ion that  they were  not  being considered 
in  business  events  organized by the  provincia l 
Government . 

As  with the  issue  of  women’s  markets , 
this  s ituat ion can only  be  resolved i f  the 
businesswomen of  Samangan can become 
organized and col lec t ively  demand inclusion 
by the  provincia l  Government .  The AWCCI 
can play  a  support ive  role ,  but  any advocac y 
at  the  provincia l  level  must  be  led by the 
businesswomen of  Samangan themselves .

 

M a r k e t s

Challenges & Constraints Solutions

L ack of  women’s  markets :  There  are  no 
women’s  markets  in  Samangan.  The result  i s 
that  women business  owners  have  di f f icu lty 
connect ing with women consumers . 

The businesswomen of  Samangan must 
achieve  some level  of  organizat ion in  order  to 
advocate  to  provincia l  Government  of f ic ia ls 
to  a l locate  suitable  rea l  estate  for  a  women’s 
market .  The AWCCI can support  this  e f for t , 
but  u lt imately  there  must  be  a  cr it ica l  mass  of 
businesswomen who are  prepared to  f ight  for 
their  own commercia l  area .

SAR-E-PUL
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& process ing (57.8  percent)  and clothing & 
handicraf ts  (36.5  percent)  sec tors .

The l icensed businesses  in  the  sample  re l ied 
pr imari ly  on personal  savings  as  star tup capita l 
(88 .9  percent  of  the  tota l) .  Of  the  remaining 
businesses ,  11 .1  percent  borrowed money f rom 
relat ives .  In  contrast ,  the  vast  major ity  of 
unl icensed businesses  (81.6  percent)  received 
funding f rom development  programs.  Only  18.4 
percent  drew on personal  savings  to  launch 
their  enterpr ises .

As  is  the  case  in  most  other  provinces ,  l icensed 
business  owners  were  more educated than their 
unl icensed peers .  66 .7  percent  of  l icensed 
business  owners  had completed some form of 
higher  educat ion,  compared to  just  2  percent 
of  unl icensed business  owners .  On the  other 
end of  the  spectrum,  33.3  percent  of  l icensed 
business  owners  had not  completed any formal 
educat ion,  a  f igure  that  jumps to  59.4  percent 
among unl icensed business  owners . 

The dispar ity  in  educat ion between l icensed 
and unl icensed business  owners  may explain 
the  s igni f icant  gap in  dig ita l  l i terac y  between 

these  two groups .  44 .4  percent  of  l icensed 
business  owners  repor ted to  the  AWCCI that 
they ut i l ized socia l  media  plat forms to  promote 
their  products  and ser vices .  This  f igure  drops  to 
just  2 .9  percent  among unl icensed businesses . 

The l icensed businesses  in  the  Sar-e-Pul 
sample  were  more wel l -establ ished than their 
unl icensed counterpar ts ;  44 .4  percent  had been 
in  operat ion for  s ix  or  more  years ,  compared to 
6 .1  percent  of  unl icensed businesses .

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Samangan province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 72 women business  owners 
through focus  group discuss ions  (FGDs)  and 
key informant  inter views (KIIs) .  The AWCCI 
worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .

I N T RODU C T ION
Takhar  is  located in  Afghanistan’s  far  nor th 
and shares  a  border  with  Taj ik istan.  The tota l 
populat ion of  the  province  is  upwards  of 
545,000 persons ,  of  whom 72.7  percent  l ive 
in  rura l  communit ies .  39 .3  percent  of  the 
working populat ion of  Takhar  is  engaged in  the 
agr iculture  sec tor,  fol lowed by 37.8  percent  in 
the  ser vices  industr y,  and the  remaining 22.9 
percent  in  ser vices .  The adult  l i terac y  rate  (aged 
15 years  and older)  is  68 .1  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The AWCCI database  of  women-owned 
businesses  contains  231 entr ies  for  Takhar,  of 
which 8 are  l icensed businesses  and the remaining 
223 are  unl icensed.  The l icensed businesses  are 
fair ly  evenly  distr ibuted across  four  sec tors : 
manufactur ing (37.5  percent) ,  educat ion (25 
percent) ,  c lothing/handicraf ts  product ion (12.5 
percent) ,  and food product ion and process ing 
(12.5  percent) .  The s ing le  remaining business  is 
engaged in  a  sec tor  not  t racked by the  AWCCI. 
The unl icensed businesses  operate  across  s ix 
sec tors ,  a lthough the  over whelming major ity 
(84.8  percent)  are  concentrated in  clothing/
handicraf ts  product ion.

B oth l icensed and unl icensed businesses 
largely  re l ied on personal  savings  to  f inance 
their  launch (75 percent  and 92.8  percent , 

respect ively) .  Among the  remaining two 
unl icensed businesses ,  one had had received 
a  loan f rom fami ly  members ,  and the  other 
had received a  bank loan.  Among unl icensed 
businesses ,  5 .4  percent  had accessed loans  f rom 
banks ,  whi le  .4  percent  drew on loans  f rom 
fami ly  members .  The remaining 1 .3  percent  of 
unl icensed businesses  had secured some type of 
f inancing f rom a  development  program.

In the  educat ion sphere,  l icensed business 
owners  were  moderately  more  educated than 
their  unl icensed peers .  50  percent  of  l icensed 
business  owners  had completed some form of 
higher  educat ion,  compared to  28.3  percent  of 
unl icensed business  owners .  The percentage  of 
business  owners  who had not  completed any 
formal  educat ion,  on the  other  hand,  was  nearly 
ident ica l  among the  l icensed and unl icensed 
samples :  50  percent  and 52 percent ,  respect ively. 

The l icensed businesses  were  more wel l -
establ ished than their  unl icensed counterpar ts , 
with  a  100 percent  of  the  l icensed businesses 
having been in  operat ion for  s ix  or  more 
years  compared to  46.2  percent  of  unl icensed 
businesses .  Only  25 percent  of  l icensed 
businesses  repor ted to  the  AWCCI that  they 
used socia l  media  plat forms to  promote  their 
products  and ser vices .  This  f igure  drops  fur ther 
to  6 .7  percent  among unl icensed businesses .
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C a p a c i t y

Challenges & Constraints Solutions

L ack of  c ap acity  to  s eiz e  sa les 
opp or tunities  at  trade exhibitions: 
The businesswomen of  Sar-e-Pul  women 
have not  received suf f ic ient  t raining to 
successfu l ly  par t ic ipate  in  nat ional  and 
reg ional  t rade exhibit ions .

Stakeholders  in  Afghan women’s 
economic development  must  work 
together  to  plan and implement  programs 
that  prepare  provincia l  businesswomen, 
including those  f rom Sar-e-Pul ,  in  the 
sk i l l s  necessar y  to  reg ister  to  par t ic ipate 
in  t rade exhibit ions  and bui ld  long-term 
relat ions  with buyers  at  these  events .

TAKHAR



84 / /  URUZGAN //

I N T RODU C T ION
Uruzgan is  located in  south-centra l 
Afghanistan and is  one of  the  countr y ’s  least-
developed provinces .  The tota l  populat ion of 
the  province  is  upwards  of  436,000 persons , 
of  whom approximately  86 .3  percent  l ive  in 
rura l  communit ies .  54 .7  percent  of  the  working 
populat ion of  Uruzgan is  engaged in  the 
agr iculture  sec tor,  fol lowed by 23.2  percent  in 
manufactur ing ,  and the  remaining 22.1  percent 
in  ser vices .  The adult  l i terac y  rate  (aged 15 
years  and older)  is  33 .4  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The AWCCI database  of  women-owned 
businesses  contains  55  entr ies  for  Uruzgan, 
of  which 3  are  l icensed businesses  and the 
remaining 52 are  unl icensed.  The l icensed 
businesses  are  engaged in  educat ion and 
manufactur ing ,  with  one working in  a  sec tor 
not  t racked by the  AWCCI.  The over whelming 
major ity  of  unl icensed businesses  (94.2 
percent)  are  engaged in  clothing/handicraf ts , 
with  the  remaining 5 .8  percent  working in 
food product ion and process ing .  Al l  of  the 
businesses  in  the  Uruzgan sample,  both l icensed 

and unl icensed,  were  f inanced with personal 
savings .

The owners  of  l icensed businesses  had completed 
s igni f icant ly  more  higher  educat ion than their 
unl icensed peers  (33.3  percent  vs .  3 .8  percent) . 
With that  said,  a  major ity  of  l icensed business 
owners  (66.7  percent)  had not  completed any 
formal  educat ion.  This  f igure  increases  to  86.5 
percent  among unl icensed business  owners .

The l icensed businesses  were  a l l  wel l -
establ ished,  with  100 percent  having been in 
operat ion for  s ix  or  more  years .  This  f igure  drops 
to  60 percent  among unl icensed businesses . 
None of  the  l icensed or  unl icensed businesses 
used socia l  media  plat forms to  promote  their 
products  or  ser vices . 

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Uruzgan province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 15 women business  owners 
through focus  group discuss ions  (FGDs) 
and key informant  inter views (KIIs)  for  the 

WNBA. The AWCCI worked to  ensure  that  the 
businesses  were  drawn f rom a  range of  sec tors 
with  owners  of  var ying ages  and socio-economic 
backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .
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C a p a c i t y

Challenges & Constraints Solutions

L ack of  e quipment:  Businesses  operat ing 
in  var ious  sec tors ,  f rom clothing/
handicraf ts  product ion to  food process ing , 
have  repor ted that  they do not  have  the 
equipment  necessar y  to  achieve  their 
potent ia l .

Var ious  opt ions  should be  examined 
that  would a l low micro and smal l 
women-owned businesses  in  Uruzgan to 
obtain the  hardware  they need to  grow 
and prosper.  This  includes  looking at 
commercia l  and microf inance lending 
opt ions ,  community  lending schemes, 
and grants  f rom development  programs.

URUZGAN



86 / /  WARDAK //

I N T RODU C T ION
Wardak province  is  located in  centra l 
Afghanistan,  just  southwest  of  Kabul  province. 
The tota l  populat ion of  Wardak is  just  upwards 
of  660,000 thousand persons ,  99 .5  percent  of 
whom l ive  in  rura l  communit ies .  Agr iculture 
is  the  most  dominant  sec tor  in  Wardak, 
employing 71.6  percent  of  the  workforce, 
fol lowed by ser vices  (21.2  percent) ,  and f ina l ly 
manufactur ing (7 .2  percent) .  The adult  l i terac y 
rate  (aged 15 years  and older)  is  37 .5  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The nat ional- level  database  maintained by the 
AWCCI includes  three  l icensed women-owned 
businesses  and seven unl icensed businesses 
operat ing in  Wardak province.  The three 
l icensed businesses  are  engaged in  dr y  f ruits 
process ing ,  manufactur ing ,  and one other  sec tor 
that  is  not  t racked by the  AWCCI.  Al l  of  the 
unl icensed businesses  are  engaged in  clothing/
handicraf ts  product ion.

The l icensed businesses  in  Wardak accessed 
star tup capita l  f rom three  di f ferent  sources : 
personal  savings ,  loans  f rom fami ly  members , 
and a  bank loan in  one case.  Among unl icensed 
businesses ,  one received loans  f rom fami ly 
members ,  three  taped into  personal  savings ,  and 
three  accessed some type of  f inancia l  support 
f rom development  programs.

The l icensed business  owners  were  more 
educated than their  unl icensed peers ,  and 
addit ional ly  the  l icensed businesses  were  more 
wel l -establ ished.  66 .7  percent  of  l icensed 
businesses  had been in  operat ion for  s ix  or 
more  years ,  compared to  just  14 .3  percent  of 
unl icensed businesses .  Al l  of  the  l icensed and 
unl icensed business  owners  in  the  Wardak 
sample  repor ted to  the  AWCCI that  they were 
not  ac t ive  promoting their  businesses  on socia l 
media  plat forms.

WARDAK
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C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on 
the  ground in  Wardak province,  the  AWCCI 
engaged both provincia l- level  Government 
of f ic ia ls  and 11 women business  owners 
through focus  group discuss ions  (FGDs)  and 
key informant  inter views (KIIs) .  The AWCCI 

worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .

 

M a r k e t s

Challenges & Constraints Solutions

Diff icu lty  reaching consumers  lo c al ly  and 
in  Kabu l :  The businesswomen of  Wardak 
struggle  to  direc t ly  connect  with  buyers 
loca l ly  and in  neighbor ing Kabul .  As  a 
result ,  their  prof it  margins  are  reduced 
by the  middlemen who are  moving their 
products . 	

A physica l  space  should be  a l located 
for  women’s  businesses  in  Wardak. 
Training in  market ing and sa les  should 
a lso  be  arranged for  the  businesswomen 
of  Wardak to  ass ist  them in direc t ly 
reaching consumers .

C a p a c i t y

Challenges & Constraints Solutions

L ack of  te chnic al  sk i l ls  and foundational 
business  sk i l ls :  The businesswomen of 
Wardak have  repor ted to  the  AWCCI that 
they need t raining in  f inancia l  l i terac y, 
as  wel l  as  technica l  sk i l l s  in  per forming 
va lue  addit ion to  Wardak’s  wide  var iety  of 
agr icultura l  products .

A vocat ional  t raining center  in  Wardak 
should be  establ ished to  cont inuously 
provide  t raining to  women in  both 
foundat ional  business  sk i l l s  and 
food process ing .  Wardak province  is 
noteworthy for  it s  apple  and apr icot 
har vests ,  and both of  these  f ruits  are  in 
high demand once dr ied or  prepared as 
jams.



88 / /  Z ABUL //

I N T RODU C T ION
Z abul  province  is  located in  a  semi-
mountainous  reg ion of  southern Afghanistan 
and shares  a  border  with  neighbor ing Pakistan. 
The tota l  populat ion of  the  province  is  upwards 
of  384,000 persons ,  of  whom 96.6  percent 
l ive  in  rura l  communit ies .  66 .3  percent  of  the 
working populat ion of  Z abul  is  engaged in  the 
agr iculture  sec tor,  fol lowed by 23.6  percent  in 
the  ser vices  industr y,  and the  remaining 10.1 
percent  in  manufactur ing .  The adult  l i terac y 
rate  (aged 15 years  and older)  is  17 .2  percent .

OV E RV I EW OF WOM E N - OW N E D 
BU SI N E S SE S
The AWCCI database  of  women-owned 
businesses  contains  36  entr ies  for  Z abul ,  of 
which four  are  l icensed businesses  and the 
remaining 32 are  unl icensed.  Two of  the 
l icensed businesses  operate  in  the  clothing/
handicraf ts  product ion sector,  and one is 
engaged in  manufactur ing .  The four th l icensed 
business  is  operat ing in  a  sec tor  not  t racked 
by the  AWCCI.  The unl icensed businesses  in 
the  sample  are  pr imari ly  engaged in  clothing/
handicraf ts  product ion (53.1  percent)  and food 
product ion and process ing (37.5  percent) . 

Z ABUL

B oth l icensed and unl icensed businesses  were 
pr imari ly  funded using personal  savings  (100 
percent  and 71.9  percent ,  respect ively) .  28 .1 
percent  of  unl icensed businesses  were  able  to 
receive  some form of  funding f rom development 
sec tor  programs.  None of  the  businesses  in  the 
Z abul  sample  had received loans  f rom banks  or 
microf inance inst itut ions .

Of  the  four  l icensed business  owners  in  the 
sample,  a l l  had completed some level  of 
secondar y educat ion.  Among the  unl icensed 
business  owners ,  12 .5  percent  had completed 
some level  of  secondar y educat ion,  and 37.5 
percent  had done some level  of  pr imar y and 
secondar y educat ion.  50  percent  of  unl icensed 
business  owners  had not  completed any formal 
educat ion.

The l icensed businesses  in  the  sample  were 
s igni f icant ly  more  wel l -establ ished than their 
unl icensed counterpar ts ;  50  percent  had been 
in  operat ion for  s ix  or  more  years ,  compared 
to  just  18 .8  percent  of  unl icensed businesses . 

A minor ity  of  l icensed businesses  (25 percent) 
repor ted to  the  AWCCI that  they were  promoting 
their  products  and ser vices  on socia l  media 
plat forms.  This  f igure  drops  to  15.6  percent 
among unl icensed businesses .

C HA L L E N G E S A N D S OLU T ION S AT 
PROV I N C IA L L EV E L
In order  to  better  understand the  s ituat ion on the 
ground in  Z abul  province,  the  AWCCI engaged 
both provincia l- level  Government  of f ic ia ls 
and 58 women business  owners  through focus 
group discuss ions  (FGDs)  and key informant 
inter views (KIIs)  for  the  WNBA. The AWCCI 
worked to  ensure  that  the  businesses  were 
drawn f rom a  range of  sec tors  with  owners  of 
var ying ages  and socio-economic backgrounds. 

Based on these  FGDs and KIIs ,  the  AWCCI has 
developed the  fol lowing table  of  cha l lenges  and 
proposed solut ions .
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A d v o c a c y

Challenges & Constraints Solutions

L ack of  organiz e d advo c ac y :  At present , 
organizat ions  that  are  mandated to  support 
women-owned businesses  to  include AWCCI 
itse l f ,  are  not  organized or  coordinated 
within the  province.  The result  i s  a  lack 
of  understanding of  the  chal lenges  that 
women-owned businesses  face  in  Z abul , 
thereby making advocac y ef for ts  even more 
di f f icu lt  to  pursue.

Women business  owners  must  be  provided 
with advocac y,  leadership,  and business 
management training,  so  that  they can gain 
the  conf idence to  organize  themselves .  It 
i s  important  that  the  businesswomen of 
Z abul  organize  themselves  organica l ly, 
without  groups  or  associat ions  set  up by 
outs iders  f rom Kabul  and the  other  big 
c it ies .  The AWCCI,  with  support  f rom 
stakeholders ,  can help  create  an init ia l 
advocac y committee,  but  u lt imately 
the  businesswomen of  Z abul  must  take 
ownership of  the  process .
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