ACCESS TO

FINANCIAL RESOURCES ror

WOMEN ENTREPRENEURS
IN GEORGIA:

CHALLENGES AND OPPORTUNITIES

Analytical Report
2025




implemente d by

Partnersin .
Hansmma"on 5 German Sparkassenstiftung
ambers and

german ~J Associations EASTERN EUROPE AND CENTRAL ASIA
cooperation
EEEEEEEEEEEEEEEEEEEEEE

Access to Financial Resources for Women
Entrepreneurs in Georgia: Challenges and
Opportunities

Analytical Report
2025



Disclaimer:

The research was conducted by the Institute for Social Studies and Analysis (ISSA), on the
request of the German Sparkassenstiftung for International Cooperation (DSIK), Georgia
Office and with the support of UN Women. The research was funded by the German Fed-
eral Ministry for Economic Cooperation and Development (BMZ), in the framework of the
project “Socio-Ecological Transformation of the Rural MSME Sector and Sustainable Finan-
cial Services"”. The views expressed in this publication are those of the author(s) and do not
necessarily represent the views of UN Women, the United Nations or any of its affiliated
organizations and nor BMZ. The Institute for Social Studies and Analysis (ISSA) is solely
responsible for the information and opinions presented in the publication.

The German Sparkassenstiftung for International Cooperation (DSIK) is the develop-
ment-policy arm of the Sparkassen Finance Group, focused on economic development.
Throughout years DSIK has supported financial institutions that provide access to financial
products and services at the local, regional, and national levels, thereby contributing sig-
nificantly to economic growth and social development.

UN Women exists to advance women'’s rights, gender equality and the empowerment of all
women and girls. As the lead UN entity on gender equality and secretariat of the UN Com-
mission on the Status of Women, we shift laws, institutions, social behaviours and services
to close the gender gap and build an equal world for all women and girls. Our partnerships
with governments, women’s movements and the private sector coupled with our coordi-
nation of the broader United Nations translate progress into lasting changes. We make
strides forward for women and girls in four areas: leadership, economic empowerment,
freedom from violence, and women, peace and security as well as humanitarian action.
UN Women keeps the rights of women and girls at the centre of global progress - always,
everywhere. Because gender equality is not just what we do. It is who we are.
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RESEARCH OBJECTIVE AND METHODOLOGY

This study aims to provide a comprehensive assessment of women entrepreneurs’ access to finan-
cial resources in Georgia and, drawing on the perspectives of all stakeholders, to propose solutions
to existing challenges. This involves identifying the opportunities, challenges, and barriers they
face, as well as analyzing the systemic, institutional, socio-cultural, and economic factors that lim-
it their access to financial resources, state support programmes, investment opportunities, and
non-financial resources.

In addition to assessing the current situation, the study aims to develop evidence-based recommen-
dations necessary for policy planning by public, international, and local financial institutions, with
the goal of improving women entrepreneurs’ access to finance and fostering a more inclusive and
equitable economic environment.

The analysis draws on recent research conducted by local and international organizations alongside
gender-disaggregated statistical data and expert assessments.

Both qualitative and quantitative research methods were utilized to analyze the goal and objectives
of the study.

Quantitative Research

The target groups of the quantitative research included female entrepreneurs, male entrepreneurs,
potential female entrepreneurs’, and local financial organizations.

Specifically, current and potential entrepreneurs were interviewed face-to-face, whereas question-
naires were administered to examine the experiences and practices of financial institutions.

The statistical data and contact information required for surveying current entrepreneurs were
obtained from the Business Register of the National Statistics Office of Georgia.

Atotal of 746 current entrepreneurs participated in the survey, of whom, 377 were female and 369
were male.

In addition, to identify the barriers existing at the early stages of entrepreneurial activity, 51 po-
tential female entrepreneurs took part in the survey. A purposive sampling approach was used
to identify these respondents. Given the specific nature of the target group, the ‘snowball’ method
was also used, whereby intermediaries - including, where possible, individuals participating in the
study - assisted in establishing contact with potential respondents.

To ensure a balanced perspective on the issue, the quantitative research also included financial
institutions. In total, 23 institutions were surveyed using a questionnaire, comprising 14 com-
mercial banks and 9 microfinance organizations. The list presented in Table #a reflects the broad
involvement of the financial sector and allows for an assessment of the experiences and positions
of different institutions. It is worth noting that two commercial banks and 12 microfinance organiza-
tions declined to participate in the study, whilst no responses were received from an additional two

TA potential woman entrepreneur is defined as an individual who is either a) at the stage of developing a business idea or
b) has developed a business idea and is seeking financial resources for its implementations.



commercial banks and eight microfinance organizations, despite the outreach from the research
team.

Table #a presents the list of commercial banks and microfinance organizations that participated in
the quantitative research.

TABLE #A

JSC ISBANK GEORGIA
BasisBank

TBC Bank

Credo Bank

Liberty

Microbank MBC

Pasha Bank

ProCredit Bank

Silk Bank

JSC Ziraat Bank

11 JSC Pave Bank Georgia
12 JSC Bank of Georgia
13 JSC Hash Bank

14 Khalik Bank

Ne Microfinance Organisation

O IN|OOjnn|h~jlWIN|=

O
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o

Lasika Capital

MFO Express Capital+

JSC Microfinance Organisation FinAgro
JSC MFO GIC

JSC MFO Swiss Capital

Georgian Credit

LTD Microfinance Organisation Global Credit
LTD MFO Moneta Express
LTD MFO Rico Express

O 0N Uun|h~h|lWIN|—

The multiple methods used within the quantitative research enabled the issue to be examined from
multiple angles, including both demand- and supply-side perspectives.

Qualitative Research

The qualitative research component included desk research, in-depth interviews, and focus group
discussions.

More specifically, as part of the desk research, the entrepreneurial/business environment and key
national trends were analyzed. The aim was not only to examine general entrepreneurial/business
practices but also to focus specifically on the opportunities and needs related to women'’s entrepre-
neurship. To this end, documents assessing entrepreneurial activity were reviewed, including the



national legislative framework, policy documents, recent studies conducted by local and interna-
tional organizations, gender-disaggregated statistical data, and other relevant materials.?

The desk research covered the following key areas:

B The state of women'’s entrepreneurship in Georgia: Analysis of key trends in the domain of en-
trepreneurship.

B Access to financial resources for women entrepreneurs: Identification and assessment of both
demand and supply-side barriers.

B Review of policies, regulatory framework, and recent legislative changes.

Bl Opportunities for women entrepreneurs: Examination of support mechanisms available through
the local financial sector, government programs, and financial and non-financial services/prod-
ucts offered by non-governmental and international organizations.

Local financial institutions with experience in designing and offering products tailored to women
entrepreneurs were selected for in-depth interviews. This approach facilitated the collection and
analysis of comprehensive information relevant to the research topics. Notably, the respondents
included employees of financial institutions who possess direct knowledge of the specific needs of
women entrepreneurs and the challenges they encounter.

Interviews were conducted with senior representatives of local financial institutions, including
heads of social governance departments, heads of small and medium-sized business divisions, and
other relevant officials. The selected respondents are responsible for areas directly related to the
research topics, such as human rights, sustainable finance, the establishment and development of
governance structures, the design of specialized financial products for diverse client segments (in-
cluding women), customer support, the management of state programs, etc.

As part of the qualitative research, interviews were also conducted with representatives of key state
institutions, including the LEPL Enterprise Georgia, LEPL Rural Development Agency, LEPL Georgia's
Innovation and Technology Agency, and the National Bank of Georgia. These employees hold posi-
tions directly related to the formulation and implementation of state policies in the business sector.
Respondents included employees from departments such as the Micro-Entrepreneurship Develop-
ment Department, International Relations and Donor Coordination Department, Strategic Planning
and Data Protection Department, and the Consumer Rights Protection Department.

The study also included interviews with two gender specialists from international financial organi-
zations, both of whom work in the field of gender economic inclusion. In addition, one economist
also participated in the study.

Atotal of 11 individual and 5 group interviews were conducted, involving 27 respondents. The qual-
itative research fieldwork took place between May 20 and July 25, 2025. Depending on respondent
preferences, interviews were conducted either in person or remotely. A questionnaire consisting
of open-ended questions was used to guide the interviews. Details on the number of participating
organizations and respondents are presented in Table #B.

25ee used sources



TABLE #B

Type of Organisation

Commercial Banks

Name of Organisation

Bank of Georgia

ProCredit Bank

Interview Method

Group interview

Number of

Respondents
7

TBC Georgia

Tera Bank

Credo Bank

Liberty Bank

Micro Banks

MBC

Crystal

Individual interview

‘\o OO‘\I m‘m‘h‘w‘m‘é
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State Institutions
(Stakeholders)

-
N

Enterprise Georgia (1)

Enterprise Georgia (2)

Rural Development Agency

Group interview

Innovation and Technology
Agency

National Bank of Georgia

International Finan-
151 gl Organisations

Asian Development Bank

European Bank for Recon-
struction and Development

International Monetary Fund

Total

Individual interview

S ININ W R a N

27

Additionally, eight in-depth interviews were conducted with women entrepreneurs, four in Thilisi

and four in the regions, to enable the identification and analysis of regional characteristics. Further-

more, one focus group was held with potential women entrepreneurs, providing deeper insights

into the barriers they face in starting a business, as well as their needs and expectations.



EXECUTIVE SUMMARY

The aim of the study was to assess the situation of women entrepreneurs in Georgia, specifical-
ly to analyze their access to financial resources and identify potential solutions to existing chal-
lenges. To achieve this objective, both qualitative (desk research, in-depth interviews (N=27; target
groups: local and international financial institutions and state organizations)), focus group (N=1;
target group: potential women entrepreneurs)) and quantitative research methods (survey (N=746);
target groups: current entrepreneurs, potential women entrepreneurs and financial institutions)
were employed.

The study revealed that in a market-oriented economy, access to capital is crucial for starting and
developing a business, particularly for newly established and small enterprises. In Georgia, where
the capital market is relatively underdeveloped, loans remain the primary source of external fund-
ing. Nevertheless, alternative avenues—such as state programs, international and local grants, and
personal or family savings - are also regarded as significant financial resources for entrepreneurs.

Women's economic participation is increasing; however, women entrepreneurs continue to
face multiple obstacles. These challenges are primarily associated with gender stereotypes, insti-
tutional barriers, and financial, infrastructural, and educational limitations. Women are dispropor-
tionately represented in traditional, lower profit industries such as beauty and aesthetic services,
retail, and food service where sole proprietorship is prevalent. While this form of entrepreneurship
allows for greater managerial flexibility, it also requires entrepreneurs to manage operational risks
independently.

The study revealed that women face significant challenges in accessing financial resources, stem-
ming from a range of barriers. Specifically, a) barriers on the demand side include: limited asset
ownership (particularly real estate), which constrains their ability to provide collateral; insufficient
financial literacy, including limited capacity to analyze banking products and prepare business
plans; lack of awareness of available support programs and mechanisms; the prevalence of infor-
mal business practices, which hinders integration into the formal financial system; and persistent
social pressures rooted in traditional gender norms, which restrict women’s economic autonomy,
particularly in rural areas; b) on the supply side, barriers include: the high collateral requirements
imposed by banks and financial institutions; gender-biased practices and the underrepresentation
of women in decision-making positions within the financial sector; and gender-neutral or ineffective
financial products that fail to meet the specific needs of women entrepreneurs. Within such an envi-
ronment, women entrepreneurs are placed at a competitive disadvantage and lack equal access to
the resources essential for business development.

The gender-neutral approach adopted in the financial sector while intended to ensure equal
conditions -fails in practice to address the specific needs of women. This is particularly evident
in contexts where women systematically face obstacles related to credit history, collateral, family
support, and financial education. The study findings demonstrate that the barriers faced by women
entrepreneurs are multidimensional, encompassing psychological and cultural factors alongside
institutional and systemic constraints.
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The research reveals that existing financial products are largely standardized, consisting
primarily of business loans, microloans, agri loans, and digital services. Startup financing,
grants, and insurance mechanisms still represent only a small share of the portfolio of finan-
cial offerings. Moreover, even when startup financing is formally tailored to women, these are
usually individual initiatives rather than systemic policies. Such products remain less accessible to
women entrepreneurs who lack initial capital, credit history, or the necessary knowledge and sup-
port to carry out their business activities.

Most commercial banks and microfinance organizations recognize and positively assess the im-
portance of women entrepreneurs’ high solvency and financial responsibility, which makes them a
reliable segment. However, these positive characteristics are often not taken into account when it
comes to supporting business growth and developing innovative products.

Financial sector representatives emphasize that creating products tailored to women entrepre-
neurs is essential not only for business success but also for fostering shared responsibility,
even though practical implementation has so far been limited. For the most part, financial institu-
tions lack sufficient resources and institutional capacity to systematically introduce such products.
This gap is particularly evident in the differing approaches of banks and microfinance organizations.
Specifically, while some Georgian banks cooperate with international organizations and attempt to
adapt financial products to the needs of women entrepreneurs, the microfinance sector has limited
experience in such collaborations, resulting in a prevailing climate of skepticism and inertia.

Survey findings show that women primarily rely on personal savings and family support when
starting a business, as obtaining bank loans is often difficult due to high interest rates and
insufficient collateral. Furthermore, a lack of skills in long-term planning and financial analysis
hinders the sustainability and growth of entrepreneurial activities over time.

Current and potential women entrepreneurs unanimously emphasize the critical importance of
financial literacy and access to non-financial support. In particular, knowledge of financial
documentation, market analysis, and the tax system is considered to be essential. At the
same time, deeply rooted discriminatory attitudes and societal expectations towards women
remain a significant challenge. Women often lack sufficient time to develop their resources, as
the primary burden of family responsibilities continues to fall on them. This significantly limits their
opportunities for professional development and business expansion. Moreover, the format and de-
livery channels of business training and consultations are frequently misaligned with the needs
of those women entrepreneurs who require support the most. These challenges are particularly
pronounced in the regions.

Despite existing obstacles, certain positive trends have also been observed. Programmes offered
by donor organizations and the state, along with international grants provide women entre-
preneurs with opportunities to start or expand their businesses. Positive expectations are
also associated with the emergence of specialized financial products and the expansion of
non-financial support (training, mentorship, consultations). Furthermore, platforms that foster
professional knowledge and networking enhance women entrepreneurs’ capacity to position them-
selves in the market. Nonetheless, the scale of this support remains limited, underscoring the need
for developing and implementing systematic, consistent, and gender-sensitive policies.
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The study indicates that the financial participation of women entrepreneurs is influenced not
only by their individual skills and experience but also by deeply rooted structural and gen-
der-based inequalities. Overcoming these challenges requires more than legislative and pol-
icy interventions; it also calls for increased public awareness and coordinated efforts across
multiple institutional levels. In this context, the following priorities are particularly important: the
development and reinforcement of gender-sensitive financial policies, including targeted incentive
mechanisms; improved access to education and technical skills development; and the promotion of
inclusive economic models.

In conclusion, strengthening women'’s entrepreneurial activity requires a coordinated, multi-level
policy approach that integrates financial, infrastructural, educational, and gender-related factors
into a unified systemic framework. Only such a comprehensive strategy can ensure that women's
economic participation in Georgia is not merely supported, but structurally reinforced and made
sustainable.

MAIN FINDINGS

Experiences and Assessments of Current Entrepreneurs
General Information/Socio-Demographic Data

@ The age distribution of surveyed entrepreneurs indicates that the largest proportion belongs to the
45-64 age group (50%), followed by the 30-44 age group (34%).

@ Approximately 82% of entrepreneurs are married, with a higher proportion of married men (84%)
compared to women (77%).

@ A significant majority of entrepreneurs (84%) are parents. Women entrepreneurs are more likely to
have children (90%) compared to their male counterparts (81%). The study reveals that the highest
proportion of surveyed entrepreneurs have two children (53%) (women - 62%; men - 49%).

@ The largest proportion of entrepreneurs live in Tbilisi (36%); 84% of respondents reside in urban
settlements, and 16% in rural areas. A similar trend is observed when analyzed by gender.

@ Regarding educational attainment, half of the entrepreneurs hold a higher education degree (53%).

@ 70% of entrepreneurs rely solely on their own business or production for income, with only 18% also
employed in other jobs. In Thilisi and other self-governing cities, the proportion of entrepreneurs
without alternative income sources exceeds 70%. In municipalities, this percentage is slightly lower
at 64%.

@ Before starting their current entrepreneurial activities, 39% of respondents were employed in the
private sector. This pattern is consistent across types of residence. Specifically, prior to launching
their current ventures, the largest proportion of entrepreneurs in Thilisi (45%), as well as in other
self-governing cities (39%) and municipalities (30%), had been employed in the private sector.

@ Statistical analysis of quantitative data indicates that the majority of entrepreneurs (68.4%) dedicate
between 6 to 10 hours daily to business activities.
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Current Entrepreneurial Activity

@ The majority of entrepreneurs (52%) are engaged in wholesale and retail trade, as well as mainte-
nance/repair services (e.g., automobile and motorcycle repair). This trend is consistent across gen-
der (55% of women and 50% of men) and by type of residence (57.6% in Thilisi, 50% in self-governing
cities, and 47% in municipalities);

@ Within the wholesale/retail trade and maintenance service sector, the leading areas of activity are
general wholesale/retail trade (21%) and clothing stores (15%). In other service sectors, beauty and
aesthetics services are prevalent (45%), whilst in the accommodation sector, food delivery (35%) and
patisseries (26%) are most common. Gender and location-based differentiation of activities reveals
that women are more frequently involved in clothing retail and beauty/aesthetic services, whereas
men are more likely to engage in general wholesale/retail trade and furniture manufacturing. By
type of residence, trade remains the dominant sector of entrepreneurial activity across all regions
(Thilisi - 22%; self-governing cities - 23%; municipalities - 18%).

@ The overwhelming majority of entrepreneurs (93%) operate a single business, indicating that
multi-business entrepreneurship is not a common practice. Analysis by place of residence shows
that the proportion of entrepreneurs with multiple businesses is low across all settlement types (the
proportion of those with multiple businesses: Thilisi - 3%; other self-governing cities - 10%; munici-
palities - 9%). Among the small segment of entrepreneurs (7%) who report owning more than one
business, the most common areas of activity are wholesale/retail trade (36%), agriculture, forestry,
fish farming (16%), and construction (13%).

@ Outside of their current business activities, only 13% of entrepreneurs report having prior experi-
ence in a different entrepreneurial field. The primary reasons for discontinuing previous ventures
include lack of profitability (36%), the decision to start a new business (33%), and personal reasons
(19%). A gender-based analysis reveals that the most common reason for women was pursuing a
new business activity (32%), whereas for men, the leading factor was the lack of profitability of their
previous business (39%). When analyzed by place of residence, starting another business was the
most frequently cited reason in Thilisi (40%). In other self-governing cities, both starting a new busi-
ness (34%) and lack of profitability (34%) were equally significant. In municipalities, 47% of entrepre-
neurs identify the lack of business profitability as the primary reason for terminating their previous
ventures.

@ The regional distribution of enterprises indicates that the largest proportion is located in Thilisi
(38%), followed by Imereti (14%) and Adjara (13%). Additionally, the vast majority of business activi-
ties (83%) are concentrated in urban areas, particularly in Thilisi (98%) and other self-governing cities
(83%). In municipalities, one-fifth of business activities operate in rural areas (20%), whilst 67% are
located in cities.

@ A clear majority of entrepreneurs (65%) have been engaged in entrepreneurial activity for 1-5 years.

@ The leading reasons for starting a new entrepreneurial venture are possessing practical skills and
experience (48%), as well as a lack of sufficientincome prior to launching the business (41%). Among
entrepreneurs in the capital, insufficient income is the primary motivating factor (45%), whereas in
other self-governing cities (39%) and municipalities (44%), possession of practical skills and experi-
ence is the primary reason.

@ As per the findings of the qualitative component, a combination of factors drives women entre-
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preneurs’ motivation to start a business, including the desire to fulfill their professional potential,
socio-economic (particularly in the regions) and other value-driven aspects, (e.g., working on envi-
ronmental and ecological issues).

@ By size, the majority of enterprises are mini-microenterprises, accounting for 69.7% (turnover less
than 100,000 GEL). Microenterprises (turnover between 100,000 and 1 million GEL) make up 21%,
which is significantly higher than the share of small enterprises (with a turnover between 1 and
12 million GEL) and medium enterprises (a turnover of 12-60 million GEL). A similar pattern is ob-
served when analyzed by gender and type of residence: mini-microenterprises are the most prev-
alent among both women (79%) and men (66%) entrepreneurs, as well as across Thilisi (67%), other
self-governing cities (71%), and municipalities (72%).

@ The majority of small enterprises (59%) have a turnover of no more than 1.5 million GEL, whilst high-
er turnovers are reported by 36% of small enterprise representatives. In addition, notably, 19% of all
enterprises participating in the study had a turnover of 50 000 GEL or less over the past 12 months.
Meanwhile, the proportion of enterprises with relatively high turnover account for 18%.

@ By legal form, 76% of enterprises are registered as individual entrepreneurs, whilst 23% operate
as limited liability companies. Similarly, the majority of business/entrepreneurial activities for both
women and men are conducted under the individual entrepreneur status.

@ The vast majority of entrepreneurs (85%) are sole proprietors. Sole proprietorship is more prevalent
in Thilisi (93%) than in other self-governing cities (82%) and municipalities (80%).

@ Among the entrepreneurs who report having co-owners (15%), the most common arrangements in-
volve either two co-owners (43%) or one co-owner (32%). In most cases, these co-owners are friends
or acquaintances (43%). This pattern is also observed by location: in Thilisi (59%) and municipalities
(64%), co-owners are primarily friends, whereas in other self-governing cities, they are mainly family
members (61%).

@ Quialitative research findings indicate that, for women entrepreneurs, the structure of their busi-
nesses significantly influences their management style and the operational efficiency of their en-
terprises. In certain sectors, particularly trade and industry, partnerships are often family-based.
Women typically focus on customer relations and product design, whilst their spouses handle the
technical aspects of the business. Decision-making is generally based on skills rather than gender,
although respondents note that women often exhibit greater attention to detail and creativity.

@ Among entrepreneurs who identify as sole owners or co-owners, an overwhelming majority (97%)
manage their businesses independently. Women entrepreneurs participating in the qualitative re-
search note that while individual management improves decision-making, it also increases work-re-
lated stress and reduces operational flexibility.

@ In 88% of enterprises, the number of employees ranges from 1 to 10.

@ The proportion of enterprises with no female employees (31%) is higher than that of those with no
male employees (26%). Typically, the gender composition of employees reflects the gender of the
enterprise manager: businesses led by women predominantly hire female staff, whilst those man-
aged by men primarily employ male staff. In fact, in the vast majority of enterprises managed by
women (67%), all employees are female, whereas in 42% of male-managed enterprises, the work-

force is entirely male.
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@ In the majority of enterprises (84%), employees do not have access to maternity leave. Among those
businesses that do offer it (8%), the duration typically does not exceed six months.

@ The largest proportion of enterprises (41%) employ workers aged 45 to 54.

The majority of surveyed enterprises (80%) sell their products or services within their municipality/
city. Sales on a regional (29%) or national (13%) scale are relatively uncommon, and only a small
percentage of enterprises (4.3%) export to international markets. This pattern is consistent across
gender and place of residence.

@ The primary reason for not exporting products and services is the lack of desire or perceived need
(439%). This is a dominant factor across all types of residence (Thilisi - 65%, other self-governing cities
- 27%, and municipalities - 30%).

@ Findings from the qualitative research indicate that the ability of women entrepreneurs to export
products and services is influenced by factors extending beyond economic stability and access
to financial resources. Export activities are also affected by technological, structural, and political
barriers within the country. Therefore, since small and medium-sized enterprises often lack the in-
frastructure and support needed to enter international markets, they are restricted to operating
primarily in the local market. This challenge is especially pronounced in the agricultural and inno-
vative sectors, where insufficient systemic support and lack of political stability significantly hinder
business growth and expansion.

@ According to the majority of entrepreneurs, the primary factor that distinguishes their businesses
and ensures competitiveness is the pricing of their products and services (54%). This is followed by
service quality (48%) and product quality (42%), which rank as the second and third most important
factors, respectively. A similar pattern is observed across different types of residence.

@ Qualitative research findings demonstrate that women entrepreneurs employ two main compet-
itive strategies: values- and identity-based positioning, and price-oriented approaches tailored to
market demand. In innovative and cultural business sectors, competitiveness is rooted in authen-
ticity, creativity, and social responsibility, whereas entrepreneurs in everyday markets rely primarily
on low prices and accessibility to maintain their competitive edge. In both cases, however, their vul-
nerability is exacerbated by structural shifts in the market, mass imports, and the lack of systemic
support.

Financial Resources and Knowledge Needed to Start a Business

@ The majority of surveyed entrepreneurs (59%) report that they did not have a business plan prior to
starting their business venture, whilst 38% confirm that they did. A small proportion (3%) opted not
to answer this question (responding “Don’t know + Refuse to answer”).

@ Among entrepreneurs who started their business with a formal business plan, 82% report that it
had a positive effect on the successful operation of their enterprises, whilst 17% found it to be less
effective or not effective at all.

@ Among entrepreneurs who did not develop a business plan prior to starting their activity, the most
common reason cited is the perceived lack of necessity (47%). Other factors included lack of time
(26%) and insufficient knowledge (21%). Analysis by place of residence indicates that the largest
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proportion of entrepreneurs in Thilisi (59%), as well as in other self-governing cities (33%) and mu-
nicipalities (42%), also considered a business plan unnecessary at the outset.

@ The vast majority of entrepreneurs (67%) started their business using personal savings, whilst 35.1%
relied on financial support from family members. Borrowed funds were also common, with 28% re-
porting the use of bank loans and 12% borrowing from acquaintances. Across all types of residence,
personal savings were the primary resource for starting a business (Thilisi - 76%; other self-gov-
erning cities - 60%; municipalities - 64%). A similar pattern is observed in the qualitative research,
where the majority of women entrepreneurs report relying primarily on personal savings and bank
loans to start their businesses.

@ Half of the entrepreneurs (50%) report that the initial capital required to start a business ranged
from 1,000 to 10,000 GEL. In comparison, slightly more than one-fifth (22%) indicate needing a high-
er initial capital of 10,000-50,000 GEL. A similar trend is observed across different types of resi-
dence: the largest proportions of entrepreneurs in Thilisi (52%), other self-governing cities (41%),
and municipalities (56%) started their businesses with an initial capital of 1,000-10,000 GEL.

Bank Loans

@ Among financial institutions offering bank loans for entrepreneurial activities, the Bank of Georgia
accounts for the largest share (46%), followed by TBC Bank (25%) and Credo Bank (14%).

@ Among entrepreneurs who have taken out bank loans, the largest proportion (29%) report a 5-year
loan commitment, followed by those with a 3-year agreement (22%).

@ In terms of loan size, the largest proportion of entrepreneurs (20%) borrowed between 5,001 and
10,000 GEL, followed by loans ranging from 10,001 to 20,000 GEL (17%).

@ For the largest proportion of entrepreneurs (26%), the annual effective interest rate on bank loans
ranged between 16% and 20%.

@ For the largest proportion of entrepreneurs (26%), the annual effective interest rate on bank loans
ranged between 16% and 20%.

@ More than half of the entrepreneurs (53%) report that the bank loans obtained for business/entre-
preneurial purposes were not secured by any form of collateral.

@ Quialitative research findings reveal that entrepreneurs frequently obtain loans based on immediate
needs, with limited prior analysis or financial planning. This often results in high interest rates and
ends in financial difficulties. In contrast, a small number of entrepreneurs take a more deliberate
approach—comparing options and planning long-term - which has proven more conducive to suc-
cessful business development.

Concessional Bank Loans

@ According to the quantitative data, the use of subsidized low-interest bank loans is uncommon, with
only four entrepreneurs having received such financing. These loans were provided by Cartu Bank
and TBC Bank, with repayment periods ranging from 2 to 9 years and loan amounts between 18,000
and 100,000 GEL. The annual effective interest rates ranged from 16% to 19%.
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Bank Loans with Collateral Subsidy

@ A total of 12 entrepreneurs report having obtained a bank loan with a collateral subsidy. The major-
ity of these loans were issued by Rico Credit (N=4) and TBC Bank (N=3). Loan durations ranged from
2 to 10 years, with amounts varying between 12,000 GEL and 350,000 GEL. The annual effective
interest rates ranged from 8% to 26%. In 10 out of the 12 cases, the loans were secured by property.

Microfinance Loans

@ A total of 13 respondents reported having taken out a microfinance loan. The majority (N=7) had
financial obligations with Crystal. Loan durations ranged from 2 to 5 years, with amounts between
5,000 GEL and 30,000 GEL. The annual effective interest rates varied, ranging from 17% to 56%. In
some cases, the loans were secured by property (N=7), whilst in others, no collateral was required
(N=6).

Loans from Informal Moneylenders

@ Three respondents report borrowing from informal moneylenders (so-called “userers”). Two of
these loans had a duration of six months, whilst one was for twelve months. Loan amounts varied,
ranging from 8,000 GEL (N=2) to 20,000 GEL (N=1). The monthly interest rates were as follows: 25% -
N=1; 35% - N=1: 37% - N=1. Only one loan was secured by property.

State Programmes

@ According to the quantitative research findings, 10 respondents report participating in a state pro-
gram to obtain startup capital for entrepreneurial or business activities. Of these, 8 were benefi-
ciaries of programs under Enterprise Georgia. The amount of state funding received ranged from
2,000 GEL to 200,000 GEL, with funding durations varying significantly from as short as 2 months to
as long as 84 months. Four respondents reported an annual effective interest rate of 0%, whilst one
respondentindicated a rate of 25%. Notably, none of the respondents who took partin the in-depth
interviews had prior experience with state programs.

Grants

@ Nine entrepreneurs report receiving grant funding to start their businesses. The organizations pro-
viding these grants included both state and international entities (such as USAID, ELKANA, and En-
terprise Georgia programs). The grant amounts ranged from 4,000 GEL to 60,000 GEL, with funding
durations between 12 and 24 months. According to the qualitative research findings, women entre-
preneurs often lack information about available grant opportunities.

@ As per the quantitative study results, none of the entrepreneurs utilized leasing or startup mobiliza-
tion programs to secure financial resources during the initial stage of their entrepreneurial activities.

(®) In the case of bank loans, most entrepreneurs demonstrate timely fulfillment of their financial ob-
ligations. Specifically, a substantial proportion of the loans (52%) are either fully repaid or serviced
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according to the agreed repayment schedule (42%). This positive repayment behavior is consistent
across other types of financing, with instances of delayed payments being relatively rare.

@ When making financial decisions to start a business, the most common source of support comes
from family and relatives (57%), followed by friends/acquaintances (27%). Additionally, 28% of entre-
preneurs report making such decisions independently. This trend remains consistent across both
gender and place of residence.

@ Approximately one-third of entrepreneurs (33%) believe that having greater financial knowledge
at the startup stage would be very helpful for managing their businesses effectively. Another 37%
offer a more tentative view (“would probably be helpful”). 20% of respondents do not consider addi-
tional financial knowledge to be a significant factor.

@ Quantitative data indicate that, at the startup stage, entrepreneurs most commonly required
knowledge in the following areas: determining initial costs and required capital (39%), calculating
projected profits and losses (38%), and preparing a business budget (32%). While these needs are
broadly consistent across different locations, specific variations emerge by place of residence. En-
trepreneurs in Thilisi cite limited knowledge in preparing financial documentation (24%); those in
other self-governing cities report knowledge gaps in accounting (24%) and in understanding the tax
system (23%), whereas respondents in municipalities identify difficulties in finding and comparing
sources of financing (19%).

@ Consistent with the quantitative findings, women entrepreneurs interviewed in the qualitative study
report limited financial literacy at the startup stage of their businesses. They particularly emphasize
a lack of knowledge in budget planning and sustainable business development.

@ Entrepreneurs most frequently rely on personal savings as an additional financial resource for their
businesses (61%), followed by family support (34%) and bank loans (29%) as secondary and tertiary
sources, respectively. A similar pattern is observed across different types of residence, with per-
sonal savings remaining the primary additional financial source (Tbilisi - 68%, self-governing cities
- 54%, municipalities - 59%).

Barriers to Starting a Business

@ Current entrepreneurs report facing financial, as well as interpersonal and emotional challenges,
at the initial stages of their business activities. The most commonly cited barriers include financial
constraints (21%), fear of failure or risk (13%), limited business contacts (11%), and a shortage of
qualified personnel (11%). These difficulties are reported by entrepreneurs in Thilisi (21%), other
self-governing cities (29%), and municipalities (15%).

@ Among financial barriers, the most prevalent are high loan interest rates (60%), refusal to grant a
lease (12%), and inability to meet guarantee/collateral requirements (11%). High loan interest rates
are identified as the primary obstacle for entrepreneurs residing in municipalities (64%) (Tbilisi -
60%, other self-governing cities - 57%).

@ The survey reveals that, in addition to financial resources, several key factors are important for starting
a business. These include facilitating market access (24%), providing tax breaks (18%), offering free busi-
ness consultations (16%), and supporting the recruitment of qualified personnel (14%). Among these,
facilitating market access (16%) and tax breaks (11%) are identified as the most significant.
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@ In-depth interview participants additionally identify a lack of knowledge, information, and training
as important barriers. These challenges are particularly pronounced for those residing in the re-
gions, where access to such resources is generally limited.

Actors Supporting Entrepreneurial Activity

@ Membership in business associations/networks is not common among entrepreneurs, with only
isolated cases of positive experiences in this regard. Qualitative research indicates that the extent of
participation by women entrepreneurs in professional unions or informal networks often depends
on sector-specific characteristics, as well as financial and institutional accessibility.

@ Membership in business networks is primarily driven by practical needs, as the associations provide
specific benefits to entrepreneurs (for example, subsidized inventory purchases, support for labo-
ratory testing, etc.). On the other hand, entrepreneurs often remain skeptical about joining formal
unions due to concerns over cost-effectiveness.

@ Current entrepreneurs are largely unaware of existing programs that support entrepreneurial activ-
ity - on average, 53% report neither having heard of nor participated in any such initiatives. Among
these, the “Enterprise Georgia” programs are relatively more recognizable, with 75% of respondents
indicating awareness and 10% reporting participation. Women entrepreneurs demonstrate higher
levels of awareness (39% on average) of these programs compared to their male counterparts (27%
on average). According to qualitative findings, the low level of participation in support programs is
primarily attributed to limited awareness of the programs, their terms and the agencies responsible
for their implementation.

@ Respondents indicate that support for their business activities mainly came from their primary (fam-
ily members/relatives - 61%) and secondary (friends/acquaintances - 30%) social circles. Notably,
male entrepreneurs were relatively more likely to report operating independently, with one in four
(25%) stating that they received no assistance (compared to 18% of female entrepreneurs).

@ It should be noted that that support from family members and relatives plays a more significant
role outside Thilisi: 55% in Thilisi, 71% in other self-governing cities, and 62% in municipalities. This
pattern may be linked to lifestyle and social interactions, as social relations in the capital tend to be
more formalized compared to other target areas.

@ Respondents indicate that the most critical areas where support is needed are financial resources
(69%) and improved access to markets (29%). Beyond these dominant areas, entrepreneurs in Thilisi
also emphasize the need for training/consultations (13%). In other target groups, the reported rates
are lower: other self-governing cities - 6% and municipalities -10%.

@ The need for non-financial support was also emphasized during the in-depth interviews. According
to entrepreneurs, the exchange of experiences and informal meetings are among the key mecha-
nisms for personal and professional development.

Assessment of Financial/Non-Financial Products

@ Visiting bank branches (45%) and using mobile banking services (43%) are the most common meth-
ods for accessing financial services. The higher prevalence of branch visits in other self-governing
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cities (44%) and municipalities (57%), compared to mobile application use in Thilisi (52%), may reflect
greater internet connectivity among capital residents relative to those living outside the capital.

@ The majority of entrepreneurs (on average 81%) do not utilize various financial/non-financial ser-
vices. Among those with positive experiences, the most commonly used products include micro
loans - 21%, business loans - 37%, digital finances/online services/online payments and transactions
- 27%, bank business cards - 29%, and deposits - 21%. Notably, female entrepreneurs are more likely
to seek startup financing (2%) compared to their male counterparts (0.2%), whereas business insur-
ance is more commonly used by men entrepreneurs (13%) (women entrepreneurs - 6%).

@ Additionally, a larger proportion of Thilisi residents have utilized business consulting services (Thilisi
-10%, other self-governing cities - 7%, municipalities - 5%) and legal aid (Thilisi - 21%, other self-gov-
erning cities - 6%, municipalities - 9%) compared to residents of other target locations. This pattern
likely reflects greater physical accessibility to these services.

@ The lack of experience in utilizing financial support is primarily due to having sufficient personal
financial resources (35%) or having mobilized funds from alternative sources (29%). Additionally,
more than one in ten current entrepreneurs (14%) report they did not expect to receive financing.

@ The lack of experience in using business insurance or bank business cards is primarily due to their
perception as additional expenses and, more broadly, to limited awareness of their benefits. Non-
use of deposits is primarily attributed to insufficient savings (56%) or a preference for holding cash
(14%). For some entrepreneurs, unsatisfactory interest rates on deposits (11%) rendered the service
unprofitable.

@ The lack of experience in using non-financial services is primarily due to a perceived lack of need (on
average 57%), which may be linked to the specific nature of entrepreneurial activities. Additionally,
the low level of awareness among current entrepreneurs (on average 25%) prevents them from
benefiting from training, consultations, networking opportunities, or legal services.

@ A significant proportion of non-financial service users (43%) have attended meetings focused on
accounting/reporting, whilst one-third (33%) have participated in business trainings/consultations
on developing a business budget.

@ The majority of current entrepreneurs (85%) have not been denied financing by financial institu-
tions. Among those who were, the main reasons for denial were insufficient personal income (45%)
and/or the lack of real estate of sufficient value registered in the entrepreneur’s name (24%).

@ In terms of improvements to financial products, 77% of entrepreneurs would like to see a reduction
in loan interest rates, whilst 37% favor adjustments to loan terms, (e.g., extended repayment sched-
ules, longer grace periods, etc.). When analyzed by type of residence, the only notable difference
among target groups observed concerns leasing: one-fifth (20%) of entrepreneurs in the capital city
consider the simplification of leasing opportunities a desirable change, compared to much smaller
proportions in other self-governing cities (7%) and municipalities (3%) who indicate the same.

@ In terms of improving non-financial products, entrepreneurs most commonly identify the need for
simplifying the design of mobile applications (20%), organizing introductory meetings with state
agencies offering business support programs (21%), and providing thematic training sessions (17%).
The fact that 36% of respondents were unable to pinpoint a specific area for improvement may in-
dicate that entrepreneurs are generally more informed about financial products than non-financial
services.
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@ While a fifth of entrepreneurs in Thilisi (21%) would like to have the design of mobile applications
simplified (other self-governing cities - 17%, municipalities - 21%), entrepreneurs in self-governing
cities (19%) and municipalities (26%) place greater emphasis on the need for meetings with state
agencies offering business support programs (Tbilisi -17%).

Current and Future Conditions of Entrepreneurship

@ 78% entrepreneurs consider their enterprises to be financially stable. However, it should be noted
that despite this overall positive assessment, a higher proportion of female entrepreneurs (25%)
perceive their business as financially unstable compared to their male entrepreneurs (18%).

@ Currently, 78% of entrepreneurs do not face any barriers to conducting business. Among those who
do encounter challenges, the most common are a lack of customers (53%), limited financial resourc-
es (42%), competition (47%), and low annual turnover (42%).

@ The majority of residents across all three types of target locations report facing no barriers: Thilisi -
an average of 86%, other self-governing cities - an average of 73%, and municipalities - an average
of 77%. In contrast, low annual turnover (Thilisi - 36.1%, other self-governing cities - 51.5%, munici-
palities - 42.1%) and competition (Thilisi - 46.6%, other self-governing cities - 55.8%, municipalities
-40.3%) are relatively more common challenges in each location. Based on these findings and other
data, it can be inferred that entrepreneurs in Thilisi are more likely to maintain enterprise stability
and successfully sell products/services, as they encounter fewer barriers to accessing both financial
and non-financial support.

@ Seasonality impacts the business activities of 41% of current entrepreneurs. Consequently, the high-
est production turnover occurs between June and September (on average 48%), whilst the lowest is
observed from January to March (on average 49%).

@ More than half of current entrepreneurs (53%) do not plan to expand their businesses in the future.
The primary reasons for this decision include low sales (35%), high market competition (28%), limited
financial resources (27%), and market unpredictability (26%).

@ Conversely, those who intend to expand their entrepreneurial activities (24%) have a clear plan for
achieving this goal (59%). The majority of male entrepreneurs have a specific action plan (64%; wom-
en entrepreneurs - 42%), whereas women entrepreneurs are more likely to report negative experi-
ences in this regard (42%; male entrepreneurs - 30%).

@ Future plans are primarily focused on introducing new products/services (55%), increasing the pro-
duction of existing products/services (51%), and expanding into new locations (44%).

@ Quialitative research findings indicate that resource scarcity, limited access to finance, and insuffi-
cient knowledge of strategic planning hinder entrepreneurs’ capacity to implement specific initia-
tives aimed at business expansion.

@ 60% of entrepreneurs report needing a loan, most commonly ranging from 10,000 to 50,000 GEL
(42%). The primary intended use for these funds include purchasing new technologies (45%), ex-
panding business operations/production (38%), acquiring raw materials (33%), and renovating en-
terprise premises (31%).

@ 45% percent of current entrepreneurs believe their business has remained unchanged compared
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to one year ago, whilst 26% report a decline and 27% believe their business has improved. Further-
more, looking ahead, 42% of respondents have a positive outlook, expecting entrepreneurial activ-
ity to improve over the next six months.

@ Although the majority of both male (45%) and female (37%) entrepreneurs expect their business
to improve, notably, negative sentiments are more pronounced among women. Specifically, 8% of
female entrepreneurs anticipate a decline in their business, a figure nearly three times higher than
that of men entrepreneurs (3%).

The Importance of Women's Participation in Economic Activity

@ 52% of entrepreneurs believe that women'’s participation in economic activities enhances the
well-being of families, whilst 48% indicate that it provides women with financial independence.
Women'’s economic participation is increasingly discussed at the societal level and it is widely recog-
nized that this approach strengthens the role of women in the society

@ While the majority of female entrepreneurs (65%) consider women’s participation in economic ac-
tivities important for achieving financial independence, men entrepreneurs primarily view it as a
means of enhancing family well-being (50%).

@ Qualitative research findings also indicate that, through engagement in economic activities, women
seek to challenge social norms and stereotypes, fulfill their potential, and assert themselves in an
environment where family responsibilities continue to be viewed as their primary obligation.

@ Free vocational education and training (35%), startup grants and financing (34%), and preferential
loans/leasing options (31%) are identified as the key enabling factors for women'’s economic empow-
erment.

@ It should be noted that 21% of entrepreneurs consider the improvement of childcare services partic-
ularly important, as this would ease mothers’ household responsibilities and free up time that could
be devoted to entrepreneurial activities. Notably, the importance of providing women with childcare
support - enabling them to have more time and greater Jemotional capacity for entrepreneurship
- is especially emphasized by entrepreneurs in Thilisi (22%) and municipalities (26%), whilst in other
self-governing cities, the proportion is roughly half that (11%).

@ The most significant challenge for women engaged in business is balancing professional responsi-
bilities with family obligations (36%). Other major obstacles include limited financial literacy among
women (23%), prevailing gender stereotypes in society (17%), and/or limited access to childcare ser-
vices (15%).

@ A higher proportion of women entrepreneurs (29%) identify limited financial literacy as a barrier
compared to their male counterparts (20%). Discriminatory practices are also more likely to be re-
ported by women. Interestingly, restricted access to childcare services - an issue that directly affects
women's ability to engage in entrepreneurial activities - is more often cited as a challenge by men
entrepreneurs (17%) than by women entrepreneurs (12%).
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Experiences and Assessments of Potential Women Entrepreneurs
General Information/Socio-Demographic Data

@ The largest proportion of potential women entrepreneurs (49%) falls within the 45-64 age group.
The vast majority are married (75%), whilst 12% are widowed. 77% of respondents have children,
with the highest proportion having two children (54%). The majority reside in urban areas (84%). In
terms of educational attainment, 49% have completed higher education. Regarding employment
status, 43% are unemployed, and 26% are employed in the private sector.

Entrepreneurial Experience

@ 75% of potential women entrepreneurs have previously owned a business but are no longer en-
gaged in entrepreneurial activities.

@ Differentiation of potential women entrepreneurs’ past business activities/attempts to start a busi-
ness by economic sector shows that the largest proportion operated or sought to operate in whole-
sale/retail trade and maintenance services (repair of automobiles and motorcycles) (41%).

@ The leading business activities within the wholesale and retail trade and maintenance sector were
identified as grocery stores, fruit and vegetable shops, flower shops, and wholesale trade.

@ The key reasons for termination/failure of previous entrepreneurial activities were: lack of financial
profit from small business operations (63%), difficulty attracting customers (50%), insufficiency of
mobilized financial resources (41%), low demand for the product/service (39%), and inability to com-
pete effectively in the market (35%).

@ Potential women entrepreneurs who participated in the focus group report having owned business-
esin the past, which they were unable to sustain due to systemic barriers. The main challenges iden-
tified include incompatibility with family responsibilities, lack of reliable staff, economic instability,
and the limited size of the consumer market in the regions.

@ For the largest proportion of potential entrepreneurs (59%), personal savings served as the primary
source of financial resources needed to start a business, whilst 46% relied on support from family
member(s).

@ 44% of entrepreneurs report having developed a business plan in advance for their most recent
entrepreneurial activity, compared to 57% who did not.

@ Among respondents with a pre-developed business plan (N = 20), 11 found that the plan did not help
them in operating their business, whilst nine indicated the opposite.

@ The most common reason for not developing a business plan in advance is a lack of time, primarily
due to the urgent need to launch the business and focus on securing financial resources.

@ Among the obstacles that potential women entrepreneurs encountered when starting or attempt-
ing to start their most recent entrepreneurial activity, financial barriers (35%) and a lack of qualified
personnel (30%) were the most prominent.

@ Limited financial and legal literacy was highlighted by focus group participants as a major barrier
affecting potential female entrepreneurs’ ability to start and manage a business. Respondents em-
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phasize the need for improving their qualifications in areas such as business plan development, risk
assessment, market analysis, and compliance with legal regulations. They believe these gaps can be
effectively addressed through targeted training programs and professional courses.

@ Potential entrepreneurs who encountered certain financial barriers when starting/attempting to
start their most recent entrepreneurial activity identify high loan interest rates, denial of grant fund-
ing or loans/leases, and the inability to secure co-financing as the main causes.

Barriers to Starting a Business

@ The largest proportion of potential women entrepreneurs (45%) are at the initial stage of entrepre-
neurship (having only developed a business idea). Meanwhile, 31% are actively seeking additional
financial resources, 24% have prepared a business plan, and 18% are conducting labor market re-
search.

@ One in three potential women entrepreneurs wants to start a business in the service sector (exclud-
ing trade, transport, and tourism-related sectors), whilst 28% plan to enter the wholesale and retail
trade sector.

@ 24% of potential women entrepreneurs aim to start a business in the food industry - fast food/pas-
try/bakery - whilst 10% plan to open a grocery/fruit and vegetable store.

@ Among the factors influencing the pursuit of entrepreneurial activity, having relevant practical skills
and experience is identified as significant (57%). Other key reasons include insufficient income and
the ability to run a business independently.

@ Among the financial resources needed to start an entrepreneurial activity, women entrepreneurs
identify personal savings as the primary source (45%), followed by support from family members
(31%), bank loans (29%), and state programs (24%). A significant number of women entrepreneurs
in the focus group report that they first turn to family support or their own savings when seeking
financial resources.

@ Every other potential entrepreneur (51%) requires between 10,000 and 50,000 GEL to start a busi-
ness/enterprise, whilst one-quarter (25.5%) need less than 10,000 GEL.

@ Every other potential women entrepreneur (51%) reports needing financial resources to purchase
raw materials for their enterprise, whilst a slightly smaller proportion (49%) require them for infra-
structure acquisition.

@ 31% of potential women entrepreneurs report having been denied financing, whilst 69% have not.
Among those who were denied (N = 9), one respondent each was rejected by TBC Bank (N=1), Bank of
Georgia (N=1), and Credo Bank(N=1), and three received rejections from LEPL “Enterprise Georgia".

@ Potential women entrepreneurs most frequently identify TBC Bank (N = 6) as their preferred finan-
cial institution for obtaining a loan. The estimated loan amounts vary widely (from less than 5,000
GEL to more than 160,000 GEL) as do the repayment terms (ranging from 1 to 10 years). However,
only a small proportion of respondents have accurate information about the annual effective inter-
est rate (according to four respondents, it is expected to range between 12% and 18%).

@ Only one potential entrepreneur is seeking to obtain a subsidized, low-cost bank loan and is col-
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laborating with Credo Bank for this purpose. He/she estimates the loan amount at 50,000 GEL with
a repayment period of 5 years. None of the respondents, however, provide information about the
annual effective interest rate offered by the bank for such loans.

@ Twelve potential women entrepreneurs report attempting to secure initial financial capital through
state programs. Most of them (N = 8) are seeking financing via the “Enterprise Georgia” program.
Requested loan amounts range from a minimum of 10,000 GEL to a maximum of 100,000 GEL, with
estimated repayment periods spanning from 10 to 84 months. Only one respondent is aware of the
estimated annual effective interest rate (18%).

@ Potential women entrepreneurs taking part in the focus group identify several barriers to partici-
pating in state programs. These include a misalignment between program priorities and women'’s
specific needs, geographical limitations, insufficient access to information, bureaucratic obstacles
and high associated costs, unfavourable conditions from banks, and a mismatch between expecta-
tions and formal eligibility criteria.

@ Atotal of eight potential entrepreneurs indicate plans to use grant funding to finance their business
activities; however, none have yet submitted an application or decided which granting organization
they will apply to.

@ Two potential entrepreneurs intend to use startup financing. One reports that the state has provid-
ed co-financing, whilst the other does not specify the organization to which they have applied. One
respondent plans to request financing for a period of six months, and the other for 24 months. Both
potential entrepreneurs intend to request an amount of 20,000 GEL.

@ 57% of potential entrepreneurs currently report financial barriers to starting a business. For one-
third of respondents, the most significant challenges are the lack of qualified personnel and fear of
failure or risk. One-quarter identify the absence of business contacts and the lack of a pre-written
business plan as primary concerns.

@ Potential women entrepreneurs report that the primary barriers encountered during the process of
securing financial resources are high loan interest rates (38%) and the rejection of grant applications
(28%).

@ Only one respondent points out that gender stereotypes and socio-cultural barriers pose significant
obstacles, noting that financial institutions do not take women-led businesses seriously, thereby
limiting access to necessary financing.

Actors/Mechanisms Supporting Entrepreneurial Activity

@ 94% of potential entrepreneurs are not members of any business association/network. Additional-
ly, the majority of respondents (54%) have neither heard of nor participated in existing programs
supporting women entrepreneurs. The proportion of those who have participated in the following
initiatives is relatively higher: Enterprise Georgia programs (86%), Yes-Georgia (45%), Startup Geor-
gia (45%), Women Entrepreneurs’ Development Program (47%), Women'’s Fund in Georgia program
(35%), and Programmes for Agriculture Development (ENPARD) (35%).

@ Focus group participants also indicate limited engagement in both professional and informal net-
works, largely due to a lack of awareness of specialized business associations or professional unions
available to women entrepreneurs.
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@ For potential women entrepreneurs, family members and relatives serve as the primary sources
of both financial and emotional support (69%). A substantial proportion also regard secondary so-
cial groups, such as friends and acquaintances, as significant sources of support (41%). Additional-
ly, more than one-fifth of respondents identify donor programs and grants as important support
mechanisms (22%).

@ According to the majority of potential entrepreneurs, a successful female entrepreneur should be
able to develop a business plan (57%) and prepare a business budget (51%). However, only 28% of
respondents, on average, report possessing these skills. Furthermore, many believe that a success-
ful woman entrepreneur should be able to determine startup costs/necessary capital (49%) and
calculate expected profit/loss in advance (47%). Meanwhile, only one-third (33%) report the ability
to determine startup costs and necessary capital. These findings indicate that, at this stage, the ma-
jority of potential female entrepreneurs do not yet possess the key skills they themselves associate
with successful entrepreneurship.

@ Potential entrepreneurs who intend to start a business would benefit most from additional financial
knowledge (88%). Specifically, 44% of respondents need support in developing a business budget,
whilst 33% indicate requiring assistance with determining startup costs/necessary capital, identify-
ing sources of financing, and conducting comparative analyses of alternative opportunities.

@ In addition to financial assistance, potential entrepreneurs emphasize the importance of facilitating
market access (31%), providing information about existing programs (24%), organizing free business
consultations (22%), and/or assistance in developing a business plan (20%). Among these, facilitat-
ing market access (22%) is identified as the most important form of non-financial support.

@ Focus group findings also underscore that, in addition to financial resources, potential women en-
trepreneurs require professional and specialized consultations, as well as the acquisition of both
financial and practical knowledge. Additionally, it is essential to establish formal professional net-
works to enable aspiring women entrepreneurs to gain practical experience.

Assessment of Financial/Non-Financial Products

@ 85% of potential women entrepreneurs report having no prior experience with using financial or
non-financial products/services. However, among those with such experience, microloans (41%),
business loans (22%), digital financial services (20%), and deposit accounts (16%) are used somewhat
more frequently.

@ The prevailing reasons as to why potential entrepreneurs have not used different types of financial
assistance include a perceived lack of hope in obtaining financing (28%), having mobilized finan-
cial resources from alternative sources (18%), and having sufficient financial resources of their own
(18%).

@ The main reasons for not using business insurance or bank business cards include their high costs, a
perceived lack of necessity, and the belief that these services are an unnecessary expense. Further-
more, limited experience with deposit accounts is primarily attributed to insufficient savings (56%)
and a preference for holding cash or investing in real estate and movable property (20%).

@ Non-use of non-financial services is largely driven by a perceived lack of need: trainings - 42%, con-
sultations - 43%, networking meetings - 37%, and legal services - 58%. Furthermore, a relatively high
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proportion of respondents report being unaware of specific services: trainings - 33%, consultations
- 35%, networking meetings - 41%, and legal services - 17%.

@ In terms of improving financial products and services, potential women entrepreneurs would like
to see loans with lower interest rates (63%), customized loan terms (33%), and reduced collateral
requirements or alternative guarantee options (29%).

@ Regarding improvements to non-financial services, respondents identify the following as important:
organizing introductory meetings with state agencies offering business support programs (41%)
and facilitating communication with financial institutions and donors (29%). Additionally, about one
in four respondents prioritize the organization of thematic trainings (26%).

Significance of Women's Participation in Economic Activity

@ Potential women entrepreneurs view women'’s participation in economic activity as important pri-
marily because it enables financial independence (61%), contributes to improving family well-being
(55%), and helps strengthen the role of women in society (57%).

@ Focus group participants also agree that women'’s involvement in entrepreneurial activities is per-
ceived as a source of self-realization, creativity, and new ideas, which has or should have positive
implications at both individual and societal levels.

@ Potential entrepreneurs identify startup grants and financing (55%), free vocational education and
training (47%), and preferential loans/leasing options (33%) as the key factors contributing to wom-
en’s economic empowerment in Georgia.

@ Focus group participants, drawing on their practical experience, highlight the need for professional
training, educational and knowledge-sharing platforms, increased access to consulting services, etc.

@ According to 41% of potential women entrepreneurs, the most common challenge women in busi-
ness face is the difficulty of effectively balancing work and family responsibilities. On average, one
in four respondents also emphasize the lack of financial education among women (26%) and the
persistence of gender stereotypes and societal discrimination (24%).

@ Focus group participants also highlight the impact of societal expectations, which categorize certain
occupations as “feminine” or “masculine” based on traditional gender norms. This may explain why
22% of potential entrepreneurs believe women are characterized by low self-esteem and a lack of
leadership skills - factors that, in turn, create significant barriers to their engagement in business
activities. Participants of the discussion further note that women are often dependent on men for
financial and legal matters and face challenges in making independent decisions, effectively man-
aging a business, etc.
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Experiences and Assessments by Local and International Financial and State
Institutions

Products Tailored to Women Entrepreneurs

@ Quantitative research findings indicate that the vast majority of local financial institutions (78%) lack
strategies or programmes specifically designed for women entrepreneurs. Only 36% of banks have
a tailored approach, while such an approach is entirely absent in the microfinance sector.

@ Most financial institutions adopt gender-neutral policies (56%); limited information on the specific
needs of women entrepreneurs is identified as the primary challenge (17%).

@ Commercial banks actively collaborate with international financial organizations, including the EBRD
(60%) and both the IFC and ADB (40% each). Additionally, 60% of commercial banks cooperate with
other international organizations.

@ Interviews with local financial institutions, conducted as part of the qualitative research, reveal that
the development of financial products tailored to women entrepreneurs in Georgia is primarily en-
couraged by international organizations. Local financial institutions appear to be driven more by
the opportunity to attract relatively low-cost financial resources than by a strategic commitment to
reducing gender inequality within the business sector.

@ In-depth interviews with representatives of state institutions indicate that support for women en-
trepreneurs in Georgia is gradually becoming more systematic and forming the foundation for inclu-
sive policies. Various state agencies are developing specific financial and non-financial mechanisms
for women, including interest subsidies, retraining programs, and access to training opportunities.

@ However, according to assessments by international financial organizations, despite progress in de-
veloping a gender equality strategy, women'’s economic empowerment has not yet been translated
into a stable, coherent, and institutionally anchored policy at the state level.

Lending Practices in the Financial Sector

@ Based on quantitative research data, the most commonly offered products by financial institutions
(banks and microfinance organizations) include business loans, microloans, agro loans, deposits,
overdrafts, and digital services (within 60% range). Startup financing is offered by 40%, whilst grants
and insurance products are less commonly available (20%).

@ Quantitative findings indicate that loan volumes vary substantially depending on the type of finan-
cial product. Business loans, aimed at medium and large entrepreneurs, range from 51,750 GEL to 2
million GEL. Microloans range from 1,700 to 513,000 GEL, while agri loans start at 600 GEL and can
reach up to 130,000 GEL. Startup financing typically ranges from 50,000 to 150,000 GEL. Grants are
generally provided through cooperation mechanisms with international financial institutions, often
in the form of cashback.

@ The majority of banks report having no experience in providing business (67%), micro (67%), or
agriloans (67%) to women at effective preferential interest rates over the past three years. A rela-
tively more flexible approach is observed in startup financing, reported by half of the banks (50%).
Among banks that do offer fixed preferential terms, the effective (rather than nominal) interest rate
ranges from 0.25% to 0.50%, largely depending on international programs.
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@ The average utilization rate of business overdraft services is 20%, with a limit set at 500,000 GEL.
Among digital products, women entrepreneurs receive equal access to free business cards, inter-
net/mobile banking services, and preferential transaction commissions (33%-33%), with preferen-
tial transfers being the most frequently used feature (67%).

@ The vast majority of women entrepreneurs already use a separate business account. According to
bank estimates, this practice is observed in over 90% of clients overall, although in some banks the
figure is as low as 20%.

Barriers Facing Women Entrepreneurs

@ Quantitative research findings indicate that the primary requirements women entrepreneurs must
meet to obtain loans from financial institutions are a reliable credit history (70%), stable income
(61%), complete documentation (57%), project profitability and experience in the relevant field (52%-
52%). In the case of startups, financial profitability (44%), documentation and credit history (39%-
39%) are particularly important. Regarding grants, financial institutions report difficulty specifying
clear priorities; however, financial profitability is emphasized more frequently (banks - 14%, microf-
inance organizations - 11%).

@ The most common reason for loan and startup financing refusals by financial institutions is a poor
credit history. This is cited by 64% of banks and 57% of microfinance organizations as the main rea-
son for rejecting loan applications. The same factor applies to startup financing, though at lower
rates (banks: 50%, microfinance organizations: 22%).

@ According to representatives of local financial organizations interviewed as part of the qualitative
research, women entrepreneurs face multiple barriers to accessing financial resources, stemming
from psychological and social challenges as well as institutional and systemic constraints. Key fac-
torsinclude the role of family support, additional household responsibilities, lack of property owner-
ship, gender bias in credit allocation, absence or discontinuity of credit history, regional disparities,
limited financial literacy, algorithmic scoring models, and fear of taking risks.

@ The assessments of state institutions coincide with the challenges identified by local financial insti-
tutions. Respondents additionally emphasize the lack of initial savings among women, which hin-
ders their inclusion in co-financing programs. They also note the difficulty many women face in
attending educational or counseling sessions due to family obligations.

@ Representatives of international financial organizations agree with the views voiced by other groups,
noting that, in Georgia’s current context, achieving engagement of women in the financial system
remains a significant challenge.

Barriers to Business Implementation

@ According to representatives of local financial organizations interviewed as part of the qualitative
research, women have limited access to influential business networks during their entrepreneurial
activities, which restricts their opportunities for effective networking. A lack of financial education,
limited access to training, and absence of family support further constrain women'’s ability to en-
hance their knowledge and competences. These challenges are compounded by cultural stereo-
types that view women'’s participation in “non-traditional” economic sectors with skepticism.
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@ According to representatives of the local financial sector, women-owned businesses are often small
in scale and have limited growth potential, primarily due to insufficient financial education and a
lack of strategic planning skills. Many women entrepreneurs face challenges in accurately calculat-
ing production costs, setting prices based on cost and market factors, and managing profits effec-
tively, all of which significantly hinder the growth and expansion of their businesses.

@ On the other hand, representatives of local financial organizations note that women entrepreneurs
are typically reliable and financially responsible, particularly in loan repayment and compliance with
administrative requirements. Respondents observe that women tend to avoid high-risk financial
products and are less inclined toward aggressive business expansion, reflecting both risk aversion
and family-oriented social roles. As a result, financial institutions perceive women entrepreneurs as
a reliable but moderately growing client segment.

Women Entrepreneurs and Startup Financing: Barriers, Approaches, and
Institutional Differences

@ According to quantitative research findings, half (50%) of startup financing products include terms
specifically tailored to women. In contrast, gender-specific approaches are found in only about one-
third (33%) of other financial products, such as business loans, microloans, and agri loans.

@ During in-depth interviews, representatives of local financial organizations note that startups con-
tinue to be viewed as a high-risk sector, and financing remains limited - particularly for women,
who often lack initial capital, have limited access to startup resources, and require not only financial
support but also professional guidance and informational assistance.

Gender Bias in Decision-Making

@ Within the framework of the qualitative research, representatives of local financial organizations
report that gender stereotypes and unconscious biases continue to influence decision-making pro-
cesses, particularly in Georgia's regions. However, they also note that the situation is gradually im-
proving due to internal training initiatives and strategies, and pressure from international partners.

@ Representatives of international financial organizations concur that gender bias in the lending pro-
cess remains a significant barrier for women entrepreneurs in Georgia. Based on the EBRD's expe-
rience, when applicants have comparable income, collateral, and experience, loan officers tend to
favor male entrepreneurs. This bias is not related to the gender of the officer but rather stems from
deeply rooted unconscious gender stereotypes.

Areas of Economic Activity of Women Entrepreneurs in Georgia

@ Quantitative study results indicate that the following economic sectors are the most likely to get
financing from commercial banks: retail and wholesale trade, arts, entertainment and recreation,
andreal estate and other types of service.

@ According to representatives of the local financial sector interviewed in the qualitative study, wom-
en entrepreneurs often choose areas where they have personal experience, knowledge and practi-
cal skills. Consequently, they are predominantly concentrated in the service, trade and agricultural
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sectors. Women's participation is significantly lower in sectors with high turnover and technological
complexity, such as manufacturing, logistics and construction, resulting in their limited presence in
medium and large businesses.

@ Representatives of state institutions agree with the assessment of the local financial sector that
the areas of women's entrepreneurial activity in Georgia are closely linked to social roles, access to
family resources, prevailing stereotypes, and economic necessity. Women often start businesses
driven by immediate needs rather than professional strategy, typically choosing sectors that can be
managed within the household, require limited technical expertise, and demand relatively low initial
investment.

@ According to representatives of international financial organizations, gender-based economic seg-
regation remains firmly embedded in Georgia. High-income and technology-intensive sectors, such
as transport, energy, and information technology, are predominantly male-dominated, whereas
women are primarily concentrated in low-income, labor-intensive, and often informal forms of eco-
nomic activities.

Reporting, Data Collection, and Gender Analysis

@ Quantitative research results demonstrate that collection and analysis of gender-disaggregated
data are not systematic practices in the majority of local financial institutions. The situation is some-
what better in microfinance organizations (56%) than in commercial banks (43%). However, a large
proportion of both types of organizations (banks - 63%; microfinance - 75%) do not consider it nec-
essary to process customer data by gender. Other reasons (25%) cited include serving corporate
clients and adhering to a gender-neutral approach.

@ Quialitative research findings suggest that the collection and analysis of gender-related data within
the local financial sector are gradually becoming more systematic and strategic. This shift reflects
both the evolution of banks' internal credit policies and the increasing requirements of international
donors and investors.

@ Data obtained through in-depth interviews also show that state agencies are increasingly shifting
toward evidence-based policymaking; however, comprehensive gender-specific analytics are still in
the early stages of development.

@ According to representatives of international financial institutions, access to data is essential for
making targeted and needs-based financial decisions; however, in practice, this process is often
impeded by various barriers. They emphasize that developing a comprehensive understanding of
gender and multidimensional vulnerabilities in Georgia remains a significant challenge.

Financial Literacy and Awareness of Available Opportunities

@ According to the quantitative study findings, business training is the most commonly offered non-finan-
cial service, available across all surveyed banks. Business consultations are also widely available (80%).

@ Representatives of local financial institutions surveyed as part of the qualitative study note that
trainings, consultations, and informational activities designed for women entrepreneurs are often
insufficiently flexible and not adequately tailored to those female entrepreneurs who need support
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the most. They emphasize the need to revise the content of training and educational programs
to ensure it is practical and applicable, supports everyday decision-making, and addresses the so-
cio-cultural and psychological barriers faced by women entrepreneurs.

@ Interviews with representatives of state organizations reveal that, despite the availability of vari-
ous information dissemination channels, women residing in the regions often remain unaware of
programs and opportunities available to them. This is attributed, on the one hand, to the limited
accessibility or the low effectiveness of communication channels, and on the other, to psycholog-
ical barriers—specifically, the perception among some women that the existing programs are not
intended for them.

Financing Women Entrepreneurs and Fraud Management

@ According to representatives of local financial institutions interviewed as part of the qualitative research,
one of the key challenges of financial programs for women entrepreneurs is ensuring that loans are used
for their intended purpose. This concern is particularly relevant in cases where financing is formally is-
sued in awoman’s name but is, in practice, utilized by a male family member. Nevertheless, respondents
emphasize that such risks should not deter the development of programs specifically tailored to women.

@ Representatives of state programs highlight the existence of monitoring mechanisms aimed at ensuring
that microgrants are effectively reaching their intended beneficiaries - genuine women entrepreneurs.
These monitoring activities include on-site visits, verification of business activities, and other related
measures.

Service Access Preferences

(>) Quantitative research results reveal consistent consumer behavior patterns across banks and microf-
inance organizations. Specifically, women entrepreneurs primarily prefer to visit physical branches to
obtain loans (48%), whilst active use of internet and mobile banking is observed only in the case of banks
(50%).

@ Analysis of in-depth interviews with local financial organizations indicates that preferred service forms
and channels vary by generation, digital habits, and social experience. Younger women tend to favor
remote options, such as mobile applications, online chats, and websites, whereas middle-aged and older
women demonstrate a clear preference for in-person interactions and branch visits.

Gender Distribution of Employees in Financial Organisations

@ Qualitative research findings indicate that, in regional financial institutions, the promotion of women to
managerial positions remains limited due to persistent social stereotypes. The proportion of women in
credit officer roles is low, largely due to the mobile and high-stress nature of the work, which tends to be
less appealing to many women. Despite formal equality, the remuneration systems often favor men, as
they are generally able to dedicate more time to work. Women are predominantly represented in mid-
dle- and lower-level office positions, although in some organizations they hold a majority in senior man-
agement roles, demonstrating that progress toward gender equality in the financial sector is uneven.
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The Importance and Necessity of Developing Programmes Tailored to Women
entrepreneurs

@ Quantitative survey findings reveal that a majority of financial institutions recognize the importance of
services specifically tailored to women entrepreneurs (banks - 64%; microfinance organisations - 56%).
However, skepticism appears more prevalent within the microfinance sector (“less important” or “not
important” - microfinance organisations-22%; banks-7%).

@ Financial organizations demonstrate varying levels of readiness to develop and implement services for
women entrepreneurs, with banks exhibiting greater proactivity. Specifically, one in three banks (36%)
report being fully prepared to introduce specialized services. In contrast, although the majority of micro-
finance organizations (56%) indicate interest in offering such services, they also acknowledge a lack of
readiness to implement them.

@ The primary benefit of introducing services tailored to women entrepreneurs, as reported by financial
institutions, is the enhancement of their social responsibility profile (banks - 64%; microfinance organi-
sations - 67%). Other significant benefits include the expansion of the client base and the strengthening
of cooperation with donors. In contrast, relatively less emphasis is placed on other commercial advan-
tages (such as loan diversification and repeat use of services).

@ Both banks (71%) and microfinance organizations (78%) regard donor funding as a significant source of
support. Additionally, banks are more likely to prioritize market research (71.4%), product design, and
team training (50%-50%). Financial organizations pay comparatively less attention to partnerships with
community or women'’s organizations.

@ As per the qualitative research, some representatives of local financial institutions support the availabili-
ty of both financial and non-financial services tailored to women entrepreneurs—particularly in regions
where unemployment is high and women require greater support to launch startups. Conversely, oth-
er respondents believe that designing products specifically for women may be perceived as a form of
“positive discrimination.” They therefore emphasize the importance of raising awareness and improving
overall systemic access to financial resources.

@ The dominant view among representatives of state institutions is that products tailored to women entre-
preneurs should be introduced. However, some respondents express skepticism toward this approach,
citing arguments similar to those raised by representatives of local financial institutions.

@ According to representatives of the ADB and EBRD, the prevailing gender-neutral approach in Georgia's
financial sector is often accompanied by unconscious bias in practice, which fails to reflect the specific
challenges faced by women entrepreneurs. In this context, financial institutions should be supported
and encouraged to consider women'’s particular needs and to develop targeted products and services.

@ Some respondents express concern that the Georgian version of the Foreign Agents Registration Act
(FARA), adopted in 2025, may jeopardize internationally supported products, including cashback pro-
grams, thereby undermining customer trust and willingness to cooperate.
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PART ONE:
DESK RESEA



1. Policy on Women's Entrepreneurship in Georgia, Legislative Framework

In 2021, the Government of Georgia approved SME (Small and Medium Enterprise) Development Strate-
gy for 2021-2025. As part of this strategy, Action Plans for 2021-2022 and 2023-2025 were developed and
endorsed. The primary goal of this strategy was to create favorable conditions for SMEs, enhance their
competitiveness and innovation capabilities, and ultimately increase incomes, expand employment op-
portunities and promote an inclusive and sustainable economic environment.3

The Entrepreneurship Development Strategy (2021-2025) emphasizes that a key prerequisite for formu-
lating policies and action plans to support the development of women’s entrepreneurship is the analysis
of state program outcomes from a gender perspective. It also underscores the need for information
and awareness-raising initiatives aimed at reducing and eliminating gender-stereotypical attitudes re-
garding women's participation in entrepreneurial activities. To address existing challenges, the strate-
gy—whose sixth priority area focuses on promoting women'’s entrepreneurship—identifies several key
tasks: 1. Promoting the Women's Empowerment Principles (WEPs); 2. Improving gender-based statistics
in state programs; 3. Encouraging women'’s participation in state programs; 4. Strengthening digital
skills among women; 5. Enhancing the capacity of state institutions to develop gender-responsive ap-
proaches.*

In recent decades, gender equality norms have been incorporated into numerous legislative acts and
strategic documents in Georgia. These include the Labor Code of Georgia, the Law on the Elimination of
All Forms of Discrimination, the Law on Gender Equality (renamed the Law on Equality between Women
and Men as of April 2, 2025), and the Law on the Elimination of Violence against Women and/or Domestic
Violence, and the Protection and Support of Victims of such Violence, among others. Georgia is also a
party to key international treaties and frameworks, such as the UN Convention on the Elimination of All
Forms of Discrimination against Women (CEDAW, ratified in 1994), the Council of Europe Convention on
preventing and combating violence against women, including domestic violence (Istanbul Convention,
ratified on 19 May 2027), and the Beijing Declaration and Platform for Action (BPfA, adopted in 1995).
The country has additionally undertaken significant activities aligned with the core requirements of UN
Security Council Resolution 1325 (2000) on Women, Peace and Security, and has engaged in the imple-
mentation of the 2030 Sustainable Development Goals (SDGs, adopted in 2015). Among the most recent
legislative developments, it is noteworthy that on 19 February 2025, the Parliament of Georgia initiated
amendments to the Law on Gender Equality. On 4 March 2025, Parliament approved the amendment
package® “On Gender Equality” at the first reading. Under these amendments, the terms “gender” and
“gender identity” were removed from the legislation. The term “gender” was replaced with “women'’s
and men's”; references to “gender issues” were changed to “issues of equality between women and

"eou

men”; “gender intolerance” became “intolerance towards equality between women and men”; and the

term “gender-sensitive” was revised as ‘sex-based sensitivity".

3,SME Development Strategy of Georgia 2021-2025 - 2004 Annual Report of the 2023-2025 Action Plan” (Ministry of Economy
and Sustainable Development of Georgia) https://www.economy.ge/uploads/files/2017/ek__politika/2024/samogmedo_geg-
mis_shesrulebis_cliuri_angarishi_2024.pdf

4 SME Development Strategy of Georgia. 2021-2025" (Ministry of Economy and Sustainable Development of Georgia) https://
www.economy.ge/uploads/files/2017/ek__politika/sme_strategy/sme_development_strategy_2021_2025_.pdf

5 ‘parliament endorsing amendments to Law on Gender Equality in I reading’ (March 4, 2025, Parliament of Georgia) https://
parliament.ge/media/news/parlamentma-genderuli-tanastsorobis-shesakheb-kanonshi-tsvlilebebi-pirveli-mosmenit-miigho
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2. Overview of Women'’s Entrepreneurship in Georgia

Both women and men participate in entrepreneurial activities in Georgia; however, women predomi-
nantly operate microbusinesses and remain significantly underrepresented among owners of large en-
terprises.® According to a 2018 report by the Asian Development Bank (ADB), nearly 40% of companies
in Georgia have at least one female owner, yet only 19.7% have women in top management positions.”
The Gender and Entrepreneurship Survey conducted in the same year by the ADB and the National Sta-
tistics Office of Georgia (Geostat) found that entrepreneurship was the primary activity for 6.5% of men,
compared with only 2.6% of women.?

Examining trends over the subsequent years, the Gender Impact Assessment of the Law of Georgia
on Entrepreneurs® reports that gender disparities in entrepreneurial activity persist despite a gradual
increase in women'’s participation. In 2022, only 25% of the 77,864 newly registered businesses were
founded by women, whilst 60% were founded by men (in 15% of cases, the founders’ gender could not
be identified). The report also highlights that the gender gap has widened significantly since 2017, in-
dicating ongoing challenges in achieving gender parity. A report prepared by the World Bank'® further
confirms these disparities, indicating that in 2023 only 29.5% of enterprises in Georgia had at least one
woman shareholder. By enterprise size, the distribution was as follows: small enterprises - 28.7%, medi-
um enterprises - 29%, and large enterprises - 39.2%. The proportion of enterprises employing women
in managerial positions was 21% (by size, the distribution was as follows: small enterprises - 23.6%; me-
dium - 17.1%; large - 15.2%). According to the Asian Development Bank (ADB), the primary motivations
reported by women aged 32 to 60 for starting a business were the need to overcome unemployment
and to secure flexible working schedules. Comparable findings emerge from the research conducted
by UN Women, in which women most frequently identified flexible work arrangements (54%), indepen-
dence (49%), and the potential for higher income (44%) as their dominant motivations for launching a busi-
ness." A joint study by UN Women and the International Labour Organization (ILO) indicates that, as
of 2022, 59% of women engaged in entrepreneurial activity were concentrated in the trade sector, with
significantly lower representation in other economic fields.'? Geostat’s 2024 study'3 similarly demon-
strates that, compared with their male counterparts, women entrepreneurs remain underrepresented
in mining, construction, transport and storage, as well as agriculture, whilst they are more prevalent in
education, healthcare, social services, trade, and other service sectors. According to the same report
by Geostat (2024), in 2023, the number of businesses founded by men was nearly twice that of those
founded by women (women - 27%, men - 61%).

6 There are no uniform national criteria defining what constitutes a woman-owned business in terms of ownership, manage-
ment, and operation. According to the National Statistics Office, a business is classified as woman-owned if, at the time of reg-
istration, at least one woman is recorded as an owner. (Gender Impact Assessment of the Law of Georgia on Entrepreneurship)
(ISET), 2024) https://investorscouncil.ge/media/dOmp5zjj/gender-impact-assessment-geo-5.pdf

7 “Georgia - Country Gender Assessment” (Asian Development Bank) https://www.adb.org/sites/default/files/institution-
al-document/479186/georgia-country-gender-assessment.pdf

8 “pilot Survey on Measuring Asset Ownership and Entrepreneurship from a Gender Perspective” (Georgia, 2018) https://gen-
der.geostat.ge/gender/img/publicationspdf/EDGE-Report-GEO-Final.pdf

9 Gender Impact Assessment of the Law of Georgia on Entrepreneurs (International School of Economics (ISET), 2024) https://
investorscouncil.ge/media/dOmp5zjj/gender-impact-assessment-geo-5.pdf

10 Enterprise Survey, What Businesses Experience (World Bank, 2023 - Country Profile) https://www.enterprisesurveys.org/
en/data/exploretopics/gender

" National Assessment of Women'’s Entrepreneurship Development in Georgia (UN WOMEN, Tbhilisi, Georgia, 2023) https://
crrc.ge/wp-content/uploads/2024/06/national-assessment-of-wed-eng.pdf

12 National Assessment of Women'’s Entrepreneurship Development in Georgia (UN WOMEN, Tbilisi, Georgia, 2023) https://
crrc.ge/wp-content/uploads/2024/06/national-assessment-of-wed-eng.pdf

3Women and Men in Georgia - Statistical Publication (National Statistics Office of Georgia, 2024) https://www.geostat.ge/ka/
single-archive/3418#
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According to the Gender Impact Assessment of the Law of Georgia on Entrepreneurs (2024)', signifi-
cant gender differences exist in the marital status and roles of entrepreneurs. Among male entrepre-
neurs, 82.8% are married, compared with 68.8% of female entrepreneurs. Men are also less likely to be
widowed or divorced (3%) than women (24.7%). Gender disparities are also evident in household roles:
only 28.7% of female entrepreneurs are considered heads of household, compared with 57.9% of male
entrepreneurs. Educational attainment further highlights gender differences: female entrepreneurs are
more likely to have completed secondary, non-higher education (34.8%) than male entrepreneurs (21%).
Accordingly, the rate of having completed higher education also differs: 43% of male entrepreneurs hold
a bachelor’s degree or higher, compared with only 30.5% of female entrepreneurs.

For women entrepreneurs, personal savings are the most important resource for business expansion.
According to a report by the Economic Policy Research Center (EPRC), among those women entrepre-
neurs who sought to expand their businesses (30%), 40% relied on their own savings, whilst 19% used
savings from family members or spouses. Women residing in the regions are more likely to draw on
personal and family financial resources, as well as loans from banks and microfinance organizations.
Reliance on microfinance institutions is particularly pronounced in the regions, compared to the capital -
women in Thilisi are more likely to depend on family savings and grants from international organizations
to support business growth'>.

The Gender Impact Assessment of the Law of Georgia on Entrepreneurs (2024)'¢ drawing on the World
Bank’s Enterprise Survey, identifies significant disparities in the operations of businesses run by women
and those run by men: 11.8% of companies headed by women experience difficulties in accessing
credit, compared with only 3.2% of male-led businesses. The report also highlights differences in
financing sources: companies run by women are more likely to rely on banks for investment purpos-
es (42.5%, compared with 33.5% of men). However, the opposite pattern emerges for working capital:
male-led companies are more likely to use bank services (36.5% of men versus 26.1% of women). This
trend is reflected both in the proportion of investments financed by banks (women - 28.3%, men - 22.4%)
and in the proportion of working capital financed by banks (women - 17.1%, men - 10.9%). Furthermore,
17.9% of women-led businesses identify access to finance as their most significant constraint, following
political instability (42.5%) and a shortage of adequately qualified personnel (20%). Data from the Na-
tional Bank of Georgia's platform, wefinancegeorgia.ge', indicate that, as of the third quarter of 2024,
women own 16% (2,872) of enterprises established with business credit in Georgia, whilst men own 84%
(15,050). The distribution of loans issued by financial institutions reveals that a) among small enterprises,
17% of loans were granted to women-led firms (2,231 businesses) compared with 83% to male-led firms
(13,312). For medium and large enterprises, the distribution across genders is as follows: b) loans allo-
cated to medium-sized enterprises: women - 10% (111 businesses), men - 90% (988 businesses); c) loans
allocated to large enterprises: women - 5% of loans (15 businesses), men - 95% (292 businesses). Across
economic sectors, the largest share of loans for both women and men was issued in the trade sector
(women - 991 businesses and men - 5,584 businesses). For women, the next most frequently financed
sectors were manufacturing and hospitality, whereas for men the leading sectors were construction
and manufacturing. A substantial disparity is also evident in total debt volumes. Namely, women ac-
count for only 7% of the total loans issued to entrepreneurs for business establishment (2,029,467,141
GEL), compared to 93% for men (25,692,147,476 GEL). Within this overall distribution, loans issued to

4 Gender Impact Assessment of the Law of Georgia on Entrepreneurs (ISET-PI) https://iset-pi.ge/storage/media/other/2024-
08-09/957838e0-564c-11ef-87a7-4d22d08c9968.pdf

S Women in Business: Opportunities and Impact of the Pandemic (Tbilisi, EPRC, 2021) https://eprc.ge/wp-content/up-
loads/2021/05/women_enterpreneurs_geo.pdf

6 Gender Impact Assessment of the Law of Georgia on Entrepreneurs (2024, ISET-PI) https://investorscouncil.ge/media/
dOmp5zjj/gender-impact-assessment-geo-5.pdf

17 Credit for MSME Business (2024) https://www.wefinancegeorgia.ge/credit-for-msme-businesses
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women-led small enterprises constitute 9% of the total volume allocated to this category (1,094,717,639
GEL), whereas men-led small businesses account for 91% (10,923,970,945 GEL). Among medium-sized
enterprises, women received a total loan of 318,173,465 GEL (6%), compared with 5,053,710,268 GEL
(94%) issued to men. As for large enterprises, women-led businesses received the total loan volume of
465,775,994 GEL (8%), whilst men-led firms received 5,581,713,865 GEL (92%).

According to data from wefinancegeorgia.ge for the third quarter of 2024, at least one deposit account
is registered for 16% of women-owned businesses (21,399) and 84% of men-owned businesses (110,320).
A breakdown by business size shows that among women-led enterprises, 16% of small businesses, 9%
of medium-sized businesses, and 4% of large businesses have a registered deposit account. The corre-
sponding figures for men are substantially higher. For both women and men, deposit accounts are most
frequently opened while operating in the trade sector. By gender of entrepreneurs, the distribution of
funds accumulated in deposit accounts is as follows: women entrepreneurs - 5%, men entrepreneurs -
95%. In terms of deposit balance, small businesses account for the largest share for both groups (total
savings among women-led small businesses amount to 407,217,760 GEL, compared with 3,711,558,971
GEL in men-led small businesses). A similar pattern is observed among medium- and large-sized enter-
prises, where men’s deposit savings are significantly higher than those of women.

3. Limited Access to Financial Resources Among Women and Its Determining Factors

The information presented in Chapter 1 demonstrates that women entrepreneurs in Georgia face a
range of systemic and practical barriers that significantly restrict their access to financial resources and
impede their ability to start and grow a business. Existing studies and reports'® further highlight the
multifaceted nature of these obstacles. These barriers emerge on both (a) the demand side and (b) the
supply side, and encompass structural, social, and economic factors. Structural barriers are also evident
within the legislative and policy environment.

a) Demand-Side Constraints:

Lack of financial literacy and awareness

Limited credit history

Limited access to professional networks and technologies

Insufficient knowledge of government support programs

Informal business status

Cultural and social norms

Risk aversion

Financial or decision-making dependence on spouse or other family members

b) Supply-Side Constraints:

High collateral requirements imposed by banks
Biased attitudes of financial institutions
Limited representation of women in decision-making positions within the financial sector

The following subsections examine the above challenges, their causes, and their effects on the opportu-
nities of women entrepreneurs in detail.

18 “Deposit accounts for MSME Businesses” (2024) https://public.tableau.com/views/WEFinance-Deposits-Businesses/Sum-
marycreditmarket?:embed=y&:showVizHome=no&:host_url=https%3A%2F%2Fpublic.tableau.com%2F&:embed_code_ver-
sion=3&:tabs=no&:toolbar=yes&:animate_transition=yes&:display_static_image=no&:display_spinner=no&:display_over-
lay=yes&:display_count=yes&publish=yes&:loadOrderID=0&:increment_view_count=no#

19 UN Women & ILO joint assessment, ISET-PI Gender Impact Assessment and GeoStat gender statistics
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3.1. Demand-Side Constraints

3.1.1. Limited Ownership of Real Estate and other Assets

Women and men have equal rights to inheritance and property under Georgian law. Howeverin prac-
tice, women frequently lack formal property ownership or cannot dispose of it independently. This
limitation restricts their ability to use property as collateral for loans, a key requirement for accessing
finance from formal financial institutions. Research by UN Women?® confirms that even when property
is formally registered in a woman’s name, she may not have decision making power within the family
regarding its use.. According to the Economic Policy Research Center (EPRC), limited ownership of prop-
erty and assets is a major reason woman are denied loans, ranking second only to a negative credit
history?".

According to the World Bank’s 2021 report?? (Women, Business, and the Law), cultural norms and fam-
ily/social practices in Georgia tend to favor men in the accumulation, inheritance, and management of
property, creating additional barriers for women in securing the collateral needed to obtain loans.

According to a 2018 study jointly conducted by Geostat and the ADB, men in Georgia are more likely
than women to be documented or declared owners of both housing and land?3. For instance, among
surveyed households, 46% of men were documented owners of housing, compared with 33% of wom-
en. Gender disparities are also evident for agricultural land, where the proportion of documented male
owners is more than twice that of female owners (women - 13%, men - 31%). In terms of declared own-
ership, the gender gap is 14% (women - 34%; men - 48%)?*.

As noted previously, discriminatory practices related to women's property ownership impede access
to loans, particularly during the transition from micro to small- and medium-sized enterprises, where
collateral is critically important. A report (2024) by the International School of Economics (ISET) indicates
that women are more likely than men to be denied loans?®. Consistent with this finding, a 2024 World
Bank study reports that 8.8% of women-led businesses surveyed were denied a loan, compared with
only 1.9% of male-led businesses?6.

3.1.2. Lack of Financial Literacy and Awareness

Studies indicate that a portion of women entrepreneurs in Georgia lack sufficient financial literacy,
which is crucial for completing tasks required by banks, such as navigating formal banking systems,
analyzing loan terms, and preparing business plans. Poorly drafted business plans or project proposals
are among the most common reasons for loan rejection (accounting for 22% of cases). These findings
highlight the need for women entrepreneurs to enhance relevant qualifications and strengthen their
management skills?7.

20 National Assessment of Women's Entrepreneurship Development in Georgia (UN WOMEN & ILO, 2023) https://geor-
gia.unwomen.org/en/digital-library/publications/2023/05/national-assessment-of-womens-entrepreneurship-develop-
ment-in-georgia

21 Women in Business: Opportunities and Impact of the Pandemic (Tbilisi, EPRC, 2021) https://eprc.ge/wp-content/up-
loads/2021/10/women_enterpreneurs_eng_compressed.pdf

22Women, Business and the Law (World Bank, 2021) https://wbl.worldbank.org/content/dam/sites/wbl/documents/2021/02/
WBL2021_ENG_v2.pdf

23 pilot Survey on Measuring Asset Ownership and Entrepreneurship from a Gender Perspective (National Statistics Office of
Georgia, Asian Development Bank, 2018) https://gender.geostat.ge/gender/img/publicationspdf/EDGE-Report-GEO-Final.pdf

24 No updated data or more recent studies are available on this issue .

25 Gender Impact Assessment of the Law of Georgia on Entrepreneurs (ISET research institute, 2024) https://investorscouncil.
ge/media/dOmp5zjj/gender-impact-assessment-geo-5.pdf

26 Gender Impact Assessment of the Law of Georgia on Entrepreneurs (International School of Economics (ISET), 2024) https://
investorscouncil.ge/media/dOmp5zjj/gender-impact-assessment-geo-5.pdf

27Gender Impact Assessment of the Law of Georgia on Entrepreneurs (ISET-PI, 2024)
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3.1.3. Lack of Credit History

Recent studies indicate that women in Georgia tend to have poor credit histories. This trend largely
stems from unequal conditions and gender-stereotypical norms related to inheritance and property
ownership. As a result, women often face higher interest rates than men when seeking loans?2. In 2014,
access to finance for women entrepreneurs was constrained primarily because loan eligibility depended
heavily on credit history and property ownership. Financial institutions were more skeptical of wom-
en-led businesses, viewing them as less viable and higher risk?°. These challenges have not significantly
improved in subsequent years: according to a 2022 thematic survey conducted by the Permanent Parlia-
mentary Council for Gender Equality (“Thematic Survey on Access to Financial Resources for Women and
Girls"), only 19% of applications to financial institutions came from women entrepreneurs, a figure sig-
nificantly lower than that of male applicants (81%). Despite this disparity in application rates, the same
report notes that rejection rates do not differ substantially across genders. Data from one commercial
bank show that, during the first six months of 2022, the rejection rate for women borrowers was 2.4%,
compared with 3.3% for men3°. The report further highlights that high collateral requirements and lack
of credit histories hinder access to bank loans not only for women entrepreneurs but for small and me-
dium-sized enterprises in general®'.

3.1.4. Lack of Access to Networks and Technologies

Research confirms that strong professional networks constitute a significant resource for entrepre-
neurs, facilitating access to finance and enabling the exchange of knowledge, contacts, and opportuni-
ties32.

For women entrepreneurs, joining professional networks is particularly important for overcoming gen-
der-based barriers to bank financing. By developing strong professional networks within the entrepre-
neurial ecosystem, women can gain access to alternative sources of capital, including angel investors,
venture capital funds, and peer-to-peer lending platforms. Limited access to investor networks further
exacerbates these barriers for women, especially in contexts where men already benefit from estab-
lished and stable connections within investment circles. Consequently, women often struggle to secure
the critical financing required to launch, expand, and sustain their businesses33.

Furthermore, women entrepreneurs often lack access to male-dominated business networks, even
though these networks function as primary channels for securing financing and mentorship. Women
face challenges not only in accessing financial resources and business development services (BDS) but
also in reaching profitable markets and new technologies, both domestically and internationally. Gaps
in information, skills, resources, production means, and networks are key factors contributing to these
barriers. Moreover, women frequently have limited access to information and communication technolo-
gies (ICT), which could serve as a critical tool for expanding their businesses34.

28 Meta-Analysis of the Impact of Entrepreneurs’ Gender on their Access to Bank Finance (Journal of Business Ethics, Malm-
strém, M., Burkhard, B., Sirén, C., Shepherd, D., & Wincent, J. (2023)) https://www.researchgate.net/publication/374780402_A_
Meta-Analysis_of_the_Impact_of_Entrepreneurs’_Gender_on_their_Access_to_Bank_Finance

2%Women's Economic Opportunities and Challenges (Association of Young Economists of Georgia, 2014) http://www.econo-
mists.ge/storage/uploads/publication/141222053929a4c1.pdf

30 Thematic Inquiry on the Accessibility to Financial Resources for Women and Girls (Permanent Parliamentary Gender Equality
Council) https://web-api.parliament.ge/storage/files/shares/tematuri-mokvleva/genderuli/qalebis-cvdoma/mokvleva-ge.pdf

31 Thematic Inquiry on the Accessibility to Financial Resources for Women and Girls (Permanent Parliamentary Gender Equal-
ity Council, 2022) https://web-api.parliament.ge/storage/files/shares/tematuri-mokvleva/genderuli/qalebis-cvdoma/mokvle-
va-ge.pdf

32 Meta-Analysis of the Impact of Entrepreneurs’ Gender on their Access to Bank Finance (Journal of Business Ethics, Malm-
strém, M., Burkhard, B., Sirén, C., Shepherd, D., & Wincent, J. (2023)) https://www.researchgate.net/publication/374780402_A
Meta-Analysis_of_the_Impact_of_Entrepreneurs’_Gender_on_their_Access_to_Bank_Finance

33 Female entrepreneurs’ gender roles, social capital and willingness to choose external financing (Wang, X., Cai, L., Zhu, X., &
Deng, S. Asian Business & Management, 2020) https://link.springer.com/article/10.1057/s41291-020-00131-1

34 National Assessment of Women's Entrepreneurship Development in Georgia (ILO and UN Women, 2023) https://crrc.ge/
wp-content/uploads/2024/06/national-assessment-of-wed-eng.pdf
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3.1.5. Inaccurate or Insufficient Information on State Support Programmes and
Challenges in Meeting Requirements

According to a study by UN Women (2021)3%, women constitute a minority of government grant recip-
ients and are even less likely to receive larger grants3®. Similarly, a study (2021) conducted by the Eco-
nomic Policy Research Center (EPRC) found that only 7% of women entrepreneurs seeking to expand
their businesses applied for government grant programs. Low application rates are attributed to several
factors: (1) insufficient information and limited promotion of the programs; and (2) challenges in meet-
ing program requirements, such as land ownership or co-financing conditions, which many women are
unable to fulfill. Additionally, applicants whose grant requests are rejected often do not receive feed-
back explaining the reason for the decision.

The report Gender Impact Assessment of the Law of Georgia on Entrepreneurship3” notes that wom-
en comprised only 19.7% of participants in programs of the Ministry of Environmental Protection and
Agriculture. Similarly, women accounted for just 11% of participants in trainings and consultations con-
ducted in the regions by the LEPL Innovation and Technology Agency. However, it should be noted that
the situation under the LEPL “Enterprise Georgia” state program is more varied. For instance: a) Within
the universal industrial component (Business Universal) since 2021, 35% of approved projects and 31%
of the total approved volume involve enterprises/companies where the founder or director is a woman,
and/or where women constitute more than 50% of the company ownership; b) Under the micro and
small entrepreneurship component (microgrants), female beneficiaries accounted for 43% of recipients
between 2015 and 2023; c) Through the Credit Guarantee Mechanism3& (March 2023-present), 32% of
approved projects and 28% of the corresponding project volume are associated with companies found-
ed or led by women, and/or with female ownership exceeding 50%. d) Under the State Program for
Support of Micro-entrepreneurship, 64.5% of approved projects and 64.7% of project volume involve
enterprises with a female founder or director, and/or where women hold more than 50% of ownership.
Additionally, 64.1% of approved projects are allocated to companies in which women collectively own
more than 50% of the business.

Despite the efforts of state programs and international organizations, only a small proportion of women
benefit from these services, which are primarily targeted at business expansion rather than business
start-up. This may be attributed to the fact that a key requirement of these programs is a down payment
that women are unable to provide at the initial stage due to limited financial means4°.

According to the Gender Impact Assessment of the Law of Georgia on Entrepreneurship, both wom-
en entrepreneurs and representatives of local governments and program administrators consistently
identify the primary barrier to women'’s participation in state programs as a lack of awareness of the
programs and how to utilize them effectively. Data from 2022 indicate that 33% of women were unable
to independently prepare and submit the required documentation, whilst 24% experienced difficulties
in accessing information about the programs#'.

35 Women in Business: Opportunities and Impact of the Pandemic (Tbilisi, EPRC, 2021) https://eprc.ge/wp-content/up-
loads/2021/10/women_enterpreneurs_eng_compressed.pdf

36 Factsheet- Women entrepreneursin Georgia (UN Woman, April 2021) https://eca.unwomen.org/sites/default/files/Field%20
Office%20ECA/Attachments/Publications/2021/8/Expo%20Report/Georgia_Factsheet-min.pdf

37 ,Gender Impact Assessment of the Law of Georgia on Entrepreneurs” (2024 ISET-PI) https://iset-pi.ge/storage/media/oth-
er/2024-08-09/957838e0-564c-11ef-87a7-4d22d08c9968.pdf

38 Government Decree #163 ‘on Approval of the State Program Credit Guarantee Scheme’ (2019, 29 March) https://www.enter-
prisegeorgia.gov.ge/uploads/files/publications/66a0e5e5ca6d2-163-Country Gender Assessment Georgia.pdf

39 Enterprise Georgia https://www.enterprisegeorgia.gov.ge/ka/Business-Development/Business-Universal

40 Women in Business: Opportunities and Impact of the Pandemic (Tbilisi, EPRC, 2021) https://eprc.ge/wp-content/up-
loads/2021/10/women_enterpreneurs_eng_compressed.pdf

41 Gender Impact Assessment of the Law of Georgia on Entrepreneurs (2024 ISET-PI) https://iset-pi.ge/storage/media/oth-
er/2024-08-09/957838e0-564c-11ef-87a7-4d22d08c9968.pdf
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A 2018 ADB study*?found that government programs designed to create new opportunities for women
entrepreneurs often fail to address structural barriers or ensure their removal. The study recommends
implementing gender mainstreaming within relevant government agencies, establishing mechanisms
to promote women's entrepreneurship, and enhancing women'’s access to finance.

3.1.6. Informal Status of Business

The 2023 National Assessment of Women'’s Entrepreneurship Development in Georgia found that wom-
en entrepreneurs perceive formalizing a business as an important step for improving access to finance.
This highlights how informal entrepreneurship often limits women'’s ability to engage with financial in-
stitutions and obtain needed financial services. However, it is important to note that, particularly in agri-
cultural sectors in the regions, small loans (often provided by microfinance organizations) are frequently
granted to households without a formal business status. Consequently, the necessity of formalization
may vary depending on the size and type of business. When analyzing this issue, it is therefore essential
to consider both business scale and sectoral characteristics*3.

According to a 2023 UN Women study*4, women entrepreneurs identify the costs of business registra-
tion (21%) and compliance with post-registration regulations (21%) as the primary barriers to formalizing
their businesses. Less frequently cited reasons include lack of skills to complete registration procedures
online (16%), lack of information about registration processes (15%), limited time to collect and submit
the required documents to the relevant agency (14%), and the obligation to submit reports to the state
after registration (12%), among others.

3.1.7. Cultural and Social Norms

According to the 2024 Gender Equality Index, Georgia ranks 69th out of 146 countries, with an overall
score of 0.716. This represents an improvement compared to the previous year (in 2023 Georgia ranked
76th with a score of 0.708)%>.

However, significant challenges remain in terms of gender equality. According to a 2024 UN Women
study?*®, traditional cultural and social norms continue to shape the entrepreneurial landscape for wom-
en. Conservative gender roles place primary responsibility for childcare, elder care, and household
management on women, limiting their time, mobility, and flexibility to fully engage in entrepreneurial
activities. At the same time, business and entrepreneurship are still widely perceived as male-dominat-
ed fields, particularly in sectors considered non-traditional or high-risk for women. This environment
contributes to disillusionment, undermines trust, and reduces women'’s participation in business.

Due to these constraints, women entrepreneurs are often concentrated in informal, low-capital, and
low-growth sectors, such as small-scale retail, food processing, beauty salons, and home-based handi-
craft workshops. While these enterprises play a vital role in supporting household incomes, they are lim-
ited in scale and exhibit low market penetration. Moreover, informal businesses frequently lack access
to institutional support, including credit, training, and business networks, further constraining their
potential for growth and expansion.

42,,536@3@3@0 6o3Maennb s6semndn” (ADB, 2018) https://www.adb.org/documents/georgia-country-gender-assessment

43 National Assessment of Women's Entrepreneurship Development in Georgia (UN WOMEN & ILO, 2023) https://geor-
gia.unwomen.org/en/digital-library/publications/2023/05/national-assessment-of-womens-entrepreneurship-develop-
ment-in-georgia
44 National Assessment of Women's Entrepreneurship Development in Georgia (UN WOMEN & ILO, 2023) https://geor-
gia.unwomen.org/en/digital-library/publications/2023/05/national-assessment-of-womens-entrepreneurship-develop-
ment-in-georgia
45 Global Gender Gap 2024" - Insight Report (June 2024. World Economic Forum) https://www3.weforum.org/docs/WEF_
GGGR_2024.pdf

46 Gender Equality Attitutes Study in Georgia (UN Women, Thilisi, Georgia, 2024) https://georgia.unwomen.org/ka/digital-li-
brary/publications/2025/03/genderuli-tanascorobis-mimart-damokidebulebis-kvleva-sakartveloshi
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Strong gender stereotypes in Georgia continue to shape perceptions of leadership and decision-mak-
ing. In a business environment where women'’s authority is not always recognized or valued, women
entrepreneurs may face difficulties negotiating with suppliers, accessing formal markets, or securing
safe investments. This contributes to their underrepresentation in formal entrepreneurial ecosystems
and in leadership positions within business associations. Additionally, women'’s decision-making au-
tonomy within the family remains limited. According to the report by Economic Policy Research Center
(EPRC), 64% of women decided to start a business independently, 23% received family support, and 12%
started a business jointly with their partners or spouses#’. The International School of Economics (ISET)
reports*® that women'’s decision-making power is particularly constrained in the villages. For example,
43% of women surveyed in rural areas indicated that their husbands were involved in the decision to
start a business, compared with 31% in Thilisi.

3.1.8. Risk Aversion

The report Gender Impact Assessment of the Law of Georgia on Entrepreneurship? indicates that wom-
en entrepreneurs are generally less willing than men to engage in high-risk business activities, largely
due to concerns about “losing everything.” Family and society tend to demonstrate greater tolerance
towards men, often viewing their risky and unprofitable business decisions more sympathetically. As a
result, women have relatively limited access to the formal financial sector. The average loan size issued
to women entrepreneurs in the small and medium business sector is also lower. Consequently, women
typically pursue loans only when they are confident in the viability of their business initiatives and feel
prepared to manage them.

3.2. Supply-Side Constraints

Although the rights of entrepreneurs - including women entrepreneurs - are formally protected in na-
tional strategic documents and legislation, the provision of financial products and services tailored to
the specific needs of women entrepreneurs remains a systemic challenge. This gap is partly attributable
to persistent supply-side constraints.

3.2.1. Hight Collateral Requirements from Financial Institutions

According to the World Bank’s 2023 Enterprise Survey>°, women, compared to men, are 3.2% more likely
to be required to provide collateral when applying for loans, whilst the value of collateral required rela-
tive to the loan amountis 19% higher when the loan is issued to a company managed by a woman. These
elevated collateral requirements place women-led businesses at a financial disadvantage, undermining
their long-term profitability and overall sustainability.

47 Women in Business: Opportunities and Impact of the Pandemic (Tbilisi, EPRC, 2021) https://eprc.ge/wp-content/up-
loads/2021/05/women_enterpreneurs_geo.pdf
48 Gender Impact Assessment of the Law of Georgia on Entrepreneurs (ISET-PI, 2024) https://investorscouncil.ge/media/
dOmp5zjj/gender-impact-assessment-geo-5.pdf
49 Gender Impact Assessment of the Law of Georgia on Entrepreneurs (ISET-PI, 2024) https://investorscouncil.ge/media/
dOmp5zjj/gender-impact-assessment-geo-5.pdf
50 Gender Impact Assessment of the Law of Georgia on Entrepreneurs (ISET-PI, 2024) https://investorscouncil.ge/media/
dOmp5zjj/gender-impact-assessment-geo-5.pdf



3.2.2. Gender-Biased Attitudes of Financial Institutions

According to the report of the National Assessment of Women'’s Entrepreneurship Development in
Georgia (ILO and UN Women, 2023)°", access to finance becomes particularly challenging for women en-
trepreneurs when loan officers demonstrate limited awareness of the importance of supporting wom-
en-led businesses, as well as gender-biased attitudes. This challenge is especially pronounced for wom-
en entrepreneurs living in the regions (outside Thilisi). Overall, gender-sensitive financial programs are
primarily supported by the state or international donors and only rarely offered by commercial banks.

In addition, commercial banks and microfinance institutions primarily provide working capital and
rarely finance high-risk initiatives (for example, venture capital projects). The male dominance within
venture capital and angel investor markets further concentrates investments in sectors dominated by
men. Given the underdeveloped capital market and the limited availability of venture capital financing,
women entrepreneurs operate under significantly constrained conditions and face substantial barriers
in securing funding for high-risk and high-return projects2.

3.2.3. Limited Representation of Women in Decision-Making Positions, Including in
the Financial Sector

The report of the 2024 Action Plan of the Small and Medium Enterprises Development Strategy>3 notes
that, according to Geostat, the proportion of active business entities with a female founder was 33% by
the end of 2024 (a total of 281,071 enterprises, number of women founders - 91,406). It is noteworthy
that the number of active business entities with a female founder increased by 5,568 in 2023 compared
to the previous year, and by 13,084 compared to 2021 (2021 - 63,707; 2022 - 71,223; 2023 - 76,791).

Although overall gender equality in economic participation and opportunities has improved, several
areas continue to exhibit significant gender imbalances®4. Specifically, women constitute 55% of the
labor force, compared with 73.05% for men. Employment rates in managerial and executive positions
reveal a 27.75% gender gap>° between women (36.13%) and men (63.87%) (in favour of the latter). Polit-
ical empowerment remains limited: as of 2024, women are severely underrepresented a) in parliament,
(a 61.4% gender gap in favor of men), and b) in ministerial positions (a 66.7% gender gap favoring men).
Based on the quantitative data presented in the Table below, it can be said that women’s economic partici-
pation and opportunities, as well as political representation, in Georgia continue to lag significantly behind
those of men, underscoring the need for strengthened economic and social policies (see Table #1).

51 National Assessment of Women's Entrepreneurship Development in Georgia (ILO and UN Women, 2023) https://crrc.ge/
wp-content/uploads/2024/06/national-assessment-of-wed-eng.pdf

52 Gender Impact Assessment of the Law of Georgia on Entrepreneurs (ISET-PI, 2024) https://investorscouncil.ge/media/
dOmp5zjj/gender-impact-assessment-geo-5.pdf

53sMmE Development Strategy of Georgia 2021-2025 - 2024 Annual Report on the 2023-2025 (Ministry of Economy and Sustain-
able Development of Georgia) https://www.economy.ge/uploads/files/2017/ek__politika/2024/samogmedo_gegmis_shes-
rulebis_cliuri_angarishi_2024.pdf

54 Global Gender Gap Report 2024 (Insight Report, June 2024) World Economic Forum https://www3.weforum.org/docs/WEF_
GGGR_2024.pdf

55 The gender gap refers to differences in the participation of women and men across various spheres of public life, as re-
flected in social, political, cultural, and economic achievements and attitudes (Source: World Economic Forum; https://www.
weforum.org/stories/2017/11/the-gender-gap-actually-got-worse-in-2017/)

45



TABLE #1: WOMEN’'S ECONOMIC AND POLITICAL PARTICIPATION AND
OPPORTUNITIES®®

[ Economic participation and Opportunities 54th 0.720 - - -
Labor market participation rate (%) 84th 0.753 55.00% | 73.05%
Wage parity for similar work (1-7) 19th 0.744 - -
Estimated annual income (Intl $) 89th 0.604 13.06 21.61
Managerial and senior positions (%) 63th 0.566 36.13% 63.87%
Professional and technical positions (%) 1st 1.000 61.70% 38.30%
I Political empowerment 88th 0.179 - - =
Women in Parliament (%) 102th 0.239 19.30% 80.70%
Women in ministerial positions (%) 98th 0.200 16.67% | 83.33%
Women as heads of state (in 50 year, years) 33th 0.125 5.54 44.46

In addition to the above, to further understand Georgia’s gender profile, it should be noted that 2024
data indicate that 29.5% of enterprises/organizations have at least one female owner, whilst 14.8% are
majority-owned by women. Women hold top management positions in 16.5% of organizations/enter-
prises>’. Notably, female representation in leadership has improved by 5.13 points. The employment rate
of women in the informal sector® is 54.15%, slightly below the corresponding rate for men (56.94%)>°.

In 2018, the Corporate Governance Code for Commercial Banks was approved by order of the President
of the National Bank of Georgia®, establishing as a key requirement that commercial banks include at
least 20% representation of the opposite sex (at least one member) on their supervisory boards. In May
2025, the Code was amended by the order of the President of the National Bank®', requiring that women
comprise at least 40% of supervisory boards by June 1, 2025. If a bank’s supervisory boards consist of
three members, at least one member must be of the opposite sex. According to the National Bank's an-
nual report (2024)%2, as of December 2024, the overall proportion of women on the supervisory boards
of commercial banks amounted to 37%. As for the National Bank itself, women accounted for 54.6% of
its total employees, compared with 45.4% for men.

56 The information presented in the table illustrates differences in the levels of participation and opportunities available to
women and men in the country’s economic and political life. In the gender gap column, red indicates a negative trend (fa-
vouring men), whilst green indicates a positive trend (favouring women). Global Gender Gap 2024 (Insight Report, June 2024),
World Economic Forum https://www3.weforum.org/docs/WEF_GGGR_2024.pdf atio

57 Enterprise Survey, What Businesses Experience (World Bank, 2023 - Country Profile) https://www.enterprisesurveys.org/
en/data/exploretopics/gender

58 uan informal sector enterprise is (1) an unincorporated enterprise, (2) a market enterprise (i.e. it sells at least some of the
goods or services it produces), and (3) meets at least one of the following criteria: (i) the enterprise is not registered, (ii) the em-
ployees of the enterprise are not registered, or (iii) the number of persons engaged on a continuous basis is below a threshold
determined by the country (Global Gender Gap - 2024, Insight Report, 2024, World Economic Forum) https://www3.weforum.
org/docs/WEF_GGGR_2024.pdf)

59 Global Gender Gap - 2024, Insight Report (Insight Report, June 2024) World Economic Forum https://www3.weforum.org/
docs/WEF_GGGR_2024.pdf

60 Order of the Presidents of the National bank of Georgia #215/04 on approving the ,Corporate Governance Code for Com-
mercial Banks (2018 6gonn, 26 September; National Herald of Georgia) https://matsne.gov.ge/ka/document/view/4333402?-
publication=0

61 Order #127/04 of the President of the National Bank of Georgia, on Amendments to Order #215/04 of 26 September 2018 of
the President of the National Bank of Georgia on the Approval of the Corporate Governance Code for Commercial Banks (2025,
May 29, Legislative Herald of Georgia) https://matsne.gov.ge/ka/document/view/6508342?publication=0

62 Annual Report 2024 - (National Bank of Georgia) https://nbg.gov.ge/fm/330mng3s3ng00/06g5Mn89dn/Bemoymo_
3630Mn80n/2024/annual-geo-2024.pdf?v=dhvi3
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4. Existing Opportunities for Women Entrepreneurs to Access Finance

Institutional support for women entrepreneurs in Georgia includes the state, international organiza-
tions, and the banking sector. This study demonstrates that multi-level support mechanisms are being
implemented within the business sector, offering not only financial benefits but also knowledge-sharing
initiatives and professional empowerment (non-financial products). In this process, the role of interna-
tional organizations is particularly significant, as they contribute to transforming the business ecosys-
tem not only through the mobilization of financial resources but also through non-financial interven-
tions®3.

4.1. Overview of Financial Sector Products Supporting Women Entrepreneurs

4.1.1 Financial Products

The financial products available in the financial sector to support women entrepreneurs differ in their
terms and conditions:%

ProCredit Bank’'s model of supporting women entrepreneurs is distinctive in both its structure and
conditions compared to other commercial actors. With the support of the European Union, the Swed-
ish Government, and the European Bank for Reconstruction and Development (EBRD), the bank offers
women entrepreneurs loans of up to EUR 2 million in GEL, USD, or EUR for a term of up to five years.
These loans include a number of preferential conditions: a 0.5% reduction from the standard interest
rate (the standard ProCredit Bank business loan rate in GEL is 12.5%); a 20% reduction in collateral re-
quirements (with the default value of property, equipment, or other types of collateral typically set at a
minimum of 120%); and a 50% discount on commission fees®>

Terabank, under the Support of Micro-entrepreneurship Program of the LEPL Enterprise Georgia, of-
fers loans to women entrepreneurs ranging from 20,000 to 50,000 GEL, with a fixed interest rate of 8.5%
(the interest is fully subsidized by the state for the first five years), 0% commission, and up to an 80%
state guarantee, significantly reducing financial barriers®, The bank also actively participates in the NA-
SIRA guarantee program, through which it provides consumer loans ranging from 500 to 390,000 GEL
to women entrepreneurs, inexperienced or new startups, and young entrepreneurs. NASIRA supports
financial institutions to expand their lending activities for micro, small and medium entrepreneurs, with
particular emphasis on small farmers, women entrepreneurs, and young entrepreneurs who face diffi-
culties in accessing finance due to limited collateral and high credit risks®’.

JSC Bank of Georgia and the International Finance Corporation (IFC) signed a five-year loan agreement
totaling GEL 100 million aimed at supporting small and medium-sized enterprises (SMEs) in Georgia. A
portion of the funds (25%) is specifically allocated for women entrepreneurs under the “Opportunities
for Women Entrepreneurs” program, a global initiative of the IFC and the Goldman Sachs Foundation®8,

63 Non-financial products, unlike financial products (e.g. loans, grants, etc.), focus on knowledge sharing and skills develop-
ment (e.g., training, mentoring, consulting, and technical assistance)®>The

64 The information presented below may not fully reflect the scope of activities undertaken by the country’s financial sector
to support women entrepreneurs.

65 Financing Program for Women Entrepreneurs (ProCredit Bank) https://procreditbank.ge/en/financing-program-women-en-
trepreneurs?list=300

66 Micro Entrepreneurs Support Program (Terabank) https://terabank.ge/ka/business/loans/1035-mikro-metsarmee-
bis-mkhardamcheri-programa

67 Terabank Introduces FMO'’s NASIRA Guarantee Program (Terabank, 2023) https://terabank.ge/ka/retail/news/3089-tera-
banki-fmo-s-sagarantio-programa-nasira-s-gankhortsielebas- Itskebs

68 Bank of Georgia signed 100 million GEL loan agreement (BOG, 2020) https://bankofgeorgia.ge/en/about/news/details/5e3b-
d80e091d338999a01b75



In 2024, TBC Bank introduced a special offer for companies with a female founder or director: loans
ranging from GEL 50,000 to GEL 500,000 without collateral, with an interest rate capped at 10% for
the first five years. Additionally, if the funds are used for investment purposes and the purchase of
Euro-standard assets, a 10-15% refund is available. TBC Bank also provides additional benefits for wom-
en entrepreneurs across various banking products, including a three-month grace period on TBC POS
terminal fees, a reduced 1.4% fee on transfers made with TBC cards (down from 1.5%), and a fee of 1.4%
instead of 1.7% on transactions made with partner bank cards®°.

Other financial institutions provide relatively standard offerings. Liberty Bank, for example, offers wom-
en entrepreneurs quick loans and basic consulting services. However, these offerings are not accompa-
nied by a systematic approach or an integrated framework for professional development.

4.1.2. Non-Financial Products

For women entrepreneurs, non-financial products in the form of services is as critically important as
financial assistance. For example, ProCredit Bank, under a special financing program, offers high-pro-
file training for women entrepreneurs in leadership, digital transformation, and financial management.
This support targets women entrepreneurs whose businesses have moved beyond the initial stage
and require growth and systematization. The prerequisites for receiving support are as follows: at least
50% of the company’s board of directors must be women and the number of employees must not ex-
ceed 250. This approach helps establish an effective support framework, which is further strengthened
through integration with the EBRD’s Women in Business platform and provides beneficiaries with access
to international resources”.

The Bank of Georgia, in partnership with the United Nations Development Program (UNDP), has de-
veloped a “360-degree support approach”’!, which aims to strengthen women entrepreneurs and pro-
vides intensive training in marketing, communication, financial management, sales strategies, the use
of digital technologies, business planning, and leadership. Both aspiring and existing women entrepre-
neurs - regardless of region or sector - are given opportunities to join professional networks and build
partnerships. Since 2022, more than 200 women entrepreneurs have received support within the pro-
gram. This cooperation between the Bank of Georgia and UNDP demonstrates that women’s economic
empowerment requires an integrated, multifaceted support system that extends beyond financial re-
sources to include education and networking”2.

TBC Bank focuses on providing technical and administrative training, which is beneficial for startups and
micro-businesses but does not, on its own, lead to systemic strengthening. In 2024, the bank entered
into a partnership with the European Investment Bank (EIB), resulting in the development of a guaran-
tee mechanism valued at more than €31 million. This guarantee is intended to provide incentives for
women entrepreneurs, startups, and regional businesses. Although the mechanism does not involve
the directissuance of loans to women, it reduces lending risks for the bank and thus creates more favor-
able conditions for women entrepreneurs. Consequently, this initiative represents not a one-off, limited
form of support, but a step toward transforming the broader institutional environment?3.

69 Special offer by TBC Bank for women entrepreneurs (8 October 2024, Forbes) https://forbes.ge/thibisis-spetsialuri-shetha-
vazeba-metsarme-qalebisathvis/

70 Financing Program for Women Entrepreneurs (ProCredit Bank) https://procreditbank.ge/en/financing-program-women-en-
trepreneurs?list=300

7 Opportunities for Women Entrepreneurs (Bank of Georgia) https://bankofgeorgia.ge/ka/business/360-entrepreneurs
72 Development Program for Women Entrepreneurs (BOG) https://bankofgeorgia.ge/ka/business/undp

73 Georgia: EIB Global and TBC Bank sign a guarantee agreement enabling over EUR 31 million to support businesses (Europe-
an Investment Bank) https://www.eib.org/en/press/all/2024-036-georgia-eib-global-and-tbc-bank-sign-a-guarantee-agree-
ment-enabling-over-eur31-million-to-support-georgian-businesses
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4.2. State Support Programmes

4.2 1. Financial Products

The Resolution of the Government of Georgia No. 229 of July 12, 2024 approved the State Program for
Support of Micro-Entrepreneurship’, under which LEPL Enterprise Georgia is responsible for imple-
menting the designated measures. The program aims to promote micro-entrepreneurship, create new
jobs, and strengthen the competitiveness and entrepreneurial potential of the private sector. The pro-
gram consists of three main components: a) a guarantee component, b) a subsidy component, and c) a
grant component (the beneficiaries of which are individuals participating in the Mziskari project of the
LEPL - Georgian National Tourism Administration). The maximum annual interest rate that banks may
charge on loans issued within the program is determined by the agency (LEPL Enterprise Georgia) in
accordance with the rules agreed with the Ministry of Economy and Sustainable Development. Women
entrepreneurs’> benefit from the program through a loan mechanism that provides full subsidization
of the five-year interest rate from the moment the first tranche is issued. Within the framework of the
program, the minimum loan amount available is 20,000 GEL and the maximum is 50,000 GEL.

Within the framework of the State Program for Support of Micro, Small and Medium Enterprises, ap-
proved by the Government of Georgia's Resolution No. 56776 of December 14, 2022 and implemented by
LEPL Enterprise Georgia, regional consulting centers have been established. The services offered under
the program cover three main areas: consulting services, business skills development, and information
services. Beyond general informational support, entrepreneurial entities may receive these services
at the consulting center located in the region where they conduct their business activities. Under the
consulting services component, entrepreneurial entities can obtain assistance across several modules,
including sales and marketing, tax-realted issues, legal services, finance and accounting, business mod-
eling and strategic planning, and digitalization. According to the established rules on co-financing vol-
umes and limits, the Agency may provide up to 10,000 GEL in co-financing within the consulting services
(across all modules except digitalization). For services related to digitalization, the maximum co-financ-
ing or grant available from the Agency is 25,000 GEL.

The Agency'’s financing share for consulting services is determined based on the income received by the
entrepreneurial entity during the calendar year preceding the signing of the contract is:

-30,000-500,000 GEL: up to 90% of the total cost
-500,000-2,000,000 GEL: up to 70% of the total cost
-2,000,000-10,000,000 GEL: up to 50% of the total cost

The Agency’s co-financing share may be increased by up to 5%, but not exceeding 95%, for entrepre-
neurial entities in which: more than 50% of the shares are owned by women, or more than 50% of the
shares are owned by internally displaced persons, or more than 50% of the shares are owned by persons
with disabilities receiving the social package provided under Resolution No. 279 of the Government of
Georgia, dated July 23, 2012.

74 Resolution of the Government of Georgian #229 on the approval of the State Programme for Support of the Micro-Entrepre-
neurship (12.07.2024, Legislative Herald of Georgia) https://matsne.gov.ge/ka/document/view/6226236?publication=0

75Inthe case ofa legal entity, only entrepreneurs whose business has been fully owned by women for at least six months prior
to, and at the time of, inclusion in the program are considered female entrepreneurs (Legislative Herald of Georgia) https://
matsne.gov.ge/ka/document/view/6226236?publication=0

76 Ordinance #567 of the Government of Georgia on the Approval of the State Program for the Support of Micro, Small, and
Medium Enterprises (14.22.2022, Legislative Herald of Georgia) https://matsne.gov.ge/ka/document/view/5643095?publica-
tion=0



The Rural Development Agency (RDA) supports rural development, agribusiness, and entrepreneur-
ship through co-financing, grants, loan guarantees, and investment mechanisms. While the agency
maintains a gender-neutral policy, with the same participation conditions for both women and men,
recent years have seen notable efforts to promote the involvement of women entrepreneurs. Although
the RDA's main financial instruments - including the New Agrocredit Project, co-financing programs,
and grants for small and medium-sized farmers - do not include gender quotas or special conditions for
women, female participation is recorded in practice, particularly in small and family-run enterprises””.
Another notable initiative of the RDA is the Greenhouse Pilot Program for Women (launched in 2022) in
partnership with UN Women and the Swiss Agency for Development (SDC), which aims to engage eco-
nomically inactive women in agriculture through greenhouse installation’®. The program was initially
implemented in the municipalities of Marneuli and Lagodekhi, where 37 female beneficiaries received
financial and technical support to start or expand greenhouse farming. The pilot gradually expanded to
include other municipalities”® (Chokhatauri, Vani, and Tskaltubo municipalities), with the funding model
shifting from international donors to state resources (from 2022 to December 31, 2024, 100 unique
beneficiaries signed contracts under the program, representing a total investment of 2,043,132 GEL, of
which 1,838,334 GEL was co-financed by the RDA).

4.2.2. Non-Financial Products

Among entities providing non-financial products to women entrepreneurs within state programs, the
LEPL Enterprise Georgia is notable, establishing an institutionally developed and systematically op-
erating framework to promote gender equality and support women'’s entrepreneurship. In 2020, the
Agency approved its Gender Equality Strategy and Action Plan, and in 2021, a permanent coordination
commission was established to oversee the implementation of gender mainstreaming®in internal reg-
ulations and strategic plans. Over 70% of the Agency's staff have received training on sexual harassment
prevention, non-discrimination, gender equality, and women’s economic empowerment, with support
from international partners (such as UN Women, GIZ, USAID). A gender-disaggregated data collection
system was also established to ensure gender-sensitive data processing and analysis, to monitor grant
and financial support programs for micro and small enterprises from a gender perspective, etc. Addi-
tionally, with support from the German Corporation for Cooperation (GIZ), a framework methodolo-
gy for assessing economic impact was developed. Supporting women and young entrepreneurs was
identified as one of the key priorities of the microgrant program, which includes targeted trainings for
women entrepreneurs (2,074 women participated in this trainings in 2021 alone). LEPL Enterprise Geor-
gia offers a Certificate Course for Export Managers to retrain and improve the qualifications of export
managers, thereby improving the effectiveness of export-oriented companies, boosting their compet-
itiveness and developing export operations. This course is delivered in collaboration with educational
institutions®'. Beyond financial and non-financial support, Enterprise Georgia takes active measures to
raise awareness and promotes the role of women in entrepreneurship. During 2020 and 2021, success
stories of approximately 30 female entrepreneurs were published on the Agency’s website and social
media. In the industrial sector, the agency provided 800 beneficiaries with information on the principles
of women's economic empowerment.82

77 Rural Development Agency - https://www.rda.gov.ge/en/programs/archive
78 pilot Program for Women (Rural Development Agency) https://www.rda.gov.ge/en/programs/women-pilot-program

79 The Greenhouse Pilot Program for Women Farmers is being expanded (UN Georgia, 2023) https://georgia.un.org/
en/254532-greenhouse-pilot-programme-women-farmers-being-expanded

80 Gender mainstreaming is defined as a strategy for making women'’s as well as men'’s concerns and experiences an integral
dimension of the design, implementation, monitoring and evaluation of policies and programmes. Available at https://www.
un.org/womenwatch/osagi/pdf/ECOSOCAC1997.2.PDF

81 Certificate Course for Export Managers - LEPL Enterprise in Georgia https://www.enterprisegeorgia.gov.ge/ka/bnsbemggon/
99L3mMAHNL-769359MNO-LaLYMBHNRBNS-3

82 Gender Equality Reports 2020-2022" https://www.enterprisegeorgia.gov.ge/ka/Gender-Policy/Reports
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The LEPL Georgian Innovation and Technology Agency (GITA) supports technology startups and
their active collaboration with the international startup movement Start-up Grind, which aims to con-
nect startups, investors, technology entrepreneurs and innovators worldwide. Start-up Grind, support-
ed by Google for Startups, operates in more than 125 countries. Since 2014, its events in Georgia have
included panel discussions, inspirational talks by successful women entrepreneurs, and network meet-
ings. GITA has also added a +2-point advantage for women entrepreneurs to the evaluation criteria
of the ‘Innovation Grants for Regions' program, thereby prioritizing startup ideas and entrepreneurial
activities led by women entrepreneurs. Additionally, it should also be noted that GITA has established a
gender-segregated data collection system.83

4.3. Support Programmes by the Non-Governmental Sector and International
Organizations

4.3.1. Financial Products

In addition to the local financial sector, international financial institutions also provide financial support
to women entrepreneurs. For instance, the European Bank for Reconstruction and Development
(EBRD), within the framework of its Women in Business initiative in Georgia, collaborates with commer-
cial banks to develop financial products tailored specifically for women. The EBRD offers women entre-
preneurs small grants and loan terms specifically designed to meet their needs. Between 2016 and 2021,
the EBRD provided approximately €37 million in financing to more than 2,500 women-led businesses in
Georgia (in partnership with TBC Bank and the Bank of Georgia). Notably, around one-quarter of this
financing was directed to startups and first-time borrowers, indicating a clear focus on supporting wom-
en entrepreneurs who are in the early stages of their entrepreneurial careers and face limited access to
finance. A key strength of the program is its close cooperation with commercial banks, which contrib-
utes to both wider outreach and greater service effectiveness®4. The Netherlands Development Bank
(FMO) also supports women'’s financial inclusion through the NASIRA8> guarantee program, which is
funded by the European Union and focuses on women, youth and migrants. NASIRA creates a guaran-
teed financial space for banks to enable them to extend financing to women entrepreneurs with less
stable financial histories®®. Several additional financial resources targeting women entrepreneurs are
also noteworthy: grant competitions organized under the digital payments company Visa’'s She's Next
initiative; International Finance Corporation (IFC); and grants and loans issued by the European Invest-
ment Bank (EIB) within the framework of the Sustainability Awareness Bond program.

4.3.2. Non-Financial Products

Within the framework of the “Women in Business” program, the European Bank for Reconstruction
and Development (EBRD) provides women entrepreneurs with tailored technical support, training,
consulting, and mentoring.®’

83 Georgia's Innovations and Technology Agency https://gita.gov.ge/news

84 National Assessment of Women’s Entrepreneurship Development in Georgia (UN Women Georgia, 2023). https://georgia.
unwomen.org/sites/default/files/2023-05/National%20Assessment%200f%20WED%20in%20Georgia_ENG.pdf

85 Nascent Approach to Sustainable Investment in Risk Adjusted Assets

86 NASIRA: European Fund for Sustainable Development Plus (EFSD+) (European Commission) https://international-partner-
ships.ec.europa.eu/funding-and-technical-assistance/funding-instruments/european-fund-sustainable-development-plus/
nasira_en?prefLang=mt&utm

87 Program - Women in Business (European Bank for Reconstruction and Development) https://www.ebrd.com/home/what-
we-do/products-and-services/support-for-start-ups-and-msmes/our-programmes/women-in-business.html#customtab-580
8e48d39-item-3a27943abb-tab



In addition to the above services, the digital payments company VISA offers women entrepreneurs a
platform for sharing experiences through its “She’s Next” initiative.%8

The International Finance Corporation (IFC) implements initiatives focused on institutional adapta-
tion of financial products and services, including the gender-sensitive redesign of banking products
(creating low-barrier options for women with limited banking experience), as well as strengthening data
collection and analysis capabilities (registering and analyzing borrowers by gender).

The European Investment Bank (EIB) is actively developing instruments to support gender equali-
ty and is implementing risk-reduction policies across the financial sector through the “Sustainability
Awareness Bond” project, which is particularly significant for women entrepreneurs, who often do not
meet traditional banking criteria (such as having an established credit or financial history, stable in-
come, or property for collateral, etc.). The EIB's involvement establishes a fundamentally new model in
which women entrepreneurs are recognized not merely as a vulnerable group but as actors with growth
potential whose financing generates economic benefits. This approach provides a foundation for the
development of future gender-sensitive credit policies®®.

In 2024, over 2,500 women participated in business management training courses under the USAID
“YES - Youth Entrepreneurial Skills” program and also gained expanded access to legal and accounting
services, mentorship, and networking opportunities®’.

Another notable initiative is Tech Camp, launched by the U.S. Department of State in 2010, which em-
powers activists, civil society representatives, and entrepreneurs through technology. Tech Camp proj-
ects in Georgia are tailored to specific target groups, including youth, journalists, and women entre-
preneurs. As part of Tech Camp, several trainings focusing on women entrepreneurs or on women'’s
empowerment were conducted. For instance, a 2021 Tech Camp event was attended by emerging wom-
en entrepreneurs, who were provided with information on digital marketing, product development, and
fundraising.

88 She's Next - Empowered by VISA" https://www.visa.com.ge/en_GE/pay-with-visa/promotions/shes-next.html?utm

89 Banking on Women: CREATING VALUE FOR BANKS AND BOOSTING ECONOMIC GROWTH (International Financial Corpora-
tion) https://www.ifc.org/content/dam/ifc/doc/mgrt/08316-ifc-bow-finalweb.pdf

20 Closing the gender gap: why financing equality pays off - ensuring that women compete on a level playing field drives
growth and innovation (Calvino Nadia, European Investment Bank, 2025) https://www.eib.org/en/stories/women-equali-
ty-growth-innovation?

21 Supporting Youth and Women Entrepreneurship (YES-Georgia) Mid-Term Performance Evaluation (USAID) https://www.
integrallc.com/wp-content/uploads/2024/09/LEAP-III_YES-Georgia-MTE_Final-Report.docx.pdf?utm_source=chatgpt.com

52



PART TWO:
QUANTITATIVE

AND QUALITATIVE
RESEARCH REPORT



CHAPTER 1. ENTREPRENEURIAL EXPERIENCES AND ASSESSMENTS OF CURRENT
WOMEN AND MEN ENTREPRENEURS

1. Socio-Demographic Profile of Entrepreneurs

Female and male entrepreneurs are represented in nearly equal proportions in the survey. (women
- 50.5%, men - 49.5%). Age-group distribution shows that the majority of respondents fall within the
45-64 years (49.7%) and 30-44 years (34.3%) categories. Analysis of age distribution by gender reveals
no statistically significant differences (see Diagram 1.1).

Diagram #1.1: Age of Entrepreneurs
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By Gender

81.8% of entrepreneurs are married. Statistical analysis by gender shows that the proportion of married
women entrepreneurs (77.4%) is lower than that of married men entrepreneurs (83.6%) (data are statis-

tically reliable: X2= 45.653, p < 0.05) (see Diagram 1.2).

Diagram #1.2: Marital Status of Entrepreneurs
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The vast majority of both men and women entrepreneurs (83.7%) have children, whilst 16.3% do not. Anal-
ysis by gender shows that a higher proportion of female entrepreneurs (89.6%) have children compared to
male entrepreneurs (81.1%) (data are statistically reliable: X?= 8.465, p < 0.05) (see Diagram #1.3).
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Diagram #1.3: Having Children

Do you have children?
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Of the respondents who reported having children, every other has two children, and nearly one-quarter
have three. The proportion of respondents with two children is highest among both female entrepre-
neurs (61.8%) and male entrepreneurs (49.3%) (data are statistically reliable: X2= 15.345, p < 0.05) (see
Diagram #1.4).

Diagram #1.4: Number of Children among Entrepreneurs
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36.3% of entrepreneurs reside in Thilisi, whilst the share of those living in other regions is significantly
lower. The regional distribution of female and male entrepreneurs shows no statistically significant dif-

ferences between the two groups (see Table 1.1).
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TABLE #1.1: DISTRIBUTION OF ENTREPRENEURS BY REGION OF RESIDENCE

All By Gender
Region of Residence (%) Entrepreneurs Women Men
(N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)
Thilisi 36.3 34.5 40.9
Adjara 11.5 13.9 11.8
Guria 2.1 2.2 2.3
Imereti 14.1 14.3 14.3
Kakheti 8 8.1 4.4
Mtskheta-Mtianeti 1.9 2.2 1.7
Racha-Lechkhumi and Kvemo Svaneti 1.1 0.9 0.8
Samegrelo-Zemo Svaneti 8.3 9 6.8
Samtskhe-Javakheti 3.2 2.7 2.7
Kvemo kartli 6.2 5.4 7.6
Shida Kartli 7.2 6.7 6.8

84.1% of the entrepreneurs surveyed as part of the study live in urban settlements, whilst 15.9% reside in
rural areas. This pattern is consistent across genders: namely, among both female (city - 88.2%; village -
1.8%) and male (city - 82.3%; village - 17.7%) entrepreneurs, the proportion of those residing in urban areas
is substantially higher than that of rural residents (data are statistically reliable: X?= 4.106, p < 0.05). A simi-
lar pattern is observed among potential female entrepreneurs (see Diagram #1.5).

Diagram #1.5: Type of Settlement of Entrepreneurs

Type of Settlement
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The respondents of the in-depth interviews conducted as part of the qualitative component of the study
were women entrepreneurs residing in various regions of Georgia, operating in both urban and rural
settlements.

In terms of educational attainment, findings from the quantitative study indicate that every other en-
trepreneur has higher education, 22.1% have vocational education, and nearly one-fifth have completed
general education. Analysis by gender reveals no statistically significant differences in educational at-
tainment between women and men entrepreneurs (see Diagram #1.6).
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Diagram #1.6: Educational Attainment of Entrepreneurs
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According to the survey findings, 69.5% of entrepreneurs do not have an alternative source of income
beyond their own business/enterprise. In total, only 17.8% are employed in the public or private sectors.
Analysis by gender yields no statistically significant differences (see Table #1.2).

TABLE #1.2: ALTERNATIVE SOURCE OF INCOME BEYOND ENTERPRISE/BUSINESS

: : By Gender
Apart from your enterprise/business, do All
: Entrepreneurs Women Men
you have any other sources of income? (%) (N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)
Yes, employment in the public sector 4.7 4 5
Yes, employment in the private sector 13.1 12.9 13.2
Yes, formally self-employed (pays 7.8 6.8 8.2
taxes, e.g., individual entrepreneur)
Yes, informally self-employed (does not 3.9 4 3.9
pay taxes, e.g., nanny, tutor, etc.)
Other 1.4 2.5 1
No other source of income 69.5 70.8 69
Prefer not to answer 0.4 - 0.6

Analysis by type of settlement shows that in Thilisi and other self-governing cities, more than 70% of entre-
preneurs report having no source of income beyond their own enterprise/business. In municipalities, this
proportion stands at 64%. Nearly one-fifth of entrepreneurs in other self-governing cities are employed in
the private sector, providing them with an additional source of income, whereas this proportion does not
exceed 10.5% in Thilisi and 11.4% in municipalities (data are statistically reliable: X>= 47.828, p < 0.05) (see
Table #1.3).

57



TABLE #1.3: ALTERNATIVE SOURCE OF INCOME BEYOND ENTERPRISE/BUSINESS
(BY TYPE OF SETTLEMENT)

By Gender

Apart from your enterprise/business, do Gl

h th fi ey Entrepreneurs Women Men
you have any other sources of income? (%) (N=746) Entrepreneurs | Entrepreneurs

(N=377) (N=369)

Yes, employment in the public sector 3.1 1.8 8.8
Yes, employment in the private sector 10.5 19.1 1.4
Yes, formally self-employed (pays 8.8 5.6 8.2
taxes, e.g., individual entrepreneur) 3.3 3 5.4
Yes, informally self-employed (does not 0.2 1.2 3
pay taxes, e.g., nanny, tutor, etc.)
Other 73.8 70.4 64
No other source of income 1 - -
Prefer not to answer 0.6 - 0.8

Before initiating their current entrepreneurial activities, 38.6% of respondents were employed in the pri-
vate sector, 23.7% were self-employed, and 19.2% were unemployed. Statistical analysis by gender reveals
that, among both female and male entrepreneurs, the largest proportion had worked in the private sector
prior to launching their current business ventures (women entrepreneurs - 38.4%; men entrepreneurs -
38.7%). Additionally, 29.9% of male entrepreneurs reported prior self-employment, whilst the correspond-
ing proportion among female entrepreneurs is 10% lower at 19.5%. Conversely, the proportion of individ-
uals who were unemployed before starting their business is higher among women (23.7%) than among
men (15%) (data are statistically reliable: X?= 19.998, p < 0.05) (see Table #1.4).

TABLE #1.4: EMPLOYMENT STATUS OF ENTREPRENEURS PRIOR TO LAUNCHING THEIR

By Gender

CURRENT ENTERPRISE/BUSINESS

Wha‘g was your emplqyment status before Entre[frlelneurs Women Men
starting your enterprise/business? (%) (N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)

Employed in the public sector 14.6 16.6 13.7
Employed in the private sector 38.6 38.4 38.7
Self-employed 26.8 19.5 29.9
Worked without pay 1.1 1 1.1
Not economically active 3.5 3.9 3.3
Unemployed 17.6 23.7 15
Other 0.3 0.5 0.3
Difficult to say 0.4 - 0.6
Prefer not to answer 0.3 0.3 0.3
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Analysis by place of residence indicates that, prior to initiating their current entrepreneurial activity, the
largest proportion of entrepreneurs in Thilisi (45.1%), as well as other self-governing cities (38.7%), and
municipalities (30.1%), had been employed in the private sector. In addition, each target group shows a
high share of individuals who were previously self-employed (29.1% in Thilisi, 38.7% in other self-governing
cities, and 30.1% in municipalities). It is also noteworthy that the proportion of individuals who were not
working before starting their current entrepreneurial activities is higher in other self-governing cities and
municipalities compared with Thilisi (data are statistically reliable: X2= 52.793, p < 0.05) (see Table #1.5).

TABLE #1.5: EMPLOYMENT STATUS OF ENTREPRENEURS PRIOR TO LAUNCHING THEIR
CURRENT ENTERPRISE/BUSINESS (BY TYPE OF SETTLEMENT)

By Type of Residence

What was your employment status be-

{g/)or)e starting your enterprise/business? . Ogrlr?irnsgelcfi-t?eosv- Mu(nl\ilcziggg;ies
(N=195)

Employed in the public sector 13.3 10.4 18.6
Employed in the private sector 45.1 38.7 30.1
Self-employed 29.1 233 26
Worked without pay 1.2 1.1 0.9
Not economically active 3.6 47 2.3
Unemployed 11.4 21.3 20.8
Other - 1 0.2
Difficult to say - - 1.1
Prefer not to answer - 1.1 -

Statistical analysis of the quantitative data indicates that the majority of entrepreneurs (68.4%) devote be-
tween 6 and 10 hours per day to their business activities. Gender-disaggregated analysis does not reveal
any statistically significant differences in this regard (see Diagram #1.7).

Diagram #1.7: Number of Hours Devoted to Business Activities per Day

On average, how many hours per day do you spend on your business activities?

68.4%

13.9%

All entrepreneurs (N=746) 2.9%

5.2%

7.2%
71.2%
0,
Women entrepreneurs (N=377) 1.8% 15.8%
4.1%

By Gender

67.2%

13.1%

Men entrepreneurs (N=369) 3.4%

5.7%

H1-5hours ®6-10hours MW7-15hours M216hours M Difficulttosay M Prefernottoanswer
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The respondents of the in-depth interviews conducted as part of the qualitative component of the study
were women entrepreneurs residing in various regions of Georgia, operating in both urban and rural
settlements.

In terms of educational attainment, findings from the quantitative study indicate that every other en-
trepreneur has higher education, 22.1% have vocational education, and nearly one-fifth have completed
general education. Analysis by gender reveals no statistically significant differences in educational at-
tainment between women and men entrepreneurs (see Diagram #1.6).

2. Current Entrepreneurial Activity

Analysis of entrepreneurs’ current activities by economic sector shows that the largest proportion is
engaged in wholesale/retail trade and repair/maintenance (of automobiles and motorcycles) (51.6%).
Additionally, 11.9% operate in other service sectors, whilst 9.1% are involved in the lodging and accom-
modation services. Analysis by gender indicates that the majority of both female (55.2%) and male
(50.2%) entrepreneurs are concentrated in the wholesale and retail trade sectors. Compared to other
sectors, a notable presence is also observed in accommodation services, food service activities, and a
range of other service-related fields among both groups of entrepreneurs (data are statistically reliable:
X?=54.300, p < 0.05) (see Table #2.1).

TABLE #2.1: ECONOMIC SECTOR OF BUSINESS/ENTREPRENEURIAL ACTIVITY

By Gender

All
Economic Sectors (%) Entrepreneurs Women Men
(N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)
Agriculture, forestry, and fishing 4.5 2.1 4.9
Mining and quarrying 0.8 0.3 1
Manufacturing 3.8 3 7
Construction 6 1.4 7.9
Wholesale and retail trade; repair of 51.6 55.2 50.2
motor vehicles and motorcycles
Professional, scientific, and technical 3.7 5.4 3.9
activities
Education 0.6 1.5 0.2
Information and communication 0.6 - 0.8
Transportation and storage 2.4 0.3 3.3
Accommodation and food service 9.1 11.6 8.1
activities
Arts, entertainment, and recreation 1 0.8 1
Administrative and support service 1.4 0.3 1.1
activities
Human health and social work activities 1.9 3.7 1.2
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Financial and insurance activities 0.3 0.6 0.3

Real estate activities 1.4 0.9 1.7
Electricity, gas, steam, and air condition- 0.2 - 0.3
ing supply

Water supply, sewerage, waste manage- 0.4 - 0.8
ment, and remediation activities

Other service activities 11.9 14.5 8
Prefer not to answer 0.2 0.6 -

Analysis of the issue from a residential perspective shows that, in the capital, other self-governing cities,
and municipalities, entrepreneurial/business activity is most prevalent in the wholesale/retail trade and
repair and maintenance sectors (Thilisi - 57.6%; self-governing cities - 49.5%; municipalities - 46.6%).
These proportions are substantially higher than those observed in other economic sectors. For exam-
ple, in Thilisi, the construction sector represents the second most common area of entrepreneurial ac-
tivity - 8.7%; in other self-governing cities, this position is occupied by the provision of other types of
services; whilst in municipalities, activities related to lodging and accommodation services rank second
- 11.3% (data are statistically reliable: X2= 119.928, p < 0.05) (see Table #2.2).

TABLE #2.2: ECONOMIC SECTOR OF BUSINESS/ENTREPRENEURIAL ACTIVITY
(BY TYPE OF RESIDENCE)

By Type of Residence

Economic Sectors (%) Other Self-Gov- a1 anq

Thilisi (N=271) erning Cities Mu(r;\llc:lgg(l)l;cles
(N=195)

Agriculture, forestry, and fishing 1.5 1.1 9.2

Mining and quarrying - 0.3 2.1

Manufacturing 4.2 47 8.4

Construction 8.7 5.3 3.4

Wholesale and retail trade; repair of 57.6 49.5 46.6

motor vehicles and motorcycles

Professional, scientific, and technical 7.2 4.4 1.1

activities

Education 0.6 - 1

Information and communication 0.5 - 1.1

Transportation and storage 1 6.1 1.1

Accommodation and food service 6.6 10 11.3

activities

Arts, entertainment, and recreation - 1 2

Administrative and support service 1.7 - 0.6

activities

Human health and social work activities 1.2 2.4 2.4
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Financial and insurance activities 0.4 - 0.5

Real estate activities 1.7 0.7 1.7
Electricity, gas, steam, and air condition- 0.5 - -
ing supply

Water supply, sewerage, waste manage- 1 - 0.6
ment, and remediation activities

Other service activities 6.8 15.3 9.3
Prefer not to answer 0.2 0.3 -

In addition to the above, respondents identified the specific business activities in which they are en-
gaged within their respective sectors92. Within the wholesale/retail trade and motor vehicle repair
and maintenance sector, the leading activities include wholesale and retail trade (21%), clothing stores
(14.5%), general merchandise stores (9.4%), auto repair services (8.8%), fruit and vegetable trade (8.6%),
and grocery stores (8.3%). Within the other service activities sector, beauty/aesthetic services constitute
the dominant activity (44.6%), whilst furniture making (13.5%) and tourism-related activities (13.5%) also
represent relatively prominent areas of engagement. Within the accommodation sector, dominant ac-
tivities include food service activities (34.8%), pastry shops (26.1%), hotel-restaurant operations (18.8%),
and fast-food establishments (13%).

Gender-based differentiation of activities shows that within the wholesale/retail trade and motor vehi-
cle repair and maintenance sectors, women entrepreneurs are more likely to engage in clothing trade
(22.6%), whereas among men, wholesale and retail trade constitutes the leading activity (21.1%). Within
the other service activities sector, beauty/aesthetic services overwhelmingly dominate among women
(76.5%), whilst among male entrepreneurs, the most prominent activities are furniture manufacturing
(22.5%) and tourism-related services (22.5%). In the accommodation-related sector, production of pas-
try goods and cakes constitute the leading area of engagement for women (29.6%), whereas for men,
food service activities represent the dominant activity (33.3%) (data are statistically reliable: p < 0.05)
(see Table #2.3).

TABLE #2.1: ECONOMIC SECTOR OF BUSINESS/ENTREPRENEURIAL ACTIVITY

By Gender

Wholesale and retail trade; repair of mo- All
tor vehicles and motorcycles (X’=74.988, Entrepreneurs Women Men
p<0.05) (%) (N=393) Entrepreneurs | Entrepreneurs
(N=209) (N=184)
Furniture store 21 4 1.1
Petrol station 0.8 - 1.1
Car sales 0.8 - 1.1
Car repair services 0.8 - 1.1
Auto parts store 2.3 0.8 3.1
Auto repair shop 8.8 0.8 12.6
Repair and sale of electrical materials 1.8 1.6 1.9
Tire repair and vulcanization services 0.8 1.1

92 The activities recorded in the three leading economic sectors identified in the study are discussed. Quantitative data for
other sectors are presented in Appendix #1.
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Tobacco kiosk 1 0.8 1.1

Linen, textile 0.5 0.8 0.4
Sale of cosmetology products 0.3 0.8 -

Sale of metal products 0.3 - 0.4
Beer Shop 0.8 1.6 0.4
Plant protection products store 0.3 0.8 -

Optical goods store 0.3 0.8 -

Printing supplies 0.3 - 0.4
Wholesale and retail trade 21 21 211
Toy store 1 0.8 1.1

Stationery shop 0.5 0.8 0.4
Agricultural goods 5.2 1.6 6.9
Jewelry shop 1 2.4 0.4
Industrial goods 0.5 1.6 -

Souvenir store 0.3 - 0.4
Grocery store 8.3 9.7 7.7
Clothing store 14.5 22.6 10.7
Telephone accessories 0.3 - 0.4
Chemical products store 0.3 0.8 -

Coffee shop 1.3 0.8 1.5
Flower shop 2.1 4.8 0.8
Mixed goods shop 9.4 11.3 8.4
Pet food 0.5 0.8 0.4
Variety store 1.3 2.4 0.8
Fruit and vegetable trade 8.6 4 10.7
Meat and ready-to-cook products shop 1.8 0.8 2.3
Prefer not to answer 0.3 0.8 -

All Women Men

Other Services (X’=41.526, p<0.05) (%) Entrepreneurs Entrepreneurs | Entrepreneurs
(N=85) (N=55) (N=30)

Lawyer 1.4 2.5
Car service and car wash 5.4 2.9 7.5
Furniture manufacturing 13.5 2.9 22.5
Currency exchange office 1.4 2.9 -
Waste paper recycling 1.4 - 25
Service 2.7 - 5
Magazine publishing 1.4 - 2.5
Upholstered furniture restoration 2.7 - 5
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Laundry services 4.1 - 7.5
Funeral and ceremonial services 1.4 - 2.5
Transportation services 1.4 - 25
Beauty salon, aesthetic center 44.6 76.5 17.5
Tourism 13.5 2.9 22.5
Handmade products 41 8.8 -

Prefer not to answer 1.4 2.9 -

Accommodation and Food Service Activi- All Women

: ) Entrepreneurs Entrepreneurs | Entrepreneurs
ties (X'=7.316, p<0.05) (%) (N=73) \EVE)) (N=30)
Accommodation, food 1.4 - 2.4
Food establishment 2.9 3.7 2.4
Mini bakery 1.4 3.7 -
Restaurant 1.4 3.7 -
Food service activities 34.8 37 33.3
Pastry shop 26.1 29.6 23.8
Hotel-restaurant 18.8 7.4 26.2
Fast food establishment 13 14.8 11.9

Residential-level differentiation of the data shows that, within the wholesale/retail trade and motor ve-
hicle repair sector, entrepreneurial activities in Thilisi, other self-governing cities, and municipalities are
predominantly concentrated in wholesale and retail trade (Thilisi - 22.2%; self-governing cities - 22.9%;
municipalities - 17.6%). In the capital, sale of fruit and vegetables (16.2%) and clothing (15.6%) also occur
with greater frequency compared to other activities. Clothing trade similarly ranks as the second most
common activity in other self-governing cities (16.7%) and municipalities (11.8%) (data are statistically
reliable: X?= 124.944, p < 0.05) (see Table #2.4).

TABLE #2.4: TYPE OF BUSINESS/ENTREPRENEURIAL ACTIVITY (BY TYPE OF RESIDENCE)

By Type of Residence

Wholesale and retail trade; repair of Other Self-Gov-

erning Cities Municipalities

motor vehicles and motorcycles (%)

Thilisi (N=156)

(N=98) (N=139)
Furniture store - 6.3 0.8
Petrol station - - 2.5
Car sales - - 2.5
Car repair services - 1 0.8
Auto parts store 1.8 4.2 2.5
Auto repair shop 10.8 8.3 6.7
Repair and sale of electrical materials 1.2 3.1 1.7
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Tire repair and vulcanization services - 3.1 -
Tobacco kiosk 1.2 2.1 -
Linen, textile 0.6 - 0.8
Sale of cosmetology products 0.6 - -
Sale of metal products 0.6 - -
Beer Shop 0.6 1 0.8
Plant protection products store - 0.8
Optical goods store - 1 -
Printing supplies 0.6 - -
Wholesale and retail trade 22.2 22.9 17.6
Toy store 2.4 - -
Stationery shop - - 1.7
Agricultural goods 3.6 5.2 6.7
Jewelry shop 1.2 1 1.7
Industrial goods - 1 0.8
Souvenir store - - 0.8
Grocery store 6 10.4 10.1
Clothing store 15.6 16.7 11.8
Telephone accessories - - 1.7
Chemical products store 0.6 1 -
Coffee shop 0.6 2.1 0.8
Flower shop 1.2 1 4.2
Mixed goods shop 9.6 7.3 10.9
Pet food - - 1.7
Variety store - - 4.2
Fruit and vegetable trade 16.2 1 3.4
Meat and ready-to-cook products shop 2.4 - 1.7
Prefer not to answer 0.6 - -

The entrepreneurial experience of the women participating in the qualitative study is diverse. Their
economic activities span multiple sectors, including services (restaurant business in Thilisi; beauty salon
in Kutaisi), manufacturing (wine production in Akhaltsikhe; production of leather accessories in Thilisi),
trade (wholesale store in Mestia), agriculture (beekeeping in the village of Akura, Kakheti), and educa-
tion/consulting, (consulting services in Thilisi).
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Both the documents reviewed within the desk research and the information obtained through the
survey and in-depth interviews indicate that, despite the growing presence of women in entrepre-
neurship, substantial gender disparities in business activities persist. In addition, each component
of the study highlights the sectoral concentration of women entrepreneurs (e.g., retail and whole-
sale trade, service sector, etc.), as well as their predominance in activities characterized by relatively
low economic value and limited opportunities for growth (e.g., grocery stores, clothing stores, beau-
ty salons, etc.). These patterns are shaped, on the one hand, by prevailing social and gender norms,
and on the other, by women's limited access to financial resources, which significantly constrains
both the initiation and expansion of entrepreneurial activities.

The vast majority of entrepreneurs surveyed in the quantitative component of the study do not own
more than one enterprise (92.9%), whilst only 7.1% report owning multiple enterprises. No statistically
significant differences were observed by gender in this regard (see Figure #2.1).

Diagram #2.1: Number of Enterprises/Business Owned by Entrepreneurs
Do you currently own more than one enterprise/business?

7.1%

All entrepreneurs (N=746) 92.9%

6.8%
wWomen entrepreneurs (1-377) . | ————

By Gender

7.0%

Men entrepreneurs (N=369) 93.0%

mYes, Ido m No, Idon't

Quantitative analysis across residential categories shows that in the capital, other self-governing cities,
and municipalities, more than 90% of entrepreneurs do not own more than one enterprise/business.
However, it is noteworthy that ownership of multiple businesses is relatively more common in other
self-governing cities and municipalities than it is in Thilisi (Thilisi - 3.4%; other self-governing cities - 9.7%,
municipalities - 8.9%) (data are statistically reliable: X2= 9.339, p < 0.05) (see Diagram #2.2).

Diagram #2.2: Number of Enterprises/Business Owned by Entrepreneurs (By type of residence

Do you currently own more than one enterprise/business? (By type of residence)

I 3.4%
i 027 | ————————— o
L _ 9.7%
otner st goverming s v=155 || — o
L _ 8.9%
wanicpaites 4-220) | —

mYes, Ido m No, Idon't
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Among respondents who reported owning more than one business/enterprise, at least one in three
(35.5%) indicated that their primary enterprise operates in the wholesale and retail trade sector. Ad-
ditionally, 16% identified agriculture, forestry, and fishing as their main area of activity, whilst 12.8%
reported construction as their primary business. Due to the small size of the subsample, analysis by
gender does not reveal significant differences (see Table #2.5).

TABLE #2.5: PRIMARY BUSINESS/ENTERPRISE

. : : All
V\./(;ucr')E ergterprlge/.l?u?;ess do you con- Entrepreneurs Women Men
sider to be a priority? (%) (N=50) Entrepreneurs | Entrepreneurs

(N=25) (N=25)

Agriculture, forestry, and fishing 16 5.9 22.2
Mining and quarrying 1.1 5.9 -
Manufacturing 1.2 5.9 -
Construction 12.8 5.9 16.7
Wholesale and retail trade; repair of 35.5 41.2 33.3
motor vehicles and motorcycles
Education 2.6 - 2.8
Transportation and storage 2.8 - 2.8
Accommodation and food service 49 17.6 -
activities
Arts, entertainment, and recreation 2.6 - 2.8
Administrative and support service 2.7 - 2.8
activities
Human health and social work activities 5.4 5.9 5.6
Other service activities 12.5 11.8 11.1

Beyond their current business activities, 86.8% of surveyed entrepreneurs reported no prior experience
owning a business in another field, whilst only 13.1% stated the opposite. Statistical analysis by gender
does not reveal any statistically significant differences (see Figure #2.3).

Diagram #2.3: Prior Ownership of an Enterprise/Business Beyond Current/Active Business

Apart from your current business activity/activities, have you operated any other
enterprise/business?

13.1%

All entrepreneurs (N=746) M 86.8%
- 11.8%

Women entrepreneurs (N=377) 88.2%

_ 13.7%
Men entrepreneurs (N=369) 86.1%

[0.2%

By Gender

mYes, [ have m No, T haven't W Prefer notto answer
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Among entrepreneurs who had previously operated another business before their current entrepre-
neurial activity, 35.5% cited unprofitability as the primary reason for terminating their earlier venture,
whilst one in three reported that they closed their previous business in order to start a new one. Nearly
one-fifth (19.1%) attributed the termination to personal reasons. Analysis by gender shows that for al-
most one-third of women, the reason for ending their prior business activity was the initiation of a new
venture (32%), whereas 24% reported unprofitability as the cause. The latter is a leading reason among
male entrepreneurs (39.4%), followed by starting a new business (33.8%) (data are statistically reliable:
X?=11.962, p < 0.05) (see Table #2.6).

TABLE #2.6: REASONS FOR TERMINATING PREVIOUS BUSINESS ACTIVITY

By Gender

. . : All
\t/)Vhy did yOLi'te.:rr;n;/ate your previous Entrepreneurs Women Men
usiness activity? (%) (N=89) Entrepreneurs | Entrepreneurs
(N=41) (N=48)

The enterprise/business was not 35.5 24 39.4
profitable

I started another business 33 32 33.8
Personal reasons 19.1 20 18.3
Unforeseen circumstances 6 16 1.4
Change of residence 0.7 4 -
Other 5.6 4 7

Analysis of the issue by place of residence demonstrates that the largest proportion of surveyed en-
trepreneurs in Thilisi (40%) cited the launch of another business as the primary reason for terminating
their previous entrepreneurial activity. Among respondents in other self-governing cities, one in three
identified both starting another business (34.4%) and the unprofitability of their previous enterprise/
business (34.4%) as key reasons for termination. The latter emerged as the predominant factor for 47.2%
of entrepreneurs in municipalities (data are statistically reliable: x2=25.339, p<0.05) (see Table #2.7).

TABLE #2.7: REASONS FOR TERMINATING PREVIOUS BUSINESS ACTIVITY
(BY TYPE OF RESIDENCE)

By Type of Residence

Why did you terminate your previous Other Self-Gov- -
business activity? (%) Thilisi (N=27) erning Cities | Municipalities
(N=29) (N=33)
The enterprise/business was not 23.3 34.4 47.2
profitable
I started another business 40 34.4 25
Personal reasons 20 12.5 25
Unforeseen circumstances 16.7 3.1 -
Change of residence - - 2.8
Other - 15.6 -
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Analysis of the quantitative data shows that 37.8% of enterprises are located in Thilisi, followed by Imere-
ti (14.3%) and Adjara (12.5%). Statistical analysis by gender does not yield any statistically significant
differences in this regard (see Table #2.8).

TABLE #2.8: GEOGRAPHICAL LOCATION OF ENTREPRENEURIAL/BUSINESS

By Gender

ACTIVITY - REGION

In \{vhich region is your current business Entre;:frltleneurs Women Men
activity located? (%) (N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)

Thilisi 37.8 34.2 39.2
Adjara 12.5 14 11.8
Guria 2.3 2.3 2.3
Imereti 14.3 14.4 14.3
Kakheti 6.4 8.1 5.7
Mtskheta-Mtianeti 2.1 2.3 1.9
Racha-Lechkhumi and Kvemo Svaneti 0.7 0.9 0.8
Samegrelo-Zemo Svaneti 7.5 9 6.9
Samtskhe- Javakheti 2.7 2.7 2.7
Kvemo Kartli 6.5 5.4 7
Shida Kartli 7.3 6.8 7.4

Atotal of 83.3% of enterprises operate in urban settlements, 8.5% in rural areas, and 8.2% in both urban
and rural locations. This pattern - with only slight percentage variations - is also observed when the data
are analyzed by gender (data are statistically reliable: X2= 12.327, p < 0.05) (see Diagram #2.4).

Diagram 2.4: Geographical Location of Entrepreneurial/Business Activity - City/Village

In what type of settlement do you conduct your entrepreneurial activity?

83.3%
All entrepreneurs (N=746) 8.5%
8.2%
(. 90.5%
% Women entrepreneurs (N=377) 5.9%
c 3.6%
()
(U]
> 80.4%
om Men entrepreneurs (N=369) 9.5%
10.1%

mCty mVillage mBothina cityand in avilage

An overwhelming majority of entrepreneurs surveyed in the capital (up to 98%) conduct their business
activities in urban areas. In other self-governing cities, this proportion is 83.2%, whilst in municipalities,
it is 67.2%. On the other hand, in municipalities, entrepreneurs operating in rural settlements prevail
(20.1%) (data are statistically reliable: X?= 112.452, p < 0.05) (see Diagram #2.5).
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Diagram #2.5: Geographical Location of Entrepreneurial/Business Activity - City/Village (By type
of Residence)

In what type of settlement do you conduct your entrepreneurial activity? (By type of residence)

97.6%
Thilisi (N=271) 2.1%
0.3%

83.2%
Other self-governing cities (N=195) 3.1%
13.8%

67.2%
Municipalities (N=280) 20.1%
12.7%

mCty mVillage mBothinacityand in avilage

The vast majority of entrepreneurs (64.5%) have been engaged in entrepreneurial activity for 1-5 years,
whilst for 17.3% this period ranges from 6 to 10 years (based on measures of central tendency, the aver-
age duration of entrepreneurial activity is approximately five years (MEAN=61.85 months - 5.15 years).
By gender, no statistically significant differences are observed (see Table #2.9).

TABLE #2.9: DURATION OF CURRENT ENTREPRENEURIAL ACTIVITY

; All
Jourcurrent busness sty (09 || EUICRreneurs | Momen e s
(N=377) (N=369)

1-5 years 64.5 69.1 62.7
6-10 years 17.3 17.3 17.3
11-15 years 7.8 6.4 8.4
16-20 years 4.1 3.2 4.4
21-25 years 1.6 0.9 1.9
26-30 years 0.9 0.5 1.1
Difficult to say 34 1.8 4
Prefer not to answer 0.5 0.9 0.2

The predominant reasons for initiating current entrepreneurial activities are the possession of relevant
practical skills and experience (47.8%) and insufficient income prior to launching the business (40.7%).
Relatively less frequently identified reasons include the desire for independent management (26%), hav-
ing relevant educational qualifications (22.1%), and the ability to invest financial resources in the busi-
ness (21.5%). By gender, no statistically significant differences are observed (see Table #2.10).
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TABLE #2.10: REASONS FOR STARTING CURRENT ENTREPRENEURIAL ACTIVITY

By Gender

; ; All
Why did you d.elade.t(.) sgag/t your current Entrepreneurs Women Men
entrepreneurial activity? (%) (N=746) Entrepreneurs | Entrepreneurs

(N=377) (N=369)

I had the relevant education 221 22.9 21.8
I had the relevant practical skills and 47.8 42 50.3
experience
I had sufficient financial resources and 21.5 17.4 23.2
decided to invest them
My income was insufficient for me 40.7 45.5 38.7
This activity is my hobby 13.4 13.4 13.4
The idea of starting an entrepreneurial 11.2 10.3 11.6
activity was interesting for me
To manage my business myself 26 24.4 26.7
By chance - I was in the right place at the 6 5.1 6.3
right time
Other 2.8 3.1 2.6

Among entrepreneurs surveyed in Thbilisi, the primary motivation for starting their current entrepre-
neurial activity was insufficient income (44.7%), followed by the desire for independent management
(31.2%). In contrast, respondents in other self-governing cities (39.3%) and municipalities (44%) most
frequently cited the possession of relevant practical skills and experience as the key driver, with insuf-
ficient income serving as the second most important reason (data are statistically reliable: X2=68.302,
p<0.05) (see Table #2.11).

TABLE #2.11: REASONS FOR STARTING CURRENT ENTREPRENEURIAL ACTIVITY (BY
TYPE OF RESIDENCE)

By Type of Residence

Other Self-Gov-
erning Cities
(N=195)

Why did you decide to start your current
entrepreneurial activity? (%)

Municipalities
(N=280)

Thilisi (N=271)

I had the relevant education 22.5 23.6 20.6
I had the relevant practical skills and 57 39.3 44

experience

I had sufficient financial resources and 214 15.9 259
decided to invest them

My income was insufficient for me 447 32.9 42.2
This activity is my hobby 15.1 12.6 121
The idea of starting an entrepreneurial 11.6 12.9 9.5

activity was interesting for me
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I was running my own business 31.2 21 24

By chance—I was in the right place at 6.5 4.5 6.4
the right time

Other 0.5 7.8 1.5

For women entrepreneurs surveyed within the qualitative component of the study, the key drivers
behind launching a business are multifaceted and shaped by professional experience, socio-econom-
ic needs, and geographical circumstances. For some respondents, the primary impetus for starting a
business lies in the professional experience accumulated over the years. They view entrepreneurial ac-
tivity as a domain in which they can autonomously establish professional standards and make decisions
aligned with their own visions/values. For these women, entrepreneurship extends beyond a source of
income; it becomes a means of self-realization and an avenue for continued professional development.

“Ireturned from America in 2007 and nothing had changed in this field. One thing immediately stood
out to me: Georgian cuisine was overshadowed, it was not in the forefront. Everyone was trying to
introduce Western cuisine and they were focusing on foreign cuisine: Italian, French, etc. There were
no professionals in this field either. The profession of chef did not exist at all. Most of the people
involved were women who could cook well in their kitchen, but they were very constrained as they
were unwilling to experiment in any way - ‘no, my grandmother made it this way, so I should make it
this way too.’(Woman entrepreneur, restaurant chain, Tbilisi)

One of the most common motivations for women’s entrepreneurship in Georgia is rooted in economic
need/crisis. This is particularly evident among women living in regions where employment opportuni-
ties are severely limited, and entrepreneurship becomes an immediate response to pressing life chal-
lenges. Under such conditions, entrepreneurial activity emerges as an alternative, often a “last resort,”
that provides household stability and a minimum level of financial security. Some respondents noted
that they had not developed strategic plans or mechanisms for accumulating financial capital. Entrepre-
neurship often relies on informal networks, draws on family/relatives’ resources, and does not require
significant financial investment at the initial stage. The viability of a business idea is largely shaped by
the context in which it emerges (for example, market accessibility, locational advantages, the strength
of internal support networks, etc.).

“Our family needed additional income and, as they say, we were in the right place at the right time.
My relative owns a winery in Kakheti, and it was around 2010-2011, it was difficult to sell wine both
onthe local market and beyond. He was looking for a place that could serve as a local sales point. We
live by the roadside, and we had space to build a wine cellar. He built half of it, and we built the other
half.” (Woman entrepreneur, wine production, Samtskhe-Javakheti).

One distinctive form of entrepreneurship emerges when the purpose of a business extends beyond
economic profit and becomes a value-driven activity. In such models, women entrepreneurs actively
employ economic mechanisms to advance socio-ecological objectives, positioning entrepreneurial ac-
tivity as a tool for fostering social change. For example, one respondent’s heightened sensitivity toward
environmental protection and ecological issues motivated her to produce fashionable accessories from
biodegradable materials. For her, entrepreneurship is not merely an economic endeavor but also a plat-
form for social communication through which she seeks to raise public awareness of environmental
issues and the principles of the circular economy?3,

93 The circular economy is an industrial system that aims to eliminate waste by developing improved production materials,
products, and systems, and by creating new business models based on these principles.
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“We recycle polyethylene and plastic waste and create sustainable fashion items: raincoats, bags,
umbrellas, and more. In Georgia, there is a harmful culture of disposing of waste into the environ-
ment, and awareness in this area is very low. That is why I created this brand, through which we
speak about the circular economy and the negative consequences of leaving a harmful footprint on
the environment. I am trying to cultivate in people the desire to live more mindfully.” (Female entre-
preneur, manufacturer of accessories from biodegradable materials, Tbilisi)

Another important form of entrepreneurial activity that merits attention is based on intellectual labor
rather than the production of material goods. Intellectual entrepreneurship is often initiated by women
with high levels of professional expertise (for example, by women with experience in research, consult-
ing, or policy analysis). These activities are characterized by strong adherence to international stan-
dards, the use of innovative methodologies, and the application of interdisciplinary approaches. In this
context, the primary assets are not physical infrastructure or products, but rather people - their knowl-
edge, analytical skills, and professional networks.

A comparative analysis of desk research, survey findings, and in-depth interviews reveals that wom-
en's motivations for starting entrepreneurial activities vary, but generally fall along a continuum
between meeting social needs and pursuing self-realization. Specifically, both the review of second-
ary documents (e.g., ADB, UN Women) and the quantitative and qualitative data indicate that one
of the key factors prompting women to start a business is economic necessity: insufficient income,
unemployment, and the need to ensure household financial stability.

In contrast to the findings of the desk research, other components of the study (quantitative, qual-
itative) demonstrate that, beyond meeting economic needs, the primary motivations behind wom-
en's entrepreneurial activities also include the monetization of professional experience, the pursuit
of socio-ecological change, etc.

The results of the quantitative study indicate that, in terms of enterprise size, the largest proportion
of businesses are mini-microenterprises (69.7%). One-fifth of respondents operate microenterprises,
whilst the proportion of small- and medium-sized enterprises is considerably lower in comparison.
Analysis by gender reveals a similar pattern: the majority of both female and male entrepreneurs own
mini-microenterprises. The proportion of microenterprise owners is higher among men than among
women (data are statistically reliable: (X?= 13.738, p < 0.05) (see Diagram 2.6).

Diagram #2.6: Enterprise Size

Enterprise Size

78.6%

69.7% 65.9%

13.6%

46% 33% 1.6% 2.7% 3.2% 1.8% 5.3% 3.4% 45

All entrepreneurs (N=746) Women entrepreneurs (N=377) Men entrepreneurs (N=369)
By Gender
m Mini-micro enterprise (turnover below 100 000 GEL) m Micro enterprise (turnover between 100 000 and 1 million GEL)
m Small enterprise (turnover between 1 and 12million GEL) m Medium enterprise (turnover between 12 and 60 million GEL)

m Prefer notto answer
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Analysis by residential location shows that mini-micro enterprises constitute the most common type
of business in Thilisi (67%), as well as in other self-governing cities (71.3%) and municipalities (71.7%).
Microenterprises are most prevalent in the capital, whilst a comparatively higher proportion of small-
and medium-sized enterprises is observed in other self-governing cities (data are statistically reliable:
X?=19.237, p < 0.05) (see Diagram #2.7).

Diagram #2.7: Enterprise Size (By type of residence)

Enterprise Size (By type of residence)

71.3% 71.7%
67.0%
24.7%
16.9% 19.4%
0

3.1% 24% 27% 36% 6.2% . >4% 1 90 1.6%
Thilisi (N=271) Other self-governing cities (N=195) Municipalities (N=280)
m Mini-micro enterprise m Micro enterprise m Small enterprise m Medium enterprise m Prefer notto answer

Findings from both the quantitative and desk research indicate that women'’s entrepreneurship
in Georgia is predominantly concentrated in mini-micro and microenterprises. Across both com-
ponents, the data consistently show that women typically operate businesses under conditions of
limited financial resources and constrained infrastructure. Furthermore, they are primarily repre-
sented as owners of microbusinesses, whilst their participation in medium-sized - and especially
large - business ventures remains minimal. The factors contributing to this pattern, identified in
both the quantitative and desk research, include limited access to financial resources and persistent
gender-stereotypical approaches, which hinder the strategic decision-making necessary for busi-
ness expansion. Overall, women'’s entrepreneurship in Georgia continues to be oriented towards
small-scale operations - a trend that has remained largely unchanged for years. This situation un-
derscores the need not only for increased financial support but also for policy measures aimed at
dismantling systemic barriers and enabling women to transition towards larger and more sustain-
able forms of enterprise.

According to the findings of the quantitative research, the turnover of at least one in three small enter-
prises (35.9%) exceeds GEL 1.5 million; this, however, is not the case for the majority (59.4%). No statisti-
cally significant differences are observed by gender (see Diagram #2.8).
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Diagram #2.8: Enterprise Turnover
Does your enterprise’s turnover exceed GEL 1.5 million?

35.9%

All entrepreneurs (N=29) 59.4%
4.7%

Women entrepreneurs (N=10) 57.1%
35.7%
Men entrepreneurs (N=19) . 57.1%
7.1%

B Yes, it does B No, it doesn't M Prefer not to answer

By Gender

The largest proportion of survey participants (34.5%) found it difficult to specify how much the turnover
of the enterprise/business was over the past 12 months, whilst a further 28.7% declined to answer. For
one-fifth of enterprises, annual turnover amounts to GEL 50,000 or less. Only a small proportion of busi-
nesses reported relatively high financial turnover. No statistically significant differences are observed
by gender (see Diagram #2.12).

DIAGRAM #2.12: AVERAGE FINANCIAL TURNOVER OF AN ENTERPRISE/BUSINESS OVER
THE PAST 12 MONTHS

What was the average financial turnover All
of your entrepreneurial activity/business | Entrepreneurs Women Men
over the past 12 months? (%) (N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)
=50000 19.1 22.2 17.7
50001-100000 8 8.6 7.8
100001-500000 5.2 3.2 6.1
500001-1000000 25 1.4 3.1
1000001-12000000 0.9 0.5 1.1
12000001 and more 1.1 1.8 0.8
Difficult to say 34.5 335 34.9
Prefer not to answer 28.7 29 28.4

By legal form, 76.4% of enterprises operate as individual entrepreneurs, whilst 22.9% are registered
as limited liability companies (LLCs). Statistical analysis by gender reveals a similar pattern: in both the
women’s and men’s groups, the majority are individual entrepreneurs, followed by those operating
LLCs. However, it is noteworthy that a higher proportion of women than men work as individual entre-
preneurs (data are statistically reliable: X2= 14.545, p < 0.05) (see Table #2.13).

75



TABLE #2.13: LEGAL FORM OF BUSINESS/ENTERPRISE

By Gender
All
Legal form of business (%) Entrepreneurs Women Men
(N=746) Entrepreneurs | Entrepreneurs
(N=377)

Individual entrepreneur 76.4 84.2 73
General partnership 0.3 0.5 0.4
Limited liability company 22.9 14.9 26.5
Joint-stock company 0.2 - 0.2
Cooperative 0.1 0.5 -
Other 0.1 - -

A total of 85.4% of entrepreneurs are sole proprietors of their enterprises/businesses, whilst 14.6% re-

port otherwise. No statistically significant differences are observed by gender (see Diagram #2.9).

Diagram #2.9: Sole/Non-Sole Proprietorship of Enterprises

Are you currently the sole proprietor of your enterprise/business?

All entrepreneurs (N=746) P 85.4%

By Gender

Women entrepreneurs (N=377) P 87.8%

Men entrepreneurs (N=369) P 84.2%

EYes, Iam E No, I am not

Analysis by type of residence shows that sole ownership of a business/enterprise is more common in
Thilisi (93.1%) than in other self-governing cities (81.6%) and municipalities (79.5%) (data are statistically
reliable: X?= 23.293, p < 0.05) (see Diagram #2.10).

Diagram #2.10: Sole/Non-Sole Proprietorship of Enterprises (By type of residence)

Are you currently the sole proprietor of your enterprise/business?
(By type of residence)

Toilisi (N=271) P 93.1%
Other self-governing cities (N=195) P 81.6%
Municipalities (N=280) F 79.5%

HYes, I am B No, I am not



Among entrepreneurs who are not sole proprietors, 43.2% report having two co-owners, whilst 32.4%
have one. A relatively small proportion of enterprises are managed by three or more co-owners. No
statistically significant differences are observed by gender (see Diagram #2.11).

Diagram #2.11: Number of Enterprise Co-Owners

Number of Co-Owners

Men entrepreneurs (N=59)

41.7%

Women entrepreneurs (N=45)

By Gender

48.1%

All entrepreneurs (N=109)

43.2%

W Difficulttosay M6 co-owner M5 co-owner M4 co-owner M3 co-owner M2 co-owner M1 co-owner

Every other entrepreneur has a friend/acquaintance as a co-owner of their business/enterprise, and in
42.9% of cases, the co-owner is a family member. Additionally, 11.8% have a co-owner whom they did not
know prior to starting their entrepreneurial activity. No statistically significant differences are observed
by gender (see Diagram #2.12).

Diagram #2.12: Business/Enterprise Co-Owners
Who are primarily the co-owners of the business?

42.9%
All entrepreneurs (N=104) 52.6%

56.3%

Women entrepreneurs (N=45) 36.0%

By Gender

38.7%
Men entrepreneurs (N=59) 57.9%

B Family member s/relatives
H Friends/Acquaintances
B Individuals I did not know before starting the entrepreneurial activity

B Other
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At the residential level, the data show that the majority of entrepreneurs surveyed in Thilisi (58.8%)
and municipalities (63.6%) have friends as co-owners of their businesses, whilst one in three respon-
dents identified a family member in this role (Thilisi - 33.9%; municipalities - 33.7%). Businesses with
family-member co-owners are most common in other self-governing cities (61.3%), where one-third of
respondents identified a friend as a partner (33.2%) (data are statistically reliable: X?=18.932, p < 0.05)
(see Diagram #2.13).

Diagram #2.13: Business/Enterprise Co-Owners (By type of residence

Who are primarily the co-owners of the business? (By type of residence)

33.9%
Thilisi (N=19) 7.3% 58.8%

61.3%

Self-governing cities (N=34) 8.8% 33.2%

33.7%

Municipalities (N=51) 15.7% o

2.9%

B Family members/relatives
B Friends/Acquaintances
® Individuals I did not know before starting the entrepreneurial activity

M Other

Based on the results of the qualitative research, the structure of women-owned businesses significantly
shapes both their management models and the efficiency of day-to-day operations. Several types of
structural arrangements were identified: functionally differentiated partnerships, individual manage-
ment, and participation based on family networks.

Multi-partner entrepreneurship is characterized by a clear division of functions and collective deci-
sion-making. In such models, each partner assumes specific responsibilities (e.g., finance, marketing,
operations, etc.), which ensures continuity of activities, quality assurance, and the sustainability of stra-
tegic decisions. This division of responsibilities not only enhances the efficiency of organizational man-
agement but also supports a balance between work and personal life for women entrepreneurs.

In some sectors, particularly in trade and manufacturing, partnerships are organized on a family basis.
Women entrepreneurs often take the lead in customer relations and product design, whilst their spous-
es assume technical or logistical responsibilities. Respondents suggest that women tend to be more
detail-oriented and creative; however, as they also emphasize, this does not imply superiority of either
women or men. Rather, all decisions are based on individuals’ skills and competencies, not on gender.

“Iwanted to give this activity a more organized structure and began looking for partners - like-mind-
ed people with the necessary competencies. Since there are not many specialists in Georgia, I found
a few individuals with whom I founded this company. We started searching for projects, and there
was already demand for these services based on my and my partners’ prior consulting experience,
so we shaped the company accordingly. My main motivation, of course, was to introduce this inno-
vation in Georgia, because it has great potential.” (Woman entrepreneur, consulting sector, Tbilisi)
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The vast majority of respondents in the quantitative research (96.8%) reported that, as sole proprietors
or co- proprietors, they are the ones who actually lead and manage their business in practice. Only 3.2%
indicated otherwise. No statistically significant differences were observed by gender (see Table 2.14).

Diagram #2.14: Actual Manager of the Business

Whether you are a sole proprietor or a co-owner, are you the person who
actually runs the business?

0
All entrepreneurs (N=746) 3.2% 76.8%
g W t N=377 76.8%
'g omen entrepreneurs (N=377) 3.2%
(]
(C)
> 1)
&  Men entrepreneurs (N=369) P 96.8%
EYes, I am ENo, I am not

In addition to the above, it is worth noting that some of the women entrepreneurs participating in the
in-depth interviews operate their businesses independently. According to them, such a structure may
facilitate decision-making but can also increase stress levels and hinder operational flexibility and service
quality. Partnerships in consulting, intellectual, and research-based businesses are primarily built on a
shared professional vision, competence, and trust. In these models, decision-making is horizontal, and
collaboration is grounded in the unity of knowledge, professional networks, and innovative vision.

Among the respondents who indicated that, despite owning/co-owning the enterprise, they do not man-
age the business themselves (a total of 23 entrepreneurs), six reported that the enterprise is managed by
a co-owner; another six stated that a family member/relative who is not a co-owner oversees the business;
and five indicated that management is handled by a friend/acquaintance who is also not a co-owner®,

87.8% of enterprises employ between 1 and 10 people, whilst a significantly smaller proportion employ
more than 10. No statistically significant differences are observed by gender (see Table #2.14).

TABLE #2.14: NUMBER OF CURRENT EMPLOYEES IN THE ENTERPRISE

By Gender

Number of current employees in the Al

ise/busi y Entrepreneurs Women Men
enterprise/business (%) (N=746) Entrepreneurs | Entrepreneurs

(N=377) (N=369)

1-10 employees 87.8 92.3 85.9
11-20 employees 5 3.2 5.9
21-40 employees 2.7 1.8 3
41-60 employees 2.4 0.9 2.9
61-80 employees 0.5 0.5 0.6
81+ employees 0.1 - 0.2
Difficult to say 0.9 0.9 1
Prefer not to answer 0.5 0.5 0.6

94 The circular economy is an industrial system that aims to eliminate waste by developing improved production materials,
products, and systems, and by creating new business models based on these principles.
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The distribution of employees by gender shows that 30.5% of enterprises have no female employees,
whilst 25.9% report having no male employees. Likewise, 25.9% of enterprises employ exclusively wom-
en, whereas 30.5% employ only men. The proportion of enterprises employing 40-60% women and a
similar proportion of men is nearly equal. Gender-disaggregated analysis indicates that both female and
male entrepreneurs are more likely to employ workers of their own gender. Specifically, 66.2% of female
entrepreneurs have no employees of the opposite sex, whilst this is the case for 42.1% of male entrepre-
neurs. It is particularly notable that in the clear majority of enterprises owned by women (66.8%), 100%
of employees are female. On the other hand, the proportion of male-owned enterprises employing an
all-male workforce is 42.1% (data are statistically reliable; female employees %: X?=305.763; male em-
ployees %: X?=301.516 p<0.05). (see Table #2.15).

TABLE #2.15: GENDER DISTRIBUTION OF ENTERPRISE EMPLOYEES

By Gender

All
Entrepreneurs Women Men
(N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)

Gender distribution of employees in b i b " w
your enterprise/business (%) ) 2 ) 2 2
a L) a i) o
e ©L, Q.
e £ & £ £
() w ) (W} (VH]
© 9 © 9 <
1] (50 g0}
5 = = = 3

(N (N
None 30.5 25.9 2.7 66.2 | 42. 8.8
1-10% of employees 4.2 3.2 1.4 4.5 5.3 2.7
11-20% of employees 3.3 2.5 1.4 3.2 4.2 2.1
21-40% of employees 4.4 7.5 1.8 54 5.3 8.4
40-60% of employees 19.1 18.6 13.2 126 | 21.5 211
61-80% of employees 8.3 6.7 6.8 3.2 8.8 8.2
81-99% of employees 34 4.2 5.5 1.8 2.7 5.3
100% of employees 25.9 30.5 66.8 2.7 8.8 421
Difficult to say 0.6 0.6 0.5 0.5 0.6 0.6
Prefer not to answer 0.5 0.5 - - 0.8 0.8

According to the results of the study, employees in 83.8% of enterprises do not have access to paid pa-
rental leave. Only 7.5% of respondents stated this benefit is available. No statistically significant differ-
ences are observed by gender (see Diagram 2#.15).
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Diagram #2.15: Availability of Paid Parental Leave for Enterprise Employees

Does your enterprise offer paid parental leave to its employees?

7.5%
All entrepreneurs (N=746) 83.8%
8.7%
- 5.0%
% Women entrepreneurs (N=377) 86.0%
c 9.0%
[
(U]
5’ 8.6%
Men entrepreneurs (N=369) 82.9%
8.6%
M Yes, it does = No, it doesn't ® Prefer not to answer

Among enterprises that offer paid parental leave, 36.7% provide employees with up to six months of
leave - a proportion notably higher than those offering either shorter or longer periods of leave. No
statistically significant differences are observed by gender (see Table #2.16).

TABLE #2.16: POSSIBLE/ALLOWED DURATION OF PARENTAL LEAVE AVAILABLE TO

EMPLOYEES

erlital\fetg\e/ar”:g;gn tlgrzrigg;:gsgigffe“' Entr(e’\;l) Lg?)eurs Entxggﬁgu rs Entre,\greemeurs
(N=18) (N=33)

1 month 9.1 8.3 8.9
3 months 3.3 16.7 -
4 months 1 8.3 -
6 months 36.7 50 333
9 months 2.7 - 2.2
12 months 7.2 - 8.9
Difficult to say 23.1 8.3 26.7
Prefer not to answer 16.9 8.3 20

By age group, the employee structure of enterprises is as follows: 33% of enterprises have employ-
ees aged 45-54, whilst 40.8% have employees in the 30-44 age range. It is also noteworthy that,
according to measures of central tendency, the average age of enterprise employees is 40.56 years
(MEAN=40.56). No statistically significant differences are observed by gender (see Table #2.17).



TABLE #2.17: AGE OF CURRENT ENTERPRISE EMPLOYEES

By Gender

Age of current employees (%) Entrepl)ol\'lelneurs Women Men
(N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)
18-29 3.3 3.2 3.4
30-44 40.8 40.7 41
45-54 33 335 32.8
55-64 15.4 14.5 15.8
65+ 6.6 6.8 6.7
Difficult to say 0.3 0.5 0.2
Prefer not to answer 0.4 0.9 0.2

For 80.2% of enterprises participating in the study, the market for selling products/services is limit-
ed to the local municipality/city, whereas 29.2% sell their products/services at the regional level. Only
12.9% operate at the national level, and a very small proportion (4.3%) export to international markets.
A similar pattern is observed across both female and male entrepreneurs (data are statistically reliable:
X2=24.227, p < 0.05) (see Diagram #2.16).

Diagram #2.16: Geographic Reach of Enterprise Markets

What is the market for the products/services produced by your enterprise?

80.2%
29.2%
All entrepreneurs (N=746) 12.9% ?
4.3%
85.4%
0
3 Women entrepreneurs (N=377) 6.3% .29
S .
c 3.1%
]
(U]
>
] 78.0%
1.7%
Men entrepreneurs (N=369) 15.7% 317%
4.7%
B Local - municipality/city M Local - regional M Local - national ~ M International

Analysis by type of residence shows that, for 87.6% of enterprises operating in Thilisi, the market for
their products/services is limited to the local (city-wide) level. One-fifth sell their products or services
regionally. A similar trend, with minor percentage variations, is observed in other self-governing cities
and municipalities (data are statistically reliable: X2=40.935, p < 0.05) (see Diagram #2.17).
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Diagram #2.17: Market for Products/Services by Type of Settlement (By type of residence)

What is the market for the products/services produced by your
enterprise? (By type of residence)

87.6%

20.7%

Thilisi (N=271) 12.6%

77.3%
Self-governing cities (N=195)

74.1%
Municipalities (N=280)

B |Local - municipality/city M Local - regional M Local - national M International

Representatives of enterprises that sell their products/services exclusively on the local market identify
several key reasons for not entering/not being able to enter the international market. The most fre-
quently cited reason is a lack of desire/perceived need to export (42.8%). The second most common
factor is insufficient financial resources to support export activities (19.1%). No statistically significant
differences are observed by gender (see Table #2.18).

TABLE #2.18: FACTORS BEHIND THE FAILURE TO EXPORT PRODUCTS/SERVICES

What are the reasons you are currently All
unable to export your product/service to Entrepreneurs Women Men
international markets? (%) (N=715) Entrepreneurs | Entrepreneurs
(N=365) (N=350)
Insufficient financial resources 19.1 23.7 171
Lack of qualifications/experience re- 7.4 9.5 6.5
quired for international trade
Lack of necessary contacts/partners 7.3 8.3 6.9
Lack of marketing resources 6 7.2 5.4
No desire/perceived need to export 42.8 374 45.2
Language barrier 0.5 1.1 0.3
Transportation difficulties 2.7 3 2.5
Export-related regulations 3.6 3.3 3.7
Other 9.4 7.8 10.1
Difficult to say 14.9 12.8 15.8
Prefer not to answer 2.2 3.2 1.7
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The primary reason cited by entrepreneurs across all three types of settlements for not exporting
their products/services is a lack of desire/perceived need to do so. However, it should be noted that
the prevalence of this explanation is significantly higher in Thilisi (Thilisi - 64.6%; other self-governing
cities - 26.6%; municipalities - 30.4%). Insufficient financial resources rank as the second most frequently
reported reason for the inability to export products/services across all settlement types (data are statis-
tically reliable: X?=207.529, p < 0.05) (see Table #2.19).

TABLE #2.19: : FACTORS BEHIND THE FAILURE TO EXPORT PRODUCTS/SERVICES
(BY TYPE OF RESIDENCE)

By Type of Residence

What are the reasons you are currently

unable to export your product/service to Other Self-Gov-

Municipalities

international markets? (%) Tbilisi (N=262) erning Cities (N=263)
(N=190)
Insufficient financial resources 15.4 17.8 24.5
Lack of qualifications/experience 2.7 8.9 11.8
required for international trade
Lack of necessary contacts/partners 5.4 3.8 12.4
Lack of marketing resources 5.1 3.7 8.8
No desire/perceived need to export 64.6 26.6 30.4
Language barrier - 0.3 1.3
Transportation difficulties 1.4 2.4 4.4
Export-related regulations 0.4 3.5 7.3
Other 3.1 16.9 10.8
Difficult to say 11.5 19.7 15
Prefer not to answer 1 5.4 0.9

The experiences of women entrepreneurs interviewed as part of the qualitative research confirm that
access to consumer markets and the ability to export depend not only on economic resources but also
on structural, technological, and political factors.

Across all entrepreneurs participating in the in-depth interviews, it is evident that their markets are
local and that the prospect of exporting is constrained by a complex set of barriers. For small- and
medium-sized enterprises, entry into international markets is often hindered by insufficient material
and technical resources. This challenge is particularly pronounced in the agricultural and other produc-
tion-oriented sectors, where exporting requires bottling, labeling, certification, and appropriate tech-
nological infrastructure. Under conditions of limited resources, entrepreneurs are compelled to operate
exclusively at the regional level and rely on purchases made by local consumers. It is also noteworthy
that in the agricultural sector, entrepreneurs’ strategies tend to focus on minimizing risks: their initial
objective is to establish a presence in the local market and increase production capacity before consid-
ering the possibility of exporting.
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“It is draft wine, and we do not export it to the international market because only bottled wine is sold
there. We place an order, bring it in by tanker, and sell it in Adigeni, Aspindza, Borjomi, and Akhalka-
laki [...] It is a market issue. If we had access to a broader market, everything would be different and

we would have more income. We would not be dependent on the population of these municipalities.
(Female entrepreneur, wine production, Samtskhe-javakheti)

“Currently, we do not export our products abroad. We produce honey, beeswax, and candles, and we
supply several hotels across the country - for example, in Gudauri and Tbilisi. I plan to export in the
future, but at this stage we have been focused on increasing our [bee] colonies, and the harvest was
relatively small, so I sold it locally.” (Female entrepreneur, agriculture, Kakheti)

The country’s political instability has a marked impact on entrepreneurial activity. For example, one
of the key sales channels for a handmade leather goods producer - street exhibitions and fairs - was
frequently cancelled for political reasons. It is also important to note that entrepreneurs engaged in
innovative activities (such as producing fashion accessories based on circular economy principles) clear-
ly experience a lack of systemic support. Products made from biodegradable materials often remain
outside the market, as there is no state-level institutional framework that prioritizes the development
of environmentally oriented businesses. One female entrepreneur explicitly links her inability to export
to the current political environment: the rise of autocratic tendencies, diminished Western support, and
limited access to finance are identified as the primary factors hindering business growth. A similar trend
is observed in the intellectual and consulting sectors, where the main barrier relates to declining inter-
national trust. One respondent directly attributed the suspension of several projects, the disruption
of cooperation with international partners, and the indefinite postponement of investor engagement
to the impact of the Law on Transparency of Foreign Influence. In his/her assessment, intellectual en-
terprises are highly dependent on external stability, and disruptions to this environment can lead to a
paralysis of entrepreneurial activity.

“Our exhibitions used to be held near the Parliament building, but after the continuous protests they
stopped entirely. Emotionally and physically, I no longer have the time to think about development
[...]After the pandemic, the number of tourists also decreased, and I could no longer sell my products
at the market.” (Female entrepreneur, production of leather accessories, Tbilisi)

“The ‘Russian law’ hindered us, and we had to close some parts of the business altogether. The uncer-
tainty is significantly obstructing our ability to attract business partners, so even considering future
investments is now on hold.” (Female entrepreneur, consulting services, Tbilisi)

Respondents participating in the quantitative research identified the main advantages that make their
businesses distinctive and competitive compared with others. The most frequently cited factor is prod-
uct/ service pricing (53.6%), followed by service quality (47.5%) and product quality (41.8%). No statisti-
cally significant differences are observed by gender (see Table #2.20).
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TABLE #2.20: ADVANTAGES THAT MAKE A BUSINESS DISTINCTIVE AND COMPETITIVE
COMPARED WITH OTHER BUSINESSES

By Gender

Which of the following do you consider All
to be the main competitive advantages Entrepreneurs Women Men
of your business? (%) (N=715) Entrepreneurs | Entrepreneurs
(N=365) (N=350)
Product quality 41.8 46.6 39.8
Service quality 47.5 441 49
Price 53.6 53.2 53.8
Product uniqueness 7.8 7.2 8
Innovative technologies 1.9 1.9 2
Marketing 1.8 2.2 1.6
Product/service market reach 8.7 8.9 8.6
Other 1.2 2 0.9
Difficult to say 3 2.8 3.1
Prefer not to answer 0.7 0.9 0.6

Analysis by type of residence shows that the majority of entrepreneurs in Tbilisi, as well as in other
self-governing cities and municipalities, identify price, service quality, and product quality as the three
key advantages that make their businesses/enterprises competitive (data are statistically reliable:
X2=51.798, p < 0.05) (see Table #2.21).

TABLE #2.21:: FACTORS BEHIND THE FAILURE TO EXPORT PRODUCTS/SERVICES
(BY TYPE OF RESIDENCE)

By Type of Residence

Which of the following do you consider

e e A oy e NS | w27ty | Ceming Ce. | Municpales
(N=195)

Product quality 41 38,7 45
Service quality 48.6 44.8 48.4
Price 48.7 62.9 52.1
Product uniqueness 6.8 7 9.5
Innovative technologies 0.9 1.3 3.5
Marketing 24 1.1 1.7
Product/service market reach 10.5 2 11.7




Other 0.9 2.1 0.8

Difficult to say 4.8 3.4 0.8

Prefer not to answer - 2.3 0.3

Quialitative research demonstrates that competitiveness strategies among women entrepreneurs are
diverse and closely linked to sector-specific dynamics and the entrepreneurs’ own values, as well as to
the structure of the market. Two main trends have been identified: value-driven positioning, on the one
hand, and price-oriented strategies tailored to everyday market demands, on the other.

1. For some entrepreneurs, competitive advantage is not rooted in price or scale but in values. For ex-
ample, the owner of a restaurant chain sees the business not only as a commercial venture but also as a
cultural project - a space through which the country’s identity, traditions, and aesthetic sensibilities are
communicated. This approach creates a multidimensional experience for customers. A similar pattern
is observed among innovative manufacturers who apply circular economy principles and integrate envi-
ronmental and educational functions into their activities. In these cases, competitive advantage is built
on authenticity, creativity, and a sense of social responsibility.

“What is valuable about our restaurants is that they are not only about profit. When I first began
this work, it was a time of prosperity for our country, a moment when you felt you were presenting
yourself to the world. Cuisine is a major part of every nation’s identity. It was important to me that
I'was contributing something to this country and that it was not just khinkali and khachapuri. But if
I see that this is all customers want, there is a chance I will leave this business altogether.” (Female

entrepreneur, restaurant chain, Tbilisi)

2.Inthe service sector, entrepreneurs primarily focus on high service quality, affordable pricing, and ap-
proaches tailored to customers. This model reflects a classic customer-oriented strategy in which busi-
ness success depends on maintaining customer satisfaction over time. Competitive advantage in this
context is expressed through three components: quality, affordability, and consistency of service. In the
trade sector, the main competitive challenge relates to the asymmetry of market forces, specifically, the
low-price strategies of large retail chains. These practices disproportionately affect small entrepreneurs
working with perishable goods, whose logistics and stock management capacities are comparatively
weak. One of the surveyed entrepreneurs noted that they relocated the business to a low-competition
area and expanded the product range. Therefore, some entrepreneurs attempt to maintain their mar-
ket position through low pricing; however, such an approach relies on stable daily turnover rather than
on a systemic strategic vision: digital marketing, branding, online sales, and diversification are often
absent, increasing vulnerability to structural shifts in the market.

“I started with bread and pastries, but when all the stores began selling similar products, I switched
to fruits and vegetables. We used to bring the goods from Kutaisi by minibus, and for small quantities
it wasn’t worth making the trip - you had to carry a full load, but because the products were perish-
able, I often couldn’t even sell them. When chain stores started selling them for pennies, I fell into
debts and closed my store in Zugdidi. Now I have a wholesale flour store in Mestia. Such stores are
rare here, and even if my prices are only 1-2 GEL lower, customers are happy [...] I also rented another
space next to the store, where I sell clothes, flowers, and other mixed products.”

(Female entrepreneur, wholesale store owner, Mestia)
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The experiences of some women entrepreneurs indicate that traditional markers of competitiveness,
such as product uniqueness and high quality, are shifting. Market dynamics, globalization trends, and
changing consumer behavior have gradually weakened the strength of these advantages. According
to one wine producer, success in the initial stages was driven by high-quality raw materials and the
absence of competitors in the region. Over time, however, the market became saturated, and local
restaurants began producing their own wine, substantially reducing demand for entrepreneurs. Sales
ultimately became confined to a specific cultural segment (ceremonial occasions), limiting opportunities
for expansion. A manufacturer of handmade leather goods similarly noted that her primary competitive
advantages had once been creativity, authenticity, and consumer-responsive pricing. Yet, increasing
market commercialization, mass imports, the rise of “fast fashion,” and the proliferation of low-cost plat-
forms (e.g., the Chinese application Temu) have created significant challenges for selling such products.

“The Temu platform has had a huge impact. Now, when I create and post a product, I always try to
set a realistic price. I want people to be able to afford a bag. Yesterday I posted a new bag for 65 GEL,
which is the minimum price, and I wondered who would buy it. On the Temu website, you can get two
bags for 25 GEL. People in Georgia are struggling and have no money. Everyone has shifted to buy-
ing cheaper products. I even saw on social media that a six-year-old business had to shut down be-
cause nothing was selling anymore.” (Female entrepreneur, production of leather accessories, Tbilisi)

3. Financial Resources and Knowledge Required to Start a Business

According to the survey results, 59.2% of entrepreneurs did not have a pre-developed business plan
when starting their venture, whilst 38.2% had prepared one. No statistically significant differences are
observed by gender (see Diagram #3.1).

Diagram #3.1: Practice of Developing a Business Plan Prior to Starting a Business

Did you have a business plan prepared in advance?

38.2%

All entrepreneurs (N=746) 1.9% 59.7%

0.2%

33.5%

S _ 65.2%
% Women entrepreneurs (N=377) 1.4%
c
[
(U]
a 40.3% o

Men entrepreneurs (N=369) 2.1% o

0.2%
HYes, I did HNo,Ididn't mDifficulttosay ®Prefer notto answer

Among entrepreneurs who started their business with a pre-developed business plan, 81.7% reported
that the plan was effective for the successful operation of their business (“Very helpful” + “More helpful
than unhelpful”). Only 16.8% evaluated the usefulness of the business plan negatively (“Not helpful at
all” + “More unhelpful than helpful”). No statistically significant differences are observed by gender (see
Figure #3.2).
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Diagram #3.2: The Role of a Pre-Developed Business Plan in Successful Business Operations

To what extent was your business plan helpful in the successful operation
of your business?

4.2%

12.6%

All Entrepreneurs (N=275) o

0,
Women Entrepreneurs (N=125) 44.0%

By Gender

43.9%

Men Entrepreneurs (N=150) 38.2%

H Not helpful at all B More unhelpful than helpful
B More helpful than unhelpful B Very helpful
H Difficult to say B Prefer not to answer

Respondents who did not prepare a business plan in advance identified several reasons for this decision.
Specifically, 47.1% believed that a business plan was not necessary for starting an entrepreneurial activ-
ity, whilst 26.4% reported that they lacked sufficient time to develop one. One-fifth indicated that they
did not have the necessary knowledge to prepare a business plan. No statistically significant differences
are observed by gender (see Table #3.1).

TABLE #3.1: REASONS FOR NOT DEVELOPING A BUSINESS PLAN IN ADVANCE

By Gender

. , All
Why dldggu ndot havs a:’/busmess plan Entrepreneurs Women Men
prepared in advance? (%) (N=455) Entrepreneurs | Entrepreneurs

(N=246) (N=209)

I lacked the knowledge to prepare a 20.8 20.9 20.8
business plan
I did not consider a business plan nec- 47.1 45.2 48
essary
I wanted to start the business quickly 26.4 28.9 251
and did not have time to prepare a plan
We were focused on securing financial 9.8 7.5 10.8
resources
I preferred to rely on my intuition when 10.5 8.9 11.3

managing my company rather than
develop detailed financial plans




Other 1.8 2.5 1.5

Difficult to say 3.9 3 4.4

Prefer not to answer 0.5 0.4 0.5

Analysis by type of residence shows that 59.1% of entrepreneurs in Thilisi believed that a pre-developed
business plan was not necessary for starting their entrepreneurial activity. This reason is also dominant
among entrepreneurs in other self-governing cities (33.3%) and municipalities (41.9%). The second most
frequently reported factor for not having a business plan was the desire to start the business quickly
(Thilisi - 22.9%; other self-governing cities - 29.1%; municipalities - 28.7%) (data are statistically reliable:
X2 =84.716, p < 0.05) (see Table #3.2).

TABLE #3.2: REASONS FOR NOT DEVELOPING A BUSINESS PLAN IN ADVANCE
(BY TYPE OF RESIDENCE)

By Type of Residence

Why did you not have a business plan Other Self-Gov- e

prepared in advance? (%) Thilisi (N=179) erning Cities Municipalities
= (N=166)

(N=110)

I lacked the knowledge to prepare a 22.8 17.6 20.6

business plan

I did not consider a business plan nec- 59.1 333 41.9

essary

I wanted to start the business quickly 22.9 29.1 28.7

and did not have time to prepare a plan

We were focused on securing financial 2.7 234 8.8

resources

I preferred to rely on my intuition when 4.2 13.7 16.2

managing my company rather than
develop detailed financial plans

Other 0.3 4.6 1.7
Difficult to say 5.5 2.5 3
Prefer not to answer - - 1.4

The largest proportion of entrepreneurs - 67.3% - started their current business using personal savings,
whilst 35.1% relied on financial assistance from family members. Additionally, 27.5% reported having
taken a bankloan to launch their entrepreneurial activity, and 12.3% had borrowed money from a friend/
relative/acquaintance. No statistically significant differences are observed by gender (see Table #3.3).
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TABLE #3.3: FINANCIAL RESOURCES USED TO START THE CURRENT BUSINESS

By Gender

What financial resources did you use to Entrepﬁ’lti_neurs Women Men
start your current business? (%) (N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)
Personal savings 67.3 61.3 69.8
Support from family members 3541 43.5 31.7
Loan from friends/acquaintances/rela- 12.3 10.3 13.1
tives
Bank loan 27.5 28.4 271
Subsidized low-interest bank loan 0.6 0.3 0.7
Bank loan with collateral subsidy 1.9 1.1 2.2
Microfinance loan 1.5 1 1.7
State program 0.9 1.9 0.4
Grant 1.1 1.2 1
Loan from an informal moneylender 0.5 0.3 0.6
Other 0.6 0.8 0.6
Difficult to say 0.8 0.3 1
Prefer not to answer 0.5 0.5 0.5

Personal savings were the primary financial resource for starting a business among the majority of en-
trepreneurs in Thilisi (75.9%), as well as in other self-governing cities (59.5%) and municipalities (63.5%).
In the capital, the second most common source is bank loans (28%), whereas in other self-governing
cities (39.4%) and municipalities (43.3%), financial support from family members ranks second (data are
statistically reliable: X?= 70.783, p < 0.05) (see Table #3.4).

TABLE #3.4: FINANCIAL RESOURCES USED TO START THE CURRENT BUSINESS
(BY TYPE OF RESIDENCE)

By Type of Residence

What financial resources did you use to Other Self-Gov- e
start your current business? (%) Thilisi (N=271) erning Cities Municipalities

(N=195) (N=280)
Personal savings 75.9 59.5 63.5
Support from family members 25 39.4 43.3
Loan from friends/acquaintances/rela- 12.5 12.7 1.7
tives
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Bank loan 28 33.5 224
Subsidized low-interest bank loan 0.5 0.3 0.9
Bank loan with collateral subsidy 2.9 1.8 0.7
Microfinance loan 1.5 1 1.8
State program - 0.6 2

Grant 0.5 1.7 1.2
Loan from an informal moneylender 1.2 - -

Other 0.9 0.3 0.6
Difficult to say 0.7 - 1.6
Prefer not to answer 0.5 0.3 0.6

Analysis of the in-depth interviews conducted within the qualitative component of the study shows that
the ways of mobilizing financial resources vary considerably, depending not only on sectors, but also on
entrepreneurs’ personal experience, educational background, and levels of awareness. At the start-up
stage, most women relied primarily on two sources of funding: bank loans and personal savings.

Analysis of the survey and in-depth interviews demonstrates that women predominantly rely on
personal and family savings to start a business/entrepreneurship, whilst the use of external financ-
ing remains limited. This finding aligns with the conclusions of the desk research, which indicate
that women entrepreneurs in Georgia face multiple barriers to accessing financial resources - many
lack sufficient assets to use as collateral for a loan or do not have a credit history that meets the
requirements of financial institutions - factors that frequently result in loan refusals. Moreover, de-
spite the existence of state and non-governmental support mechanisms, women often still rely on
personal savings in practice, reflecting the persistent negative impact of systemic barriers.

According to the survey results, the initial capital of an enterprise/business ranged from 1,000 to 10,000 GEL
for 50.4% of entrepreneurs, whilst slightly more than one-fifth reported an initial capital of 10,000 to 50,000
GEL. The proportion of entrepreneurs with higher levels of initial capital is significantly lower than these two
categories. No statistically significant differences are observed by gender (see Table #3.5).

TABLE #3.5: AMOUNT OF INITIAL CAPITAL FOR AN ENTERPRISE/BUSINESS

By Gender

Approximately how much was the initial Al
ital of terprise/business? (% Entrepreneurs Women Men
capital of your enterprise/business? (%) (N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)
Less than 1 000 11.5 14.4 10.3
1 000-10 000 GEL 50.4 51.4 50
10 000-50 000 GEL 21.7 19.4 22.7
50 000-100 000 GEL 4.8 4.1 5.2
100 000 GEL or more 3.5 2.7 3.8

92



Difficult to say 6.5 6.8 6.5

Prefer not to answer 1.5 1.4 1.5

Statistical analysis by type of residence reveals that the initial capital for starting an enterprise/business
ranged from 1,000 to 10,000 GEL for the largest proportion of entrepreneurs in Thilisi (51.9%), as well as in
other self-governing cities (41.1%) and municipalities (55.6%). Among entrepreneurs who required great-
er financial resources to launch their business, those with initial capital between 10,000 and 50,000 GEL
constitute the largest group across all three geographical categories (Thilisi - 18.6%; other self-governing
cities - 32%; municipalities - 17.4%) (data are statistically reliable: X2= 40.535, p < 0.05) (see Table #3.6).

TABLE #3.6: AMOUNT OF INITIAL CAPITAL FOR AN ENTERPRISE/BUSINESS
(BY TYPE OF RESIDENCE)

By Type of Residence

Approximately how much was the initial Other Self-Gov- e

capital of your enterprise/business? (%) Thilisi (N=271) erning Cities Municipalities
(N=195) (N=280)

Less than 1 000 15.8 6.6 10.4

1 000-10 000 GEL 51.9 411 55.6

10 000-50 000 GEL 18.6 32 17.4

50 000 -100 000 GEL 4.5 6.1 4.2

100 000 GEL or more 1 4.1 6.2

Difficult to say 6.9 8.1 5

Prefer not to answer 1.4 2 1.2

Quantitative data of the research show that the Bank of Georgia holds the dominant position among finan-
cial institutions issuing bank loans (46.1%), followed by TBC Bank (25%) and Credo Bank (14%). According to
the survey results, entrepreneurs have less experience cooperating with other financial institutions when
mobilizing initial capital. No statistically significant differences are observed by gender (see Table #3.7).

TABLE #3.7: FINANCIAL INSTITUTIONS ISSUING BANK LOANS

By Gender

All

\éVhIS; fminoc/lal institution issued the Entrepreneurs Women Men

ank loan? (%) (N=206) Entrepreneurs | Entrepreneurs
(N=109) (N=97)

Basisbank 0.3 1.6 -

Cartu Bank 0.3 1.6 -

TBC Bank 25 23.4 25.7

Credo Bank 14 10.9 15.4
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Liberty Bank 5.5 6.3 5.1
ProCredit Bank 1.5 3.1 0.7
Bank of Georgia 46.1 46.9 45.6
Terra Bank 1 1.6 0.7
FINCA Bank 0.7 - 0.7
Prefer not to answer 3.8 3.1 3.7
Bank (name not remembered) 1.7 1.6 2.2

Among respondents who had taken out a bank loan, the largest proportion have/had a five-year loan com-
mitment (29.1%), whilst slightly more than one-fifth reported having signed a three-year loan agreement
(21.9%). Among those with shorter or longer loan terms, relatively high proportions reported four-year com-
mitments (14%) or loan durations of six years or more (11.2%). No statistically significant differences are ob-
served by gender (see Table #3.8).

TABLE #3.8: DURATION OF BANK LOAN

By Gender
What was the duration of the bank loan? Entre;}"elzneurs Women Men
(%) (N=206) Entrepreneurs | Entrepreneurs
(N=109) (N=97)
1 year 2.5 3.2 2.2
2 years 10.5 12.9 9.5
3 years 21.9 21 21.9
4 years 14 16.1 1341
5years 29.1 27.4 29.9
6 years and more 11.2 12.9 10.2
Difficult to say 2.9 - 4.4
Prefer not to answer 7.7 6.5 8.8

The amount of bank loans taken by entrepreneurs ranged from 5,001 to 10,000 GEL for one-fifth of respon-
dents. For 17%, the loan amount fell between 10,001 and 20,000 GEL. Additionally, 14.7% reported having
taken relatively small loans of 1,000 - 5,000 GEL, a proportion slightly higher than that of entrepreneurs
whose loans ranged from 20,001 to 40,000 GEL (13.9%). No statistically significant differences are observed
by gender (see Table #3.9).
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TABLE #3.9: AMOUNT OF BANK LOAN IN GEL

By Gender

What was_the amount of the loan you Entregﬁ'leleneurs Women Men
took out (in GEL)? (%) (N=206) Entrepreneurs | Entrepreneurs
(N=109) (N=97)

1000-5000 14.7 16.1 13.9
5001 - 10000 20.1 274 16.8
10 001 - 20 000 17 17.7 16.8
20001 - 40 000 13.9 14.5 13.9
40001 - 80 000 6.6 6.5 6.6
80001 - 160 000 6 3.2 7.3
160 001+ 5.4 4.8 5.1
Difficult to say 1.4 - 2.2
Prefer not to answer 14.9 9.7 17.5

The annual effective interest rate of bank loans was between 16% and 20% for 26.4% of entrepreneurs, whilst
18.3% reported rates ranging from 10% to 15%. One in three respondent (34.2%) had difficulty specifying
the annual effective interest rate of their loan. No statistically significant differences are observed by gender
(see Table # 3.10).

TABLE #3.10: ANNUAL EFFECTIVE (NON-NOMINAL) INTEREST RATE OF BANK LOANS

By Gender

WhaF is/was the annual effective (not Entre;ﬁrlelzneurs Women Men
nominal) interest rate on your loan? (%) (N=206) Entrepreneurs | Entrepreneurs

(N=109) (N=97)
10-15% 18.3 14.8 19.9
16-20% 26.4 32.8 235
21-25% 5.3 3.3 5.9
26-30% 2.1 3.3 2.2
31%+ 1.2 3.3 -
Difficult to say 34.2 34.4 34.6
Prefer not to answer 12.3 8.2 14

Based on the findings for the study, 53.4% of entrepreneurs did not secure their loan with any type of prop-
erty. Only 44.1% reported having pledged property as collateral. No statistically significant differences are
observed by gender (see Diagram #3.3).



Diagram #3.3: Use of Property as Collateral for a Bank Loan

Was the loan secured by any type of property?

44.1%
All Entrepreneurs (N=206) 1.8% 53.4%

0.7%

46.0%
Women Entrepreneurs (N=109) 1.6% 524%

53.7%

By Gender

Men Entrepreneurs (N=97)

HYes, it was HNo, itwasn't  HEDifficulttosay M Prefernot to answer

According to the qualitative research findings, respondents often take out loans without analyzing avail-
able alternatives, acting only in response to immediate needs. Under such urgent circumstances, the choice
of credit provider is typically based on prior consumer experience. In one case, an adverse financial experi-
ence became a significant barrier: after acting as a guarantor, the entrepreneur was placed on the so-called
“blacklist,” which resulted in the loss of access to financing from major commercial banks. Consequently, the
entrepreneur was forced to turn to alternative organizations that issued loans under unfavorable conditions
(with annual interest rates of 27-29%). Over time, this loan became a substantial financial burden; however,
because the need for funding was so pressing, the entrepreneur did not carefully consider the interest rate
at the time of borrowing. The data also reveal such financial practices in which business activities are under-
taken spontaneously, without financial/strategic planning or without a business plan.

“I had previously acted as someone else’s guarantor and was blacklisted. No bank would give me a
loan, and when I went to Credo Bank and they reviewed my turnover, they actually took a risk. I have
been a Credo customer for four years. Later, when I went to Liberty Bank, they gave me a loan more
easily because I had always paid everything honestly. Credo Bank had a very high interest rate - 29%
-and Liberty Bank's was 27%. At first, I really didn’t care about the interest rate, because we urgently
needed to buy a minibus; we were renting one from someone else to transport the goods.” (Female
entrepreneur, wholesale shop owner, Mestia).

One respondent reported comparing offers from several banks before selecting the one that provided the
most favorable conditions for obtaining an agricultural loan. Initially, she took out a small loan and avoided
making larger financial commitments until she was confident in her ability to manage her entrepreneurial
activities. This approach enabled her to expand her business gradually, a process that was ultimately made
possible by securing a relatively larger loan. Another case involved a female entrepreneur who, following
consultation with her personal banker - and drawing on the strong financial history and high turnover of her
business - was able to obtain a substantial loan from ProCredit Bank.

“The loan is for two years. Basis Bank offered me the best terms - it was an agricultural loan. I
checked with four banks: Bank of Georgia, Credo, and TBC. The interest rate was around 15-16%.
I didn’t take a big risk at first; I decided to request only five beehives totaling 5,000 GEL... Later, I
gradually expanded through the same agricultural loan and have now reached 35 beehives.” (Female
entrepreneur, agribusiness, Kakheti)
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Subsidized Low-Interest Bank Loan

Within the quantitative component of the study, only four cases of obtaining a subsidized low-interest bank

loan were identified. The financial institutions issuing these loans were Cartu Bank and TBC. For two en-

trepreneurs, the loan duration was two years, whilst the remaining two reported loan terms of eight and

nine years, respectively. The amounts of the subsidized low-interest loans were as follows: one respondent
received 18,000 GEL, another 19,000 GEL, and a third 100,000 GEL; the fourth respondent was unable to spec-
ify the loan amount. In one case, the annual effective (non-nominal) interest rate ranged between 16% and

19%. As for the use of property as collateral, two entrepreneurs reported that their loans were unsecured,

whilst the other two had secured their loans. (Analysis by gender does not reveal any statistically significant

differences (see Table #3.11).

TABLE #3.11: EXPERIENCE WITH SUBSIDIZED LOW-INTEREST BANK LOANS

Subsidized Low-Interest Bank Loan

i By Gender
?Nhl(;h financial institution issued the Entrepreneurs Women Men
oan: (N=4) Entrepreneurs | Entrepreneurs
(N=1) (N=3)
Cartu Bank 1 - 1
TBC Bank 1 - 1

Prefer not to say

What was the duration of the loan?

Entrepreneurs

Women
Entrepreneurs

Entrepreneurs

2 years

(N=4)

(N=1)

(N=3)

8 years

9 years

What was the amount of the loan
(in GEL)?

Entrepreneurs
(N=4)

Women
Entrepreneurs
(N=1)

Entrepreneurs
(N=3)

18000 GEL

19000 GEL

100000 GEL

Prefer not to say

What is/was the annual effective (not Women

nominal) interest rate on the loan? Entrepreneurs Entrepreneurs | Entrepreneurs
(N=4) (N=1) (N=3)

16% 1 - 1

19% 1 - 1

Difficult to say




Prefer not to say

Was the loan secured by any type of All Women Men

property? Entrepreneurs Entrepreneurs | Entrepreneurs
(N=4) (N=1) (N=3)

Yes 2 1 1

No 2 - 2

Bank Loan with Collateral Subsidy

A total of 12 entrepreneurs reported taking out a collateral-guaranteed bank loan to start their business.
Their loan obligations were distributed across several financial institutions: Bank of Georgia (N=1), TBC Bank
(N=3), Credo Bank (N=1), Rico Credit (N=4), and Terabank (N=2). The duration of these loans ranged from 2
to 10 years. In total, four respondents specified the (collateral-guaranteed) loan amount (12,000 GEL - N=1,
15,000 GEL - N=1, 50,000 GEL - N=1, 350,000 GEL - N=1). The annual effective interest rate varied from 8% to
26%. Among entrepreneurs who received a bank loan supported by a collateral subsidy, ten reported that
the loan was secured by property, whilst two indicated that it was not. (Analysis by gender does not reveal
any statistically significant differences) (see Table #3.12).

TABLE #3.12: EXPERIENCE WITH BANKS LOANS WITH COLLATERAL SUBSIDY

Bank Loans with Collateral Subsidy

Al By Gender
?/(\)lgri::?h financial institution issued the Entrepreneurs Women Men
(N=12) Entrepreneurs | Entrepreneurs
(N=8)
TBC Bank 3 1 2
Credo Bank 1 1 -
Rico Credit 4 1 3
Bank of Georgia 1 - 1
Terra Bank 2 1 1
Prefer not to say 1 - 1
What was the duration of the loan? Women Men
Entrepreneurs Entrepreneurs | Entrepreneurs
(N=12) (N=4) (N=8)
2 years 2 - 2
3 years 1 1 -
5years 2 - 2
7 years 2 - 2
10 years 1 1 -
Prefer not to say 4 2 2




What was the amount of the loan (in GEL)? All Women Men

Entrepreneurs Entrepreneurs | Entrepreneurs

(N=12) (N=8)
12 000 GEL 1 - 1
15000 GEL 1 1 -
50 000 GEL 1 - 1
350 000 GEL 1 - 1
Difficult to say 8 3 5
What is/was the annual effective (not Women
nominal) interest rate on the loan? Entrepreneurs Entrepreneurs | Entrepreneurs

(N=12)
8% 1 1 -
1% 1 - 1
16% 1 - 1
18% 1 - 1
26% 1 1 -
Difficult to say 4 1 3
Prefer not to say 3 1 2

Was the loan secured by any type of Women

property? Entrepreneurs Entrepreneurs | Entrepreneurs
(N=12) (N=4) (N=8)

Yes 10 3 7

No 2 1 1




Microfinance Loan

Atotal of 13 entrepreneurs took out a loan from a microfinance organization to start their business. Of these,
the largest number - 7, had financial obligations to Crystal. In addition, Credo Bank and Swiss Capital were
also identified among the microfinance/small-scale lending institutions used. The duration of these loans
ranged from 2 to 5 years, and the loan amounts varied between 5,000 and 30,000 GEL. Regarding the an-
nual effective interest rate, seven respondents declined to answer. Each of the remaining six entrepreneurs
reported a different rate, with the lowest being 17% and the highest 56%. Among the entrepreneurs who
borrowed from microfinance organizations, seven secured their loans with property, whilst six did not. (Anal-
ysis of these indicators by gender does not reveal any statistically significant differences) (see Table #3.13).

TABLE #3.13: EXPERIENCE WITH MICROFINANCE LOANS

By Gender

L e All
?Nhl(;h financial institution issued the Entrepreneurs Women Men
Qzine (N=13) Entrepreneurs | Entrepreneurs
(N=9)

Credo 2 2 -

Crystal 7 2 5

Swisscapital 2 - 2

Bank (name not remembered) 2 - 2

What was the duration of the loan (in Women

years)? Entrepreneurs Entrepreneurs | Entrepreneurs
(N=13) (N=9)

2 years 3 2 1

3 years 6 1 5

5 years 4 1 3

What was the amount of the loan (in Women

GEL)? Entrepreneurs Entrepreneurs | Entrepreneurs
(N=13) (N=4) (N=9)

5000 GEL 2 1 1

6 000 GEL 2 2 -

7 000 GEL 1 - 1

10 000 GEL 2 - 2

20 000 GEL 3 - 3

30 000 GEL 2 1 1

Prefer not to answer 1 - 1
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What is/was the annual effective (not All Women Men

nominal) interest rate on the loan? Entrepreneurs Entrepreneurs | Entrepreneurs
(N=13) (N=9)

17% 1 1 -

18% 1 1 -

20% 1 - 1

30% 1 - 1

48% 1 - 1

56% 1 - 1

Difficult to say 7 2 5

Was the loan secured by any type of Women

property? Entrepreneurs Entrepreneurs | Entrepreneurs
(N=13) = (N=9)

Yes 7 1 6

No 6 3 3

Loan from an Informal Moneylender

Three entrepreneurs reported having taken a loan from an informal moneylender to start their business. Of
these, two obtained six-month loans, whilst one received a twelve-month loan. For two entrepreneurs, the
loan amount was 8,000 GEL, and for the third it was 20,000 GEL. The monthly interest rates varied across all
three cases: 25% - N=1, 35% - N=1, and 37% - N=1. Only one respondent indicated that the loan had been se-
cured by property, whilst two reported the opposite. (Analysis of these indicators by gender does not reveal
any statistically significant differences) (see Table #3.14).

TABLE #3.14: EXPERIENCE WITH BORROWING FROM AN INFORMAL MONEYLENDER

Loan from an Informal Moneylender
By Gender

All
What was the duration of the loan? Entrepreneurs Women Men
(N=3) Entrepreneurs | Entrepreneurs
(N=2) (N=1)
6 months 2 1 1
12 months 1 - 1
What was the amount of the loan (in Women Men
GEL)? Entrepreneurs Entrepreneurs | Entrepreneurs
(N=3) (N=2) (N=1)
8 000 GEL 2 1 1
20 000 GEL 1 - 1
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What is/was the monthly effective inter- All Women Men

est rate on your loan? Entrepreneurs | Entrepreneurs | Entrepreneurs
(N=3) (N=2) (N=1)

25% 1 - 1

35% 1 1 -

37% 1 - 1

Was the loan secured by any type of All Women Men

property? Entrepreneurs Entrepreneurs | Entrepreneurs
(N=3) (N=2) (N=1)

Yes 1 - 1

No 2 1 1

State Programme

A total of 10 respondents indicated that they had participated in a state program to obtain initial financial

capital. Of these, 8 were beneficiaries of the LEPL “Enterprise Georgia” initiative. Among the beneficiaries of

the state program, one respondent received 2,000 GEL (the smallest reported amount), whereas the largest
amount obtained reached 200,000 GEL. The duration of the financing also varied considerably, ranging from
2 months (N=1) to 84 months (N=1). The annual effective interest rate similarly showed variation: one entre-

preneur reported an interest rate of 25%, whereas four entrepreneurs received financing at a 0% interest
rate (women entrepreneur - N=3; man entrepreneur - N=1). (Analysis of these indicators by gender does not
reveal any statistically significant differences) (see Table #3.15).

TABLE #3.15: EXPERIENCE WITH FUNDING RECEIVED THROUGH THE STATE PROGRAM

State Program

Under which state program did you
receive funding?

Enterprise Georgia

All

Entrepreneurs
(N=10)

Women
Entrepreneurs
(N=8)

By Gender

Men
Entrepreneurs
(N=2)

Plant the Future

Funding under the State Program for
Social Rehabilitation and Child Care

. Women Men
What was the amount of funding re-
. . Entrepreneurs Entrepreneurs | Entrepreneurs
ceived under the state program (in GEL)? n n
(N=10) (N=8)

2 000 GEL 1 1 -

5000 GEL 3 3 -
15000 GEL 2 1 1
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80 000 GEL 1 - 1

200 000 GEL 1 1 -

Prefer not to say 2 2 -

What was the duration of the funding Women

provided under the state program? Entrepreneurs Entrepreneurs | Entrepreneurs
(N=10) (N=8) (N=2)

2 months 1 1 -

24 months 1 1 -

84 months 1 1 -

Prefer not to say 1 5 2

What is/was the annual effective (not Women

nominal) interest rate of the funding Entrepreneurs Entrepreneurs | Entrepreneurs

received under the state program? (N=10) (N=8) (N=2)

0% 4 3 1

25% 1 1 -

Difficult to say 3 3 -

Prefer not to say 2 1 1

None of the respondents in the in-depth interviews reported having participated in state programs. In this
case, too, the primary reason cited was a lack of information about available initiatives. Respondents noted
that their focus tends to remain on daily operations rather than on longer-term strategic planning. Addition-
ally, distrust toward state initiatives emerges as a significant barrier. Several entrepreneurs stated that they
had chosen not to apply because they believed that funding was primarily awarded to entrepreneurs with
higher income/turnover, leading them to assume that their own efforts would be unsuccessful.

Although state programs - particularly the initiatives of LEPL Enterprise Georgia - have made more
active efforts in recent years to support women'’s entrepreneurship, both the quantitative and quali-
tative findings of this study indicate that women'’s participation in these programs remains minimal.
This limited involvement is largely attributable to insufficient awareness of available initiatives and
low levels of trust in state programs. These findings align with trends identified in the desk research,
which show that women entrepreneurs often do not meet program requirements (such as co-fi-
nancing requirements) or lack clarity regarding the procedures and conditions for participation.

From a gender equality perspective, the unequal utilization of state support reflects both structural
and systemic barriers. Despite ongoing programmatic adjustments intended to enhance women's
engagement, there remains a clear need for targeted information campaigns, simplified adminis-
trative processes, and more attainable co-financing requirements to ensure that women entrepre-
neurs can meaningfully access public resources.

103



Nine surveyed entrepreneurs reported receiving grant funding to support their business activities. Grants
were provided by the following organizations: USAID (N=2), ELKANA (N=2), Enterprise Georgia (N=2), ESB
(N=1), the Rural Development Agency (N=1), and the Ceyhan Grant Program (N=1). The amounts awarded
ranged from 4,000 to 60,000 GEL (three entrepreneurs received 4,000 GEL, one received 5,000 GEL, one
received 25,000 GEL, and one received 60,000 GEL). The duration of grant funding also varied, including
reported periods of 12-month (N=1) and 24-month (N=2), among others. (Analysis of these indicators by
gender does not reveal any statistically significant differences) (see Table #3.16).

TABLE #3.16: EXPERIENCE WITH GRANT FUNDING

Grant Funding

By Gender
All
Which organization provided the grant? Entrepreneurs Women Men
(N=9) Entrepreneurs | Entrepreneurs
(N=8) (N=1)
USAID 2 1 1
Enterprise Georgia 2 1 1
ELKANA 2 2 -
ESB 1 1 -
Rural Development Agency 1 - 1
Ceyhan Grant Program 1 - 1
What was the amount of the grant re- Women
ceived in GEL? Entrepreneurs Entrepreneurs | Entrepreneurs
(N=9) (N=8) (N=1)
4 000 GEL 3 3 -
5000 GEL 1 - 1
55 000 GEL 1 - 1
60 000 GEL 1 1 -
Prefer not to answer 3 1 2
What was the duration of the grant Women
funding? Entrepreneurs Entrepreneurs | Entrepreneurs
(N=9) (N=8) (N=1)
12 months 1 1 -
24 months 2 1 1
Prefer not to answer 6 3 3
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According to the qualitative research, women entrepreneurs have comparatively less experience obtaining
grants than securing loans. For example, one entrepreneur working in biodegradable material recycling
who holds a Master’s degree in Public Management and has extensively collaborated with international do-
nor organizations, successfully obtained 50,000 GEL in financing from the Tree of Life Fund, largely due to
her ability to prepare a detailed and competitive business plan and her strong managerial skills. The grant
enabled the entrepreneur to purchase technological equipment, develop the enterprise, and subsequently
participate in a Swedish government program. For this respondent, the grant served not only as financial
support but also as a strategic development instrument and an opportunity for professional growth. In an-
other case, a woman entrepreneur in the agricultural sector received small grants from World Vision and
ASB Georgia. She prepared her business plan independently, drawing on practical training provided by these
organizations. These examples collectively demonstrate that access to grants is closely associated with en-
trepreneurs’ educational attainment, organizational skills, and access to institutional contacts.

The lack of information and consultation services is even more pronounced in rural and peripheral areas
compared to urban settings. Respondents living in the regions reported limited access to consulting or in-
formation platforms, leaving them particularly vulnerable in a highly competitive market environment. For
many women entrepreneurs, a significant barrier is the lack of time to pursue grant opportunities (such as
drafting applications, awaiting results, etc.), which is often incompatible with the immediate needs of their
businesses. Under these circumstances, bank loans remain the most realistic option, as pursuing grant fund-
ing becomes feasible only when advance planning is possible.

Quantitative findings indicate that none of the surveyed entrepreneurs made use of leasing or startup financing
mechanisms to mobilize financial resources during the initial stages of their entrepreneurial activities

According to the survey data, 52.4% of entrepreneurs who had taken a bank loan for their entrepreneurial
activities fully repaid the financing within the contractual period, whilst 41.9% are still in the process of repay-
ment and make payments within the agreed schedule. A similar pattern is observed across other types of
financing. Specifically, in most cases, entrepreneurs have either fully repaid their loans within the contractual
timeframe or are in the process of repaying them according to the agreed-upon schedule. For all financing
types, the proportion of respondents who are/were unable to meet the contractual deadlines is small. By
gender, no statistically significant differences are observed (see Table #3.17).

105



TABLE #3.17: REPAYMENT PRACTICES FOR LOANS/CREDITS/STATE PROGRAM FINANC-
ING USED FOR ENTREPRENEURIAL ACTIVITIES®

Has the loan/credit/state program
financing obtained for entrepreneurial
activity been repaid in accordance with
the contract terms?

agreed timeframe
tract terms
tract terms

Prefer not to answer

o
o
(=
b
>
0
e}
©
o
(O]
—
>
S
Y—
=
(]
>

Yes, fully repaid in accor-

dance with the contract

within the contractually
No, repayment is ongoing,
and I am meeting the con-
No, repayment is ongoing,
and I am meeting the con-

Bank Loan (%, N) 4.7 (N=9) | 41.9 (N=86)
(N=112)
57.1 3.2(N=4) | 38.1 (N=42) | 1.6 (N=1) -
(N=62
50.7 4.9 (N=5) | 43.7 (N=44) | 0.7 (N=1) -
(N=50)
Subsidized Low-Inter- 2 - N=2 - -
est Bank Loan (N)
- - N=1 - -
N= - N=1 - -
Bank Loans with Col- N=1 N=2 N=9 - -
lateral Subsidy (N)
- - N=4 - -
N=1 N=2 N=5 - -
Microfinance Loan (N) N= - N=2 N=1 -
N= - N=1 N=1 -
N=5 - N=1 - -
Loan from an Infor- N= - N=2 N=1 -
mal Moneylender (N)
- - N=1 -
N=1 - N=1 - -

95 In Table 3.17, for subsidized bank loans, bank loans with collateral subsidies, microfinance loans, loans from moneylenders,
and state programmes, absolute numbers are used instead of percentages due to the small number of respondents.
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State Program (N) All Entrepre- N=3 - N=1 - N=6
neurs (N=10)

Women En- N=3 - N=1 - N=4
trepreneurs

(N=8)

Men Entrepre- - - - - N=1
neurs N=2)

The individual most frequently assisting entrepreneurs in making financial decisions at the start of a busi-
ness is a family member/relative (56.6%), followed by a friend/acquaintance (27.2%). It is also not uncommon
for entrepreneurs to make all financial decisions independently (28%). Analysis by gender reveals a similar
pattern (data are statistically reliable: X2= 19.950; p < 0.05) (see Table #3.18).

TABLE #3.18: ASSISTANCE IN MAKING FINANCIAL DECISIONS WHEN STARTING A

BUSINESS
By Gender
Did anyone assist you in making fi- All
nancial decisions when starting your Entrepreneurs Women Men
business? (N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)
Family member/relative 56.6 63.6 53.7
Friend/acquaintance 27.2 22.7 29
Trainer/consultant 1.2 0.7 1.4
Representative of a financial institution 2.7 1.1 3.4
Accountant 3.7 3.5 3.8
Other 0.3 0.3 0.3
No, I made all decisions independently 28 22.2 304
Difficult to say 0.3 0.6 0.2

According to the analysis by type of residence, the largest proportion of entrepreneurs in Thilisi (48.3%), oth-
er self-governing cities (67.2%), and municipalities (58%) received assistance from a family member/relative
when making financial decisions at the start of their business. This is followed by support/recommenda-
tions received from friends/acquaintances. With regard to entrepreneurs who made financial decisions inde-
pendently, the proportion is 33.6% in Thilisi, 20.1% in other self-governing cities, and 27.6% in municipalities
(data are statistically reliable: X?= 52.777; p < 0.05) (see Table #3.19).
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TABLE #3.19: ASSISTANCE IN MAKING FINANCIAL DECISIONS WHEN STARTING A

By Type of Residence

BUSINESS (BY TYPE OF RESIDENCE)

Did anyone assist you in making fi-

pesmess O gz | e ciies | Mencaltes
(N=195)

Family member/relative 48.3 67.2 58
Friend/acquaintance 28.3 24.7 27.8
Trainer/consultant 2.2 - 0.9
Representative of a financial institution 4 2.6 1.3
Accountant 5.4 4.4 1.4
Other - 1 -

No, I made all decisions independently 33.6 20.1 27.6
Difficult to say - 0.3 0.7

Based on the results of the quantitative study, when starting a business, many women entrepre-
neurs make financial decisions with the assistance or influence of family members or acquaintanc-
es, whilst independent decision-making is comparatively rare - especially among women residing
in the regions. This trend aligns with findings from the desk research, which indicate that women'’s
economic autonomy, particularly in relation to financial decision-making, is often constrained by
family structures and prevailing gender norms. The desk research further highlights pronounced
differences between urban and rural settings: in villages, women are less likely to make decisions
independently and often rely on the approval of husbands or other family members.

This trend demonstrates that independent financial decision-making among women entrepreneurs
remains a persistent challenge and addressing this issue requires responses at both cultural and
institutional levels, particularly within regional contexts.

One-third of entrepreneurs believed that having more financial knowledge at the start-up stage would have
been very helpful for their entrepreneurial activities, whilst 36.8% said that it would probably have been help-
ful. Slightly more than one-fifth of respondents did not view additional financial knowledge as a beneficial
factor. By gender, no statistically significant differences are observed (see Diagram #3.4).
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Diagram #3.4: Need for Greater Financial Literacy

Do you think that having more financial knowledge would have helped
you during the start-up stage of your business?

34.0%
36.8%
All Entrepreneurs (N=746) 21.5% 0

7.7%

38.5%

36.7%

Women Entrepreneurs (N=377) 17.2%
Al

7.7%

By Gender

36.9%
Men Entrepreneurs (N=369)

M Yes, it would have helped me a lot B It would probably have helped me

H No, it would not have help m Difficult to say

Statistical analysis of the quantitative data shows that, when starting a business, entrepreneurs had the
greatest need for knowledge in the following areas: determining initial costs and required capital (38.6%),
calculating expected profits and losses (37.8%), preparing a business budget (32%). Additionally, guidance
on developing a business plan (22.2%) and on registering and maintaining financial documentation (17.2%)
is considered important. No statistically significant differences are observed by gender (see Diagram #3.20).

DIAGRAM #3.20: SPECIFIC AREAS OF FINANCIAL KNOWLEDGE NEEDED

By Gender

What types of financial knowledge All
would have been helpful to you when Entrepreneurs Women Men
starting your business? (%) (N=541) Entrepreneurs | Entrepreneurs

(N=285) (N=369)
Business plan development 22.2 235 21.6
Business budgeting 32 26.5 34.5
Estlmatlng initial costs and required 386 435 36.3
capital
Forecasting expected profits and losses 37.8 41 36.4
Registration and maintenance of finan- 17.2 145 18.4

cial documentation

Forms of communication with banks /
microfinance organizations and knowl- 10.3 7.5 11.5
edge of one's rights
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Detailed analysis of leasing and/or loan

3.2 0.6 4.4
terms

Securing sources of financing (grants,
programs, etc.) and comparative analy- 12.6 12.9 12.4
sis of available options

Correct accounting practices 15.5 19.1 13.8
Knowledge of tax regulations 14.6 14.6 14.6
Financial security (payments, fraud, etc.) 6.3 8 5.5
Other 0.5 0.4 0.6
Difficult to say 4.4 3.3 4.9

Analysis by type of residence shows that entrepreneurs in Thilisi, other self-governing cities, and municipal-
ities have similar needs regarding financial knowledge at the start-up stage. Namely, across all three target
groups, the most prominent areas of need include determining initial costs and required capital, calculating
expected profits and losses, and preparing both a business budget and a business plan. Other important
areas of financial knowledge identified across the target categories are as follows: in Thilisi, registering and
maintaining financial documentation (23.9%); in other self-governing cities, correct accounting (23.7%) and
familiarity with tax regulations (23.1%); and in municipalities, identifying sources of financing and conducting
comparative analyses of alternative financial options (19.4%) (data are statistically reliable: X?= 52.777; p <
0.05) (see Table #3.21).

TABLE #3.21: SPECIFIC AREAS OF FINANCIAL KNOWLEDGE NEEDED (BY TYPE OF

By Type of Residence

RESIDENCE)

What types of financial knowledge

would have been helpful to you when Other Self-Gov- |\ . _lities
starting your business? (%) Thilisi (N=195) erning Cities =p
= (N=209)

(N=137)
Business plan development 23.2 20 22.7
Business budgeting 43 23.2 25.6
Esurnatmg initial costs and required 146 336 35.2
capital
Forecasting expected profits and losses 43.4 30.9 36.3
Preparation and maintenance of finan- 239 97 14.8

cial documentation

Forms of communication with banks /
microfinance organizations and knowl- 15.8 5.6 7.2
edge of one's rights

Detailed analysis of leasing and/or loan

5.5 2.2 1.3
terms

Securing sources of financing (grants,
programs, etc.) and comparative analy- 7.7 10.9 19.4
sis of available options
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Correct accounting practices 10.8 23.7 15
Knowledge of tax regulations 10.3 231 13.5
Financial security (payments, fraud, etc.) 5.1 7.1 7.1
Other - - 1.6
Difficult to say 3.9 4.7 47

Almost all women entrepreneurs participating in the qualitative research acknowledged having insuf-
ficient knowledge of financial management, particularly during the start-up phase, when more effective
budgeting would have helped them manage their businesses. Only a few report that their business plans
accurately reflected reality, including considerations of financial sustainability.

“Knowing more is, of course, better. For example, I don’t know what kinds of support exist in agricul-
ture or whom to approach. I have different businesses operating in one space, and I work seasonally.
Now, I have clothes, right? I also have flowers outside, and when the flower season ends, I start
working with fruit and vegetables. The only thing I know is how to bring goods and sell them;, I have
no other perspective.” (Female entrepreneur, wholesale store, Mestia)

“I had experience in drawing up a business plan because I have the relevant education. I have a Mas-
ter’s degree in Public Administration and I work in international organizations. Therefore, I have the
competence to do this. Everything I included in the business plan was implemented, including the
sustainability component. My activities were not limited to receiving a grant; I continued to develop.
I participate in competitions and have recently won a Swedlish government competition, after which
I attended a ‘market orientation mission’to learn how similar work is carried out in Sweden. Sharing
international experience is very important.”(Female entrepreneur, manufacturer of accessories from
biodegradable materials, Tbilisi)

Findings from the quantitative and qualitative studies, as well as the desk research, consistently
demonstrate that a lack of financial literacy remains one of the most significant barriers to starting
and developing a business for entrepreneurs in general, and for women in particular. Determining
start-up costs, analyzing profits and losses, and preparing a budget are identified by the majority of
entrepreneurs as crucial areas of knowledge, the absence of which complicates strategic planning
and heightens financial risk.

It is a general trend that women entrepreneurs - especially those in the regions - often start busi-
nesses without basic knowledge and lack access to tools that are critical for business sustainabil-
ity and growth. Desk research further indicates that insufficient financial literacy affects not only
women'’s individual skills but also their ability to obtain key resources, including loans, grants, and
government support.

As a result, limited financial education operates not only as a practical constraint but also as a struc-
tural barrier that impedes women's full economic participation. This pattern has remained largely
unchanged over the years, underscoring the need for systemic intervention



According to the quantitative data, the most common way to mobilize additional financial resources for en-
trepreneurial activities is through personal savings (61.2%). This is followed by family support (33.6%) and
bank loans (28.9%). The use of alternative financing sources remains relatively limited. No statistically signif-
icant differences are observed by gender (see Table #3.22).

TABLE #3.22: WAYS OF MOBILIZING ADDITIONAL FINANCIAL RESOURCES FOR

By Gender

BUSINESS ACTIVITIES

In what ways have you sought / are you All
currently seeking additional financial Entrepreneurs Women Men
resources for your business? (%) (N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)
Personal savings 61.2 59.3 62
Support from family member(s) 33.6 36 32.6
Loan from a friend/acquaintance/relative 12.9 9.3 14.4
Business proceeds 7.4 6.6 77
Bank loan 28.9 26.8 29.8
Leasing 0.4 0.6 0.3
Trade credit (commodity credit) 0.8 1 0.8
Subsidized low-interest bank loan 0.7 0.5 0.8
Bank loan with collateral subsidy 1.1 1.1 1.1
Microfinance loan 1.3 1.1 1.4
State program 1.4 2 1.1
Grant 0.6 1 0.5
fntzlr']tt-:lppfriggracﬁsg through non-govern- 05 04 05
Loan from an informal moneylender 0.8 0.6 0.8
Green financing credit 0.1 0.3 -
Other 1.1 0.8 1.3
Difficult to say 1.4 0.9 1.6
Prefer not to answer 0.3 0.5 0.2

The most common way entrepreneurs mobilize additional financial resources for their businesses is through
personal savings, both in Thilisi (68.1%) and in other self-governing cities (54.5%) and municipalities (58.6%).
The second most prevalent source in other self-governing cities (40.7%) and municipalities (33.9%) is support
from family members, whereas in the capital, bank loans rank second (31.3%). Bank loans, as a means of mo-
bilizing additional financial resources for businesses, are used comparatively less in other geographic areas
(data are statistically reliable: X2= 52.777; p < 0.05) (see Table #3.23).
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TABLE #3.23: WAYS OF MOBILIZING ADDITIONAL FINANCIAL RESOURCES FOR
BUSINESS ACTIVITIES (BY TYPE OF RESIDENCE)

By Type of Residence

In what ways have you sought / are you

currently seeking additional financial Other Self-Gov-

Municipalities

resources for your business? (%) Thilisi (N=271) erning Cities (N=280)
(N=195)
Personal savings 68.1 54.5 58.6
Support from family member(s) 28.5 40.7 33.9
Loan from a friend/acquaintance/relative 15.6 11.8 10.8
Business proceeds 8.3 8.6 5.4
Bank loan 31.3 28.1 26.9
Leasing 0.5 - 0.5
Trade credit (commodity credit) 1 0.3 1.1
Subsidized low-interest bank loan 1 - 0.9
Bank loan with collateral subsidy 1.4 1.1 0.8
Microfinance loan 1.4 2.8 -
State program 0.2 1.6 2.5
Grant - 1.3 0.8
Start-up financing through non-govern- ) 08 08
mental programs ’
Loan from an informal moneylender 0.7 1.1 0.5
Green financing credit - 0.3 -
Other 1.2 1 1.2
Difficult to say 2.9 0.3 0.4
Prefer not to answer - 0.3 0.6
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4. Barriers to Staring A Business

One-fifth of entrepreneurs (20.7%) found it difficult to identify specific barriers they faced at the start-up
stage. Among those who did, the most frequently cited barriers were financial obstacles (21.3%), fear
of failure or risk (12.9%), lack of business contacts (11.4%), and shortage of qualified personnel (10.9%).
These findings suggest that, at the initial stage, entrepreneurs encountered a combination of financial,
interpersonal, and emotional challenges. By gender, no statistically significant differences are observed
(see Table #4.1).

TABLE #4.1: BARRIERS AT THE START-UP STAGE OF CURRENT ENTREPRENEURIAL

By Gender

ACTIVITY

What barriers did you encounter at the All
start-up stage of your current entrepre- Entrepreneurs Women Men
neurial activity? (%) (N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)
Lack of credit history 6.6 6.1 6.8
Financial constraints 21.3 23.8 20.2
Legal difficulties 5.6 3.2 6.7
Tax system / bureaucracy 8.7 8.7 8.7
Limited / no access to consumer markets 9.2 8.6 9.5
Lack of business contacts 1.4 11.8 11.3
Lack of qualified personnel 10.9 11.6 10.5
Lack of non-financial / material resourc-
; L 2.9 1.5 3.5

es (e.g., land for agricultural activities
Lack of real estate required to secure a 31 1.9 3.7
loan
Lack of technical knowledge and experi-

: ; 7.1 4.5 8.2
ence required for the business
Lack of financial knowledge 6.8 7.3 6.5
Absence of a pre-prepared business 34 35 33
plan and reliance on intuition
Mls_cgnceptlons about entrepreneurial 33 29 34
activity
Lack of family support 0.2 0.6 -
Fear of failure or risk 12.9 16.6 11.3
Resistance from family members 0.5 - 0.8
Other 9.4 9.4 9.3
Difficult to say 20.7 18.1 21.8
Prefer not to say 2.0 1.9 2.0
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In Thilisi (21%), as well as in other self-governing cities (29.3%), and municipalities (15.4%), a substantial
proportion of respondents reported encountering financial barriers at the start of their entrepreneurial
activities. Nearly one in five entrepreneurs in the capital (19.2%) experienced fear of failure or risk at
the initial stage. This concern was also noted by one-tenth of entrepreneurs in municipalities (10.9%),
whereas the proportion decreases to 6.1% among entrepreneurs in other self-governing cities. In mu-
nicipalities, the lack of qualified personnel (12.7%) (compared with 9.4% in Tbilisi and 10.6% in other
self-governing cities) and limited access to consumer markets (12.2% compared with 9.9% in Thbilisi and
4.3% in other self-governing cities) were reported relatively more frequently (data are statistically reli-
able: X2= 91.846; p < 0.05) (see Table #4.2).

TABLE #4.2: BARRIERS AT THE START-UP STAGE OF CURRENT ENTREPRENEURIAL

By Type of Residence

ACTIVITY (BY TYPE OF RESIDENCE)

What barriers did you encounter at the

start-up stage of your current entrepre- Other Self-Gov- P
neurial activity? (%) Thilisi (N=271) erning Cities Munlc_lpalltles
y E (N=280)
(N=195)
Lack of credit history 6.7 8.8 4.8
Financial constraints 21.0 29.3 15.4
Legal difficulties 8.1 3.4 4.5
Tax system / bureaucracy 9.8 5.8 9.8
Limited / no access to consumer markets 9.9 4.3 12.2
Lack of business contacts 134 8.7 11.2
Lack of qualified personnel 9.4 10.6 12.7
Lack of non-financial / material resourc-
. L 3.4 1.8 3.1

es (e.g., land for agricultural activities
Lack of real estate required to secure a loan 3.0 4.2 2.5
Lack of technical knowledge and experi-

: : 8.0 5.9 7.1
ence required for the business
Lack of financial knowledge 8.6 6.4 4.9
Absence ofz?\ pre-prepare:d_ business 27 6.5 17
plan and reliance on intuition
Misconceptions about entrepreneurial 21 34 45
activity
Lack of family support 0.2 0.3 -
Fear of failure or risk 19.2 6.1 10.9
Resistance from family members 0.5 - 1.0
Other 6.2 13.8 9.5
Difficult to say 22.0 16.6 22.4
Prefer not to say 1.4 2.5 2.2
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Among entrepreneurs who experienced financial barriers, the majority identified high loan interest
rates as the primary challenge (60.2%). Other notable barriers include refusals on loan/leasing applica-
tions (12.1%) and difficulties meeting guarantee/collateral requirements (10.8%). The remaining financial
obstacles were each reported by less than 7% of respondents. No statistically significant differences are
observed by gender (see Table #4.3).

TABLE #4.3: EXISTING BARRIERS TO ACCESSING FINANCIAL RESOURCES

By Gender

o . ; ; All
kala'F s.pec;.ﬁc barr;ers did yogfgt/ce in Entrepreneurs Women Men
obtaining financial resources? (%) (N=163) Entrepreneurs | Entrepreneurs

(N=89) (N=74)

Loan / leasing application was denied 121 11.5 12.4
Grant application was denied 7.0 8.0 6.5
Inabl.llty to meet guarantee / collateral 10.8 4.4 14.0
requirements
High interest rates on loans 60.2 64.3 58.2
Unsat_lsfactory loan / leasing / grant 5 4.7 55
duration
Informal / unregistered business status 3.7 0.9 5.1
Inability to secure co-financing 6.5 8.6 5.5
Other 2.5 4.6 1.5
Difficult to say 6.4 5.6 6.8
Prefer not to answer 1.9 - 2.9

By type of residence, the data are statistically reliable (X>=36.039; p < 0.05): across all three target groups
of entrepreneurs, financial barriers are most commonly associated with high loan interest rates, par-
ticularly in municipalities: Thilisi - 60.4%, other self-governing cities - 57.4%, and municipalities - 63.8%.
In addition, a higher proportion of entrepreneurs in Thilisi (15%) and other self-governing cities (13.8%)
reported refusals of loan/leasing applications compared to those in municipalities (5.2%). In municipal-
ities, two barriers are more prominent: a) refusals to provide grants (17.6%) and b) difficulties fulfilling
guarantee/collateral requirements (up to 15%) (see Table #4.4).

TABLE #4.4: EXISTING BARRIERS TO ACCESSING FINANCIAL RESOURCES (BY TYPE OF

By Type of Residence

RESIDENCE)

What specific barriers did you face in Other Self-Gov- e
obtaining financial resources? (%) Thilisi (N=58) erning Cities Municipalities
=z (N=47)
(N=58)
Loan / leasing application was denied 15.0 13.8 5.2
Grant application was denied 2.4 4.5 17.6

116



I{zgziilite);rfgnr?seet guarantee / collateral 8.2 10.8 14.8
High interest rates on loans 60.4 57.4 63.8
(ljJSf:ttii;;actory loan / leasing / grant 92 25 31
Informal / unregistered business status 4.8 2.3 3.9
Inability to secure co-financing 5.8 8.2 5.2
Other - 6.9 -
Difficult to say 10.6 1.2 7.6
Prefer not to answer - 5.3 -

Interviews conducted within the framework of the qualitative research also confirm that, at the initial
stage of entrepreneurial activity, women entrepreneurs encounter both financial and non-financial bar-
riers, which are often intertwined and collectively impede a successful start to business operations. The
lack of financial resources emerges as the primary challenge for the majority of respondents, affecting
not only the launch of a business but also its technical setup and long-term positioning in the market.
Particularly significant is the issue of tenancy insecurity, which creates dependence on landlords and
exposes entrepreneurs to unpredictable increases in operating costs.

“I face barriers related to the space I work in. Because I do not have premises of my own, I feel com-
pletely disadvantaged. When the landlord sees that business is going well, he wants to increase the
rent.”

(Female entrepreneur, beauty salon owner, Kutaisi)

Beyond financial resources, starting a business requires a range of additional components. Surveyed
entrepreneurs, reflecting on their own experiences, indicated that they most needed assistance with
market access (23.9%), tax incentives (17.8%), and free business consultations (15.5%). A relatively high
proportion also emphasized the importance of support in finding qualified personnel (14.1%) and the
provision of information about existing programs (12.4%). Among the above mechanisms, market ac-
cess support (15.7%) and tax incentives (11.4%) were assessed as the most effective measures. By gen-
der, no statistically significant differences are identified (see Table #4.5).
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TABLE #4.5: NON-FINANCIAL NEEDS AND THEIR IMPORTANCE AT THE BUSINESS
START-UP STAGE

When starting your business, aside from What do you consider to be the most effec-
financial resources, what did you need most? | tive non-financial support mechanism for
starting an entrepreneurial activity?

All Entre- By Gender All Entre- By Gender

preneurs preneurs
(N=746) Women En- Men Entre- (N=746) Women En- Men Entre-
trepreneurs preneurs trepreneurs preneurs
(N=377) (N=369) (N=377) (N=369)

Free busi-

g 12.7 15.3 1.7 7.0 8.3 6.5
ness training

Free busi-
ness consul- 15.5 19.9 13.6 7.1 9.6 59
tations

Digital skills

6.5 7.3 6.1 3.2 4.1 29
development

Provision of
information
on existing 12.4 11.0 13.0 7.4 5.0 8.4
support

programs

Assistance
with busi-
ness plan
preparation

9.2 7.6 9.9 3.4 2.8 3.6

Assistance
with busi-
ness budget
preparation

9.2 6.8 10.2 3.4 3.2 3.4

Assistance
in recruiting
qualified
personnel

14.1 13.7 14.3 9.3 9.2 9.4

Simpli-

fied legal
registration
procedures

5.0 2.1 6.2 1.6 0.5 1.9

Support with
access to 23.9 25.0 23.5 15.7 17.4 15.1
markets

Facilitation of
connections
with poten- 7.3 4.8 8.3 3.6 0.9 4.8
tial business
partners

Legal assis-

2.9 2.9 2.9 0.7 0.5 0.8
tance
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Assistance
with financial

accounting 10.0 11.3 9.5 4.3 5.0 4.0
/ tax-related

issues

PIETETON OF 17.8 16.9 18.2 11.4 13.8 10.5
tax benefits

Other 3.7 3.2 4.0 35 2.8 3.6
D ielis e 16.8 15.4 17.4 16.9 15.1 17.8
say

PICHE S D 1.6 2.0 1.4 1.6 1.8 1.3

answer

Analysis by type of residence also reveals that, beyond financial resources, entrepreneurs required var-
ious forms of support to start a business: a) Facilitating market access was identified as particularly im-
portant, with the highest proportion observed in Thilisi (Thilisi - 29%; other self-governing cities - 14.6%;
municipalities - 25.3%); b) Entrepreneurs in other self-governing cities (21.9%) placed greater emphasis
on the availability of tax benefits; c) Respondents in the capital indicated that they were most in need of
free business consultations at the start-up stage (23.8%) (data are statistically reliable: X2= 115.236; p <
0.05). Among the listed support mechanisms, facilitating market access emerged as the most important
for entrepreneurs in Thilisi (20.5%) and municipalities (17%), whereas respondents in other self-govern-
ing cities considered tax benefits to be their top priority (13.6%) for launching entrepreneurial activities

(data are statistically reliable: X? = 80.383; p < 0.05) (see Table #4.6).

119



TABLE #4.6: TYPES OF NON-FINANCIAL SUPPORT NEEDED AT THE BUSINESS START-UP
STAGE AND THEIR IMPORTANCE (BY TYPE OF RESIDENCE)

When starting your business, aside from finan- What do you consider to be the most
cial resources, what did you need most? effective non-financial support mech-
anism for starting an entrepreneurial

activity?

By Type of Residence

=195)
=280)

=195)
=280)

Cities (N

Cities (N
Other Self-Governing

o
=
=
P
9]
>
)
(U]
=
9]
n
—
9]
=
S
(@)

Municipalities (N
Municipalities (N

Free busi-

ness training 14.3 11.9 11.6 4.5 9.6 7.7

Free busi-
ness consul- 23.8 6.7 12.9 10.6 3.5 5.8
tations

Digital skills

development 7.8 5.8 5.5 3.1 4.0 2.7

Provision of
information
on existing 10.5 12.1 14.7 4.5 8.6 10.0
support

programs

Assistance
with busi-
ness plan
preparation

14.4 4.0 7.2 4.1 2.0 3.5

Assistance

with busi-
ness budget 15.8 5.9 4.2 6.5 3.0 0.4

preparation

Assistance
in recruiting
qualified
personnel

12.5 14.5 15.5 7.5 10.1 10.8

Simpli-

fied legal
registration
procedures

6.2 5.1 3.5 2.1 1.0 1.5

Support with
access to 29.0 14.6 25.3 20.5 71 17.0
markets

Facilitation of
connections
with poten- 4.2 10.8 8.1 2.1 4.0 5.0
tial business
partners

Legal assis-
tance 3.0 2.6 3.0 0.3 1.5 0.4
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Assistance
with financial
accounting 7.8 12.5 10.5 1.7 71 5.0
/ tax-related
issues

Provision of

Other 3.1 5.9 2.9 2.4 6.1 2.7

Difficult to

say 19.6 16.7 13.7 19.9 16.7 13.5

Prefer not to
answer

In-depth interviews also demonstrate that non-financial barriers remain an equally significant chal-
lenge - most notably a lack of knowledge, information, and training. In the regions, particularly in rural
areas, women entrepreneurs have more limited access to information channels and educational op-
portunities. This inequality is evident both in their awareness of grant programs and in their ability to
access training and consulting services, which further constrains opportunities for business expansion.
Respondents’ accounts clearly indicate that entrepreneurs lack practical knowledge in areas such as
budget planning, financial risk management, and strategic growth. Therefore, for them, training is not
merely a means of acquiring knowledge but a necessary tool for reducing uncertainty and developing
essential skills.

“Even trainings would be great - free or even paid - to help me understand how to move forward. My
current knowledge is not enough for me to expand my business, so I would definitely participate in
such trainings. Most of all, Iwould like support in developing a business plan. There are many women
entrepreneurs in Akhaltsikhe, but no meetings have been organized for us.” (Female entrepreneur,
wine production, Samtskhe-javakheti)

Individual experiences of women entrepreneurs demonstrate that support should not be limited to fi-
nancial resources alone; rather, an integrated approach is required, one that includes strengthening
knowledge, ensuring access to information, and providing targeted training. Several respondents high-
lighted the need for specific programs: practical courses, training in advertising and social media man-
agement, website development, guidance on using various types of equipment, etc. These observations
indicate a strong motivation for development among women entrepreneurs, despite persistent limita-
tions in access to resources.

The desk research further indicates that inadequately prepared business plans or projects consti-
tute a major reason for loan rejection, underscoring the importance of improving qualifications and
strengthening management skills among women entrepreneurs?®.

96 Gender Impact Assessment of the Law of Georgia on Entrepreneurs (ISET-PI, 2024)
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5. Actors Supporting Entrepreneurial Activity

The overwhelming majority of respondents (98.4%) reported that they were not members of any busi-
ness association/network. By gender, no statistically significant differences are observed (women entre-
preneurs - 99.1%; men entrepreneurs - 98.1%). Among the few respondents who indicated membership,
the Georgian Farmers Association (N=2) and the Georgian Chamber of Commerce and Industry (N=2)
were the most commonly cited. All other associations or networks were mentioned only once (see Table
#5.1).

TABLE #5.1: BUSINESS ASSOCIATIONS/NETWORKS/ORGANIZATIONS

Which specific business association / network / union are you a member of? (N=10)

Almond and Walnut Producer Association 1
Georgian Chamber of Commerce and Industry 2
Georgian Union of Choreographers 1
Social Enterprise Alliance 1
Tourism Association 1
Pharmacists Association 1
Farmers Association 2
Do not remember 1

In-depth interviews conducted within the qualitative research reveal that women entrepreneurs en-
gage with professional organizations/associations or informal networks to varying degrees, depending
on sector-specific factors as well as financial and institutional accessibility. In some cases, joining an
association is driven by practical needs. Specifically, associations provide specific benefits for entre-
preneurs (for example, subsidized equipment purchases, support with laboratory testing, etc.). On the
other hand, respondents often feel skeptical toward joining formal associations due to concerns about
cost-effectiveness. In addition, associations oriented primarily toward advertising purposes are gener-
ally viewed as unattractive. Most respondents reported that they were not part of any type of network.
This situation is frequently linked to conditions in the regions. Specifically, in environments where op-
portunities for professional interaction are less developed, women are often compelled to operate in
isolation, which further limits their access to experience, knowledge, and necessary resources.

“I am a member of the Kakheti Beekeepers Association. They offer discounts on purchasing equip-
ment and on laboratory testing of honey. I am also part of the Association of Women Farmers. Its
aim is to help exchange information, updates, and experience, such as which medicine to use for
treatment or where to buy higher-quality equipment. [...] I have also shared my experience with oth-
er entrepreneurs, and we have even borrowed equipment from one another.” (Female entrepreneur,
agrosphere, Kakheti)

“Involvement in various networks is often for advertising purposes, and these gatherings require
significant financial resources. I do not participate personally. First of all, the question is how effec-
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tive this advertising will be. Magazines are also published, and having an article printed about you
costs at least 1,000 GEL, with even more required to appear on the front pages.” (Female entrepre-
neur, beauty salon, Kutaisi)

Regarding specific support programs for entrepreneurs, the survey reveals that the majority of respon-
dents (on average 53%) had neither heard of nor participated in any of them. The only program with a
predominantly positive level of awareness and engagement was the LEPL Enterprise Georgia: 74.9% of
entrepreneurs had heard of the program, and one in ten (10.2%) had participated.

When examined from a gender perspective, statistically significant differences emerged among the
target groups in terms of how certain support programs were assessed. More specifically, women en-
trepreneurs, were more likely than their male counterparts to demonstrate higher levels of awareness
(female entrepreneurs - an average of 39%; male entrepreneurs - an average of 27%) and participation
(female entrepreneurs - an average of 9%, male entrepreneurs - an average of 7%) in entrepreneurial
support programs (see Table 5.2).

TABLE #5.2: AWARENESS OF AND PARTICIPATION IN ENTREPRENEURIAL SUPPORT

PROGRAMS
All

Entrepreneurs Women Men
(N=746) Entrepreneurs Entrepreneurs
(N=377) (N=369)

Please indicate whether
you have heard, and par-

ticipated in, any programs
supporting entrepre-
neurs? (%)

Yes, I have heard only
Yes, I have heard and participated
No, I have neither heard nor participated
Difficult to say
Prefer not to answer
Yes, I have heard only
Yes, I have heard and participated
No, I have neither heard nor participated
Difficult to say
Prefer not to answer
Yes, I have heard only
Yes, I have heard and participated
No, I have neither heard nor participated
Difficult to say
Prefer not to answer

Enterprise Georgia 749 | 10.2 | 11.3 | 0.2 33 [ 797 | 9.0 7.2 = 41 | 72.6 | 10.8 | 13.1 0.4 3.0

YES-Georgia (a pro-
gram funded by the
United States Agency | 420 | 7.6 459 | 04 | 41 |480| 9.0 [380( - 5.0 | 396 | 6.9 [49.3| 06 | 36
for International De-
velopment - USAID)

Women Entrepre-
neurs Development
Program (a joint
initiative of the
Bank of Georgia and
the United Nations
Development Pro-
gramme - UNDP)

373 | 7.8 | 50.0 | 0.2 47 | 452 | 9.0 | 39.8 - 59 | 339 | 72 [543 04 4.2
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GENIE Project (an initia-
tive supported by the 281 | 78 | 593 | 0.2 | 46 | 333 | 86 | 51.8 - 6.3 | 259 | 74 (625 | 04 | 3.8
World Bank)

Women'’s Fund in Georgia 346 | 77 | 524 | 0.3 50 | 455 | 9.0 [ 387 | 0.5 6.3 | 300 | 72 | 578 | 04 4.6

Agricultural Development

26| 71 |466| 02 | 44 |448| 81 |412| - | 59 |403| 67 |489| 04 | 38
Programs (ENPARD)

Mentoring Women in Tech

Programmes (aninitiative | ,, , | ;| ¢35 | 05 | 46 |312| 86 |538| - | 63 | 214 | 70 | 676 | 04 | 38

of the Business and Tech-
nology University - BTU)

EU4Youth / EU4Business
(European Union support
programs for women
entrepreneurs)

287 79 | 582 | 0.3 49 [ 344 | 86 | 50.7 | 0.5 59 | 263 | 74 [ 613 | 04 4.6

“Startup Georgia” (Min-
istry of Economy and

! 418 | 77 [ 454 | 02 | 49 | 439 | 7.2 | 421 - 6.8 | 41.0 | 7.8 | 467 | 0.4 | 42
Sustainable Development
of Georgia)
Women's Economic Em-
powerment Program (UN 27.2 7.6 59.7 | 0.2 5.2 | 344 | 86 50.7 - 6.3 241 7.2 63.5 | 0.4 4.8

Women)

Women's Economic Em-

26.5 7.3 61.1 0.4 48 | 348 | 7.2 511 0.5 6.3 | 23.0 7.2 65.2 | 0.4 4.2
powerment (GIZ)

Support and grants for

women'’s business groups | 229 [ 73 | 642 | 0.2 | 53 | 303 | 86 | 54.3 - 6.8 [ 19.8| 67 | 684 | 04 | 48
(CARE Caucasus)
TASO Foundation 204 | 79 [652| 07 | 59 | 250 86 |582| 09 | 73 |185| 74 | 682 | 06 | 53

Not statistically significant

When analyzing the data by type of residence, the general trend remains consistent: across all three
target groups, a sizeable proportion of entrepreneurs show limited awareness of each support pro-
gram: Thilisi- 62% on average, other self-governing cities - 44% on average, and municipalities - 49% on
average. The findings indicate that the proportion of those who have heard of or participated in specific
programs is lowest in Thilisi. Notably, residents of other self-governing cities exhibit the highest levels of
involvement in certain support programs: Thilisi - an average of 5%; other self-governing cities - an aver-
age of 11%; municipalities - an average of 9%. A detailed breakdown of the data is presented in Table 5.3.
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TABLE #5.3: AWARENESS OF AND PARTICIPATION IN ENTREPRENEURIAL SUPPORT
PROGRAMS (BY TYPE OF RESIDENCE)

By Type of Residence

Other Self-Governing Cit

(N=195) Municipalities (

Please indicate whether
you have heard, and par-

ticipated in, any programs
supporting entrepreneurs
(%)

Yes, I have heard only
Yes, I have heard and participated
No, I have neither heard nor participated
Difficult to say
Prefer not to answer
Yes, I have heard only
Yes, I have heard and participated
No, I have neither heard nor participated
Prefer not to answer
Yes, I have heard only
Yes, I have heard and participated
No, I have neither heard nor participated
Difficult to say
Prefer not to answer

Enterprise in Georgia

753 | 52 | 196 | - - 741 | 86 | 86 | 1.0 | 76 [ 752 171 | 3.9 - 3.9
(X2=77517, p<0.05)
YES-Georgia (a program
funded by the United
States Agency for Interna- | 37.1 | 4.8 | 58. - - 4441 97 | 352 | 1.5 | 9.2 | 458 | 88 | 404 - 5.0

tional Development - US-
AID) (X?=56422, p<0.05)

Women Entrepreneurs
Development Program
(a joint initiative of the
Bank of Georgia and the 354 | 38 | 608 | - - 372 | 117 [ 393 ] 1.0 | 10.7 | 39.8 | 89 | 459 | - 5.4
United Nations Develop-
ment Programme - UNDP)
(X2=14328, p<0.05)

GENIE Project (an initia-
tive supported by the

258 | 55 | 687 | - - 279 112|487 10 | 112|309 77 | 564 | - | s0
World Bank) (X?=51553,

p<0.05)

Women's Fund inGeorgia | 55, | ;5 | g5 | - - 311107454 10 | 117|301 | 81 |473| - | 54

(X?=52576, p<0.05)

Agricultural Development
Programs (ENPARD) 38.0 | 3.8 [582| - - [367 107|418 10| 97 [494 | 81 [ 371 - 5.4
(X2=60288, p<0.05)

Mentoring Women in Tech
Programmes (an initiative
of the Business and Tech- | 24.1 | 5.2 | 70.8 [ - - | 250|112 |526| 1.0 | 102|233 | 74 | 640 | - 5.4
nology University - BTU)
(X2=44990, p<0.05)

EU4Youth/EU4Business

25.4 5.8 68.4 - 0.3 27.0 | 10.7 | 50.5 1.0 10.7 | 33.6 8.1 52.9 - 5.4
(X2=47371, p<0.05)

“Startup Georgia” (Min-
istry of Economy and
Sustainable Development | 47.1 | 6.5 | 46.4 | - - 335 91 [452 | 1.0 | 11.2 | 421 | 7.7 | 444 | - 5.8
of Georgia) (X?=42092,
p<0.05)
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Women'’s Economic
Empowerment Program
(UN Women) (X2=53993,
p<0.05)

26.5 | 5.5 | 68.0 - - 247 [ 111 | 50.5 | 1.0 126 | 29.7 | 7.7 571 - 5.4

Women'’s Economic Em-
powerment Program (GIZ) | 22.7 | 4.8 | 72.5 - - 27.0 | 11.7 | 495 | 1.0 [ 10.7 | 30.5| 6.6 | 56.8 | 0.4 | 58
(X2=54192, p<0.05)

Support and grants
for women'’s business

220 | 48 | 732 - - 213 112|538 10 | 127|255 73 | 614 | - | 58
groups (CARE Caucasus)

(X2=55885, p<0.05)

TASO Foundation 189 | 52 | 746 | 07 | 07 | 184 | 128|541 | 1.0 | 138|236 | 7.3 [ 629 | 04 | 58

(X2=53240, p<0.05)

The level of awareness among qualitative interview respondents regarding women'’s support programs
(e.g., LEPL Enterprise Georgia, Startup Georgia, Yes-Georgia, GENIE, TASO, etc.) varies considerably. De-
spite strong interest and generally positive attitudes towards these initiatives, participation remains
limited due to a range of barriers. Some women noted that they lacked information about the purpose
of the programs, the eligibility requirements, and the responsible agencies, which constrained their
ability to apply.

Actors and programs supporting entrepreneurs are also examined in detail within the desk re-
search. The analysis covers state, local, and international actors (LEPL Enterprise Georgia, the Rural
Development Agency, UN Women, SDC, GITA, USAID, EBRD, FMO, EIB, IFC, and others) whose pro-
grams are aimed at supporting women entrepreneurs. These initiatives encompass both financial
and non-financial forms of assistance. Although survey findings indicate limited awareness of spe-
cific programs among entrepreneurs, the documents reviewed within the desk research demon-
strate that the aforementioned programs and other initiatives actively provide a wide range of
support services. These include business management training, access to legal and accounting ser-
vices, mentoring, networking opportunities, investor linkages, consulting services, grants, startup
support, etc., - mechanisms that are essential at both the initial and subsequent stages of entrepre-
neurial activity.

When examining support actors, the findings reveal that the majority of entrepreneurs (61.3%) re-
ceived assistance from family members in implementing their business activities. Nearly 30% identi-
fied friends/acquaintances as sources of support. Notably, approximately one-quarter of entrepreneurs
(22.5%) reported implementing their business activities independently, without any external assistance.
Among all identified actors, family members and relatives played a dominant role: 70.8% of respondents
indicated that support from this group was the most important.

Analysis by gender reveals that the main support actors are similar across the target groups: the ma-
jority of both female entrepreneurs (67.2%) and male entrepreneurs (58.8%) received assistance from
family members /relatives when carrying out their business activities (although this support is more
pronounced among women). Friends/acquaintances also played a significant role (this factor is more im-
portant for men): female entrepreneurs - 26%; male entrepreneurs - 31%. Notably, male entrepreneurs
were more likely to have implemented their business activities independently, with approximately one in
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four (24.5%) indicating that they received no support. The proportion of women who reported the same

is comparatively smaller, at 17.7% (data are statistically reliable: X?=34.406; p < 0.05). An analysis of the

actor considered most important by gender does not reveal any statistically significant differences (see

Table #5.4).

TABLE #5.4: SUPPORT ACTORS AND THEIR IMPORTANCE IN THE IMPLEMENTATION OF

BUSINESS ACTIVITIES

Who/what helped you implement your
business activities?

Based on your experience, which form of
support was the most important?

All Entre- All Entre-
preneurs Women En- Men Entre- preneurs Women En- Men Entre-
(N=746) trepreneurs preneurs (N=585) trepreneurs preneurs
(N=377) (GEEE)] (N=308) (N=275)
Family members /
relatives (financially or 61.3 67.2 58.8 70.8 77.7 68.2
emotionally)
Friends / acquaintances 29.5 26.0 31.0 19.2 13.4 221
In-person_ consultation/ 4.2 3.0 47 58 22 3.1
consultations
Online consultation/ 21 15 23 0.9 _ 13
consultations
In-person training pro- 17 1.9 1.5 0.6 1.1 0.3
gram(s)
Online training pro- 12 0.8 1.4 0.3 _ 0.3
gram(s)
Business partners 2.1 1.3 2.4 2.0 1.1 2.6
Non-governmental orga- 0.4 13 ) 04 _ _
nization
Local government 0.5 0.5 0.5 0.1 - -
State program 0.9 1.7 0.5 0.5 0.6 0.3
Donor-funded programs
/ grants 1.7 1.9 1.6 1.6 1.7 1.5
Other female entrepre- 0.5 18 ) 0.4 11 )
neur(s)
inlr!e resources, includ- 11 16 0.8 0.3 _ 0.3
ing videos
No oqe/npthlng, Idid ev- 225 177 245
erything independently
Difficult to say 1.3 1.7 1.1 0.6 1.1 0.3

Not statistically important
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When analyzed by type of residence, the general trends remain consistent. Across all three target
groups, family members and relatives were identified as the dominant support actors. However, their
importance was more pronounced outside Thilisi: Thilisi - 54.6%; other self-governing cities - 70.5%; mu-
nicipalities - 61.8%. Members of secondary social groups - friends and acquaintances - were also viewed
as significant sources of support (particularly in Thilisi): Tbilisi - 34.4%; other self-governing cities - 27.4%;
municipalities - 25.6%. In addition, the proportion of entrepreneurs who carried out their business ac-
tivities without any assistance was higher in the capital compared to other areas: Thilisi - 25.9%; other
self-governing cities - 16.5%; municipalities - 23.2% (data are statistically reliable: X2 = 69.306; p < 0.05)
(see Table #5.5).

TABLE #5.5: SUPPORT ACTORS AND THEIR IMPORTANCE IN THE IMPLEMENTATION OF
BUSINESS ACTIVITIES (BY TYPE OF RESIDENCE)

By Type of Residence

Who/what helped you implement your Other Self-Gov- e
business activities? (%) Thilisi (N=271) erning Cities Mu(nl\llczlggg;les
(N=195)
(I;?’r:;rl});?::rr]r;ﬁ;;s / relatives (financially 54.6 70.5 61.8
Friends / acquaintances 34.4 27.4 25.6
In-person consultation/consultations 47 2.5 5.0
Online consultation/ consultations 3.4 0.8 1.5
In-person training program(s) 0.9 3.0 1.5
Online training program(s) 2.2 1.0 0.2
Business partners 1.5 2.5 2.4
Non-governmental organization 0.2 0.6 0.4
Local government 0.2 0.7 0.6
State program 0.2 1.3 1.4
Donor-funded programs / grants - 2.0 34
Other female entrepreneur(s) 0.8 - 0.6
Online resources, including videos 1.9 0.3 0.6
g:nc:jr;/trll;thing, I did everything inde- 259 16.5 23.2
Difficult to say 3.1 0.3 -

The majority of respondents (63.7%; female entrepreneurs - 58.4%, male entrepreneurs - 66.1%; p > 0.05)
reported that they did not currently require additional support. More than one-third (36.1%), however,
indicated a need for various types of assistance, most notably financial support (68.8%) and support in
facilitating market access (28.6%). There was also a demand for training and consulting services (10.2%)
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and for measures aimed at improving production efficiency (13.5%). By gender, no statistically signifi-

cant differences are observed (see Diagram #5.1).

Diagram #5.1: Types of Support Needed

What type of support do you need?

Finandal (loan, leasing, grant)

Training / Consultation

Improvement of management practices

68.8%
71.1%
67.6%

10.2%
16.2%
7.2%
6.4%
9.6%
4.7%

28.6%
Easier market access 23.2%
31.4%
1.3%
Legal assistance 2.3%
0.8%
Accounting, financial reporting and management of 2';22
tax-related issues 6.7%
13.5%
Improvement of production efficiency 10.7%
14.9%
2.8%
Logistics 3.3%
2.5%
0.8%
Mentorship | 0.7%
0.8%
0.7%
Other | 0.7%
0.8%
2.0%
Difficult to say 1.3%
2.3%
By Gender

m All Entrepreneurs (N=284) ® Women Entrepreneurs (N=158) ® Men Entrepreneurs (N=126)
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An analysis of specific support mechanisms reveals statistically significant differences by type of res-
idence (X2 = 56.359; p < 0.05). Entrepreneurs in other self-governing cities (73.8%) and municipalities
(73%) most frequently reported a need for financial support. Although financial assistance was also
the dominant need in Thilisi, it was comparatively less pronounced (62.5%). Conversely, the need for
improved market access was substantially higher in the capital (44.1%) than in other areas (13.8% in oth-
er self-governing cities and 19.6% in municipalities). In addition, 13.1% of Thilisi residents reported the
need for training/consultation services, with lower rates observed in the remaining target groups: other
self-governing cities - 6.2%; municipalities - 9.5% (see Table #5.6).

TABLE #5.6: TYPES OF SUPPORT NEEDED (BY TYPE OF RESIDENCE)

By Type of Residence

What type of support do you need? (%) - o(terr]r?irnsge(lifi-t?eosv- Mua\ilczi?gg)ﬂes
(N=66)

Financial support (loans, leasing, grants) 62.5 73.8 73.0
Training / consultation 13.1 6.2 9.5
Improvement of management practices 1.6 8.2 11.0
Easier market access 441 13.8 19.6
Legal support - 0.9 3.3
Accounting, financial reporti'ng, and 3.4 10.3 8.3
management of tax-related issues

Improvement of production efficiency 13.0 12.9 14.5
Logistics 5.3 - 1.6
Mentoring - 0.9 1.6
Other 0.5 - 1.5
Difficult to say - 3.4 3.5

According to the women entrepreneurs participating in the qualitative research, opportunities for ex-
perience-sharing and informal meetings serve not only as sources of additional support but also as
critically important mechanisms for personal and professional development. The respondents empha-
sized that the availability of such spaces was essential, particularly for mentoring and the exchange of
practical knowledge. They believed that even a few targeted meetings per year would provide valuable
opportunities for entrepreneurs to share accumulated experience in business management, successful
practices, and strategies for managing risks.

“I have information about Enterprise Georgia, many people in Mestia have received funding from
them, and I truly welcome this kind of support. We have abandoned such a large village in Zugdidi
and so much land, but I do not know whom to approach or, if I were to apply to Enterprise Georgia,
how to secure funding. I do not even know how to write a business plan. [...] I have my own flower
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shop and would be happy to build flower greenhouses. Sometimes we bring flowers from Kutaisi
and sometimes from Batumi. It is very difficult."(Female entrepreneur, owner of a wholesale shop,
Mestia)

“I very much want to gain more opportunities for sharing knowledge with one another to learn how
to manage risks, exchange best practices, and discuss what mistakes we have made in business so
that others can avoid them. Even meeting two or three times a year would be helpful. Sharing expe-
riences is the key to success.” (Female entrepreneur, wine production, Samtskhe-j/avakheti)

6. Evaluation of Financial/Non-Financial Products

Among entrepreneurs, in-person visits to bank branches (44.5%) and the use of mobile banking services
(42.7%) to access financial services were nearly equivalent. The least frequently used channels were
online platforms - the websites of financial institutions, online operators, etc. (5.4%). An analysis of these
patterns by gender does not reveal any statistically significant differences between female and male
entrepreneurs (see Diagram #6.1).

Diagram #6.1: Channels Used to Access Financial Services

Which channel do you use most often to access financial services?

45.7%
44.3% 44.5%
ae% 42.1% © 42.7%
6.8%
4.8% 5.4%
23% 36% . 19% >5% 170 2.0% 8% 46
] .. e e ..
Women Entrepreneurs (N=377) Men Entrepreneurs (N=369) All Entrepreneurs (N=746)
By Gender
In-person visitsto the branch B Mobile banking
Online platforms H Other
B Difficult to say B Prefer not to answer

Analysis by type of residence shows that the majority of entrepreneurs in Thilisi (51.7%) used mobile
banking services most frequently, whereas visiting bank branches was the dominant practice in both
other self-governing cities (43.9%) and municipalities (56.8%) (data are statistically reliable: X? = 37.324;
p < 0.05). This pattern may be linked to the availability of more consistent Internet access in Tbilisi com-
pared to municipalities (see Diagram #6.2).
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Diagram #6.2: Channels Used to Access Financial Services (By type of residence)

Which channel do you use most often to access financial services? (By type
of residence)

56.8%
51.7%

43.9%
41.3%

33.9% 4.2%

7.7% . 6.2%
21% 7 1.7%

-

Municipalities (N=280) Other self-governing cities (N=195) Thilisi (N=271)
In-person visitsto the branch = Mobile banking
Online platforms M Other
B Difficult to say M Prefer not to answer

3.5% 3.6%
0.4% 2.7% 2.7% 2.6% 1.0%
[ -

The majority of entrepreneurs (an average of 81%) reported that they did not use a range of financial
or non-financial services. Among those who did, several products stand out for their relatively higher
prevalence: microloans - 21.4%, business loans - 37.3%, digital financial services/online payments and
transactions - 26.6%, business bank cards - 28.9%, and deposits - 21.3%. In addition, more than one-
tenth of entrepreneurs reported using legal assistance (12.6%) or having business insurance (10.9%).

Analysis by gender reveals statistically significant differences for only two products. Although lack of ex-
perience with using both startup financing (women entrepreneurs - 94.6%; men entrepreneurs - 95.8%;
data are statistically reliable: X2=10455, p<0.05) and business insurance (women entrepreneurs - 90.1%;
men entrepreneurs - 82.7%; data are statistically reliable: X2 =9463, p<0.05) was dominant across both
groups, women entrepreneurs (2.3%) were relatively more likely to utilize startup financing than their
male counterparts (0.2%), whereas business insurance was more commonly used by men entrepreneurs
(13.1%) (women entrepreneurs - 5.9%) (see Table #6.1).

TABLE #6.1: EXPERIENCE IN USING FINANCIAL/NON-FINANCIAL PRODUCTS/SERVICES

By Gender
All

Entrepreneurs Women Men
(N=746) Entrepreneurs Entrepreneurs
(N=377) (N=369)
Please select all financial N N N
/ non-financial services / ¢ g g
products that you current- 2 4 2 2 = 2
0 T © ©
ly use / have used (%) o 5 Q 3 o 3
3| & s | ¢ S | ¢
A= c i . iE .
a < a < a <
p. — —
o [a W [a
Microloan 21.4 75.3 0.7 2.5 22.6 74.7 S 2.7 20.9 75.5 1.1 2.5
Business loan 373 | 61.2 0.1 1.4 37.7 | 60.9 - 1.4 371 61.4 - 1.5
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Start-up financing 0.8 95.5 0.6 3.1 2.3 94.6 - 3.2 0.2 95.8 1.0 3.0

State program 3.1 93.6 0.4 3.0 4.5 91.9 - 3.6 2.5 94.3 0.6 2.7
Grant 3.9 92.2 0.7 3.3 5.9 89.6 0.5 4.1 3.0 93.1 0.8 3.0
Leasing 1.9 93.9 0.9 3.3 1.8 94.1 0.5 3.6 1.9 93.7 1.1 3.2

Business insurance 109 | 85.0 0.9 3.2 5.9 90.1 0.5 3.6 13.1 82.7 1.1 3.0

Digital finances/
online services/on-

, 266 | 696 | 06 | 32 | 276 | 688 | - | 36 | 263 | 69.9 | 08 | 30
line payments, and

transactions

Business bank cards | 289 | 675 | 06 | 30 | 285|683 | - | 32 | 200 | 672 | 08 | 30
Deposit 213 | 741 | 15 | 32 | 230 | 730 | 05 | 35 | 206 | 745 | 19 | 30
Business training 52 | 910 06 | 32 | 59 |905| - | 36 | 50 [ 912 | 08 | 30
programs

Business consulting | ;o | go5 | 05 | 33 | 55 | 909 | - | 36 | 84 | 875 | 11 | 30
services

Networking meet- 49 | 910 | 08 | 33 | 45 [919| - | 36 | 50 | 97| 11 | 32
ings

Legal assistance 126 | 835 | 06 | 34 | 86 | 878 | - | 36 | 143 | 816 | 10 | 32
Other 02 | 499 | 97 | 401 | 09 | 511 | 86 | 394 | - | 493 | 101 | 406

Not statistically reliable

When analyzed by type of residence, the data reveal statistically significant differences, although the
substantive variations between groups are less pronounced. Consistent with the overall trend, the ma-
jority of entrepreneurs across all three residence categories reported having no experience using var-
ious financial/non-financial services. Among the products used comparatively more frequently, entre-
preneurs in Thilisi, other self-governing cities, and municipalities most often identified the following:

B Business Loan: Thilisi - 34.6%, other self-governing cities - 42.9%, municipalities - 36%
B Digital finances: Thilisi - 30.6%, other self-governing cities - 26.4%, municipalities - 22.5%
B Business bank cards: Thilisi - 33%, other self-governing cities - 29.9%, municipalities - 23.6%

It should also be noted that a larger proportion of Thilisi-based entrepreneurs have used business con-
sultations (Thilisi - 10%,; other self-governing cities - 7.1%; municipalities - 5%) and legal assistance (Thilisi
- 20.6%; other self-governing cities - 5.6%; municipalities - 8.9%) compared to entrepreneurs in other
locations. This pattern may be linked to the physical accessibility of such services - it can be suggested
that consultation and legal assistance providers are mainly concentrated in the capital (see Table #6.2).
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TABLE #6.2: EXPERIENCE IN USING FINANCIAL/NON-FINANCIAL PRODUCTS/SERVICES
(BY TYPE OF RESIDENCE)

By type of residence

Other self-governing citi ‘ Municipalities (N=2

Thilisi (N=271) ‘

(N=195)
Please select all financial 5 5 5
/ non-financial services / = 2 = 2 = 2
products that you current- ® 2 ® Z ® 2
ly use / have used (%) e) 5 9 o 9 o
3| B 2| B 3| 8
Y b iy — v “
a < a < a <
a a a
A 2_
ATolpem =L, 141 | 856 | 03 | - | 279 | 660 | 10 | 51 | 247|707 | 12 | 35
p<0.05)
A 2_
R /¢ | 5.4 | - - a9 |se1| - | 10 |360]609]| - | 34
p<0.05)
Start-up financing
(X2-19621, p<0.05) 03 | 986 | 1.0 - 10 | 923 | 10 | 56 | 1.2 | 94.2 - 47
State program (X?=38337,
0<0.05) 07 | 990 | 03 - 15 | 913 | 10 | 61 | 6.6 | 895 - 3.9
Grant (X2=41742, p<0.05) | 1.0 | 98.6 | 0.3 - 20 | 909 | 10 | 61 | 85 | 857 | 08 | 5.0
A 2_
il PO, 14 | 976 | 10 | - | 20 | 908 | 10 | 61 | 19 | 922 | 08 | 50
p<0.05)
Business insurance
(X2218721, p<0.05) 123 | 863 | 1.4 - 97 | 832 1.0 | 61 | 101 | 849 | 04 | 47
Digital finances/online
siuilezaionllie ger 306 | 691 | 0.3 - | 264 | 665| 1.0 | 61 | 225 | 725 | 04 | 47
ments, and transactions
(X2=21186, p<0.05)
Business bank cards
(X?=21581, p<0.05) 33.0 | 66.7 | 0.3 - 299 | 635 | 1.0 | 56 | 236 | 714 | 04 | 46
B 2_
DEpEE EE=taL, 306 | 69.1 | 0.3 . 142 | 7610 | 36 | 61 | 166 | 776 | 1.2 | 46
p<0.05)
Business training pro- :
grams (C=18704, p<005) | 55 | 942 | 03 61 | 88| 1.0 | 614 | 43 | 907 | 04 | 47
Business consulting
. 10.0 | 89.0 | 1.0 - 71 | 87| 10 | 61 | 50 | 900 | 04 | 46
it st 58 | 931 | 1.0 . 41 | 888 | 10 | 61 | 43 | 93| 04 | 50
(X2=18549, p<0.05) : : : : : : : : : : ‘
Legal assistance
(x29=45796,p<0.05) 206 | 784 | 1.0 - 56 | 873 | 1.0 | 61 | 89 | 86.0 - 5.0
Other (X2=60303, p<0.05) | 0.3 | 591 | 16.2 | 244 | - | 447 | 76 | 477 - 438 | 43 | 519
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At the next stage of the survey, the reasons for not using particular financial products/services were
assessed. More than one-third of entrepreneurs with no experience using financial support indicated
that they had sufficient financial resources (34.6%), and therefore did not need to use additional finan-
cial products. A relatively large proportion (28.7%) reported that they were able to mobilize financial re-
sources from alternative sources. More than one-tenth (14.4%) stated that they did not expect to receive
financing and, for this reason, did not apply to banks, grant-making organizations, state programs, or
similar institutions. No statistically significant differences in the use of financial services are observed
between men and women entrepreneurs (see Table #6.3).

TABLE #6.3: REASONS FOR LACK OF EXPERIENCE IN USING MICROLOANS/BUSINESS

By Gender

LOANS/STARTUPS/GRANTS/STATE PROGRAMS/LEASING

Why did you not use a microloan/busi- All
ness loan/start-up/grant / state pro- Entrepreneurs Women Men
gram/leasing? (%) (N=724) Entrepreneurs | Entrepreneurs
(N=365) (N=359)

I had sufficient financial resources 34.6 31.5 35.9
I obtained financial resources from 287 255 30.0
other sources
iIndg;d not expect to be approved for financ- 14.4 20.9 17
The terms of the loan / start-up financ- 23 17 26
ing / leasing were not fair
The terms of the loan / start-up financing /
leasi ; o 2.0 2.1 1.9
easing did not match my capacities
Due to bureaucratic difficulties 3.2 3.6 3.1
Due to the risk of being unable to meet

2.8 3.7 24
financial obligations
Apphcatlon for financing / leasing was 0.7 06 08
rejected
Due to lack of information 9.7 10.0 9.6
Du.e to the inability to provide the re- 35 30 37
quired collateral for the loan
Other 4.8 3.8 5.2
Difficult to say 10.2 9.8 10.3
Prefer not to answer 0.3 0.3 0.3
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Some entrepreneurs perceive business insurance as a primarily unnecessary expense and do not con-
sider it essential to their activities (27.6%). This perception is reinforced by the experience of nearly one-
fifth of respondents (19.9%), who indicated that insurance packages were too costly for them, leading
them to forgo this product. Another important factor is that certain businesses carry relatively low levels
of risk and, consequently, entrepreneurs do not see a need for business insurance (15%). Another issue
identified by respondents is that they find insurance terms and conditions unsatisfactory (13.3%), or
they lack information about the benefits of business insurance (12.8%). Overall, entrepreneurs are less
likely to consider this product necessary, due to a combination of limited information, the specific char-
acteristics of their business activities, and the high cost of insurance packages. No statistically signifi-
cant differences in the use of business insurance are observed by gender (see Table #6.4).

TABLE #6.4: REASONS FOR LACK OF EXPERIENCE IN USING BUSINESS INSURANCE

By Gender

All

Why did you not use business insurance? (%) | Entrepreneurs Women Men
(N=649) Entrepreneurs | Entrepreneurs

(N=343) (N=306)

The insurance package was too expen-

. 19.9 21.5 19.1
sive
The insurance terms and conditions 13.3 10.8 145
were not satisfactory
I consider insurance an unnecessary ex-
pense and do not see the need for it 276 24.9 28.9
I Iackgd sufﬂugnt |nfprmatlon about the 12.8 1.9 13.2
benefits of business insurance
My business is low-risk and does not 15.0 171 14.0

require insurance

I do not trust insurance providers and
doubt that I would receive adequate 4.3 5.2 3.9
compensation in case of problems

I had no information about the availabili-

ty of business insurance 10.5 1.5 101
Other 2.2 0.9 2.7
Difficult to say 9.0 6.6 10.2
Prefer not to answer 1.1 0.6 1.4
Other 4.8 3.8 5.2
Difficult to say 10.2 9.8 10.3
Prefer not to answer 0.3 0.3 0.3
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According to 26.6% of entrepreneurs, a business bank card was an unnecessary expense, whilst 23.7%
reported that they did not need this product due to the specific nature of their business activities. As
with business insurance, a considerable proportion of respondents (19.2%) indicated that they had no
information about this product, and were unaware of its benefits 11.5%. Analysis by gender reveals no
statistically significant differences between female and male entrepreneurs (see Table #6.5).

TABLE #6.5: REASONS FOR LACK OF EXPERIENCE IN USING A BUSINESS BANK CARD

By Gender

All
Why did you not use a business bank card? (%) | Entrepreneurs Women Men
(N=514) Entrepreneurs | Entrepreneurs
(N=263) (N=251)
I consider a business card an unneces-
sary expense and do not see the need 26.6 32.8 24.0
for it
The limits of a business bank card do not 08 9.1 101
meet my needs
Ido not negd a by§|pess card for my en- 237 214 24.7
trepreneurial activities
I Iackgd sufﬂaenF information about the 15 107 1.9
benefits of a business card
I had no information about the availability 19.2 18.1 19.7
of a business card
Other 0.2 - 0.3
Difficult to say 13.3 1.4 14.2
Prefer not to say 2.2 0.8 2.7
Difficult to say 9.0 6.6 10.2
Prefer not to answer 1.1 0.6 1.4

With regard to the lack of experience in using a deposit, the majority of entrepreneurs in this category
did not use this product due to insufficient savings (56.1%). It was also relatively common for entrepre-
neurs to prefer keeping money in cash or investing it in real estate rather than placing it in a deposit
account (13.9%). Additionally, more than one-tenth of respondents (11.3%) indicated that the interest
rate on deposits was not satisfactory and, therefore, did not view this service as beneficial. By gender,
no statistically significant differences are observed (see Table #6.6).
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TABLE #6.6: REASONS FOR LACK OF EXPERIENCE IN USING A DEPOSIT

By Gender

All
Why did you not use a deposit? (%) Entrepreneurs Women Men
(N=557) Entrepreneurs | Entrepreneurs
(N=280) (N=277)
Idid not have sufficient savings to open 56.1 56.7 558
a deposit
The interest rate on the deposit was low, 13 93 12.1
and I didn't think it was profitable. ’ ' '
I prefer to keep my money in cash or in- 13.9 14.1 13.8
vest it in real estate/moveable property
I Iackgd sufficient quormatlon about the 6.8 6.2 71
benefits of a deposit.
I do not trust banks. 3.1 34 3.0
I haql no information about the deposit 53 4.0 58
service at all
Difficult to say 9.1 9.6 9.0
Prefer not to answer 2.2 1.1 2.6
Difficult to say 9.0 6.6 10.2
Prefer not to answer 1.1 0.6 1.4

The in-depth interviews further highlight that women entrepreneurs often lack sufficient financial re-
sources to generate savings. Respondents’ accounts indicated that their income was primarily direct-
ed toward meeting family needs (supporting children and grandchildren, covering daily expenses, etc.)
which constrained their ability to accumulate capital or engage in long-term financial planning. In some
cases, savings were kept at home, but the amounts were so minimal that they could not be used to open
a deposit or reinvest in the business. In other cases, entrepreneurs reinvested all available resources
directly into their businesses, for example, to purchase goods. This pattern suggests that their activities
remain largely turnover-oriented, and that opportunities for real growth are systematically limited

“T keep my savings at home and use them for both family and business purposes. I can’t accumulate

enough to open a deposit. We have so many expenses that nothing is left. We put everything back into

the business to purchase products.” (Female entrepreneur, wine production, Samtskhe-javakheti)
The lack of experience in using non-financial services is predominantly attributed to an absence of per-
ceived need (on average 57%), which may stem from the specific nature of entrepreneurial activities
(answer category “did not need"”): trainings - 51.8%; consultations - 54.2%; networking meetings - 57%;
and legal services - 65.4%. In each case, a considerable proportion of respondents also reported a lack
of information, resulting in approximately one-quarter of entrepreneurs not using various non-financial
services (answer category “I had no information”): trainings - 25.9%; consultations - 26.9%; networking
meetings - 26.2%; and legal services - 19.5%.

When analyzed from a gender perspective, the dominant reasons for not attending consultations are
similar for both female and male entrepreneurs - the majority of respondents did not consider this ser-
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vice necessary: female entrepreneurs - 42.1%; male entrepreneurs - 59.5%. Identical assessments were
provided in regard to networking meetings as well: the proportion of men entrepreneurs who saw such
support as unnecessary was particularly high (61.7%), a view shared by 45.9% of female entrepreneurs.
These assessments may be linked to the specific nature of entrepreneurs’ activities. The second most
common reason for not attending both consultations and networking meetings was a lack of informa-
tion (@answer category “I had no information”):

B Consultations: women entrepreneurs -30.9%, men entrepreneurs - 25.2% (X2=25121, p<0.05)
B Networking meetings: women entrepreneurs -31.8%, men entrepreneurs - 23.8% (X2=35693, p<0.05)

Analysis by gender does not reveal any statistically significant differences in the assessment of trainings
or legal services (see Table #6.7).

TABLE #6.7: REASONS FOR LACK OF EXPERIENCE WITH ENTERPRISE-/BUSINESS-RELAT-
ED TRAININGS, CONSULTATIONS, NETWORKING MEETINGS, AND LEGAL SERVICES

Networking

Training Consultation Meeting

Legal Service

By Gender By Gender

=681)
=343)
338)
=669)
=344)
325)
=684)
=348)
336)
=637)
303)

Why haven’t you or your
employee participated in
a enterprise/business-re-
lated ...? (%)

All Entrepreneurs (N
All Entrepreneurs (N
All Entrepreneurs (N
All Entrepreneurs (N

Women Entrepreneurs (N

Men Entrepreneurs (N
Women Entrepreneurs (N

Men Entrepreneurs (N
Women Entrepreneurs (N

Men Entrepreneurs (N
Women Entrepreneurs (N=334)

Men Entrepreneurs (N

It was too expensive 4.5 6.7 | 3.6 | 2.8 5.2 1.8 | 22 | 4.8 1.1 3.5 5.1 2.8

Had no trust 20 | 24 [ 1.8 | 1.0 0.5 1.2 | 0.6 | 0.8 0.6 | 0.7 | 0.9 0.7

It was not physically

. 34 | 45 | 3.0 | 2.6 4.4 1.8 | 1.7 | 2.9 1.1 1.9 2.6 1.6
accessible

I did not have time to

participate 159 | 19.6 | 143 | 145 | 18.8 | 12.7 | 13.8 | 14.8 | 13.4 [ 10.0 | 10.7 | 9.6

L el e s ofen 259 | 27.4 | 25.2 | 26.9 | 30.9 | 25.2 | 26.2 | 31.8 | 23.8 | 19.5 | 20.4 | 19.1

mation

I did not need it. 51.8 | 44.5 | 549 | 54.2 | 421 | 59.5 | 57.0 | 45.9 | 61.7 | 65.4 | 62.1 | 66.8
Other - - - 0.2 - 0.3 - - - 0.2 - 0.3
Difficult to say 29 | 24 | 31 | 26 | 24 | 28 | 28 | 43 | 22 |27 | 17 3.1

Not statistically significant
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The vast majority of entrepreneurs (84.5%) reported that they had not been refused financing by differ-
ent types of financial institutions (women entrepreneurs - 86%; men entrepreneurs - 83.8%; p>0.05). The
proportion of those who were rejected is 14%, with the highest rate of refusals coming from TBC Bank
(38%; N=16) and the Bank of Georgia (25.9%; N=14). The microfinance organization Crystal also ranked
relatively high in this regard (10.1%; N=6). An analysis of the issue by gender does not reveal any statisti-
cally significant differences (see Diagram #6.3).

Diagram #6.3: Experience of Being Refused Financing by a Bank or Microfinance Organization

Which financial organization has denied you financing?

25.9%

Bank of Georgia 29.7%

24.2%

38.0%

TBC Bank 14.6%
48.6%

14.0%

Credo Bank 17.8%

12.3%

3.4%

[

Liberty Bank 11.0%

0.0%

10.1%
14.3%

Crystal
8.1%

20.3%

Can't remember 23.5%
18.9%
By Gender
B All Entrepreneurs (N=53) B Women Entrepreneurs (N=28) Men Entrepreneurs (N=25)

The dominant reason for financing refusals was insufficientincome of entrepreneurs (44.8%). According
to one in four respondents (24.2%), refusal was due to the absence of real estate of sufficient value reg-
istered in their name. Additionally, 10.4% of entrepreneurs had no credit history, which prevented them
from obtaining financing. A further 15.2% reported that no reason for the refusal was provided, leaving
them uncertain as to why they were unable to receive financial support from a bank or microfinance or-
ganization. An analysis by gender does not reveal any statistically significant differences (see Table #6.8).
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TABLE #6.8: REASONS FOR BEING REFUSED FINANCING

By Gender

: : All
Wh-;at0 )Nas the reason for being refused financ Entrepreneurs Women Men
ing? (%) (N=53) Entrepreneurs | Entrepreneurs

(N=28) (N=25)

I did not have sufficient income 44.8 36.2 48.7
I had no credit history 10.4 7.1 11.9
I did not have a reliable credit history 6.2 10.1 4.4
I did not have reql estate of sufficient 24.2 258 23.4
value registered in my name
I did not have any real estate registered in 11 34 i
my name ’ ’
Lack of the required co-financing 2.2 - 3.2
I am/was employed unofficially 4.0 3.7 4.1
T_hg project was gxpected to have insuf- 3.9 35 41
ficient profitability
I lacked experience in the relevant busi- 51 76 4.0
ness/entrepreneurship
I submitted incomplete documentation 2.0 6.3 -
Stereotypes 2.2 7.2 -
Other 2.4 7.7 -
I was not given a reason for the rejection 15.2 20.8 12.6
Difficult to say 8.9 3.7 11.3

Consistent with the survey data, the findings of the desk research also indicate that women are less
likely to have real estate registered in their own name and/or to have the authority to independently
manage it. According to a UN Women study, property may be formally registered under a woman'’s
name, yet family members may still restrict her right to make independent decisions regarding its
use®”. Limited ownership of property and assets thus frequently results in women being denied
loans®®. In general, according to 2024 data, women are more likely to be denied credit than men®°.

97 Ge National Assessment of Women’s Entrepreneurship Development in Georgia (UN WOMEN & ILO, 2023) https://geor-
gia.unwomen.org/en/digital-library/publications/2023/05/national-assessment-of-womens-entrepreneurship-develop-
ment-in-georgia

98 Women in Business: Opportunities and Impact of the Pandemic (Thilisi, EPRC, 2021) https://eprc.ge/wp-content/up-
loads/2021/10/women_enterpreneurs_eng_compressed.pdf

99 Gender Impact Assessment of the Law of Georgia on Entrepreneurs (ISET Research Institute, 2024) https://investorscouncil.
ge/media/dOmp5zjj/gender-impact-assessment-geo-5.pdf

100 Gender Impact Assessment of the Law of Georgia on Entrepreneurs (International School of Economics (ISET), 2024)
https://investorscouncil.ge/media/d0mp5zjj/gender-impact-assessment-geo-5.pdf 141



On the other hand, only one female entrepreneur reported having been denied a leasing arrangement,
in her case by the microfinance organization Crystal. The reason provided for the refusal was insufficient
income to meet the payment obligations stipulated in the leasing agreement.

Among entrepreneurs who took part in business trainings/consultations/networking meetings, or used
legal services, a sizeable proportion indicated that most of these sessions were focused on accounting/
financial reporting (42.8%). The proportion of those who attended trainings/consultations on developing a
business budget was one-third (33.2%). Furthermore, participation in meetings on business plan develop-
ment (30.1%) and on marketing and sales (30.7%) was reported at nearly equal rates. An analysis of the data
by gender does not reveal any statistically significant differences (see Diagram #6.4).

Diagram #6.4: Issues Discussed During Business Trainings/Consultations/Networking Meetings/
Legal Services

What topics were covered in the business
trainings/consultations/networking meetings/legal assistance that you or
your employees received?

30.1%
Development of a business plan 26.1%

31.4%

33.2%
34.1%
32.8%

Development of a business budget

42.8%

Accounting/reporting 30.0%

47.0%

Marketing and sales 37.2%

8.3%
Registration-related issues 22.4%
30.3%

4.8%

Other 1.9%
5.8%

8.1%
Difficult to say 5.8%
8.9%

2.4%
Prefer not to say 1.9%
2.5%

By Gender

H All Entrepreneurs (N=120) ®Women Entrepreneurs (N=53) B Men Entrepreneurs (N=67)
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Slightly more than half of entrepreneurs in Thilisi (51.5%) reported that the trainings/consultations they or
their employees had attended focused on accounting and financial reporting (other self-governing cities
- 37.6%; municipalities - 27.3%). In other self-governing cities, participation in consultations on business
budget development was most prevalent (46.7%) (Thilisi - 17.9%; municipalities - 19.4%), whereas at the mu-
nicipal level, entrepreneurs most frequently reported attending trainings on marketing and sales (30.3%)
(Thilisi - 26.8%; other self-governing cities - 42.9%. Furthermore, the proportion of entrepreneurs who had
not accessed services related to business plan development was, on average, 2.5 times higher in Thilisi
(37.4%) and other self-governing cities (30.5%) than in municipalities (13.4%) (data are statistically significant:
X2=49.995; p<0.05) (see Table #6.9).

TABLE #6.9: ISSUES DISCUSSED DURING BUSINESS TRAININGS/CONSULTATIONS/NET-
WORKING MEETINGS/LEGAL SERVICES (BY TYPE OF RESIDENCE)

What were the topics of business By Type of Residence

trainings/consultations/networking Other Self-Gov- e
meetings/legal sgrvices that you or your Thilisi (N=64) erning Cities MU”'C'_Pa“Ues
employee(s) received? (%) (N=26) (N=30)
Development of a business plan 375 30.5 13.4
Development of a business budget 34.8 46.7 19.4
Accounting/reporting 51.5 37.6 273
Marketing and sales 26.8 42.9 30.3
Registration-related issues 38.7 10.5 18.8
Other 2.0 8.3 8.2
Difficult to say 2.9 8.6 19.2
Prefer not to answer - - 9.3
Mentoring - 0.9 1.6
Other 0.5 - 1.5
Difficult to say - 3.4 3.5

At the conclusion of the assessment of financial and non-financial products, respondents were invited to
describe the changes they would like to see implemented to improve existing services. Regarding finan-
cial products, a substantial majority of entrepreneurs (76.6%) expressed a desire for reduced loan interest
rates, whilst more than one-third (36.8%) would have welcomed adjustments to loan terms (for example,
extended repayment schedules, the introduction of grace periods, etc.). The introduction of low or zero
commissions for small/first-time business loans was viewed as a desirable improvement by more than
one-quarter of respondents (26.6%). Detailed statistics on support for other proposed changes are pre-
sented in Table #6.10. It should be noted that no statistically significant differences are observed by gender.
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TABLE #6.10: DESIRED CHANGES TO IMPROVE FINANCIAL PRODUCTS/SERVICES

By Gender

In terms of improving existing financial prod- All

ucts/services, what changes would you liketo | Entrepreneurs Women Men

see? (%) (N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)

Low-interest loans 76.6 77.0 76.4

Simplified access to leasing 10.7 8.9 11.5

Tailored loan terms (e.g., longer repay-

ment schedules, grace periods, etc.) 36.8 3>.8 372

Small startup loan products for consum-

ers with limited credit history 15.4 13.3 16.3

Lower collateral requirements or alter-
native guarantees (e.g., group loans, 12.2 12.3 12.1
guarantors, etc.)

Reduced or waived fees for small / first-

) . 26.6 29.3 254
time business loans

Special savings products accommodat-

; . . 4.1 4.8 3.7
ing variable income

Preferential financial policies for single
mothers / large families and/or female 2.8 6.2 1.3
victims of domestic violence

Improved consumer rights regulations 10.5 121 9.8
Other 1.8 1.6 1.9
Difficult to say 5.2 4.9 5.3
Prefer not to answer 0.9 0.3 1.1

Analysis by type of residence reveals statistically reliable patterns, although the substantive differences
remain modest. The three most frequently cited changes that entrepreneurs would have liked to see in the
improvement of financial products/services are consistent across all geographical categories:

B Loans with low interest rates: Thilisi - 77.8%, other self-governing cities - 80.5%, municipalities - 72.1%
B Adjustments to loan terms: Thilisi - 40.3%, other self-governing cities - 44.1%, municipalities - 27.2%
B Low orzero fees for small/first-time business loans: Thilisi - 27.1%, other self-governing cities - 23.4%,
municipalities - 28.4%

The only area in which substantive differences emerge across target groups concerns the use of leasing.
While one-fifth of entrepreneurs residing in the capital (20.2%) viewed the simplification of leasing proce-
dures as a desirable improvement, this preference was expressed by a substantially smaller proportion
of respondents in other self-governing cities (7%) and municipalities (2.9%) (data are statistically reliable:
X?=86.350, p<0.05) (see Table #6.11).
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TABLE #6.11: DESIRED CHANGES TO IMPROVE FINANCIAL PRODUCTS/SERVICES (BY

TYPE OF RESIDENCE)
By Type of Residence

In terms of improving existing financial

products/services, what changes would Other Self-Gov- S

you like to see? (%) Thilisi (N=271) erning Cities Mupldlczlgg(l;;tles
(N=195)

Low-interest loans 77.8 80.5 721

Simplified access to leasing 20.2 7.0 2.9

Tailored loan terms (e.g., longer repay-

ment schedules, grace periods, etc.) 40.3 44.1 27.2

Small startup loan products for consum-

ers with limited credit history 19.4 106 145

Lower collateral requirements or alter-
native guarantees (e.g., group loans, 13.0 10.7 12.3
guarantors, etc.)

Reduced or waived fees for small / first-

. . 271 23.4 28.4
time business loans

Special savings products accommodat-

: . . 3.8 4.5 4.0
ing variable income

Preferential financial policies for single
mothers / large families and/or female 24 3.9 2.4
victims of domestic violence

Improved consumer rights regulations 9.3 1.7 10.9
Other 1.2 2.9 1.7
Difficult to say 6.4 2.4 6.0
Prefer not to answer 1.0 0.3 1.1

Women entrepreneurs also reflected on the challenges they encountered and the changes they would like
to see regarding financial resources during the in-depth interviews. Respondents emphasized that finan-
cial services/products constituted an essential mechanism for sustaining and expanding their business-
es; however, the terms and conditions of existing services/products were often misaligned with the actual
needs of micro and small enterprises. Their experiences indicated that high interest rates and service fees
imposed financial burdens so substantial that generating profit became nearly impossible. In light of these
challenges, entrepreneurs expressed a strong preference for the development of financial products that
were more flexible, lower in cost, and broadly accessible.

The in-depth interviews also clearly highlight women entrepreneurs’ perceptions of the state's role and
responsibilities. Respondents noted that the state remained unjustifiably distant from the challenges that
were critically important for micro and small enterprises. One entrepreneur identified the uncontrolled
increase in prices for imported goods as a central obstacle. Under such conditions, businesses were com-
pelled either to pay excessively high prices, which directly undermined their ability to operate effectively,
or choose to discontinue the supply of certain products, thereby risking the loss of customers. This already
difficult situation was further exacerbated by the tax burden (e.g., rent, utility costs, invoicing requirements,
etc.), which left virtually no room for generating profit.
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“The prices of products are very high, and the taxes are high. In addlition to the products, Ineed 1,000 GEL
just for taxes, plus the cost of the goods. I spend up to 5,000 GEL in total. Since the products are imported
by private companies, the state should introduce regulations. They should not charge us 15-20 euros for
an item that costs 2 euros; there should be price controls.” (Female entrepreneur, beauty salon, Kutaisi)

With respect to non-financial products, the proportions of entrepreneurs who prioritized the simplifica-
tion of mobile application design (19.7%) and those who would like to see introductory meetings organized
with state agencies offering business support programs (20.8%) were nearly identical. The proportion of
those who supported the idea of conducting thematic training sessions (on finance, marketing, accounting,
tax procedures) was also relatively high (17.2%). It is noteworthy that more than one-third of respondents
(35.5%) reported difficulty identifying a specific desired change. An analysis by gender reveals no statistical-
ly significant differences between target groups (see Table #6.12).

TABLE #6.12: DESIRED CHANGES TO IMPROVE FINANCIAL PRODUCTS/SERVICES

By Gender

In terms of improving existing non-financial All

products / services, what changes would you Entrepreneurs Women Men

like to see? (%) (N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)

ng.hly simplified design of mobile appli- 19.7 228 18.3

cations

Trainings in digital services 13.0 9.3 14.6

Thematl.c tralnlng's: finance, marketing, 17.2 18.9 16.5

accounting, taxation

Ava!Iablllty of trainings both online and 15 146 10.2

offline

Introductory meetings with financial insti- 12.9 11.0 13.7

tutions and donors

Ir)troductpry meetings with state agen- 20.8 16.5 226

cies offering business support programs

Other 2.2 1.9 2.3

Difficult to say 35.5 33.8 36.2

Prefer not to answer 1.2 0.8 1.4

An analysis by type of residence shows that a substantial proportion of entrepreneurs across all three target
groups found it difficult to identify a specific desired change: Thilisi - 38.4 percent; other self-governing cities
- 39 percent; municipalities - 29.6 percent. These findings suggest that entrepreneurs were more familiar
with financial products than with non-financial services, which in turn limited their ability to articulate pre-
ferred improvements in the latter domain. On the other hand, one-fifth of entrepreneurs in Thilisi (20.7%)
indicated that they would like mobile application design to be as simplified as possible (other self-governing
cities - 16.9, municipalities - 20.6%), whereas respondents in other self-governing cities (19.4%) and munici-
palities (26.2%) prioritized introductory meetings with state agencies administering business support pro-

146



grams (Thilisi - 16.8%). Additionally, 16.2 percent of entrepreneurs surveyed in the capital emphasized the
importance of both online and offline access to training opportunities - a rate roughly twice as high as that
reported by residents of other self-governing cities (7.3%) and municipalities (9.3%) (data are statistically
reliable: X2=58984, p<0.05) (see Table #6.13).

TABLE #6.13: DESIRED CHANGES TO IMPROVE FINANCIAL PRODUCTS/SERVICES (BY

TYPE OF RESIDENCE)
By Type of Residence

In terms of improving existing non-fi-

nancial products / services, what chang- Other Self-Gov-

Municipalities

es would you like to see? (%) Thilisi (N=271) erl'(l'l\I‘1=91 glst)les (N=280)
ng.hly simplified design of mobile appli- 20.7 16.9 206
cations

Trainings in digital services 18.6 8.5 10.1
Thematl.c trainings: finance, marketing, 16.9 15.0 19.3
accounting, taxation

Avaflablllty of trainings both online and 16.2 73 93
offline

_Intrpdu_ctory meetings with financial 111 12.5 15.2
institutions and donors

Iptroductpry meetings with state agen- 16.8 19.4 26.2
cies offering business support programs

Other 1.0 5.6 1.0
Difficult to say 38.4 39.0 29.6
Prefer not to answer 1.7 1.8 0.2

In terms of strengthening non-financial services, respondents in the qualitative component underscored
the importance of regionally localized trainings, as well as introductory meetings with donors or successful
entrepreneurs to facilitate experience-sharing.
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7. Current and Future State of Entrepreneurial Activity

Overall, 78% of entrepreneurs considered their enterprise to be financially stable (scores 3 and 4 on a
four-point scale)'®'. One-fifth (20.1%) assessed their enterprise as financially unstable (scores 1 and 2).
Fewer than 2% of respondents either found it difficult to evaluate their financial situation or declined to
answer.

A gender-based analysis does not reveal substantial differences in the overall pattern. The majority of
both women entrepreneurs (73.2%) and men entrepreneurs (80%) described their enterprise as finan-
cially stable (scores 3 and 4). A comparatively larger proportion of women entrepreneurs (24.5%), as
opposed to men (18.3%), reported that their enterprise was financially unstable (scores 1 and 2) (data are
statistically reliable: X?=13114, p<0.05) (see Diagram #7.1).

Diagram #7.1: Financial Stability of Enterprises

In your opinion, how financially stable is your enterprise?

56.4% 53.1% 54.0%

3.2% 1.4% 0.9% 3.6% 1.5% 0.29% 3.50% 1.4% 0.5%

Women Entrepreneurs (N=377) Men Entrepreneurs(N=369) All Entrepreneurs (N=746)
By Gender
B Totally unstable B More unstable than stable B More stable than unstable
Totally stable | Difficult to say Prefer not to answer

Despite the different types of residence, and the presumably different characteristics of business activ-
ities associated with them, the vast majority of entrepreneurs across all three location categories con-
sidered their enterprises to be financially stable (scores 3 and 4). Notably, the proportion of respondents
who assessed their enterprise as completely financially stable (score 4) was highest in Thilisi (26.8%),
compared with other types of residence (other self-governing cities - 20.3, municipalities - 23.3%) (data
are statistically reliable: X2=19997, p<0.05) (see Diagram #7.2).

101 A four-point scale was used for the assessment, where a score of 1 corresponds to ‘completely unstable’ and a score of 4
corresponds to ‘completely stable’
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Diagram #7.2: Financial Stability of Enterprises (By type of residence)

In your opinion, how financially stable is your enterprise? (By type of
residence)

55.0% 57.4%

51.2%

7.1% 8.8%

1.9% 2.7% 2.0% 1.5% 1.4%0.3%
Municipalities (N=280) Other self-governing cities (N=195) Thilisi (N=271)
H Totally unstable B More unstable than stable B More stable than unstable
Totally stable Difficult to say H Prefer not to answer

The majority of entrepreneurs participating in the survey (on average 78%) reported that they were
not currently facing any barriers to the implementation of entrepreneurial activity'®2. On the other hand,
however, the proportion of those who did identify specific obstacles was relatively high; for example,
more than half of respondents (53.1 %) reported a lack of customers, 41.7% indicated insufficient finan-
cial resources, 42.2% cited low annual turnover, whilst competition represented a significant barrier for

46.8% of entrepreneurs.

Analysis by gender reveals statistically significant differences in only two areas. A majority of male en-
trepreneurs (61%) reported that they did not currently experience a lack of financial resources, whereas
53.6% of women entrepreneurs identified this as a challenge (X?=18615, p<0.05). In both target groups,
the proportion of respondents who reported a lack of customers was high; however, the prevalence was
greater among women entrepreneurs (62%; men - 49.3%) (X2=12101, p<0.05) (see Table #7.1).

TABLE #7.1: CURRENT BARRIERS TO ENTREPRENEURIAL ACTIVITY

All
Entrepreneurs Women

Men
(N=746) Entrepreneurs Entrepreneurs

(N=377) (N=369)

Do you currently encoun-
ter the following barriers
in carrying out entrepre-
neurial activities? (%)

Difficult to say
Prefer not to answer

—
(]
- S
o (%]
wn c
o
& o
4 -
e o
3 o
= c
£ | 5
[t
= [«]
p
o

Insufficient financial

Difficult to say

By Gender

Prefer not to answer

T —— 41.8 | 56.3 1.7 0.3 53.6 | 45.0 0.9 0.5 36.8 | 61.0 1.9 0.4
Lack of customers 53.1 | 44.6 1.9 0.4 62.0 | 371 0.5 0.5 49.3 | 47.8 2.5 0.4
Legal difficulties 6.8 91.3 1.5 0.4 6.8 91.9 0.9 0.5 6.9 91.0 1.7 0.4

102 When the response to each barrier was ‘No’
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Tax system/bureaucracy 14.5 | 83.1 2.0 0.4 13.1 | 84.6 1.8 0.5 15.0 | 82.5 2.1 0.4

No market access 17.4 | 80.7 1.5 0.4 17.3 81.8 0.5 0.5 17.5 | 80.2 1.9 0.4

Irregular demand for

‘ 16.7 81.5 1.4 0.4 16.4 82.7 0.5 0.5 16.8 81.1 1.7 0.4
products/services

Low annual turnover 42.2 | 53.5 3.2 1.1 46.2 | 50.7 2.3 0.9 40.6 | 54.7 3.6 1.1

Lack of financial profit 26.0 | 71.8 1.4 0.8 253 | 719 1.8 0.9 26.2 | 71.7 1.3 0.8

Lack of business contacts 16.4 81.2 1.8 0.7 199 | 78.3 0.9 0.9 14.9 | 82.5 2.1 0.6

Lack of education / qualifi-

" " 10.1 87.8 1.7 0.4 13.1 85.1 1.4 0.5 8.9 88.8 1.9 0.4
cations (finance, sales, etc.)

Lack of financial knowl-

11.9 | 86.9 1.0 0.3 13.1 | 85.5 0.9 0.5 11.4 | 873 1.0 0.4
edge

Requirements to accept

9.7 | 86.9 1.0 0.3 104 | 883 | 0.5 0.9 9.5 87.5 1.9 1.1
returned goods

Unreliable/faulty or insuf-

L ) 7.3 91.5 0.8 0.4 5.9 93.2 0.5 0.5 7.8 90.9 1.0 0.4
ficient transportation

Poor production infra-

10.3 | 879 1.5 0.3 10.4 | 88.2 0.9 0.5 10.3 | 87.5 1.9 0.4
structure

Resistance from family 3.8 94.9 1.0 0.3 4.1 95.0 0.5 0.5 3.6 94.7 1.3 0.4

Stereotypes or socio-cul-

. 4.3 94.4 1.0 0.3 5.0 941 0.5 0.5 4.0 94.3 1.3 0.4
tural barriers

Competition 46.8 | 51.7 1.1 0.4 49.3 | 49.8 0.5 0.5 45.7 | 52.6 1.3 0.4

Insufficient / unskilled

14.4 | 83.8 1.5 0.3 15.8 | 83.3 0.5 0.5 139 | 83.8 1.9 0.4
workforce

Low level of digital devel-

opment in business 7.8 88.1 3.4 0.7 10.0 | 87.3 2.3 0.5 6.9 88.4 4.0 0.8

Other 0.4 51.4 8.9 39.3 0.9 49.8 9.0 40.3 0.4 52.1 8.7 38.8

Not statistically significant

An analysis of current barriers by type of residence reveals statistically significant differences in most
cases'®3. Across all three target location categories, the majority of entrepreneurs reported that they
were not currently facing barriers: Thilisi - 86% on average; other self-governing cities - 73% on average;
and municipalities - 77% on average. On the other hand, however, challenges related to low annual turn-
over (Thilisi - 36.1%; other self-governing cities - 51.5%; municipalities - 42.1%) and competition (Tbilisi -
46.6%; other self-governing cities - 55.8%; municipalities - 40.3%) were relatively common in all areas. It
is also noteworthy that some barriers were encountered less frequently by entrepreneurs in the capital
than those in other target locations. Specifically:

No financial profit: Thilisi - 18.6%, other self-governing cities - 38.8%, municipalities - 24.8%
Education/qualification deficit: Thilisi - 3.4%, other self-governing cities - 15.8%, municipalities - 13.2%
Insufficient/unskilled labor: Thilisi - 8.6%, other self-governing cities - 21.8%, municipalities - 15.1%

Low level of digitalization of the business: Thilisi - 1.4%, other self-governing cities - 12.8%,
municipalities - 11.2%

103 No statistically significant differences by type of residence were identified in the analysis of the following barriers: lack
of financial resources, limited customer base, lack of access to markets, insufficient financial knowledge, and requirements
for product returns. Accordingly, the data presented in the text and tables include only those barriers for which statistically
significant differences between the target groups were observed
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Based on the available data, entrepreneurs in Thilisi appeared more likely to maintain the financial stability
of their enterprises and successfully sell their products/services, as they faced fewer barriers in terms of
both financial and non-financial support (see Table #7.2).

TABLE #7.2: CURRENT BARRIERS TO ENTREPRENEURIAL ACTIVITY (BY TYPE OF

By Type of Residence
Thilisi (N=271) Other Self Sovsa 9 €€ | Municipalities (N=280)

RESIDENCE)

Do you currently encoun-
ter the following barriers
in carrying out entrepre-
neurial activities? (%)

Difficult to say
Prefer not to answer
Difficult to say
Prefer not to answer
Difficult to say
Prefer not to answer

Legal difficulties
(ng=19991, p<0.05) 34 | 962 | 03 . 96 | 883 | 10 | 10 | 85 | 880 | 31 | 04
N 11 (333 | 0.3 - 137 | 822 | 30 | 10 | 186 | 779 | 31 | 04

(X?=16512, p<0.05)

Irregular demand for
products/services 12.3 | 87.3 0.3 - 22.4 | 75.0 1.5 1.0 174 | 79.8 2.3 0.4
(X?2=16728, p<0.05)

Low annual turnover

(X2=23612, p<0.05) 36.1 61.5 2.1 0.3 51.5 | 41.3 4.6 2.6 421 53.7 3.5 0.8

Lack of financial profit

(X2=29733, p<0.05) 18.6 | 80.4 0.7 0.3 38.8 | 58.2 2.0 1.0 24.8 | 72.5 1.6 1.2

Lack of business contacts

(X?=17914, p<0.05) 12.4 | 873 0.3 - 16.3 | 79.6 2.6 1.5 20.8 | 75.7 2.7 0.8

Lack of education / qualifi-

3 " 3.4 96.2 0.3 - 15.8 79.1 4.1 1.0 13.2 85.3 1.2 0.4
cations (finance, sales, etc.)

Unreliable/faulty or in-
sufficient transportation 1.7 97.9 0.3 - 14.2 | 83.8 1.0 1.0 8.5 89.6 1.5 0.4
(X2=33589, p<0.05)

Poor production infra-
structure (X2=18156, 58 | 935 | 07 - 1.2 | 852 [ 26 1.0 147 | 834 | 15 0.4
p<0.05)

Resistance from family

(o 10 | 986 | 03 | - | 61 | 909| 20 | 10 | 50 | 938 | 08 | 04
Stereotypes or socio-cul-

tural barriers (X2=24186, | 03 | 993 | 03 | - | 77 | 903 | 10 | 10 | 62 | 919 | 15 | 04
p<0.05)

Competition 100 | 890 | 10 | - | 71 | 87| 10 | 61 | 50 | 900 | 04 | 46
(X?=17274, p<0.05) 466 | 528 | 03 | 03 | 558 | 421 | 10 | 10 | 403 | 578 | 19 | -
Insufficient/Aunskilled 86 | 911 | 03 | - | 218|746 | 25 | 10 | 151 | 826 | 1.9 | 04

workforce

Low level of digital
development in business 1.4 97.3 1.4 - 12.8 | 78.6 7.1 1.5 11.2 | 84.9 3.1 0.8
(X2=46297, p<0.05)

Other - 65.6 | 13.7 | 20.6 1.0 40.8 7.1 51.0 0.8 43.2 4.6 51.4
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The fact that a significant barrier to doing business is related to financial issues is further supported
by the desk research. The report Gender Impact Assessment of the Law on Entrepreneurs of Geor-
gia notes that, in addition to political instability and an insufficiently qualified workforce, limited
access to finance represents the most substantial obstacle to carrying out entrepreneurial activities
for many women entrepreneurs'%4.

The desk research also aligns with the survey results in highlighting that restricted access to inves-
tor networks, as well as challenges in finding and communicating with potential business partners,
constitute major barriers for women'%>. Moreover, women often experience difficulties in accessing
information and communication technologies, which could serve as critical support tools for carry-
ing out and expanding business activities'0®.

In addition, a study conducted by UN Women emphasizes that women's entrepreneurial activities
are constrained by cultural norms and conservative gender roles that position household duties
and caregiving responsibilities as women'’s primary obligations. These expectations significantly
hinder, and in some cases preclude, their engagement in business activities'®”.

In general, a portion of entrepreneurial activity is influenced by seasonality, which can have either pos-
itive or negative effects on business operations. Among survey participants, the majority (52.8) report-
ed that seasonality did not affect their business (women entrepreneurs - 50.7%; men entrepreneurs -
53.6%). However, a substantial proportion indicated that their business operations fluctuated seasonally
(answer category “Yes, it does” - 41.1%; women entrepreneurs - 43.4%; men entrepreneurs - 40.1%). In
total, 6.2% of respondents found it difficult to answer (women entrepreneurs - 6.3%; men entrepreneurs
- 5.9%). No statistically significant gender differences are observed.

Among those whose businesses were affected by seasonality, the highest production turnover was gen-
erally recorded between June and September (48% on average), whilst the lowest occurred between
January and March (49% on average). According to the majority of respondents, turnover peaked in Sep-
tember (53.5%) and reached its lowest point in February (61.1%). As expected, no statistically significant
gender differences are identified in this regard either (see Table #7.3).

104 Gender Impact Assessment of the Law of Georgia on Entrepreneurs (2024, ISET-PI) https://investorscouncil.ge/media/
dOmp5zjj/gender-impact-assessment-geo-5.pdf

105Female Entrepreneurs’ Gender Roles, Social Capital and Willingness to Choose External Financing (Wang, X., Cai, L., Zhu, X.,
& Deng, S. Asian Business & Management, 2020) https://link.springer.com/article/10.1057/s41291-020-00131-1

106 National Assessment of Women's Entrepreneurship Development in Georgia (ILO and UN Women, 2023) https://crrc.ge/
wp-content/uploads/2024/06/national-assessment-of-wed-eng.pdf

107 Gender Equality Attitutes Study in Georgia (UN Women, Tbilisi, Georgia, 2024) https://georgia.unwomen.org/ka/digital-li-
brary/publications/2025/03/genderuli-tanascorobis-mimart-damokidebulebis-kvleva-sakartveloshi
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TABLE #7.3: PERIODS OF HIGHEST AND LOWEST ENTERPRISE/BUSINESS TURNOVER

... the highest turnover? ... the lowest turnover?

In which month does By Gender By Gender
your enter-prise/business All Entre- All Entre-
have.... (%) preneurs Women En- Men Entre- preneurs Women En- Men Entre-
(N=314) trepreneurs preneurs (N=314) trepreneurs preneurs
(N=166) (N=148) (N=166) (N=148)
January 22.3 20.5 23.2 56.0 50.8 58.3
February 15.5 8.8 18.6 61.1 62.0 60.7
March 15.1 14.9 15.2 30.3 35.6 28.0
April 22.3 23.4 21.8 121 15.9 10.3
May 36.5 37.3 36.1 6.6 9.5 5.2
June 44.4 49.2 42.2 12.9 13.2 12.8
July 47.4 46.0 48.1 19.5 18.7 19.9
August 46.1 41.2 48.4 27.3 281 26.9
September 53.5 49.0 55.5 4.1 2.4 4.9
October 37.5 37.6 37.4 4.6 4.7 4.6
November 29.0 27.8 29.5 12.6 9.8 13.8
December 38.7 36.9 39.5 25.3 19.1 28.1
Difficult to say 4.0 1.7 5.0 2.5 1.6 2.9

Seasonality, as one of the limiting factors affecting women'’s entrepreneurial activities, was also clear-
ly emphasized in the in-depth interviews. In nearly all cases, it was revealed that business activity was
directly linked to seasonal factors - whether climatic or social events that were related or unrelated to
climatic conditions, which often complicated operations in already challenging market environments.
Furthermore, shifts in consumer behavior and broader economic uncertainty contributed to an environ-
ment in which stable demand is virtually non-existent.

“T keep my savings at home and use them for both family and business purposes. I can’t accumulate
enough to open a deposit. We have so many expenses that nothing is left. We put everything back into
the business to purchase products.” (Female entrepreneur, wine production, Samtskhe-/avakheti)

More than half of the entrepreneurs surveyed (53.2%) did not intend to expand their entrepreneurial
activities in the future (women entrepreneurs - 53.2%; men entrepreneurs - 53.1%; p>0.05). The four
primary reasons cited for this decision were: insufficient sales - 34.5%, high market competition - 27.7%,
lack of financial resources - 26.8%, market unpredictability - 26.2%. Detailed statistics on other factors
are presented in Table #7.4. An analysis by gender reveals no statistically significant differences.
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TABLE #7.4: REASONS FOR NOT INTENDING TO EXPAND BUSINESS/ENTREPRENEURIAL

By Gender

ACTIVITIES

, . All
Why /do you not |ntgr}d to e.><.pa7r1(cdyyour busi- Entrepreneurs Women Men
ness/entrepreneurial activities? (%) = Entrepreneurs | Entrepreneurs
(N=199) (N=195)

Due to insufficient financial resources 26.8 30.7 25.2
Due to insufficient sales 34.5 37.8 33.2
Due to market unpredictability 26.2 24.3 27.0
Due to high market competition 27.7 253 28.8
Due to lack of qualified personnel 4.5 4.0 47
Due to limited access to necessary infra- 53 46 56
structure
Due to economic instability 11.9 9.6 12.9
Due to a limited consumer base 9.8 8.9 10.2
Due to unfair tax policies 1.6 0.5 2.1
D'ue: to difficulty cooperating with strate- 05 05 05
gic investors/partners
Due to inflexibility of state financial
programs aimed at supporting the start/

b 0.6 1.0 0.5
development of a business/entrepre-
neurship
Other 4.0 7.2 2.7
Difficult to say 9.8 8.3 10.4
Prefer not to answer 0.4 - 0.6

An analysis of this issue by type of residence revealed that a substantial proportion of entrepreneurs
in the capital (47.8%), as well as in other self-governing cities (58.2%) and municipalities (55.2%), did not
intend to expand their entrepreneurial activities. The dominant reasons cited were consistent across all
categories of residence, reflecting the general trend:

B Lack of finances: Thilisi - 31%, other self-governing cities - 23.7%, municipalities - 25.2%

B Lack of sales: Thilisi - 38.8%, other self-governing cities - 28.6%, municipalities - 35.1%

B Unpredictability of the market: Thilisi - 28.1%, other self-governing cities - 25.2%, municipalities - 25.2%

Bl High market competition: Thilisi - 25.3%, other self-governing cities - 30%, municipalities - 28.3%
(data are statistically reliable: X2=47894, p<0.05) (see Table #7.5).
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TABLE #7.5: REASONS FOR NOT INTENDING TO EXPAND BUSINESS/ENTREPRENEURIAL

By Type of Residence

ACTIVITIES (BY TYPE OF RESIDENCE)

Why do you not intend to expand your Other Self-Gov- -
busi-ness/entrepreneurial activities? (%) Thilisi (N=128) erning Cities Municipalities
= (N=153)
(N=113)

Due to insufficient financial resources 31.0 23.7 25.2
Due to insufficient sales 28.8 28.6 35.1
Due to market unpredictability 28.1 25.2 25.2
Due to high market competition 253 30.0 28.3
Due to lack of qualified personnel 3.2 7.2 3.6
Due to limited access to necessary infra- 8.7 58 16
structure
Due to economic instability 14.9 14.9 6.7
Due to a limited consumer base 6.6 7.9 14.5
Due to unfair tax policies 4.2 - 0.4
Due to difficulty cooperating with strate-

. - 1.2 0.4
gic inves-tors/partners
Due to inflexibility of state financial pro-
grams aimed at sup-porting the start/

) 0.4 1.2 0.4

development of a busi-ness/entrepre-
neurship
Other 1.8 6.7 4.1
Difficult to say 11.1 8.0 9.9
Prefer not to answer - 1.4 -

Conversely, the proportion of entrepreneurs who intended to expand their entrepreneurial activities
was relatively small (23.7%; women entrepreneurs - 23.6%; men entrepreneurs - 23.8%; p>0.05). A simi-
lar proportion of respondents (23.1%) found it difficult to formulate a clear position on the issue.
Among those who did plan to expand their businesses, the majority (58.2%) already had a specific plan
for achieving this goal, whilst more than one-third (37.5%) did not yet have such a plan. Analysis by
gender shows that most male entrepreneurs had a concrete action plan (64%; women entrepreneurs
- 42.3%), whereas among women entrepreneurs, those who stated the opposite were more prevalent
(response category “No, I don't” - 42.3%; men entrepreneurs - 30.4%).

Analysis by type of residence indicates that the proportion of entrepreneurs planning to expand their
business activities in the future was nearly identical in Tbilisi (21%) and other self-governing cities (21.4%),
whilst the proportion was even higher in municipalities (29%). Moreover, in both the capital (70%) and
municipalities (56.8%), the majority of entrepreneurs intending to expand already had a specific plan for
doing so. In contrast, respondents in other self-governing cities predominantly reported that they did
not yet have a concrete action plan (54.8%) (see Table #7.6).
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TABLE #7.6: FUTURE PLANS

Do you plan to expand your entrepre-
neurial activities in the future? (%)

By Type of Residence

Other Self-Gov-

Municipalities

(X2=22034, p<0.05) Thilisi (N=271) err(lli\ngéist)ies (N=280)
Yes, I do 21.0 214 29.0
No, I don’t 47.8 58.2 55.2
Difficult to say 31.3 20.4 15.8

Do you have a specific plan to expand

your enterprise/business in the near

By Type of Residence

Other Self-Gov-

Municipalities

future? (%) (X2=9592, p<0.05) Thilisi (N=54) erning Cities -
z (N=87)
(N=41)
Yes, I do 70.0 42.9 56.8
No, Idon't 25.0 54.8 37.8
Difficult to say 5.0 2.4 5.4

In contrast to the quantitative survey, respondents in the qualitative study spoke more extensively about
their desire to expand their businesses. However, they emphasized that the feasibility of such expansion
largely depended on broader business environment. Limited resources, restricted access to finance,
and insufficient knowledge for strategic planning hindered the implementation of new initiatives. On
the other hand, some entrepreneurs reported considering market diversification and geographic ex-
pansion as structural responses to ongoing internal political and social tensions.

“We are actually in a waiting mode. I am very curious about where this country is headed to. If this coun-
try goes where we all fear [towards Russiaj, I will no longer have any interest in being in this field and will
probably sell and leave. This is probably why we decided to open a Georgian restaurant in Berlin.” (Female
entrepreneur, restaurant chain, Tbilisi)

Atthe aggregate level, survey results indicate that future action steps most commonly involved introduc-
ing new products/services (55.1%), increasing the production of existing products/services (50.7%), and
expanding into new geographic areas (43.5%). Slightly more than one-tenth of entrepreneurs planned
to enter new consumer markets (10.5%) or adopt new technologies (11.6%). No statistically significant
gender differences are observed (see Table #7.7).
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TABLE #7.7: POSSIBLE WAYS TO EXPAND THE ENTERPRISE/BUSINESS

All Y

Entrepreneurs Women Men
(N=96) Entrepreneurs | Entrepreneurs

(N=38) (N=58)

In what ways can you expand your enterprise/

business? (%)

Introducing new products or services 55.1 65.1 53.2

Increasing production of existing prod-

ucts / services >0.7 343 >33
Expanding into new territories 43.5 39.5 44.6
Targeting new customer markets 10.5 13.2 9.7
Exporting manufactured products 2.2 4.8 1.4
Acquiring new businesses 1.4 - 1.8
Introducing new technologies 11.6 211 8.9
Developing online sales channels 26 54 1.9

(e-commerce)

Activities to promote existing products/
services: attending trade fairs, placing 3.6 5.4 3.0
advertisements, etc.)

Other 2.9 - 3.7

Approximately one in four entrepreneurs (24.8%) reported that they did not require additional financial
resources for the future development of their business (women entrepreneurs - 25.5%; men entrepre-
neurs - 24.8%; p>0.05). A further 15.1% found it difficult to articulate a specific position or declined to
answer.

Conversely, 60% of entrepreneurs needed a loan for future investment in the enterprise (women entre-
preneurs - 64.7%; men entrepreneurs - 58.4%; p>0.05). The most common amount needed ranged from
10,000 to 50,000 GEL (41.6%). Additionally, equal proportions of respondents reported needing either
50,000 - 100,000 GEL (14.6%) or more than 100,000 GEL (14.6%) to support business expansion. Analysis
by gender does not reveal statistically reliable differences (see Diagram #7.3).
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Diagram #7.3: Amount of Money Needed for Future Investment in the Enterprise/Business

How much money do you need for future investment in your
business/enterprise?

51.5%

9
37.0% 41.6%

21.9% 20.0%

17.8% 1519 18.2% 12.1% 14.6% 14.6%

= ]

Men Entrepreneurs (N=53) Women Entrepreneurs (N=59) All Entrepreneurs (N=112)

12.1% 9.1%

By Gender

Lessthan GEL 10 000 W GEL 10 000-50 000 GEL 50 000-100 000

B More than 100 000 Difficult to say

Desk research findings indicate that the most important financial factor enabling women entrepre-
neurs to expand their businesses is personal savings. According to a report by the Economic Policy
Research Center, 40% of women entrepreneurs relied on their own savings to finance business ex-
pansion, whilst an additional 19% drew on savings from family members or spouses.'®®

The intended use of the desired/required financial resources was most commonly associated with the

purchase of new technologies (44.6%) and the expansion of the business/enterprise (38.1%). A compar-

atively high proportion of entrepreneurs also reported needing additional funds to purchase raw mate-

rials (32.9%) or to renovate enterprise facilities (30.6%). On average, one in five entrepreneurs planned

to use the specified amount to purchase real estate (22.1%) or to acquire additional equipment (19.5%)

for the enterprise. By gender, no statistically significant differences in these assessments are revealed

(see Table #7.8).

TABLE #7.8: INTENDED PURPOSE OF THE AMOUNT NEEDED FOR FUTURE INVESTMENT

IN THE ENTERPRISE/BUSINESS

For what purpose do you need the funds? (%)

By Gender
All

Entrepreneurs Women Men
(N=112) Entrepreneurs | Entrepreneurs

(N=59) (N=53)

To purchasg new technology (e.g., to 146 308 510
develop a digital sales channel)

To renovate enterprise premises 30.6 354 28.5
To purchase real estate for the enterprise 22.1 17.7 24.2
T_o improve staff or personal qualifica- 57 54 59
tions

To hire additional staff 14.5 8.2 17.3

108women in Business: Opportunities and Impact of the Pandemic (Tbilisi, EPRC, 2021) https://eprc.ge/wp-content/up-

loads/2021/05/women_enterpreneurs_geo.pdf
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To advertise/to promote sales 8.0 14.6 5.0

To purchase additional raw materials 329 38.1 30.5
To repay a loan 3.7 4.2 3.4
To expand the business/enterprise 38.1 30.7 41.5
;I;:Jvzg:;l;;se additional equipment or 19.5 18.0 20.2
To improve the online platform 1.4 - 2.0
To digitize business activities 1.4 - 2.0
To rebrand the business 1.4 - 2.0
el S I
Other 1.2 3.8 -

Entrepreneurs who intended to expand their enterprise in the future identified an improved financial
situation of their organization as the primary motivating factor behind this decision (72.8%). The second
most frequently cited reason was increased demand for products/services (46.9%). A comparatively no-
table proportion of respondents (17.3%) also reported that they would like to expand in order to enhance
the market visibility of their enterprise/organization. All other factors accounted for less than 8% each. A
gender-based analysis reveals no statistically significant differences (see Table #7.9).

TABLE #7.9: FACTORS MOTIVATING THE EXPANSION OF BUSINESS/ENTREPRENEURIAL

By Gender

ACTIVITIES

, : All
Wftmat motlvatgsl yo: t? ex7p§1/nd your business / Entrepreneurs Women Men
entrepreneurial activities? (%) (N=182) Entrepreneurs | Entrepreneurs

(N=93) (N=89)

Improw‘ng the fmgncugl condition of the 728 572 79.5
enterprise / organization
Incrgased demand for the product / 46.9 48.2 46.4
service
Enhanu_ng the ma_rket_v15|b|||ty of the 17.3 1.8 19.7
enterprise / organization
Increasing access to qualified personnel 7.9 7.6 8.0
Increasing access to necessary infrastruc- 6.5 89 54
ture / inventory
Simplifying cooperation with strategic
; 0.6 - 0.9
investors / partners
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Flexibility of state financial programs
aimed at supporting business / entrepre- 2.5 3.5 2.1
neurial development

Implementation / successful use of mod-
ern technologies necessary for business 5.0 5.3 4.9
development

Production of innovative products / ser-

vices 47 10.1 2.4
Other 1.2 1.2 1.2
Difficult to say 1.2 1.2 1.2
Prefer not to answer 0.4 1.2 -

As afinal step in assessing the current and future state, entrepreneurs were asked to reflect on changes
in their enterprise dynamics. According to 45.2% of respondents, their enterprise had remained un-
changed compared with 1 year earlier (score 3 on a five-point scale)'%°. Meanwhile, the proportions of
those reporting deterioration (26.3%; scores 1 and 2) and those reporting improvement (26.5%; scores
4 and 5) were nearly identical. Analysis by gender revealed no statistically significant differences (see
Diagram #7.4).

Diagram #7.4: Current State of Enterprise/Business Compared with One Year Ago

How would you assess the current state of your enterprise/business
compared to one year ago?

44.8% 46.2% 45.2%

24.2% 23.5% 22.7% 9
21.1% 19.0% 0 21.9%

Men Entrepreneurs(N=369) Women Entrepreneurs (N=377) All Entrepreneurs (N=746)

By Gender
Got much worse B Got worse more than improved Has not changed
B Improved more than worsened B Improved alot Prefer not to answer

Regarding future prospects, a sizeable proportion of entrepreneurs maintained a positive outlook and be-
lieved that their enterprise would improve over the next six months (42.3%). For more than one-fifth of re-
spondents (22.5%), the future remained unclear, as they found it difficult to picture a specific scenario. Mean-
while, 30.9% did not anticipate any changes.

Analysis by gender reveals that a larger proportion of male entrepreneurs (44.5%), compared with women
entrepreneurs (37.1%), expected their business to improve in the next six months. Conversely, 8.1% of wom-
en entrepreneurs anticipated a deterioration of their enterprise, a rate three times higher than that reported
by male entrepreneurs (2.7%) (data are statistically reliable: X2=13032, p<0.05) (see Diagram #7.5).

109 A five-point scale was used for the assessment, where a score of 1 corresponds to ‘much worse’ and a score of 5 corre-
sponds to ‘much better’
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Diagram #7.5: Anticipated Changes in Entrepreneurial/Business Activity Over the Next Six Months

What are your expectations regarding how your enterprise/business will
change over the next six months?

37.1%
31.7% 30.6% 30.9%
23.1% 22.2% 22.5%
8.1%
2.7% 4.3%
Women Entrepreneurs (N=377) Men Entrepreneurs (N=369) All Entrepreneurs (N=746)
By Gender
B It willget worse B It will not change It will improve Difficult to say
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8. The Importance of Women'’s Participation in Economic Activity

At the end of the study, respondents were asked to evaluate issues related to the importance of wom-
en’s involvement in economic activity. The analysis began with an assessment of gender balance within
the business sectors in which entrepreneurs operated. According to 37.3% of respondents, the employ-
ment rate of women in their sector was higher than that of men. Conversely, 32.8% believed that men
were employed at higher rates. Meanwhile, 23.2% reported that the employment rates of women and
men were equal.

As per the analysis by gender, the majority of women entrepreneurs (64.1%) stated that the employ-
ment rate of women in their sector was higher than that of men. In contrast, a significant share of men
entrepreneurs (41.5%) believed that men had higher employment rates. The proportion of respondents
who believed that women and men were employed at equal levels was similar across the target groups:
women entrepreneurs - 21.8%, men entrepreneurs - 23.8% (data are statistically reliable: X2=112461,
p<0.05) (see Table #8.1).

TABLE #8.1: GENDER BALANCE IN THE BUSINESS SECTORS IN WHICH RESPONDENTS

OPERATE
By Gender
Please rate, based on your observations, All
the gender balance in the business sector in Entrepreneurs Women Men
which you operate (%) (N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)

The employment rate of men is higher 328 12.3 M5
than that of women
The employment rate of women is high- 273 64.1 26.1
er than that of men
The employment rate of women and men 232 218 238
is equal
Almost no women are employed 4.2 0.5 5.7
Difficult to say 2.4 1.4 2.7
Prefer not to answer 0.2 - 0.2

More than half of entrepreneurs (52%) believed that women'’s involvement in economic activities con-
tributed to improved family well-being, and nearly half (47.9%) reported that women's participation in
business provided them with financial independence. It is also noteworthy that more than one-third of
respondents (35.6%) viewed women'’s involvement not solely at the individual level, but at the societal
level, believing that such participation strengthened the role of women in society. The proportion of
respondents who indicated that women’s engagement in economic activities increased employment
opportunities was also relatively high (29.2%).

While a majority of women entrepreneurs (64.6%) considered women's involvement in economic activ-
ities important primarily because it ensured financial independence, the dominant view among male
entrepreneurs (49.7%) was that such involvement enhanced family well-being. This factor was also im-
portant for 57.3% of women entrepreneurs. In addition, 44.4% of women entrepreneurs and 31.9% of
men entrepreneurs believed that women'’s participation in economic activities strengthened their role
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in society. It is also notable that, compared with women entrepreneurs (2.1%), a higher proportion of
men entrepreneurs (7%) did not consider women'’s involvement in economic activities to be a particular-
ly important issue (data are statistically significant: X2=62489, p<0.05) (see Table #8.2).

TABLE #8.2: IMPORTANCE OF WOMEN'S INVOLVEMENT IN ECONOMIC ACTIVITIES

By Gender

Why do you think women's participation in Al

L activitvis i i Entrepreneurs Women Men
economic activity is important? (%) (N=746) Entrepreneurs | Entrepreneurs

(N=377) (N=369)

Women become financially independent 47.9 64.6 40.8
Families’ well-being improves 52.0 57.3 49.7
Women's role in society strengthens 35.6 44.4 31.9
Employment opportunities increase 29.2 29.0 29.3
Gender equality advances 14.4 16.3 13.6
Gender stereotypes weaken 6.9 7.2 6.8
Other 0.5 0.2 0.6
; do not c0(15|der this a particularly 55 21 70
important issue
Difficult to say 5.0 3.3 5.7
Prefer not to answer 0.6 - 0.8

According to respondents in the in-depth interviews conducted within the qualitative research, women'’s
involvement in entrepreneurship often signifies much more than the pursuit of financial gain. For many
women, entrepreneurial activity represents an avenue for challenging social routines and gender ste-
reotypes, realizing their own capabilities, and asserting themselves in contexts where they are still pri-
marily expected to perform family roles. At the same time, the dual burden (professional and domestic
responsibilities) places women entrepreneurs in a continual state of temporal and emotional strain. As
per the interviewees' accounts, women'’s participation in economic activity frequently becomes an act
of resistance to prevailing cultural norms. In a context marked by systemic femicide and gender-based
violence, women'’s visible engagement in economic life emerges as an alternative strategy for redistrib-
uting power.

Within the survey, the proportions of entrepreneurs who believed that specific measures would con-
tribute to the economic empowerment of women in Georgia were nearly equal. These included a) free
vocational education and training - 34.6%, b) startup grants and financing - 33.7%, and c) preferential
loans/leasing options - 30.8%. Given that women continue to perform the majority of domestic work and
therefore have less time available for entrepreneurial activities, it is noteworthy that 20.4% of respon-
dents considered the availability of childcare services to have a positive impact on women'’s economic
empowerment. Such services would free up time for mothers which, instead of being devoted to house-
hold responsibilities, could be redirected toward entrepreneurial activities.
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Statistically significant findings are observed by gender (X? = 53.939, p < 0.05), although the substan-
tive patterns remain largely similar across the target groups. For both women entrepreneurs (38% on
average) and men entrepreneurs (31% on average), three dominant factors contributing to women'’s
economic empowerment were identified:

B Free vocational education and training - women entrepreneurs - 38.8%, men entrepreneurs - 32.8%

B Startup grants and financing: women entrepreneurs - 38.4%, men entrepreneurs - 31.7%

B Provision of preferential loans/leasing: women entrepreneurs - 37.4%, men entrepreneurs - 28% (See
Table #8.3)

TABLE #8.3: FACTORS CONTRIBUTING TO WOMEN’S ECONOMIC EMPOWERMENT

By Gender

What do you think would contribute most to All
the economic empowerment of women in Entrepreneurs Women Men
Georgia? (%) (N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)
Free vocational education and training 34.6 38.8 32.8
Startup grants and funding 33.7 38.4 31.7
Provision of preferential loans / leasing 30.8 374 28.0
Provision of subsidized loans / leasing 13.4 16.9 11.9
Childcare services 20.4 18.1 214
Mentoring and women's networks 8.3 9.8 7.7
Weakening gender stereotypes 9.3 12.7 7.8
Easier access to financial institutions 13.2 18.5 10.9
Local women's support centers 15.4 20.3 13.4
Promoting women'’s enterprises and
raising public awareness of their role in 14.0 13.0 14.4
the economy
Other 0.1 0.3 -
Difficult to say 13.4 6.2 16.4
Prefer not to answer 0.6 - 0.8

An analysis of this issue by type of residence shows that the general trend is consistent across all three
target locations: a substantial proportion of entrepreneurs believed that the following factors would
contribute to women'’s economic empowerment in Georgia:

H Freevocational education and training: Thilisi - 33.3%, other self-governing cities - 40.9%, municipalities - 31.3%
l Startup grants and financing: Thilisi - 40.1%, other self-governing cities - 25.8%, municipalities - 32.5%
H Provision of preferential loans/leasing: Thilisi - 35.6%, other self-governing cities - 31.4%, municipalities - 24.8%
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However, some notable differences emerge across locations. For example, while more than one-fifth
of entrepreneurs in the capital (21%) prioritized the provision of subsidized loans/leasing, far fewer re-
spondents in other self-governing cities (8.4%) and municipalities (8.5%) shared this view. Furthermore,
the proportion of entrepreneurs who considered childcare services important for enabling women to
allocate more time and emotional resources to entrepreneurial activities was comparable in Thilisi (22%)
and municipalities (25.5%), whereas the corresponding figure in other self-governing cities was approxi-
mately half as high (11.4%) (data are statistically reliable: X2=112786, p<0.05) (see Table #8.4).

TABLE #8.4: FACTORS CONTRIBUTING TO WOMEN'S ECONOMIC EMPOWERMENT (BY

By Type of Residence

TYPE OF RESIDENCE)

What do you think would contribute

most to the econom-ic empowerment of o Other Self-Gov- Municipalities
women in Georgia? (%) Thilisi (N=271) ernln_g Cities (N=280)
(N=195)
Free vocational education and training 33.3 40.9 31.3
Startup grants and funding 40.1 25.8 325
Provision of preferential loans / leasing 35.6 31.4 24.8
Provision of subsidized loans / leasing 21.0 8.4 8.5
Childcare services 22.0 1.4 25.5
Mentoring and women'’s networks 10.1 1.4 4.0
Weakening gender stereotypes 11.5 7.7 7.9
Easier access to financial institutions 7.4 19.8 14.6
Local women's support centers 13.1 17.4 16.6

Promoting women'’s enterprises and
raising public awareness of their role in 8.8 19.9 15.3
the economy

Other - 0.3 -
Difficult to say 14.6 12.4 12.7
Prefer not to answer 1.0 0.8 -
Prefer not to answer - 1.4 -

Respondents in the in-depth interviews discussed both the visible and latent obstacles they encountered
when starting a business, particularly in sectors that society continues to perceive as “male professions.”
The opportunity to develop knowledge and skills was considered especially important for counterbal-
ancing existing structural barriers. Training, mentoring, and professional support were repeatedly iden-
tified as essential resources for women seeking to strengthen their entrepreneurial capacities. Equally
important for women’s empowerment is the involvement of state and non-governmental organizations,
which, according to respondents, should prioritize women'’s entrepreneurship and expand the availabil-
ity of local support centers.
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“Leaving the house would suit a Georgian woman a lot. I think she can never separate herself from her
children. I think this process would be healthy. Georgian women in this country should be independent -
financially and professionally. There are problems with equality in this country; there are so many cases
of femicide. I want Georgian women to find themselves in something else, not just in the family.” (Female
entrepreneur, restaurant chain, Tbilisi)

“If the state opened more local women’s support centers and invited qualified people, it would help our
business development more, and it would also empower us personally. The role of non-governmental or-
ganizations is also very important. Whatever the state can do, non-governmental organizations can also
do. There are NGOs in our region, but there is little emphasis on women entrepreneurs, and programs
are mostly directed toward socially vulnerable groups. I would like to see more programs specifically for
women entrepreneurs; I would participate in them.” (Female entrepreneur, wine production, Tbilisi)

More than one-third of surveyed entrepreneurs (36.1%%) believed that the most significant challenge
for women in business was the difficulty of optimally allocating time between work and family respon-
sibilities, as women, unlike most men, remains the group most heavily engaged in household labor.
In addition, a lack of financial literacy among women (22.9%) was identified as a substantial barrier.
A comparatively high proportion of respondents also cited gender stereotypes, discrimination (17.1%)
and/or limited access to childcare services (15.3%) as challenges. All these factors impede women'’s par-
ticipation in business.
Over one-thirds of women entrepreneurs (38.4%) considered the challenge of balancing work and fam-
ily responsibilities to be the most significant barrier for women to engage in business activities, a view
shared by 35.2% of men entrepreneurs. A larger proportion of women entrepreneurs (28.9%) than men
entrepreneurs (20.3%) identified lack of financial education as an obstacle. Moreover, women entrepre-
neurs were generally more likely to emphasize discriminatory practices, including:
B Gender stereotypes and discrimination: women entrepreneurs - 21.4%, men entrepreneurs - 15.3%
B Men's overrepresentation in managerial and higher-paid positions: women entrepreneurs - 12.7%,
men entrepreneurs - 9.8%

However, it should be noted that limited access to childcare services, which directly constrains women'’s
ability to actively participate in the workforce, was identified as a challenge more frequently by men en-
trepreneurs (16.7%) than by women entrepreneurs (11.8%) (data are statistically significant: X2=44340,
p<0.05) (see Table #8.5).

TABLE #8.5: CHALLENGES FACED BY WOMEN ENGAGED IN BUSINESS ACTIVITIES

By Gender

All
In geggratl), what chal!cgrjtg!es ;:io V\?/oo;nen en- Entrepreneurs Women Men
gaged in business activities face? (%) (N=746) Entrepreneurs | Entrepreneurs
(N=377) (N=369)
Lack of financial education 22.9 28.9 20.3
Gender stereotypes and discrimination 171 21.4 15.3

Difficulty balancing work and family re-

o 36.1 38.4 35.2
sponsibilities
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Wage/income gap between women and

14.6 17.0 13.6

men
Managemer_mt and hlgher-_pald positions 107 12.7 9.8
are predominantly occupied by men
Limited accessto flr?a'n.ce for business / 73 106 5 g
entrepreneurial activities
Lack qfstate support and business-friend- 10.5 12.9 95
ly policies
Lack of knowledge and skills for business 1.7 14.9 104
management
Limited access to childcare services,
preventing women from active-ly partici- 15.3 11.8 16.7
pating in work
Difficulty creating business networks

L : 8.3 8.1 8.3
and establishing professional contacts
Loyv self-esteem and lack of leadership 99 126 8.8
skills
Other 0.2 - 0.3
Women entrepreneurs do not face any 50 35 56
challenges
Difficult to say 12.9 7.0 15.4
Prefer not to answer 0.6 - 0.8

When analyzed by type of residence, two dominant challenges emerge, mirroring the overall trend: the
difficulty of allocating time effectively between work and family responsibilities (Tbilisi - 32.4%; other
self-governing cities - 35.7%; municipalities - 40.6%) and a lack of financial education (Tbilisi - 23.6%;
other self-governing cities - 22.4%; municipalities - 22.3%). Regarding the third most salient challenge,
an average of approximately 18% of entrepreneurs in other self-governing cities (18.8%) and municipal-
ities (17.4%) most frequently identified gender stereotypes and discrimination, a view shared by 15.6%
of Thilisi residents. In contrast, limited access to childcare services was a more pronounced issue in the
capital (20.4%), a barrier that ultimately renders work and family responsibilities incompatible (other
self-governing cities - 11.5%; municipalities - 12.3%) (data are statistically reliable: X?=82491, p<0.05) (see

Table #8.6).
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TABLE #8.6: CHALLENGES FACED BY WOMEN ENGAGED IN BUSINESS ACTIVITIES (BY

TYPE OF RESIDENCE)
By Type of Residence

In general, what challenges do women

engaged in busi-ness activities face? (%) Thilisi (N=271) Other Self-Gov- | Municipalities

erning Cities (N=280)
Lack of financial education 23.6 224 22.3
Gender stereotypes and discrimination 15.6 18.8 17.4
leflcgltx palancmg work and family re- 324 357 406
sponsibilities
Wage/income gap between women and 176 13.9 17
men
Management and higher-paid positions
. . 10.7 9.1 11.7

are predominantly occupied by men
Limited access to flr.1a.n.ce for business / 121 47 38
entrepreneurial activities
Lack of_state support and busi- 14.9 6.8 8.5
ness-friendly policies
Lack of knowledge and skills for busi- 14.6 106 9.4
ness management
Limited access to childcare services, pre-
venting women from actively participating 20.4 11.5 12.3
in work
Difficulty creating business networks

L ; 9.6 9.7 5.7
and establishing pro-fessional contacts
Lo_w self-esteem and lack of leadership 56 123 12.9
skills
Other - 0.7 -
Women entrepreneurs do not face any 24 57 73
challenges
Difficult to say 16.3 10.2 11.2
Prefer not to answer 1.0 0.8 -
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CHAPTER 2. EXPERIENCES AND ASSESSMENTS OF POTENTIAL WOMEN
ENTREPRENEURS

1. Socio-Demographic Information

A total of 51 potential women entrepreneurs participated in the survey. The age distribution indicates
that the largest proportion of the respondents (49%) fall within the 45-64 age category, whilst approxi-
mately one-third belong to the 30-44 age group (see Diagram #1.1).

Diagram # 1.1: Age Distribution of Potential Women Entrepreneurs

Age (N=51)

2.0%

= 1829 w30-44 m45-64 =65+

The vast majority of respondents are married (74.5%), whilst 11.8% are widowed (see Diagram #1.2).

Diagram #1.2: Marital Status of Potential Women Entrepreneurs

Marital Status (N=51)

varried | -
single [N o5

Divorced . 3.9%

Widowed - 11.8%
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A total of 76.5% of potential women entrepreneurs have children, whereas slightly more than one-fifth
(21.6%) do not (see Diagram #1.3).

Diagram #1.3: Having Children

Do you have children? (N=51)

Prefer notto answer [l 2.0%

No,I'dont NG 21.6 %

ves, 1do |,  76.5 %

Among potential women entrepreneurs, the largest share have two children. The proportion of those
with only one child is 23.1% (see Diagram #1.4).

Diagram #1.4: Number of Children Among Potential Women Entrepreneurs

Number of Children (N=39)

4 children [ 5.1%

3 children | 17.9%

2 chilaren | 53.8%

1child | 23.1%

The proportion of respondents residing in urban areas significantly exceeds the proportion of those
living in rural areas (see Diagram #1.5).
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Diagram #1.5: Type of Settlement of Potential Women Entrepreneurs

Type of Settlement (N=51)

u City = Village

49% of potential women entrepreneurs have completed higher education, followed by respondents
with general education - 29.4%. The proportions of those with other educational levels are comparative-

ly small (see Diagram #1.6).
Diagram #1.6: Educational Attainment of Potential Women Entrepreneurs

Educational Attainment (N=51)

Complete general education |GG 05.4%
Vocational education [NNINGTSTE 15.7%
Incomplete higher M 3.9%
Complete higher  [INEIENEGEGEGEEEEE  29.0%

Academic degree [l 2.0%

According to the research findings, 43.1% of potential women entrepreneurs are currently unemployed,
whilst one-quarter are employed in the private sector. The proportions of those who are formally
self-employed and informally self-employed are equal (at 11.8% each) (see Diagram #1.7).

Diagram #1.7: Employment Status of Potential Women Entrepreneurs

Are you currently employed? (N=51)

No, Iam unemployed [N 43.1%

Yes, informally self-employed (does not pay taxes,
I 11.8%
e.g., hanny, tutor, etc.)

Yes, formally self-employed (pays taxes, e.g., . s
individual entrepreneur) 70

Yes, employed in the public sector [ INNERNGINGNGING 25.5%

Yes, employed in the public sector [ G o.8%
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2. Entrepreneurial Experience

A total of 74.5% of potential women entrepreneurs reported having operated a business in the past but
are no longer engaged in entrepreneurial activity. In contrast, the proportion of those who previously
attempted to start a business but were unsuccessful or those who are currently making their first at-
tempt at entrepreneurial activity, is significantly lower (see Diagram #2.1).

Diagram #2.1: Past Entrepreneurial Experience

Do you have any previous entrepreneurial experience? (N=51)

Yes, I previously owned a business but am not longer
- - al activi I, 74.5%
involved in entrepreneurial activity

I attempted to start a business but the attempt was
0,
unsuccessful - 15.7%

No, if I decide tostart, this will be my first attempt - 9.8 %

A breakdown of potential women entrepreneurs’ past entrepreneurial activities/attempts to start a busi-
ness by economic sector shows that the largest proportion operated or sought to operate in the whole-
sale/retail trade/repair (repair of motor vehicles and motorcycles) field (41.3%), whilst slightly more than
one-fifth (21.7%) did so in the accommodation sector. In addition, compared with other sectors, business
activities in agriculture, forestry, and fishing were relatively common (15.2%) (see Diagram 2.2).

Diagram #2.2: Economic Sector of Business/Entrepreneurial Activities

In which sector did you have / you attempt to start entrepreneurial
activity? (N=46)
Agriculture, forestry, and fishing NN 15.2%
Wholesale and retail trade; repair of motor vehicles... I 41.3%
Education [ 4.3%
Accommodation and food service activities NG 21.7%

Arts, entertainment, and recreation [l 2.2%
Real estate activities Wl 2.2%

Electricity, gas, steam, and air conditioning supply [l 4.3%

Other service activiies [N 10.9%

Prefer not to answer [ 4.3%

In addition to the sectoral distribution described above, respondents also identified the specific types
of activities they had undertaken or attempted to initiate within these economic sectors'?. In the

M0 The activities recorded in the three leading economic sectors identified in the study are discussed. Quantitative data for the
remaining sectors are presented in a table in Appendix #2.
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wholesale and retail trade and repair sector, the most common business activities were: grocery and
fruit-and-vegetable shops, flower shops, and wholesale trade. In the accommodation sector, fast-food
establishments were predominant. In the agriculture, forestry, and fishing sector, livestock farming
emerged as the most significant activity (see Table #2.1).

DIAGRAM #2.1: TYPE OF BUSINESS/ENTREPRENEURIAL ACTIVITY

Wholesale and retail trade; repair of motor vehicles and motorcycles % (N=19)
Wholesale and retail trade; repair of motor vehicles and motorcycles % (N=19)
Automobile business 10.5 (N=2)
Auto parts, motor oils 5.3 (N=1)
Pharmacy 5.3(N=1)
Wholesale trade 15.8 (N=3)
Grocery / fruit and vegetable store 31.6 (N=6)
Clothing store 10.5 (N=2)
Flower shop 15.8 (N=3)
Prefer not to answer 5.3(N=1)
Accommodation and Food Service Activities % (N=10)

Food establishment 10 (N=1)

Bakery 10 (N=1)

Fast food 80 (N=8)

Agriculture, Forestry, and Fishing % (N=7)

Annual crops 14.3 (N=1)
Livestock farming 42.9 (N=3)
Prefer not to answer 14.3 (N=1)
Farm 14.3 (N=1)
Cheese production 14.3 (N=1)

Potential entrepreneurs participating in the survey identified the reasons for terminating/not imple-
menting their previous entrepreneurial activity. Five primary reasons emerged: lack of financial profit
from small business operations (63%), difficulty in attracting customers (50%), insufficient mobilized
financial resources (41.3%), low demand for the product/service (39.1%), and an inability to cope with
market competition (34.8%). Respondents very rarely identified other circumstances, such as legal diffi-
culties, lack of family support or opposition from family members, change of residence, and infrastruc-
tural challenges, as obstacles (see Table #2.2).
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DIAGRAM #2.1: TYPE OF BUSINESS/ENTREPRENEURIAL ACTIVITY

>
a 2
, o : e IS5,
Did the following circumstances lead you to terminate/ &= c:
not implement your entrepreneurial activity? (N=46) 3 Q@ c
£ | &7
a
I did not generate financial profit from my small busi- 63 326 4.3 i
ness
The financial resources I had were insufficient 41.3 56.5 2.2 -
Human resources were insufficient 23.9 71.7 4.3 -
I had difficulty attracting customers 50 47.8 2.2 -
I had difficulty repaying a loan 26.1 71.7 2.2 -
Demand for the product / service was low 39.1 58.7 2.2 -
I did not have the_ knovyle?dge / qualifications necessary 19.6 78.3 22 i
for entrepreneurial activity
I encountered legal difficulties 2.2 97.8 - -
Lack of family support 6.5 93.5 - -
Opposition from spouse or family 6.5 91.3 - 2.2
I could not cope with high market competition 34.8 65.2 - -
Infrastructure problems 8.7 91.3 - -
I switched to another activity (employment, study, etc.) 15.2 84.8 - -
Unforeseen event 26.1 73.9 - -
Due to a change of residence 8.7 91.3 - -
Other personal reasons 6.5 93.5 - -
Other - 54.3 8.7 37

Among the women entrepreneurs who participated in the focus group discussions conducted as part
of the qualitative component of the study, most had prior experience in entrepreneurial activity. The
reasons behind the termination of their ventures were multifaceted and reflected the social, economic,
and institutional contexts in which micro and small entrepreneurs operate in Georgia.

The respondents’ accounts indicated that, in most cases, the cessation of business activity resulted not
from individual shortcomings but from a combination of systemic factors. The primary challenge cited
was the difficulty of balancing family and entrepreneurial responsibilities, particularly when caring for
young children. This limited women's ability to participate consistently in daily operations and often
compelled them to hire support staff or shift to passive business management, which contributed to a
decline in management quality.
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“Thad two young children, so I couldn’t dedicate enough time and I couldn’t be there often. Among those
I hired, a situation arose where if they received, for example, 5-6 clients, they would hide it from me and
tellme they had only received 2. That was enough for [the business] to start begin losing money. Because
I had rent to pay... When the owner saw my situation, he asked me to vacate the premises.” (Potential
female entrepreneur, Zugdidi)

In some cases, entrepreneurs retrained employees at their own expense; however, in the context of
high staff turnover, such investments often proved ineffective. The loss of human capital was perceived
by respondents as a serious obstacle, particularly when the entrepreneur was not directly involved in
the technical aspects of production and was therefore fully dependent on the performance of employ-
ees. The interviews also highlighted challenges related to economic instability, including rising prices for
materials and appliances, increased utility costs, rent for business premises, and higher labor expenses.
These factors had a negative impact even on entrepreneurs whose activities were tied to tenders, as
profit margins were significantly reduced. Additionally, respondents identify the lack of local markets
and low demand (due to an insufficient customer base) as key reasons for business failure. In regions
with low purchasing power, consumers often opt for cheaper products and avoid relatively expensive
or branded goods. As a result, entrepreneurs who emphasize quality or offer exclusive services face
difficulties in retaining customers and are unable to secure stable income.

“I participated in tenders. I did reinforcement work on walls and road surfaces. The first stage was very
good - there was profit, everything was OK. But then things changed and everything became more ex-
pensive: labor, materials, equipment... There is no tender of such volume or value that you still have some
profit left. It is just hard work and nothing more.” (Potential female entrepreneur, Adjara)

According to the quantitative findings, in their most recent entrepreneurial activity/attempt to start
such activity, the majority of potential entrepreneurs (58.7%) relied on personal savings as their primary
source of start-up capital, whilst 45.7% obtained financial assistance from family member(s). Addition-
ally, 39.1% of potential women entrepreneurs reported having used/attempted to use a bank loan to
support their entrepreneurial activities (see Diagram #2.3).

Diagram #2.3: Sources of Financial Resources for Starting an Entrepreneurial Activity

Considering your most recent entrepreneurial activity/attempt to start
one, how did you secure/tried to secure financial resources required to
initiate the venture? (N=46)

Personalsavings IS 58.7%
Support from family member(s) I 45.7%
Loan from friends/acquaintances/relatives I 10.9%
Bankloan I 39.1%
Subsidized low-interest bank loan [l 4.3%
Microfinance loan [l 4.3%
Stateprogram [ 6.5%

Grant (froma donoror NGO) M 2.2%
Other M 22%

Prefer not to answer Ml 4.3%
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A total of 43.5% of respondents indicated that they had a pre-developed business plan when starting
their most recent entrepreneurial activity, whilst 56.6% reported the opposite (see Diagram #2.4).

Diagram #2.4: Practice of Developing a Business Plan in Advance

Did you have a pre-developed business plan for starting your most recent
entrepreneurial venture? (N=46)

= Yes, I did = No, I didn't

Among the respondents who had a pre-developed business plan (N=20), 11 reported that the business
plan did not contribute to the successful operation of their business, whilst 9 expressed the opposite
view (see Table #2.3).

TABLE #2.3: THE ROLE OF A BUSINESS PLAN IN THE SUCCESSFUL OPERATION OF A
BUSINESS

How much did your business plan help you run your business successfully? % (N=20)
Not at all 25 (N=5)
Did not help me more than it did 30 (N=6)
Helped me more than not 40 (N=8)
Very much 5(N=1)

The most common reasons for not developing a business plan in advance were the need to start the
business quickly and the lack of time to prepare a plan due to the necessity of focusing on securing
financial resources (see Table #2.4).

TABLE #2.4: REASONS FOR NOT DEVELOPING A BUSINESS PLAN IN ADVANCE

Why did you not have a business plan prepared in advance? % (N=26)
I did not have the knowledge to prepare a business plan 16.7
I thought a business plan was not necessary 16.7
I wanted to start my business quickly and did not have time to prepare a plan 214
I was focused on securing financial resources 21.4
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I preferred to follow my instincts in running the company rather than develop 143
detailed financial plans )
Other 2.4
Difficult to say 7.1

At the stage of starting/attempting to start their most recent entrepreneurial activity, potential women
entrepreneurs most frequently encountered obstacles such as financial barriers (34.8%), a lack of qual-
ified personnel (30.4%), and constraints related to the tax system/bureaucracy (19.6%). Other types of
obstacles were reported relatively infrequently (see Table #2.5).

TABLE #2.5: BARRIERS ENCOUNTERED WHEN STARTING/ATTEMPTING TO START THE
MOST RECENT ENTREPRENEURIAL ACTIVITY

Considering your most recent entrepreneurial activity/attempt at entrepreneurial

activity, what barriers did you encounter when starting a business?

Lack of credit history 2.2
Financial barriers 34.8
Tax system / bureaucracy 8.7
Limited/no access to the consumer market 19.6
Lack of business contacts 8.7
Lack of qualified personnel 30.4
Lack of non-financial / material resources 13
Lack of real estate to use as loan collateral 13
Lack of technical knowledge and experience required for the business 6.5
Lack of financial knowledge 8.7
Lack of a business plan prepared in advance; greater reliance on intuition 6.5
Misconceptions about entrepreneurial activity 2.2
Lack of family support 6.5
Fear of failure or risk 6.5
Lack of time (due to other obligations) 8.7
Other 2.2
I had no prior desire to start a business 2.2
Difficult to say 6.5
Prefer not to answer 2.2
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The lack of financial education was identified as one of the most significant challenges for potential
women entrepreneurs participating in the focus group discussions, directly limiting their ability to start
and successfully manage a business. According to the respondents, they required precise knowledge on
how to properly prepare a business plan, identify risks, conduct market research, operate in accordance
with legal regulations, and prepare documentation correctly. Thus, successful entrepreneurship is di-
rectly linked to the acquisition of systemic knowledge - financial, legal, and managerial. Although some
respondents possessed a certain degree of relevant knowledge (for example, having independently
learned accounting or having gained knowledge through the involvement of a family member in the
business), they nevertheless expressed a strong desire to further enhance their knowledge through
specialized training and professional courses.

“Drawing up a business plan is a serious problem. After developing the initial idea, we need to know
how to correctly formulate the goal, strategies, calculate financial forecasts, analyze the market, identify
potential risks. We also need knowledge of the laws and awareness of legal issues, for example, how
registration is done, how licenses, permits are issued, and so on.” (Potential female entrepreneur, Guria)

Potential entrepreneurs who participated in the quantitative survey and reported encountering finan-
cial barriers when starting /attempting to start their most recent entrepreneurial activity were asked to
specify the nature of these obstacles. The most frequently cited financial challenges included high loan
interest rates, being refused grant financing or loans/leasing, and the inability to secure co-financing
(see Table #2.6).

TABLE #2.6: TYPES OF FINANCIAL BARRIERS

What specific financial barriers did you face? % (N=16)
I was denied a loan / leasing 25

I was denied a grant 31.3

I was unable to meet guarantee / collateral requirements 12.5
Loan interest rates were high 62.5
Loan/leasing/grant terms were unsatisfactory 6.3
Inability to obtain co-financing 18.8
Difficult to say 6.3

3. Barriers to Starting a Business

According to the survey results, 45.1% of potential women entrepreneurs had developed only a business
idea or concept at the time of the survey, whilst 31.4% were actively searching for additional financial
resources. A total of 23.5% of respondents had prepared a business plan, and 17.6% were in the market
research phase. The proportion of those who reported having already secured financial resources or
identified business partners was small (see Diagram #3.1).
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Diagram #3.1: Current Stage of Starting an Entrepreneurial Activity

At what stage are you currently with regard to starting an
entrepreneurial activity? (N=51)

I have abusiness ideaand aconceptonly I 15.1%
I have abusiness plan NN 23.5%
I have secured financial resources [l 3.9%
I am actively seeking additional financial resources NN 31.4%
I have business partners I 5.9%
I have the material-technical resources required to... I 11.8%
I am researching the labour market NN 17.6%
Other M 3.9%
Difficult to say [N 9.83%

One in three potential women entrepreneurs intended to start her business in the service sector (ex-
cluding trade, transport, and tourism-related services), whilst 27.5% planned to operate in the wholesale
and retail trade sector. Only 13.7% reported intention to engage in entrepreneurial activity in agricul-
ture, forestry, and fishing. The proportion of respondents planning to enter other economic sectors was
significantly small (see Diagram #3.2).

Diagram #3.2: Preferred Economic Sectors for Business/Entrepreneurial Activity

In which sector do you intend to operate? (N=51)

Agriculture, forestry, and fishing [ NI 13.7%

Wholesale and retail trade; repair of motor vehicles
and motorcycles

. 27.5%

Education [ 3.9%
Transportation and storage [l 2.0%
Accommodation and food service activities Hll 2.0%

Arts, entertainment, and recreation [ 3.9%

Electricity, gas, steam, and air conditioning supply [l 3.9%

Other serviceactvities |GGG 33.3%
Prefer not to answer [N o s %

23.5% of potential women entrepreneurs reported the desire to start a business in the food industry
- fast food/pasty shop/bakery, whilst 9.8% had plans to open a grocery/fruit-and-vegetable shop. The
proportion of respondents who indicated that they had intention to engage in other types of economic
activities was relatively small (see Diagram #3.3).
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Diagram #3.3: Desired Business/Entrepreneurial Activity

What specific business activity do you want to carry out? (N=51)

Carsales m———— 5 00,

Children’s entertainment center S 2.0%
Electrician services mmmmm 2.0%

Tutoring center = 2 0%

Painting M 2.0%

International freight transport = > 0%
Household item/qgift shop H— 3 9 0,
Home improvement shop I 3.9 0,
Beauty salon m— 399,
Grocery/fruit and vegetable shop I 0.3 %
Fast food/pastry shop/bak ery 1 —— )35 O/
Clothing shop m— 5 0,
Production of leather goods HEEEE 209
Tourism = 2.0
Non-ferrous metal scrap collection = > 09
Farming I 7.8
Flower shop me—— 39
Difficult to say T — ————— 5 0
Prefer not to answer IIEEEEEEGEGEGEGEGEGEGNGNGNGNGNGG_G 0.8 %

Having relevant practical skills and experience were most commonly identified as primary factors influ-
encing the initiation or implementation of entrepreneurial activity (56.9%). Other key factors included
insufficient income (35.3%), the desire to work independently (33.3%), possession of relevant education
(27.5%), and an interest in engaging in entrepreneurial activity (23.5%) (see Diagram #3.4).

Diagram #3.4: Factors Influencing the Initiation/Implementation of Entrepreneurial Activity

Why did you decide to start an entrepreneurial activity? (N=51)

I have therelevant education NN 27.5%

I have therelevant practical skills and experience NN 56.9%

I have sufficient financial resources and decided to

; I 9
invest them 13.7%

My incomeis insuffident for me NS 353%

This activity is my hobby I 15.7%

The idea of carrying out entrepreneurial activity is

i ; ] 59
interesting for me 23.5%

I will manage the business myself NN 33.3%
Other WM 3.9%
Difficult to say M 3.9%

Prefer not to answer M 2.0%
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Among the sources of financial resources required to start an entrepreneurial activity, personal sav-
ings were most frequently identified as the primary source by potential women entrepreneurs (45.1%),
followed by financial support from family members (31.4%), bank loans (29.4%), and state programs
(23.5%). It is noteworthy that none of the surveyed potential entrepreneurs had experience using finan-
cial resources, such as leasing, bank loans with collateral subsidies, microfinance loans, or loans from
informal moneylenders (see Diagram #3.5).

Diagram #3.5: Sources of Financial Resources for Starting an Entrepreneurial Activity

How are you trying to secure the financial resources necessary to start a
business? (N=51)

Personal savings [ 45.1%
Support from family member(s) NN 31.4%

Loan from friends/acquaintances/relatives [INNNNEGEGEE 11.8%

Bank loan N 29.4%

Subsidized low-interest bank loan (e.g., agrocredit) [l 2.0%

State program (e.g., Enterprise Georgia, Start-Up
Georgia)

Grant (froma donor or NGO) NG 15.7%

Start-up financing through non-state programs B o
(venture capital/angel investment) 77

. 23.5%

Other NN 5.8%

According to the majority of potential women entrepreneurs participating in the focus group discus-
sions, when seeking financial resources, they primarily turned to family members for support or relied
on personal savings. On the one hand, this strategy underscores the role of the family as a source of
both financial and emotional support; on the other hand, it highlights the difficulties women face in en-
gaging with formal financial institutions. Respondents’ attitudes were characterized by skepticism and
low levels of trust towards state bodies and financial institutions, which further constrained their access
to economic support.

Approximately half of potential woman entrepreneurs surveyed (51%) reported needing between GEL
10,000 and 50,000 to start a business/entrepreneurial activity, whilst one-quarter (25.5%) indicated a
need for less than GEL 10,000. The proportion of respondents requiring larger amounts of start-up cap-
ital was relatively small (see Diagram #3.6).
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Diagram #3.6: Amount of Financial Resources Needed to Start a Business/Entrepreneurial Activity
How much money do you need to start your business/enterprise? (N=51)

Lessthan GEL 10 000 I 255 %
10000-50 000 I —— 51.0%
GEL 50 000-100 000 NN 7.8 %
More than 100 000 I 59%
Difficult to say I 73%

Prefer not to answer Wl 2.0%

Just over half of potential women entrepreneurs (51%) reported needing financial resources to purchase
raw materials for entrepreneurial activities, whilst a slightly smaller proportion (49%) required funds to
invest in infrastructure. Nearly one-fifth of respondents indicated a need for financial resources to hire
staff, and 17.6% required funds to purchase real estate for their enterprise (see Diagram #3.7).

Diagram #3.7: Purpose of Required Financial Resources

For what purpose do you need the funds? (N=51)

To purchase infrastructure (primary assets required
for production)

To purchasereal estate for the enterprise [ NN 17.6%

N, 49.0%

To improve qualifications [l 3.9%
To hirestaff [N 19.6%
To purchaseraw materials [INNINININIGIGTNNNNEEEEEEE 51.0%
Other I 9.8%
Difficult to say [l 5.9%
Prefer not to answer [l 2.0%

According to the survey results, 31% of potential women entrepreneurs reported having experienced a
denial of financing, whilst 69% indicated no such experience (see Diagram #3.8).
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Diagram #3.8: Experience of Being Denied Financing

Have you ever had an experience of being denied financing by a bank or a
microfinance organization? (N=29)

m Yes, I have ® No, ]I have not

Among respondents who reported having been denied financing, one respondent each indicated that
the denial came from TBC Bank (N=1), Bank of Georgia (N=1), and Credo Bank (N=1). In addition, three
respondents were denied financing by the Enterprise Georgia program (see Table #3.1).

TABLE #3.1: FINANCIAL INSTITUTIONS THAT DENIED FINANCING TO POTENTIAL
WOMEN ENTREPRENEURS

From which financial organization? N

Enterprise Georgia N=3
TBC Bank N=1
Credo Bank N=1
Bank of Georgia N=1
Startup (could not pass the final stage) N=1
Prefer not to answer N=2

The primary reason cited for the refusal of financing was insufficient income (N=5). In addition, two po-
tential entrepreneurs reported that their applications were rejected due to the absence of real estate of
sufficient value registered in their name. Other reasons, each mentioned by one respondent, included
a lack of reliable credit history, incomplete submission of required documentation, and the absence of
registered property ownership.
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Bank Loans

Quantitative findings indicate that among the financial institutions approached by potential entrepre-
neurs for bank loans, TBC Bank is the most frequently cited (N=6), followed by the Bank of Georgia
(N=3) and Credo Bank (N=2). With regard to the possible loan duration, three potential entrepreneurs
reported planning a two-year loan term, whilst an equal number indicated a planned duration of five
years. Additionally, two respondents planned a three-year loan term, and a further two indicated a du-
ration of ten years. In terms of loan size, three respondents planned to obtain a bank loan of 5,000 GEL
or less, and an additional three anticipated borrowing between 5,001 and 10,000 GEL. Two respondents
needed loans in the ranges of 10,001-20,000 GEL, whilst another two indicated a need for loans between
40,001-80,000 GEL. Within the framework of the survey, only four respondents specified the annual
effective (rather than nominal) interest rate offered by financial institutions, which ranged from 12 to
18% (see Table #3.2).

TABLE #3.2: DETAILS RELATED TO OBTAINING A BANK LOAN

Which financial institution are you working with to start your entre- Potential Entrepreneur
preneurial activity? (N=15)

Bank of Georgia 3

TBC Bank 6

Credo Bank 2

I do not remember the name of the bank 2

Prefer not to answer 2

Potential Entrepreneur

What is the duration of the loan you plan to take (in years)?

(N=15)

1 year 1

2 years 3

3 years 2

5 years VvV
6 years 1
10 years 2
Difficult to say 3
What loan amount do you plan to take (in GEL)? Potentia(ll\lfggpreneur
Up to 5000 GEL 3
5001-10000 GEL 3
10001-20000 GEL 2
20001-40000 GEL 1
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40001-80000 GEL 2

160001+ 1

Difficult to say 3

What is the annual effective interest rate (not nominal) offered for Potential Entrepreneur
the loan? (N=15)

12% 1

15% 1

16% 1

18% 1

Difficult to say 1

Subsidized Low-Interest Bank Loan

Only one potential entrepreneur respondent reported having attempted to obtain a subsidized prefer-
ential bank loan in cooperation with Credo Bank. The anticipated loan duration was five years, with a
requested amount of 50,000 GEL. None of the respondents specified the annual effective interest rate
offered by the bank.

State Programme

In order to secure initial financial capital, a total of 12 potential entrepreneurs reported attempting to
participate in state programs, eight of whom sought financing through the LEPL Enterprise Georgia
program. Two respondents identified the required amount of financing as 10,000 GEL, whilst anoth-
er two indicated a need for 20,000 GEL. Two respondents reported requiring the largest amount of
financial resources, estimated at 100,000 GEL. Regarding loan duration, two respondents planned to
request financing for a period of 24 months within the state program. The shortest requested duration
(10 months) and the longest (84 months) were each reported by one respondent. Only one participant
specified the estimated annual effective interest rate (18%) (see Table #3.3).

TABLE #3.3: DETAILS RELATED TO OBTAINING FINANCING UNDER THE STATE
PROGRAM

State Program

Under which state program are you trying to obtain financing? PO (EMITE pTEmET

Enterprise Georgia 8
Startup 1
Difficult to say 3
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How much financing do you plan to request under the state program

Potential Entrepreneur

(in GEL)? (N=12)
10 000 GEL 2
15 000 GEL 1
20 000 GEL 2
30 000 GEL 1
60 000 GEL 1
100 000 GEL 2
Difficult to say 2

Prefer not to answer

What is the term of the financing you plan to request under the state

program?

Potential Entrepreneur
(N=12)

10 months

12 months

15 months

24 months

60 months

84 months

Prefer not to answer

What is the annual effective interest rate (not nominal) offered for

Potential Entrepreneur

financing under the state program? (N=12)
18% 1
Difficult to say 10
Prefer not to answer 1
Prefer not to answer 2

The qualitative findings indicate that potential women entrepreneurs largely report negative experienc-

eswith state programs. A primary concern relates to the frequent mismatch between program priorities

and women'’s actual entrepreneurial needs. For example, one respondent noted that, despite participat-

ing twice over several years in the LEPL Enterprise Georgia program, her initiative to establish a green-

house was not funded because this activity was not considered a program priority. Geographical eligi-

bility requirements also constitute a significant barrier. Some respondents were unable to participate

because they resided in urban areas (programs were primarily designed for rural populations). In ad-

dition, information about state programs often comes from informal sources (acquaintances/relatives)

rather than reliable and detail-oriented information channels (based on the respondents’ experience).

Women often rely on the negative experiences of others, which undermines their motivation and initial
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willingness to participate in such programs. Another major obstacle is bureaucratic complexity, which is
characteristic of both state programmes and services offered by formal financial institutions. Potential
women entrepreneurs repeatedly emphasized that the extensive documentation requirements, per-
mits, business plans, architectural services, and associated costs, along with length and uncertainty
about procedures, created significant stress.

“One issue was that you had to operate [the business] in a rural area, whilst I live in the city. The amount
indicated for a business, the share I was expected to pay exceeded my turnover.” (Potential female entre-
preneur, Guria)

“I participated in the Enterprise Georgia project twice, but greenhouses were never funded because they
were not among their priorities.” (Potential female entrepreneur, Khidistavi)

A similar attitude was also expressed towards the banking sector. In some cases, financing approved
within the framework of the state program cannot be effectively implemented through banking chan-
nels. The experience of one respondent who participated in the Enterprise Georgia program illustrates
a broader systemic issue: banks frequently complicate procedures, impose additional collateral provi-
sion or require the transfer of all financial operations to the lending institution, even when such condi-
tions are not stipulated in the program guidelines. In one notable case, a respondent applied to three
different banks and was able to reach an agreement only on the fourth attempt. By that time, nearly
two months of the project term had elapsed, and the risk of losing the approved financing had become
substantial. Moreover, a recurring narrative emerged from the interviews: women entrepreneurs often
refrained from participating in state programs, as well as from cooperating with banks, not due to a lack
of need, but because of deep-seated skepticism and low levels of trust. Some respondents emphasized
that access to financing was frequently contingent upon having “influential connections” (e.g., within
city halls, local government, or other powerful circles). Such beliefs further discourage engagement with
formal institutions and reinforce distrust towards systemic state support.

“I participated in a program that provided GEL 50,000 to women individual entrepreneurs. I prepared a
business plan to build a cottage in a village and soon received a positive response from the Enterprise
Georgia program. The main problem started afterward - I applied to several banks to receive the funds.
My main account was at the Bank of Georgia, but since I was not registered as an entrepreneur, although
they accepted my application, they did not transfer the money. It seems they are not interested in issuing
interest-free loans. TBC required me to transfer all my personal financial products to them, whilst other
banks asked for collateral, which was not required under the program. Eventually, I applied to Liberty
Bank, and I am still waiting for a response.” (Potential female entrepreneur, Tskaltubo)

“I've heard about this [Enterprise Georgia] program, but I've never really wanted to apply because it takes
a long time for them to review applications and most likely, they won't even finance you. Only one in a
thousand gets approved. From what I know, their project are more likely to be financed. As my acquain-
tance who applied mentioned earlier, those who have connections in city hall, government receive more
attention. ‘Ordinary’ people are financed much less.” (Potential female entrepreneur, Akhaltsikhe)

Atotal of eight potential entrepreneurs planned to use grant funding to finance their business activities.
None of these respondents had yet applied to a grant-providing organization, nor had they decided
which organization they would apply to. Within the framework of grant financing, one respondent each
planned to request amounts of 15,000 GEL, 20,000 GEL, and 100,000 GEL. Three respondents also in-

187



dicated different expected grant durations (12 months, 15 months, and 24 months), respectively (see
Table #3.4).

TABLE #3.4: DETAILS RELATED TO OBTAINING A GRANT

Which organization did you apply to for a grant? LTI el

(N=8)
I have not decided yet /I have not applied yet 8
How much grant funding do you plan to request (in GEL)? Potential(’lilrltsr)epreneur
15 000 GEL 3
20 000 GEL 2
100 000 GEL 1
Difficult GEL say 1
Prefer not to answer 1

Potential Entrepreneur

What is the term of the grant funding you plan to request?

(O))
12 months 1
15 months 1
24 months 1
Difficult to say 3
Prefer not to answer 2

Startup Financing

Two potential entrepreneurs reported plans to use startup financing. One of them indicated that the
state provided co-financing, whilst the other did not specify the institution to which the application was
submitted for financing. One respondent intended to request financing for a period of 6 months, where-
as the other planned a 24-month financing period. Both potential entrepreneurs intended to apply for
funding in the amount of 20,000 GEL. With regard to the annual effective interest rate, one respondent
reported a rate of 0%, whilst the other was unable not provide an answer.

56.9% of potential entrepreneurs reported facing financial barriers to initiating entrepreneurial activity.
Approximately one third also identified a lack of qualified personnel and fear of failure or risk as significant
challenges. One quarter cited the absence of business contacts and a pre-developed business plan as prob-
lematic. The vast majority of respondents (>90%) reported not facing the following obstacles to launching
entrepreneurial activities: lack of family support, family opposition and gender stereotypes, or cultural barri-
ers. Legal difficulties, issues related to the tax system/bureaucracy, lack of real estate for loan collateral, time
constraints, and similar factors were also rarely identified as barriers (see Table #3.5).
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TABLE #3.5: CURRENT BARRIERS TO STARTING AN ENTREPRENEURIAL ACTIVITY

What barriers do you currently face in starting an en- Difficult PEEr
trepreneurial activity? (N=51) to say not to
Financial barriers 56.9 39.2 3.9 -
Lack of credit history 15.7 78.4 5.9 -
Lack of a business plan 235 68.6 7.8 -
Legal difficulties 7.8 84.3 7.8 -
Tax system / bureaucracy 9.8 84.3 5.9 -
Limited/no access to the consumer market 19.6 66.7 13.7 -
Lack of business contacts 25.5 66.7 7.8 -
Lack of qualified personnel 35.3 56.9 7.8 -
Iégilizﬁlftac'?:'-gi?t?\zfti?elssmaterial resources (e.g., land for 235 70.6 3.9 P
Lack of real estate to use as loan collateral 11.8 80.4 7.8 -
If.::l;hc;f;ics?r?eigzl knowledge and experience required 137 78.4 78 i
Lack of financial literacy 17.6 66.7 15.7 -

Lack of a business plan prepared in advance; greater

; S 25.5 62.7 11.8 -
reliance on intuition

Misconceptions about entrepreneurial activity 11.8 78.4 9.8 -
Lack of family support 5.9 90.2 3.9 -
Fear of failure or risk 35.3 58.8 5.9 -
Opposition from family 5.9 90.2 3.9 -
Gender stereotypes or socio-cultural barriers 2 92.2 5.9 -
Lack of time (due to other obligations) 7.8 84.3 5.9 2
Other 66.7 255 7.8 -

Barriers encountered during the process of obtaining financial resources were primarily related to high loan
interest rates (37.9%) and the refusal of grant funding (27.6%). In addition, 17.2% of respondents identified
the inability to provide co-financing as a significant obstacle (see Table #3.6).
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TABLE #3.6: BARRIERS TO OBTAINING FINANCIAL RESOURCES

What are the specific barriers to obtaining financial resources? (N=29)

I was denied a loan / leasing 13.8
I was denied a grant 27.6
I was unable to meet guarantee / collateral requirements 10.3
Loan interest rates were high 379
Loan/leasing/grant duration is are unsatisfactory 3.4
Informal / unregistered business status 6.9
Inability to obtain co-financing 17.2
Difficult to say 20.7

Only one respondent identified obstacles related to gender stereotypes/socio-cultural barriers, noting that
financial institutions did not take women-led businesses seriously, which constrained their ability to obtain
the necessary financing.

4. Actors/Mechanisms Supporting Entrepreneurial Activity

The overwhelming majority of potential entrepreneurs (94.1%) are not members of any business asso-
ciation/network/union. One respondent found it difficult to provide an answer, whilst two respondents
(3.9%) reported having positive experience in this regard. Of these, one is a member of the partnership
Green Snow, whilst the other declined to name a specific union.

The majority of potential women entrepreneurs (54%) reported being unaware of existing programs
that support women entrepreneurs and, consequently, having no experience of participation. As for
engagement, a relatively large proportion had taken part in several initiatives, including the LEPL Enter-
prise Georgia program (86.3%), Yes-Georgia (45.1%), the UNDP and Bank of Georgia Women Entrepre-
neurs Development Program (47.1%), the Women'’s Fund in Georgia (35.3%), agricultural development
programs (35.3%), and the Startup Georgia program (45.1%) (see Table #4.1).
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TABLE #4.1: AWARENESS OF AND PARTICIPATION IN ENTREPRENEUR SUPPORT PRO-
GRAMMES

Please indicate whether you have heard, and partici-
pated in, any programs supporting entrepreneurs? (%)
(N=51)

partici-pated
Diffi-cult to say

=
=
(e]
©
—
©
()
=
v
>
©
1=
—
v
Y
>

Yes, I have heard and parti-
No, I have neither heard nor
Prefer not to an-swer

Enterprise Georgia 86.3 7.8 3.9 - 2.0

YES-Georgia (a program funded by the United States

Agency for International Development - USAID) 431 2.8 431 i 2.0

Women Entrepreneurs Development Program (a joint
initiative of the Bank of Georgia and the United Nations 47.1 5.9 451 - 2.0
Development Programme - UNDP)

GENIE Project (an initiative supported by the World

Bank) 25.5 7.8 64.7 - 2.0
Women'’s Fund in Georgia 35.3 9.8 52.9 - 2.0
Agricultural Programs Development (ENPARD) 353 | 11.8 | 51.0 - 2.0
Mentoring Women in Tech Programmes (an initiative of )

the Business and Technology University - BTU) 137 1371 706 20
EU4Youth / EU4Business (European Union support 196 118 | 667 ) 20
programs for women en-trepreneurs)

“Startup Georgia” (M|n|§try of Economy and Sustainable 451 98 431 ) 20
Development of Georgia)

Women's Economic Empowerment Program (UN Women) | 13.7 13.7 | 70.6 - 2.0
Women's Economic Empowerment (GIZ) 17.6 9.8 70.6 - 2.0

Support and grants for women'’s business groups

(CARE Caucasus) 13.7 | 1.8 | 70.6 2.0 2.0

TASO Foundation 23.5 7.8 62.7 2.0 3.9

The focus group analysis further demonstrates that potential women entrepreneurs have limited en-
gagement in both professional and informal networks. Respondents are generally unaware of special-
ized business or professional associations established specifically for women entrepreneurs, indicating
a lack of contact with organized support networks. According to participants, particularly those at the
early stages of entrepreneurial activity, interaction with experienced individuals is essential, as it en-
hances access to information and serves as an important source of emotional support and motivation.
Such networks are perceived as potential spaces for the exchange of practical advice (ranging from tax
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registration procedures to financial planning). Consequently, low levels of network involvement not only
restrict women entrepreneurs’ access to knowledge but also undermine self-confidence and heighten
feelings of isolation. These factors are especially detrimental to long-term success in the entrepreneurial
environment.

Discussing specific support actors within the framework of the quantitative survey indicates that the
majority of potential women entrepreneurs (68.6%) relied on family members/relatives when initiating
entrepreneurial activity. The primary social group was perceived as the source of both material and
moral support. A substantial proportion of respondents also considered secondary social groups, such
as friends and acquaintances (41.2%), to be important in this regard. More than one fifth of respondents
viewed donor programs and grants as a form of support (21.6%), whilst 11.8% prioritized state programs
as a support mechanism. Among the above categories, family members and relatives were identified as
the most significant source of support (52.9%). The proportion of potential women entrepreneurs who
identified donor programs and grants as a priority (15.7%) was also relatively high (see Table #4.2).

TABLE #4.2: POTENTIAL SUPPORTING ACTORS AND THEIR IMPORTANCE FOR START-
ING A BUSINESS

In your opinion, who/
what would help you
start/implement an

en-trepreneurial activi-

Based on your experi-
ence, which form of sup-

port would be the most
important? (N=51)

ty? (N=51)

Z?nrrcl)i_lglig:]gwyl;ers / relatives (financially or 68.6 52.9
Friends / acquaintances 41.2 9.8
In-person consultation/consultations 5.9 2.0
Online consultation/ consultations 2.0 -

In-person training program(s) 2.0 2.0
Online training program(s) 3.9 2.0
Informal education center 2.0 -

Business partners 5.9 3.9
State program 11.8 3.9
Donor-funded programs / grants 21.6 15.7
Other female entrepreneur(s) 3.9 2.0
Online resources, including videos 3.9 2.0
Difficult to say 3.9 3.9
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The survey assessed the skills and knowledge that, according to potential women entrepreneurs, a suc-
cessful female entrepreneur should possess. The majority indicated that a successful woman entrepre-
neur should be able to develop a business plan (56.9%) and prepare a business budget (51%). In contrast,
an average of only 28% of respondents reported possessing these competencies themselves: ability to
develop a business plan (29.4%) and prepare a business budget (25.5%). Approximately half of potential
women entrepreneurs also emphasized the importance of being able to determine initial costs/required
capital (49%) and to calculate expected profit/loss in advance (47.1%). The above suggests that respon-
dents' perceptions portray a successful female entrepreneur as someone capable of independently
identifying and addressing key issues. On the other hand, however, the findings reveal that only one
third of respondents (33.3%) were able to determine initial costs and required capital independently,
whilst the proportion of those with knowledge of proper accounting (23.5%) and the ability to calculate
estimated profit/loss in advance (21.6%) was over one fifth each. Overall, the majority of potential wom-
en entrepreneurs did not yet possess the skills that, by their own assessment, characterized a successful
female entrepreneur. This discrepancy was particularly pronounced with regard to securing sources of
financing: while 23.5% of respondents believed this competence was essential for a successful female
entrepreneur, only 7.8% reported having this knowledge themselves (see Table #4.3).

TABLE #4.3: PROFILE OF A SUCCESSFUL FEMALE ENTREPRENEUR

...should a successful
fe-male entrepreneur

In your opinion, what financial knowledge...

... do you pos-sess?

[ S
i) pos-sess? (N=51) (NS5}
Business plan development 56.9 29.4
Business budget development 51.0 255
Estimating initial costs and required capital 49.0 333
Forecasting expected profits and losses 47.1 21.6
Registration and management of financial
. 15.7 9.8

documentation
Forms of communication with banks /

S N 7.8 7.8
microfinance organizations
Detailed analysis of loan terms and inter- 137 3.9
est rates
Securing sources of financing (grants, 235 78
programs, etc.)
Correct accounting practices 294 23.5
Knowledge of tax regulations 13.7 13.7
Financial security (payments, fraud, etc.) 11.8 7.8
Difficult to say 3.9 13.7
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According to focus group participants, the perceived profile of a successful female entrepreneur com-
prised several key attributes, including sociability, knowledge of markets and their own business, finan-
cial reporting skills, the ability to make independent decisions, and self-confidence.

A total of 88.2% of potential women entrepreneurs participating in the survey reported that having ad-
ditional financial knowledge at the business start-up stage would be helpful; of these, 37.3% indicated
that it would be very helpful. In particular, 44.4% of respondents needed assistance in preparing a busi-
ness budget, whilst an equal proportion of 33.3% each identified support needs in determining initial
costs/required capital and in seeking sources of financing and conducting a comparative analysis of
alternative opportunities. Slightly more than one third of respondents (35.6%) indicated that assistance
with calculating expected profits and losses in advance would be important at the start-up stage. In
addition, approximately one quarter of potential women entrepreneurs (26%) reported that they may
need support in developing a business plan (26.7%) or maintaining proper accounting records (24.4%)
(see Table #4.4).

TABLE #4.4: AREAS OF FINANCIAL KNOWLEDGE NEEDED TO START A BUSINESS

What types of financial knowledge would help you when starting a business? (N=45)

Business plan development 26.7
Business budget development 44.4
Estimating initial costs and required capital 333
Forecasting expected profits and losses 35.6
Registration and maintenance of financial documentation 17.8
Forms of Fommunication with banks / microfinance organizations and knowledge 13.3
of one’s rights )
Detailed analysis of leasing and/or loan terms 4.4
Secyring sources of financing (grants, programs, etc.) and comparative analysis of 333
available options

Correct accounting practices 24.4
Knowledge of tax regulations 11.1
Financial security (payments, fraud, etc.) 13.3
Difficult to say 2.2

In addition to financial resources, potential women entrepreneurs identified support in the following
areas to be significant: facilitation of market access (31.4%), provision of information about existing pro-
grams (23.5%), free business consultations (21.6%), and assistance with drafting a business plan (19.6%).
In contrast, the proportion of respondents who reported a need for assistance with legal registration
(3.9%), development of digital skills (7.8%), or preparation of a business budget (9.8%) was particularly
small. Among the listed forms of support, facilitation of market access (21.6%) and the dissemination of
information about available programs (13.7%) were identified as the highest priorities (see Table #4.5).
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TABLE #4.5: TYPES OF NON-FINANCIAL SUPPORT NEEDED FOR STARTING A BUSINESS
AND THEIR IMPORTANCE

What do you consider
to be the most effective
non-financial support
mech-anism for start-
ing an entrepreneurial

When starting your
busi-ness, aside from

financial resources,
what do you need most?
(N=510

activity?

(N=51) 68.6 52.9
Free business training 17.6 9.8
Free business consultations 21.6 5.9
Digital skills development 7.8 3.9
Provision of information on existing sup- 235 13.7
port pro-grams
Assistance with business plan preparation 19.6 3.9
Assjstance with business budget prepa- 08 98
ration
Assistance in recruiting qualified personnel 15.7 3.9
Simplified legal registration procedures 3.9 2.0
Support with access to markets 31.4 21.6
Facilitation of connections with potential

; 17.6 7.8
business partners
Assistance with financial accounting /

. 13.7 3.9

tax-related issues
Provision of tax benefits 17.6 9.8
Difficult to say 2.0 2.0
Prefer not to answer 2.0 2.0

The focus group findings further underscore that a lack of financial resources constitutes a key barri-
er for nearly all potential entrepreneurs surveyed; however, this constraint is accompanied by several
other critical needs: professional and qualified consultations, finding a reliable accountant, improved
understanding of tax regulations, and the accumulation of practical knowledge. For instance, one re-
spondent emphasized a strong desire to establish contact with individuals already operating in a similar
field in order to avoid unnecessary time and financial expenditures.

In this context, there is a clear demand not only for formal professional networks but also for plat-
forms that enable aspiring women entrepreneurs to share and acquire practical experiences. Such sup-
port spaces would significantly enhance the autonomy of potential women entrepreneurs and, in turn,
create more favorable conditions for sustainable business development. Participants also expressed a
strong willingness and interest in engaging in such initiatives.
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5. Financial/Non-Financial Product Assessment

More than half of potential women entrepreneurs (52.9%) reported visiting bank branches in person to
access financial services, whilst one-third used mobile banking (33.3%). These two channels constituted
the dominant forms of access to financial services (see Diagram #5.1).

Diagram #3.7: Purpose of Required Financial Resources

Which channel do/did you use most often to access financial services? (%)
(N=51)
In-person visitsto the branch T 52.99%
Mobile banking T 333y
Online platforms N 7.8%
Other M 20%

Difficult to say B 3.9%

When assessing individual financial and non-financial products, it was found that the vast majority of
potential women entrepreneurs (85%) had no experience using most of the services listed. The products
used relatively more frequently included microloans (41.2%), business loans (21.6%), digital financial ser-
vices (19.6%), and deposits (15.7%). For other services, usage rates in some cases did not reach 10% (see
Table #5.1).

TABLE #5.1: EXPERIENCE USING FINANCIAL/NON-FINANCIAL PRODUCTS/SERVICES

Please select all financial / non-financial services / No Difficult E?tftec:
products that you currently use / have used (%) (N=51) to say say
Microloan 41.2 56.9 2.0 -
Business loan 21.6 76.5 2.0 -
Start-up financing 5.9 92.2 2.0 -
Grant 5.9 92.2 2.0 -
State program 2.0 96.1 2.0 -
Leasing - 98.0 2.0 -
Business insurance 2.0 96.1 2.0 -
Riagritszlcftiir:;r;ces/online services/online payments, and 19.6 78.4 20 i
Business bank cards 7.8 90.2 2.0 -
Deposit 15.7 78.4 5.9 -
Business training programs 9.8 88.2 2.0 -
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Business consulting services 2.0 96.1 2.0 -

Networking meetings 7.8 90.2 2.0 -
Legal assistance 3.9 94.1 2.0 -
Other - 52.9 11.8 35.3

The primary reasons cited by potential entrepreneurs for not using different types of financial assis-
tance were related to the following factors: perceptions of low likelihood of obtaining financing (28%),
having mobilized financial resources from alternative sources (18%), and having sufficient personal fi-
nancial resources (18%). A relatively high proportion of respondents also reported that they were un-
aware of the availability of financial services they could use (12%) or indicated that they had no need to
access such services (14%) (see Table #5.2).

TABLE #5.2: REASONS FOR NOT HAVING EXPERIENCE WITH USING MICROLOANS/
BUSINESS LOANS/START-UP FINANCING/GRANTS/STATE PROGRAMS/LEASING

Why did you not use a microloan/business loan/start-up/grant / state program/

leasing? (N=50)

I had sufficient financial resources 18.0
I obtained financial resources from other sources 18.0
I did not expect to be approved for financing 28.0
The terms of the loan / start-up financing / leasing were not fair 8.0
Due to bureaucratic difficulties 8.0
Due to the risk of being unable to meet financial obligations 8.0
Application for financing / leasing was rejected 6.0
Due to lack of information 12.0
Due to the inability to provide the required collateral for the loan 2.0
I have not needed yet 14.0
Other 2.0
Difficult to say 6.0

The lack of experience with using business insurance was primarily attributed to the high cost of insur-
ance packages (58%). In addition, half of potential entrepreneurs (50%) perceived their business ideas as
low risk and therefore not requiring insurance, whilst 44% considered insurance to be an unnecessary
expense and did not see a need for it. Approximately one third of respondents (30%) reported that the
insurance terms were unsatisfactory, leading them not to use the service, and more than one quarter
(26%) indicated that they lacked information about the benefits of business insurance (see Table #5.3).
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TABLE #5.3: REASONS FOR THE LACK OF EXPERIENCE WITH BUSINESS INSURANCE

Why did you not use business insurance? (N=49)

The insurance package was too expensive 58.0
The insurance terms and conditions were not satisfactory 30.0
I consider insurance an unnecessary expense and do not see the need for it 44.0
I lacked sufficient information about the benefits of business insurance 26.0
My business idea is low-risk and does not require insurance 50.0
Ido not trust insurance providers and doubt that I would receive adequate com- 16.0
pensation in case of problems '

I had no information about the availability of business insurance 4.0
I have not needed it yet 14.0
Difficult to say 12.0
Prefer not to answer 2.0

The non-use of business bank cards was primarily attributed to a perceived lack of need (37%). Arelative-
ly high proportion of respondents also reported a lack of information about the benefits of the product

(19.6%) or viewed the service as an unnecessary expense (17.4%) (see Table #5.4).

TABLE #5.4: REASONS FOR THE LACK OF EXPERIENCE WITH BUSINESS BANK CARDS

Why did you not use a business bank card? (N=46)

I consider a business card an unnecessary expense and do not see the need for it 17.4
The limits of a business bank card do not meet my needs 13.0
I lacked sufficient information about the benefits of a business card 19.6
I had no information about the availability of a business card 15.2
I have not needed it yet 37.0
Difficult to say 8.7

The lack of experience with using deposit products was primarily associated with insufficient savings
(52.5%). One fifth of respondents (20%) reported not using deposit accounts because they preferred
to hold money in cash or invest in real estate. In addition, a notable proportion of respondents (15%)
indicated that low interest rates made deposit products unattractive and therefore unprofitable (see

Table #5.5).
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TABLE #5.5: REASONS FOR THE LACK OF EXPERIENCE WITH DEPOSIT PRODUCTS

Why did you not use a deposit? (N=40) ‘ %
I did not have sufficient savings to open a deposit 52.5
The interest rate on the deposit was low, and I didn't think it was profitable. 15.0
I prefer to keep my money in cash or invest it in real estate/moveable property 20.0
I lacked sufficient information about the benefits of a deposit 7.5
I do not trust banks 2.5
I had no information about the deposit service at all 5.0
Difficult to say 10.0
Prefer not to answer 2.5

The lack of experience with non-financial services is largely explained by similar reasons and consid-
erations. For training programs (42.2%), consultations (42.9%), networking meetings (37%), and legal
services (58.3%), a substantial proportion of potential entrepreneurs reported that they did not yet have
a need for these services. In addition, limited awareness of available services remained a significant fac-
tor: training programs - 33.3%, consultations - 34.7%, networking meetings - 41.3%, and legal services
- 16.7%. A third dominant factor was a lack of time: training programs - 15.6%, consultations - 10.2%,
networking meetings - 6.5%, and legal services - 12.5% (see Table #5.6).

TABLE #5.1: EXPERIENCE USING FINANCIAL/NON-FINANCIAL PRODUCTS/SERVICES

Why hav_en't you participated in a Trfining ..: Consijlta- i'HgNhsltg?i;kg-; Lega_l Ser-
enter-prise/business-related... (%) (N=45) tion (N=49) (N=46) vice

It was too expensive 4.4 4.1 2.2 2.1
Had no trust - 2.0 - 4.2

It was not physically accessible 8.9 6.1 2.2 6.3

I did not have time to participate 15.6 10.2 6.5 12.5

I did not have information 333 34.7 41.3 16.7

I have not needed it yet 42.2 42.9 37.0 58.3
Difficult to say 4.4 8.2 13.0 6.3

On the other hand, only 8 potential women entrepreneurs surveyed reported having experience with
using non-financial services. Of these, 4 participated in meetings focused on business plan develop-
ment, and 3 attended activities related to marketing and sales. 2 respondents received training/con-
sultations on accounting and reporting, whilst 1 potential entrepreneur received services related to
budgeting. One respondent found it difficult to identify the specific focus of the service received.
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Regarding improvements to financial products/services, 62.7% of potential women entrepreneurs ex-
pressed a preference for loans with lower interest rates, whilst one third indicated a need for more
tailored loan terms (e.g., longer repayment periods, grace periods, etc.) (33.3%). A further 29.4% identi-
fied lower collateral requirements or alternative forms of guarantees as desirable changes. On average,
one-fifth of respondents (20%) emphasized the importance of offering small startup loan products to
customers without sufficient credit history and/or setting low or zero fees for small/first business loans
(19.6%) (see Table #5.7).

TABLE #5.7: DESIRED CHANGES TO IMPROVE FINANCIAL PRODUCTS/SERVICES

In terms of improving existing financial products/services, what changes would you

like to see? (N=51)

Low-interest loans 62.7
Simplified access to leasing 2.0
Tailored loan terms (e.g., longer repayment schedules, grace periods, etc.) 333
Small startup loan products for consumers with limited credit history 21.6
Lower collateral requirements or alternative guarantees (e.g., group loans, guaran- 20.4
tors, etc.)

Reduced or waived fees for small / first-time business loans 19.6
Special savings products accommodating variable income 5.9
P.referential financ;ial .poIicies for single mothers / large families and/or female 39
victims of domestic violence

Improved consumer rights regulations 23.5
Difficult to say 11.8

With regard to desired improvements in non-financial services, 41.2% of potential women entrepre-
neurs identified introductory meetings with state agencies implementing business support programs
as a priority, whilst 29.4% prioritized meetings with financial institutions and donors. One quarter of
respondents (25.5%) considered thematic training sessions (finance, marketing, accounting, taxation) to
be important. By contrast, training on digital services was identified as the least desirable change (5.9%)
(see Table #5.8).

TABLE #5.8: DESIRED CHANGES TO IMPROVE NON-FINANCIAL PRODUCTS/SERVICES

In terms of improving existing non-financial products / services, what changes would

you like to see? (N=51)

Highly simplified design of mobile applications 17.6
Trainings in digital services 5.9
Thematic trainings: finance, marketing, accounting, taxation 25.5
Availability of trainings both online and offline 13.7
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Introductory meetings with financial institutions and donors 29.4

Introductory meetings with state agencies offering business support programs 41.2

Difficult to say 21.6

Preferential financial policies for single mothers / large families and/or female

victims of domestic violence 3.9
Improved consumer rights regulations 235
Difficult to say 11.8

6. The Importance of Women's Participation in Economic Activity

According to 41.2% of potential women entrepreneurs, in the business sector in which they intended
to engage, the employment rate of women was higher than that of men. Approximately one third of
respondents (31.4%) reported no perceived gender differences, indicating that they considered employ-
ment rates for women and men to be equal (see Diagram #6.1).

Diagram #6.1: Gender Balance in the Business Sectors of Respondents’ Interest

Based on your observations, please assess the gender balance within the
business sector in which you intend to engage in entrepreneurial activity?
(%) (N=51)

The employment rate of men is higher than that of... I 15.7%
The employment rate of women is higher than that... I 41.2%
The employment rate of men and women is equal I 31.4%

Women are almost not employed BN 5.9 %

Difficult to say N 59 %

The majority of potential women entrepreneurs identified three key reasons underscoring the impor-
tance of women'’s participation in economic activity: achieving financially independent - 60.8%, improve-
ments in family well-being - 54.9%, and the strengthening of women'’s role in society - 56.9%. In addition,
the proportion of those who believed that women'’s involvement in business activities contributes to
increased employment opportunities was more than one third (35.3%) (see Diagram #6.2).
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Diagram #6.2: Importance of Women's Involvement in Economic Activity

Why do you think women's participation in economic activity is
important? (%) (N=51)
Women become financially independent I 60.8%
Families’ well-being improves I 54.9%
Women's role in society strengthens I 56.9%
Employment opportunities increase IS 35.3%
Gender equality advances N 15.7%
Gender stereotypes weaken [N 17.6%

I do not consider this a particularly importantissue Bl 3.9%

According to focus group participants, women'’s involvement in entrepreneurial activity was perceived
as a source of self-realization, creativity, and innovation, contributing not only to individual well-being
but also to broader societal progress.

“In my opinion, women’s participation in business is very important because it contributes to gender
equality, to overcoming stereotypes. And a sense of justice is strengthened, which in turn has a positive
impact on societal well-being. As a rule, women reinvest a large portion of their income in education and
the family. This contributes to social development.” (Potential woman entrepreneur, Guria)

The majority of potential women entrepreneurs surveyed (54.9%) believed that startup grants and fi-
nancing would contribute to the economic empowerment of women in Georgia, whilst 47.1% identi-
fied free vocational education and training as an important facilitating factor. One in three respondents
(33.3%) prioritized the provision of preferential loans/leasing mechanisms. Equal proportions of poten-
tial women entrepreneurs identified access to childcare services (21.6%) and/or simplified access to fi-
nancial institutions (21.6%) as relevant support mechanisms (see Table #6.1).

TABLE #6.1: FACTORS FACILITATING WOMEN’S ECONOMIC EMPOWERMENT

What do you think would contribute most to the economic empowerment of women

in Georgia?(N=51)

Free vocational education and training 47.1
Startup grants and funding 54.9
Provision of preferential loans / leasing 333
Provision of subsidized loans / leasing 9.8
Childcare services 21.6
Mentoring and women'’s networks 3.9
Weakening gender stereotypes 9.8
Easier access to financial institutions 21.6
Local women's support centers 19.6
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Promoting women'’s enterprises and raising public awareness of their role in the 19.6
economy ’
Difficult to say 11.8

All focus group participants expressed an interest in continuing their entrepreneurial activities in the fu-
ture. To do so, however, they consistently emphasized the need for free professional training, education
and knowledge-sharing platforms, assigning primary responsibility for the provision of such support
to the state. According to participants, the government should encourage the creation of a supportive
environment for women'’s economic empowerment by offering training and consulting services. Re-
spondents also highlighted the importance of reducing bank interest rates, noting that such measures
would significantly contribute to the financial sustainability of women entrepreneurs.

“The state should take responsibility for women’s empowerment, at least by providing free training and
helping us develop the skills necessary to increase our visibility in our activities.” (Potential worman entre-
preneur, Kakheti).

Beyond enabling mechanisms, the survey also examined the challenges faced by women engaged in
business activities. A total of 41.2% of potential women entrepreneurs identified difficulties in balanc-
ing work and family responsibilities as a major barrier. This challenge likely explains why one fifth of
respondents earlier highlighted access to childcare services as an important support mechanism. In
addition, 25.5% of respondents emphasized women's lack of financial education, whilst 23.5% pointed
to the persistence of gender stereotypes and discrimination. More than one-fifth of potential women
entrepreneurs (21.6%) also identified low self-esteem and a lack of leadership skills among women as
challenges to engaging in entrepreneurial activity (see Table #6.2).

TABLE #6.2: . CHALLENGES FACING WOMEN ENGAGED IN BUSINESS ACTIVITIES

In general, what challenges do women engaged in business activities? (N=51)

Lack of financial education 255
Gender stereotypes and discrimination 23.5
Difficulty balancing work and family responsibilities 41.2
Wage/income gap between women and men 11.8
Management and higher-paid positions are predominantly occupied by men 9.8
Limited access to finance for business / entrepreneurial activities 9.8
Lack of state support and business-friendly policies 13.7
Lack of knowledge and skills for business management 13.7

Limited access to childcare services, preventing women from actively participating

in work 13.7
Difficulty creating business networks and establishing professional contacts 13.7
Low self-esteem and lack of leadership skills 21.6
Women entrepreneurs do not face any challenges 7.8
Difficult to say 9.8
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According to focus group participants, gender stereotypes and societal expectations continue to ex-
ert a significant influence on women'’s economic activity in Georgia. This influence is rarely expressed
through overt discrimination; rather, it manifests indirectly through deeply entrenched social norms.
There is a persistent division between activities perceived as “feminine” and “masculine.” Women re-
main largely underrepresented in sectors such as construction, transport, and heavy manufacturing.
Those who attempt to enter these fields often encounter gender-specific challenges, which they them-
selves explicitly acknowledge. Women frequently avoid physically demanding occupations, a tendency
attributed not only to actual physical constraints but also to prevailing perceptions that achieving suc-
cess in such sectors is particularly difficult for women.

Some participants of the discussions acknowledged that they often relied on male family members -
such as fathers, husbands, or brothers - for support in financial and legal matters. While this assistance
is generally viewed positively, it simultaneously indicates that women are unable to manage business
activities entirely independently. Several respondents expressed views such as “women can do more” or
“the country stands on women'’s shoulders.” However, this discourse has itself become a part of a stereo-
type, portraying women as exceptionally resilient individuals who are not allowed to make mistakes or
fail. This stereotype generates psychological pressure and hinders the natural process, which typically
means that business is developed through trial and error and learning over time. Another significant
barrier identified is time scarcity: women often simultaneously assume family and entrepreneurial re-
sponsibilities. According to respondents, they have to divide their time between childcare and business
management, which is both physically and emotionally exhausting.

According to focus group participants, entrepreneurship is associated with significant risks for wom-
en, and enthusiasm alone is insufficient to successfully start a business. Participants noted that, in the
Georgian context, there are numerous examples of women entrepreneurs experiencing serious neg-
ative consequences (loss of property, family, financial security) as a result of ill-considered decisions
Such experiences have led participants to believe that there is a need for an organization or mechanism
capable of objectively assessing the skills and preparedness of prospective entrepreneurs in order to
avoid potential risks. Respondents suggested that such an assessment could be formalized through
certification, indicating that a potential entrepreneur is adequately prepared to assume entrepreneurial
responsibilities. Potential women entrepreneurs perceived this approach not as a restrictive measure
but as a protective mechanism.

“There should be an organization that can assess skills and motivation and even issue a certificate con-
firming whether an applicant is capable of managing a business. Too many women have encountered
serious difficulties - it is not easy to be an entrepreneur.” (Potential woman entrepreneur, Tskaltubo).
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CHAPTER 3. EXPERIENCE AND ASSESSMENTS OF LOCAL AND INTERNATIONAL FINAN-
CIAL INSTITUTIONS AND STATE INSTITUTIONS

The quantitative component of the study covered financial institutions. In total, 23 local financial insti-
tutions were surveyed using a structured questionnaire, including 14 commercial banks and 9 microfi-
nance organizations.

As part of the qualitative component, local financial institutions experienced in designing products for
women entrepreneurs were selected for in depth interviews. Representatives of state institutions were
also interviewed within the qualitative study, including LEPL Enterprise Georgia, the LEPL Rural Develop-
ment Agency, the LEPL Georgian Innovation and Technology Agency, and the National Bank of Georgia.
In addition, three in-depth interviews were carried out with representatives of international financial
institutions, whilst respondents in eight interviews represented local financial institutions. In total, 11
individual interviews and 5 group interviews, involving a total of 27 respondents were conducted.

1. Programs and Products Tailored to Women Entrepreneurs

Quantitative Component

The results of the quantitative study indicate that the vast majority of financial institutions (78.3%) do
not have a specific strategy or program aimed at supporting women entrepreneurs. Notably, commer-
cial banks are more likely to report the existence of a targeted approach (35.7%), whereas none of the
surveyed microfinance organizations report having such programs (0%). This difference is statistically
significant x2=14.03, p = 0.04), indicating that the presence of relevant programs depends on the type of
financial institution (see Diagram 1.1).

Diagram #1.1

Does your institution have a specific strategy or program aimed at
supporting women entrepreneurs?

0
Bank (N=14) 35.7% 64.3%

0.0%

ierefnance oreanEeton () | o0 0%
U7

HYes mNo

A common trend is also observed across both banks and microfinance organizations. Specifically, the
most frequently cited reason for the absence of specialized services for women entrepreneurs was the
adoption of a gender-neutral approach (55.6%). A lack of information about the specific needs of women
entrepreneurs was also identified as a significant issue (16.7%). A relatively small proportion of respon-
dents cited the absence of institutional resources or strategies (5.6% each). Responses categorized as
“Other"” (27.8%) included more specific explanations, such as future prospects (plans to develop prod-
ucts tailored to women entrepreneurs in the future), a mismatch with the institution’s client profile (with
corporate clients constituting their primary target segment), and a lack of resources (developing such
programmes would be hindered by time limitations, interest rates on resources, etc.) (see Table #1.1).
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TABLE #1.1

Reasons for the absence of specialized ser- Bank (%) Microfinance Organiza-

vices for women entrepreneurs (N=9) tion (%) (N=9)

We lack sufficient information about the
111 22.2

needs of women entrepreneurs
We believe that existing services are gen-
der-neutral and follow a one-size-fits-all 55.6 55.6
approach
We lack an organizational strategy focused i 111
on gender equality ’
We do not perceive women entrepreneurs | i
as a commercially attractive segment
We lack specialists to develop products i 111
tailored to women entrepreneurs ’
Service differentiation is associated with

L - 11.1
additional costs
Low participation of women in entrepre- i )
neurial activities
Other 333 22.2
Other 33.3 22.2

It is noteworthy that, as microfinance organizations do not have strategies or programs specifically
focused on women entrepreneurs, only those banks (N=5) that offer such services responded to the
relevant questions. These institutions include TBC Bank, Basisbank, Credo Bank, ProCredit Bank, and
the Bank of Georgia.

Among international financial institutions, banks most frequently identified the European Bank for Re-
construction and Development (EBRD) as their primary partners within strategies or programs aimed
at supporting women entrepreneurs (60%). The International Finance Corporation (IFC) and the Asian
Development Bank (ADB) were also cited as important partners (40% each). In addition, a majority of
banks (60%) reported cooperation with other international partners, reflecting a diverse range of part-
nerships. Specifically, institutions listed under the “Other” category included:

B DEG (Deutsche Investitions- und Entwicklungsgesellschaft) - the German Investment and Develop-
ment Corporation;
B Proparco - a subsidiary of the French Development Agency focused on private sector financing;

EFSE- European Fund for Southeast Europe

B EFSE Entrepreneurship Academy - a specialized EFSE platform supporting entrepreneurial devel-
opment.

For detailed data, see Table #1.2:
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TABLE #1.2

Cooperation with International Financial Institutions (IFIs) through strategies or pro- Banks (%)

grammes focused on supporting women (N=5)
European Bank for Reconstruction and Development (EBRD) 60.0
International Finance Corporation (IFC) 40.0
United States Agency for International Development (USAID) 20.0
Asian Development Bank (ADB) 40.0
European Investment Bank (EIB) 20.0
KfW Development Bank 20.0
Other 60.0
Other 60.0

Qualitative Component

Perspectives of Local Financial Institutions

Within the qualitative component of the study, interviews with representatives of local financial insti-
tutions revealed that products and services tailored to women entrepreneurs are largely implemented
with the support of international financial organizations. In particular, the following organizations were
identified: the European Bank for Reconstruction and Development (EBRD), the European Investment
Bank (EIB), USAID, the Development Finance Corporation (DFC), the Swedish International Develop-
ment Cooperation Agency (SIDA), and others. These partnerships encompass not only financial support
but also technical assistance, including financial education initiatives, the development of guarantee
schemes, etc.

Gender-related issues, largely introduced at the initiative of international financial organizations, have
gained relevance in the Georgian banking sector over the past five to seven years: “One of the main
things in relations with any investor is to include women.” (Representative of a commercial bank). Re-
spondents also emphasized that, alongside support for women entrepreneurs, financial products tai-
lored to young people, those addressing challenges related to the climate crisis, and those targeting
socially and economically vulnerable regions have become increasingly important. Interestingly, a small
proportion of respondents from local financial institutions do not have a clear understanding of why
encouraging women entrepreneurs constitutes a priority for international financial organizations.
Respondents expressed the view that the vision of international investors and lenders is somewhat
more advanced than that of the Georgian banking and financial sector. Consequently, financial institu-
tions operating in Georgia often have to align with the policies of international financial organizations
in order to attract relatively low-cost financial resources. Local commercial banks and microfinance or-
ganizations are able to attract such capital at favorable terms provided that at least part of it is direct-
ed toward women entrepreneurs. Interview findings indicate that local financial institutions frequently
perceive women'’s entrepreneurship empowerment initiatives, implemented with the support of inter-
national financial organizations, not as one of the objectives of their work, but rather as instruments for
securing relatively inexpensive financial resources.

Most financial institutions use a gender-neutral approach, intended to ensure equal access for all client
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segments, including both women and men. However, in practice, the absence of products tailored spe-
cifically to women is often justified by concerns that targeted offerings may be perceived as a form of
so-called positive discrimination: “They directly say, ‘what about men?” (Representative of a commercial
bank). According to one respondent, this reaction reflects a prevailing attitude within the broader pop-
ulation.

Representatives of commercial banks identified specific projects supported by international financial or-
ganizations that are, or were, tailored to women entrepreneurs. One such example is the EBRD’s Women
in Business program, under which the EBRD assumes 80% of the credit risk for loans issued to women
entrepreneurs or women-led companies. Similar programs incorporating guarantee schemes were im-
plemented with the support of USAID, the America’s Development Finance Institution (DFC), and the
Swedish International Development Cooperation Agency (SIDA). In addition, a recent initiative of the
European Investment Bank (EIB) offers preferential interest rate for women entrepreneurs.

Respondents noted that programs implemented by international financial organizations are in such high
demand that promotion of the associated services is often limited. Owing to this strong interest, there
is a risk that not all potential applicants can be accommodated: “We should be able to serve everyone
who comes as a result of advertising. Some programs attract so many applicants that we cannot always
fulfill our commitments. These funds are absorbed very quickly by various clients; therefore, large-scale
advertising is avoided."(Bank representative)

Several of the banks participating in the study are members of the UN Global Compact Georgia Network.
Respondents indicated that both international and local financial institutions operate in alignment with
UN principles. The UN Global Compact Network plays a facilitating role in removing barriers and creat-
ing opportunities for women entrepreneurs by promoting corporate policies that support gender equal-
ity, mobilizing businesses, raising awareness, and encouraging corporate and financial institutions.

One of the microbanks participating in the study, Crystal, has been a member of the UN Women plat-
form Women’s Empowerment Principles (WEPs) since 2016. Membership in the network prompted the
organization to establish an Environmental and Corporate Social Responsibility Department in 2018. As
the respondent noted, the bank is guided by the United Nations’ 2030 Sustainable Development Goals
and focuses on providing equal opportunities in both economic and public life. Following its accession
to the network, the microbank, then operating as a microfinance organization, tried to assess its activ-
ities and client profile from a gender perspective: “It is impossible for a 30-year-old organization not to
have some gender gaps, which were clearly, to use a behavioral science term, ‘unknown unknowns.”
(Microbank representative). An in-depth analysis of the issue revealed that women tended to exhibit
lower risk-taking behavior, as well as lower levels of financial awareness and networking. In response
to this, a range of programs, training modules, and non-financial products were developed and intro-
duced. A key step in this direction was seeking out international partner organizations. One such initia-
tive was the USAID-supported ‘Yes-Georgia’ program, which provided support to young entrepreneurs,
including women. The program was implemented over an eight-year period, from 2016 to 2023, within
the framework of the Women's Global Development and Prosperity Initiative (W-GDP), led by Ivanka
Trump, the daughter of U.S. President Donald Trump'". Notably, during the second phase of the project,
women and girls constituted the exclusive target group. Another flagship initiative was BUZZ Women
Georgia'’?, which focused on strengthening women entrepreneurs’ education and providing them with
financial support. The project currently continues to operate without USAID support, which, as the re-

" The initiative focused on three outcomes: (1) Women prospering in the workforce; (2) Women succeeding as entrepreneurs;
and (3) Women enabled in the economy. Women'’s Global Development and Prosperity Initiative website. Accessed 22-07-2025
at the following link: https://trumpwhitehouse.archives.gov/wgdp/

12 According to information published on the official website, Buzz Women unites more than 600,000 women worldwide with
the desire to take control of their lives, get behind the wheel of progress, connected through their solidarity. The founders of
the organization guide their activities by addressing two core questions: (1) How can women overcome poverty? and (2) How
can access to education for women be expanded? BUZZ WOMEN official website. Accessed at the following link: https://www.
buzzwomen.org/origin
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spondent noted, represents a significant loss.

ProCredit Bank, in cooperation with the European Bank for Reconstruction and Development (EBRD),
developed a EUR 2 million product in 2024 aimed at addressing the specific needs of women entrepre-
neurs. The financing provided by the EBRD seeks to help women entrepreneurs more easily overcome
barriers, thereby improving their access to financial resources. At the initial stage of the program, a
study was conducted to identify the key obstacles faced by women entrepreneurs: “The results of the
study showed that women entrepreneurs try very hard to find acceptable interest rates. They believe
that banks offer loans to women at higher interest rates. We took this into account and introduced an
exception. For example, if the standard rate is X percent, they receive a preferential interest rate that is
0.5 percentage points lower.” (Representative of a commercial bank). In addition, the program envisag-
es organizing training sessions for women entrepreneurs on topics such as management, marketing,
organizational structure, etc. It is noteworthy that half of the allocated financial resources are required
to be directed to regions outside Thilisi: “In the regions, inequality is more pronounced, development
potential is more limited. Moreover, studies show that in developing countries women spend more time
on household responsibilities after work than men, which leaves women with less time to create and
develop something of their own.” (Representative of a commercial bank). The product also offers addi-
tional benefits to women entrepreneurs. These include the opening of a business account and a 50%
reduction in service fees for the entire duration of the loan. Furthermore, if a company representative
undergoes ISO, HACCP certification with EBRD, either locally or with the involvement of international
consultants, the bank offers co-financing support to the potential beneficiary: “For example, if a compa-
ny needs to develop a website costing 10,000 GEL, half of this amount is financed by the EBRD.” (Repre-
sentative of a commercial bank). The EBRD-supported program promotes environmentally sustainable
practices. Specifically, if an entrepreneur invests in new equipment, constructs a building, or similar
activities, the EBRD reimburses between 10% and 15% of the investment amount, depending on the
volume of the product.

CredoBank is implementing the NASIRA"3 project with funding obtained from an international finan-
cial organization, one component of which focuses on financing women-led businesses. In particular, at
least 50% of the loans issued under the project are allocated to women entrepreneurs.

Representatives of microfinance institutions and microbanks noted that women entrepreneurs’ partic-
ipation is higher in the microfinance sector than in the banking sector: “If we are looking for a sector
oriented toward financing women, the microfinance and microbanking sector plays a very important
role in this regard” (representative of a microbank). Microfinance institutions actively attract funding
specifically intended to finance women entrepreneurs: “There are investors in our investor base who
specifically focus on financing women” (representative of a microbank). Given that microbanks primarily
target microentrepreneurs, the microfinance sector is interested in assessing entrepreneurs’ income
levels, an approach that, in the banking sector, would be considered an inefficient use of time and re-
sources: “Small and micro-entrepreneurship is more expensive and less attractive for banks than for
the microfinance sector. The assessment of unverified income is mainly conducted on site.” (Microbank
representative).

"3 putch Entrepreneurial Development Bank. JSC CREDO BANK-Nasira portfolio
Status: Approved investment. Accessed 22-07-2025 at the following link: https://www.fmo.nl/project-detail/64306
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Perspectives of State Institutions

Interviews with representatives of state institutions indicate that, in recent years, programs tailored
to women entrepreneurs have been developing consistently in Georgia and are increasingly taking on
a systemic character across various agencies. Support encompasses both financial instruments and
mechanisms facilitating access to knowledge, consulting, and services, thereby contributing to the de-
velopment of a more inclusive entrepreneurial ecosystem for women.

Within the framework of the LEPL Enterprise Georgia initiative, consulting centers provide services to
entrepreneurs, including women, across 6 regions of the country. These centers offer entrepreneurs
comprehensive diagnostics, consultations, and training programs, for which co-financing is available.
Women entrepreneurs benefit from a higher level of support, receiving 95% co-financing (compared to
90% in other cases). In addition, under the microloan program launched in 2024, women entrepreneurs
receive a 100% interest subsidy, enabling them to access loans on a fully interest-free basis. Women'’s
participation in this program is notably high. Specifically, 63% of approved loans are issued to women.
Similarly, women constitute approximately 65% of participants in training programs focused on the de-
velopment of various business skills.

The National Bank of Georgia monitors the extent to which financial sector products are effectively
adapted and notes that many products marketed as “tailored to women" are such in name only, without
being grounded in research-based assessments of women'’s actual needs. Consequently, the develop-
ment of a consumer-oriented, segmented policy framework is identified as a key priority for them.

Interviews with representatives of state institutions also highlighted the significant role of cooperation
with international organizations in advancing the empowerment of women entrepreneurs. As reflected
in the interviews, this cooperation is implemented through diverse and thematically broad formats, en-
compassing financial incentive mechanisms, training programs, research activities, and information dis-
semination: “Contribution made by donor organizations is extremely important: research, assessments,
needs, especially those concerning women living in the regions” (representative of a state institution).

In the case of the Enterprise Georgia agency, the organization has experience cooperating with inter-
national partners such as Swisscontact, Helvetas, UN Women Georgia, the World Bank, USAID, and
Sparkassenstiftung who have made/continue to make significant contributions to supporting and
promoting women entrepreneurs. A representative of the Enterprise Georgia agency noted that finan-
cial incentives provided by international financial organizations have a substantial impact on their pro-
grammes, both in relation to small- and large-scale loans. For example, under a World Bank loan pro-
gram, a gender-specific co-financing scheme is applied for entrepreneurs engaged in green initiatives:
“For example, co-financing for women entrepreneurs is 20% instead of 15%.”

The experience of the NNLE Rural Development Agency further illustrates the important role donors
play, both in conducting needs assessments and in increasing women'’s participation. The Agency's pro-
grams provide targeted benefits and co-financing bonuses (up to 10%) for women. A notable example
is the greenhouse pilot program, which was exclusively focused on women entrepreneurs. Significant
gender differences among beneficiaries are observed across regions: for example, in certain municipal-
ities of Racha-Lechkhumi/Kvemo Svaneti, as well as Shida Kartli and Kvemo Kartli, women account for
100% of program beneficiaries.

According to the experience of the LEPL Innovation and Technology Agency, support for women en-
trepreneurs is a priority for the European Union and other international partners. For example, during
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the application process, gender balance is taken into account to ensure equal representation of women
and men among supported participants.

Representatives of state institutions express a desire for international organizations to continue sup-
porting state institutions in the future, including in the area of women entrepreneurship.

Perspectives of International Financial Organizations

A representative of the Asian Development Bank (ADB) noted that the organization cooperates with
both state institutions and the private sector, with support for women constituting a particularly import-
ant component of this collaboration. One of ADB’s flagship initiatives, the Gender Linkage Mechanism,
is an innovative financial instrument designed to ensure women's access to financial resources, with a
particular focus on women living in regions who are seeking to develop climate-friendly businesses.
The bank places a strong emphasis on micro, small, and medium-sized enterprises (MSMEs) - a sector in
which women are relatively well represented but continue to face disproportionately limited access to
financial resources.

The European Bank for Reconstruction and Development (EBRD) employs a range of mechanisms aimed
at improving women'’s access to finance. Its main program, Women in Business, has been implement-
ed for over a decade and covers several regions, including Turkey and the Caucasus countries, among
them Georgia. Narrative analysis based on interviews indicates that the objective of the program is to
promote women’s economic empowerment by enhancing access to financial resources. This objective
is pursued through two primary mechanisms. The first involves the provision of targeted financial re-
sources to partner financial institutions, which are expected to channel these funds directly to small and
medium-sized enterprises led by women. The second mechanism relates to technical assistance, which
substantially broadens the program’s scope of impact. In Georgia, only one component of the program
- the guarantee mechanism - has been implemented. This mechanism provides compensation to finan-
cial institutions for a certain portion of losses in cases where loans issued to women entrepreneurs are
unsuccessful. However, partner institutions have practically not made use of this guarantee mechanism
to date. Two possible explanations emerge in this regard: a) financial institutions may not have experi-
enced financial losses, which would indicate the sustainability of the business model and the soundness
of investments in women entrepreneurs; or b) the program remains ongoing, and loan repayment peri-
ods may not yet have elapsed. This analysis indicates that, in Georgia, this practice has been successful,
at least at this stage, which creates prospects for incentivizing financial institutions.

For both financial institutions and their sub-borrowers, the EBRD program provides consultations on
how to design more accessible, tailored, and, in some cases, more affordable financial products for
women entrepreneurs. As one respondent noted, the program’s primary strength lies in its flexibility:
“It can be adapted to the requirements and needs of partner institutions, our clients. We do not follow a
pre-established directive that 'you must do this or that” (EBRD representative).

Although IMF programs have at times incorporated gender-related components, these issues have nev-
er constituted a strategic priority for the Fund. As the respondent explained, the IMF's mandate does not
extend to financial inclusion at the individual level.

One respondent recalled initiatives that, several years ago, were actively discussed at the strategic and
conceptual level. In particular, a document aimed at promoting gender equality was developed in coop-
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eration with Parliament, the Ministry of Economy, and donor organizations, with the objective of estab-
lishing systematic approaches to women'’s financial inclusion: “However, this strategy ultimately failed
to translate into concrete action and remained only as a text stored on the shelf” (representative of an
international financial organization). According to the respondent, this setback also generates practi-
cal challenges. Most notably, women entrepreneurs lack access to consistent support that should be
grounded in inclusive policy frameworks. Given the current context, the Asian Development Bank (ADB)
continues to cooperate with the private sector, particularly financial institutions, and seeks to sustain a
targeted approach towards supporting women entrepreneurs.

2. Lending Practices of the Financial Sector

Improving women's access to financial services is identified by all banks as the primary objective of their
women-oriented programs (100%). Banks also focus on reducing gender inequality in entrepreneurship,

empowering women in rural areas, and supporting start-up initiatives ( 80% each) (see Table #2.1).

TABLE #2.1
Banks (%

Main objectives of programmes focused on women entrepreneurs G
Improving women'’s access to financial services 100.0
Reducing gender inequality in entrepreneurial activity 80.0
Empowering women in rural areas 80.0
Supporting women-led businesses, including start-ups 80.0
Other 20.0

Banks primarily offer women entrepreneurs a range of products, such as business loans, microloans,
agricultural loans, deposits, overdraft, and digital products (60% each). Startup financing is also provid-
ed at a rather high rate (40%), whereas grants and business insurance are the least likely to be offered
(20%-20%) (see Diagram #2.1)
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Diagram #2.1

Banks Offering Financial Products to Women Entrepreneurs(N=5)

Business loan 60.0 % 40.0 %
Microloan 60.0 % 40.0 %
Agroloan
Start-up financing
Grants 20.0 % 60.0 % 20.0%
Business insurance 20.0 % 80.0 %
Deposit 60.0 % 40.0 %
Business overdraft 60.0 % 40.0 %

Digital products 60.0 % 40.0 %

Other 100.0 %

HYes MNo M Difficulttosay

With regard to the sectoral distribution of loans and financing issued to women entrepreneurs for their
business activities, a consistent pattern emerges across business loans, microloans, and startup financ-
ing: wholesale and retail trade (business loans - 66.7%; microloans - 66.7%; start-up financing - 100%),
arts, entertainment, and recreation (business loans - 66.7%; microloans - 66.7%; start-up financing -
100%). In addition, for microloans, real estate-related activities and other types of services were also
frequently cited (66.7% each). In the case of grants, only the “other services” sector was identified (100%)
(see Table #2.2).

As for issuing loans/financing for specific business activities, banks note that lending is generally avail-
able across all types of activities within a given sector, with the exception of those included in the Ex-
clusion List. When issuing business loans, tourism was identified as a particular priority within the arts,
entertainment, and recreation sector. In the case of microloans, within the real estate-related activities

sector, priority is given to activities involving real estate transactions.

TABLE #2.2
In which sector(s) do you provide loans/fi- Business | Microloan Fsigirrf-clian
nancing for the business activities of women Loan (%) (%) (%) 9
entrepreneurs? N=3 N=3 (N=2)
Agriculture, forestry, and fishing 333 333 50.0 -
Mining and quarrying 33.3 33.3 50.0 -
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Manufacturing 33.3 333 50.0 -
Construction 33.3 33.3 50.0 -
Whglesale and retail trade; repair of motor 66.7 66.7 100.0 i
vehicles and motorcycles

Professional, scientific, and technical activities 33.3 33.3 50.0 -
Education 33.3 66.7 50.0 -
Information and communication 33.3 33.3 50.0 -
Transportation and storage 33.3 66.7 50.0 -
Accommodation and food service activities 33.3 33.3 50.0 -
Arts, entertainment, and recreation 66.7 66.7 100.0 -
Administrative and support service activities 33.3 33.3 50.0 -
Human health and social work activities 33.3 33.3 50.0 -
Financial and insurance activities 33.3 33.3 50.0 -
Real estate activities 33.3 66.7 50.0 -
Electricity, gas, steam, and air conditioning 333 333 50.0 )
supply

Water supply, sewerage, waste management, 33.3 33.3 50.0 i
and reme-diation activities

Other service activities 33.3 66.7 50.0 100
Human health and social work activities 33.3 33.3 50.0 -
Financial and insurance activities 33.3 33.3 50.0 -
Real estate activities 33.3 66.7 50.0 -
Electricity, gas, steam, and air conditioning 333 333 50.0 i
supply

Water supply, §ewera_g.e,.waste management, 333 333 50.0 i
and reme-diation activities

Other service activities 33.3 66.7 50.0 100
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With regard to loans issued by banks to support women entrepreneurs’ business activities, the situation
can be summarized as follows:

Business loans: Over the past three years, the minimum amount of business loans has been GEL
51,750, whilst the maximum amount has reached an average of up to GEL 2 million. This loan range is
primarily oriented towards medium- and large-scale businesses (Mean=GEL 1,025,000; Median=GEL
1,000,000).

Microloans: Over the past three years, the minimum microloan amount has been GEL 1,700, whilst
the maximum has reached GEL 513,000, which is appropriate for small- and medium-sized business
activities (Mean=GEL 116,000; Median=GEL 116,000).

Agri loans: Agricultural loans start at a minimum of GEL 600 and reach a maximum of GEL 130,000
(Mean=GEL 45,900; Median=GEL 58,000).

Startup: In the case of startup financing, the minimum loan amount is GEL 50,000, whilst the maxi-
mum is GEL 150,000 (Mean=GEL 88,000; Median=GEL 88,000).

Grants: With regard to grants, financial institutions note that independent grant programs are not
widely available. Grant-based support is primarily provided within the framework of cooperation
with international financial institutions (IFIs), mainly through cashback mechanisms.

Over the past three years, banks have generally not had experience in issuing preferential annual ef-
fective (non-nominal) interest rates on business, micro, and agricultural loans to women entrepreneurs
(66.7% in each case). A different pattern is observed in startup financing, where the proportion of re-
spondents reporting the provision of preferential rates on a regular basis is equal to those indicating
that such rates are offered only in the case of particularly attractive projects (50%-50%) (see Table #2.3).

TABLE #2.3

Has your financial institution provided loans to
women entrepreneurs ... at a preferential an-

Business . Start-Up
Loan (%) Microloan Financ-ing Agro Loan

nual effective (not nominal) interest rate during N=3 (%) N=3 (%) N=2 (%) N=3
the past three years?

Yes, on a regular basis 33.3 33.3 50.0 33.3
Yes, in cases of particularly attractive projects - - 50.0 -
No 66.7 66.7 - 66.7

Drawing on regular experience with preferential lending, the annual effective (rather than nominal)
interest rates on preferential loans across the aforementioned financial products ranges from 0.25%
to 0.50%. When issuing business loans, banks further indicate that preferential interest rates may
be offered if the relevant international financial institution (IFI) provides necessary resources un-
der a specific program. One such example is the European Investment Bank (EIB) program, which
enables banks to issue loans to women borrowers at preferential interest rates within a capped
portfolio volume. In cases where an attractive project is presented, the surveyed banks reported
having no precise information regarding the applicable effective interest rate. By contrast, in the
absence of prior experience with preferential lending, the annual effective interest rate for all stan-
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dard banking products generally begins at approximately 18%.

With regard to business insurance, banks offer women entrepreneurs only real estate/movable prop-
erty insurance; consequently, this category represents the most widely demanded form of business
insurance among women entrepreneurs (100%).

Banks report offering different types of deposit products, such as term, demand, collection deposits,
and certificates of deposit, to women entrepreneurs at equal rates (100%-100%). By contrast, Flex depos-
its are offered least frequently (33.3%) (see Table #2.4). Furthermore, survey results indicate that women

entrepreneurs use demand deposits (66.6%; N=2) and term deposits (33.3%; N=1) more frequently.

TABLE #2.4
Banks (%)

What types of deposits do you offer to women entrepreneurs? N=3
Term deposits 100.0
Demand deposits 100.0
Savings deposits 100.0
Certificates of deposit 100.0
Flex deposits 333

The maximum overdraft amount available to women entrepreneurs under business overdraft facilities
is set at up to 500,000 GEL. Over the past three years, an average of 20% of women entrepreneur clients
have utilized business overdraft services.

With respect to digital products, banks reported offering several services at comparable rates, including
free business card services, free SMS Digipass Internet/Mobile Banking, free SMS Banking, and trans-
fers of funds to an account with preferential commission terms (33.3% each). Among other product

offerings (66.7%), banks additionally indicated measures such as a 50% reduction in the monthly service
fee (see Table #2.5).

TABLE #2.5
Banks (%)
Specifically, what types of digital products do you offer to women entrepreneurs? N=3
Free business bank card service 333
Free SMS Digipass for Internet/mobile banking 333
Free SMS banking 33.3
Money transfers to accounts with preferential commission terms 333
Other products 66.7
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Bank representatives identified money transfers to an account with preferential commission terms as
the most frequently used product among women entrepreneurs (66.7%; N=2). One respondent (33.3%;
N=1) further noted that, according to a study conducted for TBC and funded by the European Bank for
Reconstruction and Development (EBRD), women entrepreneurs most frequently use banking services
to conduct transactions, with 66% carrying out transactions via mobile banking.

When asked whether women entrepreneur clients maintain a separate business account specifically for
entrepreneurial activities, the majority of banks (66.7%) reported that approximately 90% of their wom-
en entrepreneur clients have such an account. By contrast, 33.3% of banks indicated that only a small
proportion - 20% - of women entrepreneurs maintain a separate business account.

Overall, within the range of entrepreneurial financial services offered by banks, preferential terms are
generally applied equally to women and men, indicating the predominance of a gender-neutral ap-
proach. The highest degree of gender specificity was observed in the startup financing segment, where
in half of the cases (50%), the terms were explicitly targeted at women entrepreneurs. By contrast, for
other products, such as business loans, microloans, and agroloans, special terms were extended to
women entrepreneurs in only 33.3% of cases (see Diagram #2.2).

Diagram #2.2

Are the preferential terms of the specific entrepreneurial service
exclusive to women entrepreneurs, or are they also available to men?

Preferential business loan (N=3) 333 % 66.7 %
Preferential microloan (N=3) 333 % 333% 333 %
Preferential agroloan (N=3) 333 % 33.3% 333 %
Start-up preferential financing (N=2)

Enhanced opportunities to receive grants (N=3) 100.0 %
Preferential business insurance (N=3) 100.0 %

Preferential deposit (N=3)
Business overdraft with improved terms (N=3) 66.7 % 333 %
Preferential digital products (N=3) 333 % 66.7 %
B Exclusive to women entrepreneurs B Exclusive to men entrepreneurs
= Same for both groups H Prefer not to answer
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3. Barriers Facing Women Entrepreneurs

Quantitative Component

Overall, banks and microfinance organizations identify five main requirements that women entrepre-
neurs must meet in order to obtain a loan: 1) a reliable credit history - 69.6%; 2) stable financial income
- 60.9%; (3) complete submission of the required documentation - 56.5%; 4) financial profitability of the
project - 52.2%; and 5) experience in a specific business/entrepreneurial activity - 52.2%.

In the case of startups, the financial profitability of the project constitutes the primary criterion for re-
ceiving funding - 43.5%, followed by the complete submission of required documentation and a reliable
credit history (39.1% each).

With respect to grant financing, a substantial proportion of both banks and microfinance organizations
report difficulty in identifying clear priority criteria or decline to answer. Among the stated require-
ments, financial profitability of the project is mentioned comparatively more frequently (banks - 14.3%;
microfinance organizations - 11.1%) (see Table #3.1).

TABLE #3.1

In general, what requirements must a EIEITE

woman en-trepreneur meet to receive a . Bank Micro

loan/start-up financ-ing/grant? Micro 0 0

(%) N=9 (_/0) (/_0)

N=14 N=9

Reliable credit history 71.4 66.7 42.9 333 14.3

Stable financial income 64.3 55.6 50.0 1.1 14.3

Real estate of sufficient value registered

. 50.0 22.2 42.9 11.1
in her name

Formal employment/self-employment in

the pri-vate or public sector 214 222 214 0.0 71

Availability of a guarantor 35.7 11.1 35.7 0.0

Business plan meeting relevant require- 35.7 11 35.7 0.0

ments

Ability to provide co-financing 571 11.1 35.7 333 7.1 11.1
Financial viability of the project 35.7 11.1 42.9 22.2 7.1 11.1

Complete submission of required documen-

. 71.4 22.2 50.0 33.3 14.3 11.1
tation

Prior experience in a specific busi-ness/

. - 64.3 44.4 42.9 33.3 7.1 11.1
entrepreneurial activity

Other 571 44.4 35.7 1.1 7.1 1.1
Difficult to say 14.3 11.1 21.4 11.1 14.3 | 111
Prefer not to answer 14.3 111 21.4 111 28.6 | 22.2
Prefer not to answer 7.1 22.2 7.1 44,4 | 429 | 55.6
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The most commonly cited reason for not granting loans/startup financing by both banks and microfi-
nance organizations is a poor credit history (in the case of loans, this factor is reported by 64.3% of banks
and 55.6% of microfinance organizations, whilst for startup financing it is cited by 50% of banks and
22.2% of microfinance organizations).

Another major reason for the non-granting of loans is unstable financial income, identified by both
banks (57.1%) and microfinance organizations (66.7%). Banks additionally highlight incomplete submis-
sion of required documentation (64.3%) and non-compliance with business plan requirements (57.1%) as
dominant factors contributing to loan rejection.

With respect to startup financing, both banks and microfinance organizations identify several additional
barriers beyond poor credit history: non-compliance with business plan requirements, the potential low
financial viability of the project, and incomplete submission of required documentation.

Regarding the refusal to issue grant financing, both banks and microfinance organizations most fre-
quently select the responses “prefer not to answer” and “difficult to say.” Among the reasons provided,
the inability to secure co-financing emerges as a notable constraint (see Table #3.2).

TABLE #3.2

In general, what are the reasons for MEIENTG,

not providing loans/start-up financing/ Bank Micro

grants to women entre-preneurs? (%) (%)
N=14 N=9

Poor credit history 64.3 55.6 50.0 22.2 14.3 -

Absence of credit history 7.1 11.1 14.3 1.1 - -

Unstable financial income 571 66.7 28.6 1.1 14.3 -

Unemployment 50.0 33.3 28.6 1.1 7.1 -

Lack of formal income 14.3 - - 1.1 7.1 -

Lack of real estate of sufficient value

registered in her name 35.7 1.1 214 i i )
Lack of a guarantor 0.0 11.1 7.1 - 7.1 -
Absence of a business plan 42.9 22.2 214 22.2 - 1.1
Inability to secure co-financing 21.4 11.1 28.6 11.1 14.3 11.1
Non-compliance with business plan 571 222 35.7 222 71 M1

requirements

Possible low financial potential of the

; 50.0 33.3 35.7 22.2 71 111
project

Incomplete submission of required doc-

. 64.3 44.4 35.7 22.2 - 11.1
umentation

Lack of prior experience in a specific

. . i 21.4 22.2 14.3 1.1 7.1 111
busi-ness/entrepreneurial activity
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Other 14.3 1.1 21.4 1.1 14.3 1.1

Difficult to say - 11.1 21.4 111 21.4 11.1

Prefer not to answer 7.1 22.2 7.1 44.4 50.0 66.7

Qualitative Component

Perspectives of Local Financial Organizations

When discussing barriers, representatives of local financial institutions emphasized the difficulties
women entrepreneurs face in mobilizing financial resources, both to start a business or to expand an
existing one. According to one respondent, women entrepreneurs often hold the misconception that
banks do not regard them as full-fledged entrepreneurs and therefore offer them fewer opportunities
than men. It was further noted that women experience greater difficulty in taking initial steps to realize
their business ideas, largely due to a lack of self-confidence and courage: “Often it is more of a psycho-
logical barrier, a lack of self-confidence and courage”(Commercial bank representative). Respondents
responsible for social issues and sustainable development within financial institutions additionally ob-
served that local financial institutions often lack a clear understanding of the specific challenges faced
by women entrepreneurs at all stages of entrepreneurial activity.

Interviews with representatives of local financial institutions identified several significant barriers that
hinder women’s engagement in entrepreneurial activity and their access to financial resources. These
barriers encompass individual, psychological, and social challenges, as well as a combination of institu-
tional and systemic constraints.

1. The role of family and the importance of support:Initiating entrepreneurial activity among women
is often contingent upon family support. In some cases, women require the consent of family members
- spouses, fathers, mothers, children, or siblings. Beyond financial assistance, moral support for awom-
an's business idea was identified as a critical factor which, according to respondents, strongly influences
the decision to initiate entrepreneurial activity

2. Additional family responsibilities: Compared to men, women entrepreneurs are more frequently
burdened with additional family responsibilities, such as childcare and household duties among others.
These obligations constrain their available time and limit their ability to engage flexibly in entrepreneur-
ial activities, particularly during the startup and business expansion stages.

3. Gender bias and institutional barriers:\Women entrepreneurs often encounter unconscious gender
bias in their interactions with financial institutions. Loan officers may question women'’s independent
entrepreneurial capacity and require the involvement of a spouse or guarantor in the decision-making
process: “The loan officer may think that a woman needs a ‘boss’in the form of a man, or a husband, or
some guarantor”(Commercial bank representative). Such practices are reported to be particularly acute
in the cases of single mothers and divorced women.

4. Collateral and ownership issues: An additional barrier identified by respondents concerns the re-
quirement to secure large loans with real estate. Although such loans are typically offered at lower
interest rates, women entrepreneurs often do not own property or lack formal ownership rights when
the property is effectively managed by male family members. Respondents referred to such individuals
as “hidden” and “concealed” owners, a practice that further restricts women'’s access to credit.
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5. Regional disparities and a lack of information: There are significant differences between the capi-
tal and the regions. In regional settings, there are fewer opportunities for business development, as well
as lower levels of awareness and networking. These constraints disproportionately limit women's entre-
preneurial activity. As one bank representative observed: “Women have different negotiation methods,
manners, and expectations than men, and this difference is more noticeable in the regions.”

6. Limited financial literacy and risk aversion: Due to limited financial literacy, instead of business
loans, women often obtain consumer loans, which are characterized by higher interest rates. Respon-
dents noted that women tend to borrow relatively small amounts to initiate or expand entrepreneurial
activities and therefore more frequently resort to consumer loans rather than business loans. In the
long term, this practice places additional financial strain on businesses and increases overall costs: “Con-
sumer loans burden business development and, ultimately, cost them more.” Difficulty in forecasting
business development represents another challenge that is more prevalent among women than among
men. As one bank representative explained: “Male managers tend to focus on future plans, on what they
will do and achieve, whilst female managers are more likely to concentrate on results already achieved
and the path that led them to their current position, often having a less clearly defined vision of the
future.”

7. Scoring models used by financial institutions often limit access to financial resources for wom-
en and other vulnerable groups: According to a representative of a commercial bank, loan approval

decisions in Georgia -consistent with international practices - are based on a scoring model. This is an

algorithmic model that assesses borrowers’ creditworthiness using predefined criteria and enables fi-

nancial institutions to determine whether to issue a loan, as well as its amount and associated conditions

(interest rates, collateral requirements, etc.). The respondents observed that such models often restrict

access to financial resources for women and other vulnerable groups, as they prioritize individuals with

stable and continuous income, a strong credit history, and asset ownership. In the Georgian context,

women are less likely than men to meet these criteria: “The ideal borrower for the scoring model is a
white man aged 35-45, with stable income, a solid credit history, and active financial obligations, all of
which are positively reflected in the model.”

8. Discontinuity of women entrepreneurs’ credit histories: The continuity of women'’s credit histories
is often interrupted, particularly during periods of maternity leave. One respondent noted that wom-
en typically take an average of two maternity leaves, resulting in temporary income interruptions that
affect timely loan repayment and the maintenance of an active credit history. Consequently, women
tend to accumulate shorter and more fragmented credit histories, which are evaluated less favorably by
scoring models. As the respondent concluded: “Women often take out higher-interest loans than they
deserve simply because the scoring algorithm assigns them a lower score.”

Perspectives of State Institutions

In interviews, representatives of state institutions reiterated many of the barriers facing women en-
trepreneurs that were also identified by local financial institutions. They concurred that the challenges
confronting women entrepreneurs in Georgia are multifaceted, encompassing economic, social, cultur-
al, and informational dimensions. These barriers are particularly pronounced in regional settings and
economically vulnerable environments.

Among other barriers identified, respondents noted that (9) women rarely possess initial savings,
which further constrains their ability to independently initiate entrepreneurial activities or participate in
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co-financing projects. In response to this challenge, the state has introduced a credit guarantee scheme;
however, respondents indicated that this mechanism has not yet fully mitigated women'’s limited own-
ership capacity in the market.

(10) Women's family responsibilities restrict their participation in trainings and meetings, particu-
larly when such activities are scheduled at the end of the day or held in regional centers. While the state
has already introduced more flexible formats - including online and hybrid meetings - time constraints
continue to represent a significant obstacle.

(11) A general lack of awareness in the fields of technology and innovation is an ongoing challenge:
“Many female entrepreneurs are confused when it comes to formulating an innovative idea, often com-
ing to startup programs with different expectations, which indicates the need to clarify the content of
the program and make the requirements more understandable” (state institution representative).

Perspectives of International Financial Organizations

Respondents from international financial institutions concur that, in the contemporary Georgian con-
text, women'’s participation in the financial system remains challenging, due to inequalities in property
ownership, stringent credit terms and conditions, the absence of a credit history, persistent gender bias,
and women'’s reduced ability to demonstrate creditworthiness through conventional mechanisms due
to their engagement in the informal sector.

4. Barriers during the Implementation of Business Activities

Perspectives of Representatives of Commercial Banks and Microbanks

Based on qualitative interviews conducted with representatives of financial institutions, several key
trends were identified that collectively contribute to gender inequality at the stage of business imple-
mentation. One prominent form of inequality manifests in gendered preferences in the formation of
business contacts. Specifically, women entrepreneurs are rarely included in business circles where de-
cisions are made by men, which significantly limits their opportunities for business expansion: “Men
prefer to do business with men... This is, of course, one of the significant barriers for women, because
the vast majority of businesses are founded by men, and therefore there is less opportunity for growth”
(commercial bank representative). Although women do not explicitly prefer to work exclusively with oth-
er women, existing practices indicate that they often do so, largely due to their limited access to broader
professional networks. Inequality is further manifested through the unpaid work and family respon-
sibilities borne by women. According to one of the respondents, this imbalance intensified during the
COVID-19 pandemic, when women entrepreneurs increasingly assumed family and business respon-
sibilities simultaneously. Caring for children, elderly family members, and managing household tasks
were shouldered by women, requiring additional time and effort. This burden was reported to have a
particularly adverse impact on the business activities of women operating small and micro enterprises.

Limited financial literacy and restricted access to training opportunities further place women at a dis-
advantage. A considerable proportion of women entrepreneurs lack sufficient financial knowledge in
areas such as accounting, banking services, or project planning. In some cases, a lack of family support
and time constraints further reduce women'’s ability to participate in training programmes or enhance
their professional skills.
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Representatives of the banking sector note that women-owned businesses often exhibit lower growth
dynamics. This can be attributed to both insufficient financial education and limited strategic planning
capacity, which manifests in challenges such as the failure to calculate the cost price of products and ser-
vices, difficulties in correctly pricing products and services, and incorrect assessments of profit margins.
Women's entrepreneurial activities were described as being largely based on personal competencies,
which constrains business scale, reduces growth potential, and limits the use of capital and technolog-
ical resources: “Women’s businesses are also smaller in size... they tend to grow only to the extent that
the owner can manage personally” (commercial bank representative).

Social stereotypes and prevailing cultural norms towards women entrepreneurs also constitute sources
of inequality. Namely, women's entrepreneurial activities are often viewed skeptically, particularly in tra-
ditionally male-dominated sectors such as agriculture or technical services. Respondents note that such
stereotypes undermine women's recognition as decision-makers, leading to the frequent involvement
of men in business decision-making processes.

Perspectives of State Institutions

Interviews conducted with representatives of state institutions suggest that gender differences are less
pronounced during the business implementation stage: “The problems are general and do not depend
on gender” (State institution representative). According to these respondents, the existing challenges
are primarily associated with financial sustainability, the need for consulting support, and general man-
agement competencies; however, these issues are not exclusive to women entrepreneurs.

A representative of the Enterprise Georgia agency emphasized that the sustainability of financial ser-
vices constitutes one of the challenges during the business implementation stage: “After the expiration
of the accounting services during the program, it becomes difficult for entrepreneurs to maintain their
activities independently. This challenge applies equally to a wide range of entrepreneurs, not only wom-
en” (State institution representative)

5. Women Entrepreneurs and Startup Financing: Barriers, Approaches, and Institu-
tional Differences

Perspectives of Local Financial Organisations

According to respondents, efforts to encourage women'’s participation in startup financing are primarily
driven by the structural and socio-economic barriers that constrain the development of their business-
es. As noted earlier, key obstacles faced by women entrepreneurs include limited access to information,
weak professional networks, low levels of financial independence, and a lack of initial capital. Against
this backdrop, some banks have adopted relatively more accommodating approaches toward women
entrepreneurs, particularly in the context of risk assessment. As one representative of a commercial
bank stated, “We are more lenient and loyal towards women in the area of risk assessment,”a position
that reflects not the provision of gender-based advantages, but rather recognition of women’s compar-
atively lower participation in accessing financial services and their need for additional support. Current
practice indicates that launching a startup is often feasible only for individuals who already possess per-
sonal savings or a certain material base. Respondents explained that “the existence of savings is mostly
related to employment and relatively high income, which, given the existing economic and gender struc-
ture in Georgia, is often the reality of men.” Consequently, startup opportunities remain less accessible
to women, both financially and in terms of relevant knowledge.
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Within this context, TBC Bank’s startup program Startaper represents a distinctive initiative, as it inte-
grates both financial and non-financial components. The program aims to facilitate women'’s market
entry at the startup stage. It is based on the assumption that women entrepreneurs often initiate busi-
nesses grounded in professional experience or personal hobbies, yet lack essential financial and man-
agerial knowledge. As a result, many encounter difficulties in assessing profitability of their activities,
correctly calculating cost prices, or distinguishing between personal and business resources. Within the
framework of the TBC Startaper program, startups are clearly defined as enterprises registered for less
than two years that have not yet generated profit. Participants selected for the program gain access to
business planning tools, training, and consulting services. Importantly, such initiatives provide not only
financial assistance but also significant educational value for women entrepreneurs.

Representatives of commercial banks highlighted that startup loans entail relatively high financial risk.
The microbank Crystal previously implemented programmes focused on social responsibility; however,
these types of loans have since been suspended due to institutional restructuring processes. According
to a representative of the microbank, startup financing should be viewed primarily as a form of social
investment rather than as a profit-driven financial product. In practice, the majority of surveyed banks
either offer very limited startup financing or do not provide such financing at all.

Overall, startup financing for women entrepreneurs in Georgia remains constrained. Where such pro-
grammes exist, they are generally limited in scope and are largely grounded in social responsibility. Per-
sistent systemic challenges, such as a lack of capital, limited financial education, a lack of information,
and entrenched cultural norms, continue to pose significant barriers.

6. Gender Bias in Decision-Making

Perspectives of Local Financial Organisations

A segment of banking sector representatives suggested that gender stereotypes and unconscious
biases may continue to influence decision-making processes, although respondents noted that these
tendencies are being mitigated through internal organizational practices within financial institutions,
as well as through support from external partners. One of the key mechanisms identified for reducing
bias is staff training aimed at recognizing and addressing unconscious bias. Of particular importance is
the practice of providing employees involved in loan approval within the banking sector with relevant
mandatory educational programmes. Such initiatives are frequently supported by international donors
and financial institutions, which actively promote improvements in institutional practices.

According to respondents, another significant factor contributing to the reduction of gender bias in
assessment and decision-making is the increased representation of women within financial institutions
themselves, including in positions traditionally regarded as male-dominated. These roles include loan
officers, branch managers, and risk managers. Greater female representation in such positions influ-
ences both internal organizational culture and customer service practices, which constitutes one of the
foundations for reducing gender bias.

Arepresentative of a commercial bank further noted that employees’ decisions are shaped by their edu-
cation, experience, level of gender sensitivity, and familiarity with the local context and prevailing social
norms. Some of the respondents emphasized that regional disparities remain particularly pronounced.
Specifically, decision-making styles and approaches in Thilisi were reported to differ significantly from
those observed in regional areas, differences that are often linked to entrenched cultural stereotypes.
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Respondents also stressed the importance of a systemic approach in addressing gender bias. One-
off training sessions might not be effective. Therefore, corporate strategies should incorporate a sus-
tained approach, including continuous monitoring of training outcomes, the introduction of internal
standards, and results-based evaluation. In this regard, several financial institutions participating in the
qualitative research have established dedicated educational platforms or academies designed to deliver
systematic training.

According to some respondents, the involvement of international investors and donors plays a deci-
sive role in efforts to combat gender bias. These actors have often served as key levers through which
specific requirements are imposed on financial institutions, such as the adoption of gender equality
strategies, the conduct of analyses, the review of loan portfolios by gender, and gender-based assess-
ments of staff composition. This approach compels local organizations to be more responsive to gender
standards: “International organizations balance us. Because in Georgia, many people who run financial
organizations do not think about women’s empowerment at all” (commercial bank representative).

As one of the respondents emphasized, gender equality in the financial sector should not be viewed
solely as adherence to a social or ethical principle, but rather as an essential condition for competitive-
ness. For organizations seeking to attract qualified personnel, international partners, and investors, the
integration of gender equality principles is regarded as strategically essential.

Perspectives of International Financial Organizations

Representatives of international financial organizations concur that gender bias against women entre-
preneurs in the loan approval process remains a significant barrier in Georgia. The experience of the
European Bank for Reconstruction and Development (EBRD), together with quantitative data, indicates
that under otherwise equal conditions (identical income levels, collateral, and entrepreneurial experi-
ence) loan officers are more likely to favor male entrepreneurs. Respondents emphasize that this bias
is rooted in unconscious gender stereotypes and is not contingent upon the gender of the loan officer:
“The same tendency is observed for both female and male officers” (representative of an international
financial institution).

7. Financing Women Entrepreneurs and Fraud Management

Perspectives of Local Financial Organizations

In the implementation of women-oriented financial programmes, a recurring question concerns the
extent to which the program'’s targeted use can be effectively ensured. In particular, doubts have been
raised that financing issued in the name of a woman entrepreneur may, in practice, be utilized by a male
counterpart, thereby undermining both the principle of gender equality and the targeted purpose of
such programmes. However, interview findings suggest that this risk is not specific to gender-targeted
initiatives but is inherent across all segments of the financial sector: “Because fraud can occur when
taking out a regular loan, does that mean we should stop granting loans altogether? Of course not”
(commercial bank representative).

Respondents identified several practical approaches that could help mitigate such risks. These include
stricter eligibility criteria, such as requiring female beneficiaries to have been company owners or man-
agers for a specified period before the programme’s launch. Respondents also recommended the use
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of basic questionnaires for founders/managers, enabling financing institutions to better assess who
actually manages the business. Such measures will contribute to the reduction of fraudulent practices.
Several representatives of financial institutions further emphasized the role and responsibility of regu-
latory bodies. From their perspective, alongside the ongoing development of financial services, the Na-
tional Bank of Georgia and other relevant agencies should further refine regulatory standards in order
to prevent both gender-based unequal treatment and the systemic spread of fraudulent behavior: “Past
experience, especially the rapid and unregulated spread of online loans, shows that when the requlator
decides to intervene, effective change becomes possible” (commercial bank representative).

At the same time, interviews revealed that comprehensive verification of all applications is practically
unfeasible, particularly within large-scale programmes: “We have more than 10,000 clients... It is im-
possible to actually determine whether a woman is behind the company or not” (bank representative).
Consequently, verification is practically limited only to formal information (e.g. official extracts from the
public registry), which does not allow for in-depth control.

Despite these difficulties, one respondent emphasized that the effectiveness and intended use of such
initiatives should not be assessed solely through a risk-management lens. Given that state- and do-
nor-funded programmes aim to enhance economic and social inclusion, it is essential to develop ap-
proaches that simultaneously ensure alignment with program objectives while avoiding the exclusion
of women on the basis of stereotype-driven suspicions. In some cases, this necessitates a reassessment
not only of control mechanisms but also of evaluation criteria. For instance, if a woman formally submits
an application but conducts business activities jointly with family members, including men, this may
be understood as a form of joint entrepreneurship: “To be honest, I don't see a big problem with that.
If there is a family and the household turns into an enterprise, it is natural... although the sole motive
may sometimes be access to financing” (bank representative). Accordingly, greater emphasis should be
placed not only on formal evaluation criteria but also on the tangible social and economic outcomes of
such programs, such as improved access to finance, income growth, and enhanced opportunities for
business growth and expansion.

Perspectives of State Institution Representatives

Representatives of state programmes provide detailed accounts of the monitoring mechanisms em-
ployed to ensure that funding is effectively allocated to women entrepreneurs rather than being in-
formally controlled by male counterparts. For example, the micro-grant program implemented by the
Enterprise Georgia agency involves multiple stages of monitoring, including on-site visits, interviews
to verify business activity, and assessments of the consistency between submitted applications and
actual operations. These measures are primarily aimed at identifying cases in which a woman appears
only formally as the applicant. At the same time, respondents note that even when funding is formally
registered in a woman’s name, a degree of indirect economic empowerment may still occur: “A woman
gains leverage and the opportunity to manage the business that is registered in her name herself” (state
institution representative).

Respondents further indicated that, in their recent cooperation with commercial banks, they had not
observed overt gender-based discrimination or explicitly stereotypical assessments. Nevertheless, they
did not exclude the possibility of unconscious bias influencing decision-making processes: “For example,
a woman may have a less developed professional network or less experience, which negatively affects
her chances of being granted a loan” (state institution representative).
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8. Behavioral Trends Related to Loan Repayment, Savings, and Risk among Women
Entrepreneurs

Perspectives of Local Financial Organizations

According to representatives of local financial organizations, women entrepreneurs are generally char-
acterized by a higher level of discipline and responsibility with regard to loan repayment. Respondents
consistently note that, compared to male clients, women entrepreneurs are perceived as more disci-
plined borrowers, a perception that is supported by internal statistical data of financial institutions in-
dicating higher levels of solvency among female clients. Beyond repayment behavior, women are also
described as demonstrating strong administrative discipline: “They often submit the necessary docu-
mentation on time and require fewer reminders” (commercial bank representative).

With respect to deposit behavior, no substantial differences between female and male clients are ob-
served. Respondents note that the use of traditional deposit products are equally common among
both groups. However, differences emerge in the area where savings are accumulated within personal-
ized services. According to respondents, men have a significant advantage in this regard, particularly in
terms of investment products, shares and high-risk financial instruments.

While women entrepreneurs’ tendency to exhibit greater caution in relation to financial risk contributes
positively to loan repayment performance, it may simultaneously constrain the large-scale expansion
of their businesses. Representatives of financial institutions observe that women entrepreneurs are
generally less inclined to pursue business expansion and often continue to operate within the scale of
microbusinesses. One of the underlying reasons for this behavior is family-oriented values and socially
ascribed roles. As one bank representative stated: “All operations decided by a woman, directly or in-
directly, are associated with stability.” As a result, despite being regarded as reliable and responsible
financial actors, women entrepreneurs are often not perceived as a high-growth segment.

9. Profile of Women Entrepreneurs’ Economic Activity in Georgia

Perspectives of the Local Financial Sector

According to representatives of the financial sector, women entrepreneurs tend to start businesses in
fields in which they already possess knowledge. Knowledge, experience, and practical skills constitute a
key foundation for launching their entrepreneurial activity. As a result, women are widely represented
in areas such as handicrafts, baking, food establishments, beauty salons, and hospitality. In contrast,
respondents note that men are more likely to enter sectors perceived as highly profitable, even in the
absence of relevant expertise: “In the case of men, the motivator is often where more money can be
made. They may not know construction and still open a construction company” (commercial bank rep-
resentative).

Women entrepreneurs are most commonly active in the following sectors: 1. Services: beauty salons,
restaurants, pastry shops, tourism-related services, tutoring, and consulting; 2. Trade: supermarkets,
boutiques, retail trade in local markets, and small retail shops; 3. Agriculture: fruit/vegetable cultivation,
dairy farming, and animal husbandry. However, respondents emphasized that women'’s participation in
agriculture varies significantly by region and in some cases, women become more active in this sector
due to the exhaustion of credit resources of another family member. According to respondents, women
entrepreneurs are largely absent from heavy industry, real estate development, manufacturing, and
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sectors requiring technical expertise, operational management, or knowledge of foreign trade relations.
Similarly, women's participation remains minimal in high-risk and high-turnover sectors such as logis-
tics, manufacturing, and construction: “The larger the scale of activity, the smaller the share of women
and their representation in medium and large enterprises is low” (commercial bank representative).

Respondents also highlighted that, beyond formally registered companies, women'’s labor that is infor-
mal in status but actively performed in practice plays a significant role, existing unofficially or semi-offi-
cially within individual entrepreneurial structures. According to one respondent, strategies aimed at fos-
tering women'’s entrepreneurship should begin by strengthening this foundational layer. In particular,
encouraging the formal registration of individual entrepreneurs could serve as a critical step towards
enabling women to transition from small-scale activities to medium-sized enterprises.

Perspectives of State Institutions

Representatives of state institutions largely share the views expressed by the local financial sector, em-
phasizing that the sectors chosen by women entrepreneurs in Georgia are closely shaped by social roles,
access to family resources, stereotypical expectations, and economic conditions. Respondents noted
that women often enter entrepreneurship out of economic necessity rather than as part of a profes-
sional strategy. While many lack formal business education or experience in market analysis, they are
frequently distinguished by strong motivation and perseverance.

According to respondents, the increased participation of women is most visible in the tourism sector,
particularly in regional areas. Within this sector, women primarily manage family-run hotels and cot-
tages. Tourism is considered a favorable field for women because business activities can often be con-
ducted within the family space and do not require advanced technical expertise or substantial initial
investment. The second major area of engagement is food and beverage services, including small cafés,
restaurants, and fast-food services. Women'’s participation in this sector is similarly attributed to rela-
tively low barriers to entry and the ability to utilize existing household kitchen resources in a way that
allows them to combine these activities with family responsibilities.

A third prominent sector is the beauty industry, encompassing beauty salons, cosmetology services,
hair styling, and related activities. In this field, women often benefit from established social networks,
professional interests, and consistently high consumer demand: “It is also possible to enter the beauty
industry by completing short training courses, which makes this sector particularly attractive for wom-
en”(state institution representative).

In the field of education, women entrepreneurs also frequently establish small workshops and voca-
tional training centers, particularly in crafts and handmade production. These initiatives are typically
grounded in skills and professional knowledge acquired in the past.

With regard to agriculture, representatives of state institutions emphasize that women'’s formal partici-
pation remains low. This is largely attributed to property ownership patterns, as land plots are often reg-
istered in the names of male family members, particularly sons: “As a result, women technically lack ac-
cess to programs that require documentation confirming ownership” (state institution representative).

Finally, respondents note that women's participation in manufacturing industry and high-technology
sectors remains limited to isolated cases. Women entrepreneurs in these fields continue to be perceived
as exceptions.
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Perspectives of International Financial Organizations

A representative of the Asian Development Bank (ADB) noted that women and men in Georgia tend to
participate in different economic sectors, resulting in a high degree of gender segregation across the
economy. High-income sectors such as transport, energy, and information technology remain predom-
inantly male-dominated: “Women are mainly involved in low-profit, labor-intensive, and often informal
activities, whilst men establish capital-intensive and technology-oriented businesses” (ADB represen-
tative). The respondent further emphasized that increasing women's representation in STEM fields (sci-
ence, technology, engineering, and mathematics) requires early intervention, beginning at the level of
general education: “An inclusive and supportive environment should be created from school onwards,
providing girls with the foundation to develop interests in technical and non-traditional fields.” ADB
seeks to allocate a portion of its financial resources towards initiatives aimed at increasing women'’s
participation in sectors in which they are traditionally underrepresented.

10. Reporting, Data Collection, and Gender Analysis

Quantitative Component

The findings indicate that gender-based data processing is not a widespread practice within either
banks or microfinance organizations, reflecting a rather low level of gender data integration across the
financial sector. This is particularly pronounced among banks: such approach is more common in micro-
finance organizations (55.6%) than in banks (42.9%) (see Diagram #10.1).

Diagram #10.1

Do you process consumer data disaggregated by gender?

429 %
57.1%

HYes ENo

The majority of financial institutions (banks - 62.5%; microfinance organizations - 75%) do not consider
it necessary to process client data by gender, whilst a small proportion of banks (8.3%) cite technical
limitations of their systems as a barrier. Other reasons provided by one quarter of respondents from
both institutions (25.0%) include the following: the bank primarily serves corporate clients and therefore
conducts analyses by business type, sector, etc., their products are equally accessible regardless of gen-
der and so on (see Table #10.1).
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TABLE #10.1

What are the reasons for not processing Bank (%) (N=8) o M.icr?.fina(;c)e(N 2
rganization (%) (N=

user data disaggregated by gender?

Limitations of technical systems 12.5 -

Lack of human resources - -

Staff are not adequately trained - -

We believe it is not necessary 62.5 75.0

Legal restrictions - -

Other 25.0 25.0

Among business clients, men predominate in the overall gender composition (banks: men - 65%, women
- 35%; microfinance organizations: men - 55%, women - 45%). In both banks and microfinance organiza-
tions, information is most commonly processed according to: a) sector of business activity, b) age, and
¢) source of income. Statistics of marital status and loan refusals are assigned lower priority. Age-based
data analysis is more frequently undertaken by banks (see Table #10.2).

TABLE #10.2

Microfinance

What types of data do you collect/process? Bank (%) (N=6) Organization (%) (N=5)
Age 100.0 40.0
Marital status 333 -
Source of income 66.7 60.0
Scope of business activities 83.3 80.0
Statistics and reasons for refusal of
" : 33.3 -
financing

It should be noted that the average age (Mean) of entrepreneurial clients is 42 years in banks and 48
years in microfinance organizations. When asked about the most common marital status of women
entrepreneurs among the clients of financial institutions, all respondents (100%; N=23) report that they
do not possess this information.

At the time of becoming clients of financial institutions, women entrepreneurs’ primary source of in-
come in the case of both banks and microfinance organizations (particularly the latter) is income gen-
erated from their own businesses. Income from employment in the private sector is also a significant
source. Remittances from abroad are reported as important only among bank clients. By contrast, no
empbhasis is placed on income derived from public sector employment or personal/family savings (see
Table #10.3).
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TABLE #10.3

At the time of becoming a client of your Microfinance Organiza-

tion (%) (N=3)

organization, what was the main source of Bank (%) (N=4)
income for women entrepreneurs?

Income from employment in the public i )
sector

Income from employment in the private 250 333
sector

Income from own business 50.0 100.0
Personal/family savings - -
Remittances from abroad 25.0 -
Other (these data are not processed) 50.0 -

The study further indicates that women entrepreneurs financed by banks are predominantly based in
Thilisi (80%), with notable representation also in Adjara (40%) and Imereti (20%). In contrast, women
clients of microfinance organizations do not include residents of Thilisi but are characterized by broad
regional representation (Adjara, Kakheti, Shida Kartli, Imereti, and Kvemo Kartli) (see Table #10.4).

TABLE #10.4

In which region do women entrepreneurs

Microfinance Organiza-

... ' 0 _
funded by your olrganlsatlon most frequent Bank (%) (N=5) tion (%) (N=9)
y operate?

Thilisi 80.0 -
Adjara 40.0 50.0
Imereti 20.0 25.0
Kakheti - 50.0
Kvemo Kartli - 25.0
Shida Kartli - 50.0

With respect to the distribution by settlement type, banks report that their female clients are exclusively
located in urban areas, whereas women clients of microfinance organizations are predominantly resi-
dents of rural settlements (see Diagram #10.2).
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Diagram #10.2

In what type of settlements do the women entrepreneurs you have
funded most commonly conduct their entrepreneurial activities?

Bank (N=2)

0.0 %

Microfinance organization 25.0%
(N=4) 75.0 %

EmUrban ®Rural

Survey results show that microfinance organizations do not compare female and male clients when
processing client data. Among banks, the highest priority is to compare indicators by the average loan
amount (66.6%). As per the findings, gender-based comparisons of indicators in terms of savings vol-
umes and fees/card-related costs are considered irrelevant by banks (see Table #10.5).

TABLE #10.5

When processing data, which indicators

Microfinance Organiza-

0, =
do you use to compare male and female Bank (%) (N=6) tion (%) (N=5)
customers?
Average loan amount 66.6 -
Repayment rate 33.3 -

Savings balance - -

Frequency of product use 16.7 -

Commissions/card-related costs - -

Payments and transactions 16.7 -
Application approval rate 33.3 -
We do not conduct such comparisons 33.3 100.0

The study also reveals that microfinance organizations do not use collected data to adapt products/
services to the needs of female clients. This practice is similarly limited among banks (66.7% do not use).
Only a small number of banks (N=2) report following the said practice (see Diagram #10.3).
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Diagram #10.3

Do you use the data collected to tailor products/services to the needs of
women entrepreneurs? (N=11)

33.0%
Bank(N=6) 66.7%

Microfinance organization =~ 0.0%

s N o

HYes HNo

Banks that indicated using data to tailor products/services to the needs of women clients (N=2) de-
scribed specific changes/initiatives, such as adapting loan terms (for example, longer repayment peri-
ods for women balancing business and family responsibilities) and reducing collateral requirements or
introducing alternative forms of collateral (for example, group loans, guarantors drawn from women'’s
networks).

Training on processing data by gender is generally not provided to staff within financial institutions.
Microfinance organizations reported no such training practices at all. Only a limited number of banks
indicated that they offer training either on a regular basis (ProCredit Bank) or within the framework of
specific projects (Khaliq Bank) (see Diagram #10.4). In all cases, these trainings are conducted for all
employees rather than targeted at specific positions. In addition, it is noteworthy that women constitute
the majority of credit officers (banks: women - 53%, men - 47%; microfinance organizations: women -
56%, men - 44%).

Diagram #10.3

Are staff members provided with training on gender-disaggregated data
processing? (N=24)

Bank (N=14)

85.7%

Microfinance organization (N=9)

HYes, on aregularbasis ®Yes, aspart of specific projects or in certain cases ® No, they are not
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Qualitative Component

Perspectives of the Local Financial Sector

Qualitative research indicates a general trend toward more systematic collection and analysis of gender
related data, increasingly linked to banks' internal credit policies and the requirements of international
donors and investors. Typically, financial institutions process existing client data according to variables
such as gender, age, location, sector of activity, and credit history. Commercial banks actively use this
information in marketing strategies, segmented product offers, and the assessment of socio-economic
impact. This information is also important in engagement with international investors, who often seek
indicators such as the share of women entrepreneurs, green financing, and sector development. As
one commercial bank representative noted, “Investors are most often interested in the share of women
entrepreneurs, green financing, and production. Having this data makes it relatively easier to attract
lower cost resources.” Findings from in-depth interviews further suggest that a data-driven approach is
particularly relevant for microfinance institutions and microbanks focused on small and medium-sized
enterprises. These institutions demonstrate a heightened interest in gender- and age-based diversifica-
tion analysis when aiming to design and offer products that are better aligned with customer behavior
and needs. However, not all financial organizations apply or prioritize in-depth gender-based data pro-
cessing. In some institutions, a so-called neutral approach remains prevalent, whereby only economic
characteristics of clients are considered, without accounting for gender-specific differences.

Overall, data analysis represents a key mechanism for monitoring the economic inclusion of women en-
trepreneurs, assessing program effectiveness, and improving access to financial services. Nevertheless,
progress in this area remains uneven and requires both structural support and increased awareness at
the organizational level. Representatives of the banking sector concur that gender-sensitive data col-
lection and analysis are critically important for accurately assessing women's participation in entrepre-
neurship and for informing development strategy planning. In particular, effective product develop-
ment is not feasible without an evidence-based foundation.

Perspectives of State Institutions

Interviews with representatives of state institutions indicate that they are gradually shifting toward da-
ta-driven policy planning. Consequently, detailed gender-disaggregated analysis still remains at a de-
velopmental stage. Respondents noted that the evaluation of economic program outcomes is primarily
structured around a set of predefined indicators, including number of employees, income growth, ex-
port volumes, productivity, credit utilization, etc.

Despite progress, institutional capacities for in-depth data segmentation vary considerably. For exam-
ple, the Rural Development Agency is currently able to extract only basic quantitative data and considers
the systematic analysis of gender-disaggregated data as a future objective. In addition, several agencies
still use Excel and have limited flexibility for more detailed analytical work due to the absence of special-
ized platforms.

In contrast, the Innovation and Technology Agency, which on its own initiated the disaggregation of
data by gender, age, and vulnerability status, actively uses these data for strategic planning and for the
early identification of emerging challenges.

The National Bank of Georgia, as the regulator, is working to produce gender-disaggregated statistics
on loans and deposits; however, it acknowledges that these data are only informative so far and do not
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allow for a deeper assessment of who the actual entrepreneurs are or where structural constraints may
exist. Future plans include an analysis of overdue loans among women entrepreneurs, which is expect-
ed to provide a more accurate picture, independent of prevailing stereotypes.

Perspectives of International Financial Organizations

Representatives of international financial institutions emphasized that access to data is essential for
both banks and microfinance organizations in order to be able to make targeted, informed, and needs-
based decisions. As noted by a representative of the Asian Development Bank (ADB), the organization
does not collect data itself but actively encourages its partner institutions to improve their data collec-
tion and processing practices. The respondent highlighted that extracting gender-disaggregated infor-
mation poses challenges for banks not only for technical reasons but also due to systemic financial con-
straints: “This often requires restructuring financial systems, which involves significant resources and
institutional change.” According to the respondent, the lack of detailed statistics on ethnic minorities
or other vulnerable groups further indicates that understanding multidimensional vulnerability along
with the absence of comprehensive disaggregated data remain a systemic challenge within financial
organizations.

The European Bank for Reconstruction and Development (EBRD) does not collect detailed data at the
sub-borrower level and receives aggregated data from partner financial institutions, disaggregated by
a set of key variables. However, in order to better understand the experiences of women entrepreneurs
and to monitor gender equality, the EBRD conducts a quantitative household survey, which has beenim-
plemented four times since 2006. The survey examines household income, access to finance, and topics
related to economic participation in depth, enabling the findings to be aligned with gender analyses of
financial inclusion.
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11. Financial Education and Awareness of Women Entrepreneurs about Existing
Opportunities

Quantitative Component

The most common non-financial service offered by banks is business training, which is provided by all
participating organizations to women entrepreneurs (100%). This finding indicates that training is widely
perceived as the most essential tool for strengthening women'’s business skills. In addition, business
consultations are a frequently offered service (80%). By contrast, legal assistance remains rare - in 80%
of organizations, this service is not offered at all (see Diagram #11.1).

Diagram #11.1

What types of non-financial services do you offer to women entrepreneurs
to support their business activities? (N=5)

Business training (managing financial resources,... 100.0 %

Business consultations

Networking meetings (communication with other... 40.0 % 40.0 % 20.0%
Legal assistance

E-commerce support 40.0 % 40.0 % 20.0 %

EmYes mNo mDifficulttosay ™ Prefernotto say

Non-financial services in banks are delivered with varying frequency and are not organized within a
standardized cycle. The most common practice involves the provision of business consultations (they
are conducted daily in 25% of banks). Business trainings are evenly distributed across different frequen-
cies (20% in each category), reflecting the irregular nature of this service. Networking meetings are rare
and do not constitute a form of systematic support, whilst legal assistance is provided very rarely. The
duration of non-financial services is predominantly short-term - lasting one day (business trainings -
60%) or several hours (networking meetings - 50%; business consultations - 50%). No instances were
recorded of trainings/consultations lasting one calendar week, longer than one week, or five days. The
duration of networking meetings and legal assistance is not standardized, and organizations were often
unable to provide clear information on this aspect (see Diagrams #11.2 - #11.3).

Diagram #11.2

How often are the following services provided?

Business trainings (N=5) 20.0 %
Business consultations (N=4) 25.0 % 25.0 %
Networking meetings (N=2) 100.0 %

Legal assistance (N=2)

H Daily ®mWeekly ®m Montly ®mQuarterly ®Biannually  mAtleast oncea year m Lessfrequently
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Diagram #11.3

What is the typical duration of...

Legal assistance (N=2)

Networking meetings (N=2)
Business consultations (N=4)
Business trainings (N=5) 20.0 % 60.0 % 20.0%
M Several hours M One day
m Two-three days m One working week (5 days)
B One calendar week (7 days) B More than a week

Difficult to say

Notably, the average number of women entrepreneurs who benefited from the aforementioned non-fi-
nancial services over the past 12 months is highest for business consultations (100 beneficiaries) and
business trainings (50 beneficiaries). No accurate registry is maintained for women entrepreneurs par-
ticipating in networking meetings or receiving legal assistance.

Qualitative Component

Perspectives of Local Financial Organizations

Respondents emphasized the important role of international financial organizations in providing busi-
ness education for women entrepreneurs: “With their support, we have conducted numerous training
sessions for entrepreneurs, a large proportion of whom were women” (bank representative). Among
existing educational platforms, the TBC ESG Academy was highlighted, where courses on the “green”
topics are currently offered. These trainings are designed specifically for business representatives and
aim to raise awareness of risks associated with climate change.

One of the key challenges consistently identified through interviews is women's Limited access to infor-
mation meetings due to physical and time constraints. Women, especially those living in the regions,
are often unable to participate in such events not so much due to a lack of interest, but rather because
of time constraints. As one respondent explained: “Women have many other obligations - unpaid family
work, which can amount to up to 40 hours per week. As a result, they are not always available to attend
meetings in person, even when these meetings are critical for their businesses” (bank representative).
Consequently, respondents repeatedly emphasized the need for such meetings to be offered in online
formats, with recordings made available afterwards. In addition, it is necessary to provide multiple time
options to ensure that women can actually participate in activities relevant to their interests.

Although the majority of women entrepreneurs own smartphones, this technological resource is rarely
used for digital meetings or access to financial services. Respondents note that these devices are pri-
marily used for basic communication purposes. Digital engagement, which could support these women
in business development, remains practically untapped. This deep and complex underutilization of tech-
nology is due to a lack of knowledge.
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Interviews consistently revealed that low levels of financial literacy remain a serious challenge for wom-
en entrepreneurs. Many women are unable to clearly distinguish between business and personal fi-
nances, do not maintain separate accounts, and, as a result, are unable to accurately assess the scale of
their operations and their financial situation: “When family expenses and income are mixed with busi-
ness finances, information about the business itself becomes inaccurate” (bank representative). This
lack of organization hampers both access to credit and the planned business development. According to
respondents, a significant proportion of women entrepreneurs are unaware that the use of a business
account enables banks to automatically assess and offer appropriate credit products. Instead, current
practices indicate that women entrepreneurs often allocate and plan business resources based on per-
sonal needs, which ultimately constrains financial growth and limits the potential for deeper coopera-
tion with financial institutions.

In recent years, banks and other financial institutions have become increasingly engaged in support-
ing women entrepreneurs. For example, banks (the Bank of Georgia, ProCredit Bank, and TBC bank,
etc.) regularly implement thematic training programs, provide individual consultations, and offer grant
schemes, all of which definitely contribute to expanding opportunities for women entrepreneurs. Both
commercial banks and microfinance organizations disseminate information about non-financial activ-
ities implemented with the support of international organizations through different channels. Region-
al branches are the primary source of information dissemination, ensuring effective communication
with target groups. When young people are the primary audience, information is often disseminated
through higher education institutions.

Respondents emphasized that information about available programs tends to circulate within the same
groups, representing a significant gap in outreach. In particular, entrepreneurs operating in urban ar-
eas, especially in Thilisi, are considerably more informed about banking products and different support
opportunities than those operating in Georgia’s regions. In addition, limited professional networks con-
tribute to low levels of awareness among women entrepreneurs, further constraining access to infor-
mation.

With regard to entrepreneurial training programs, respondents note that the language and the format
used to deliver information constitute a key challenge: “Sometimes the terminology used in some of the
trainings is difficult and incomprehensible, which creates the feeling that ‘this is not for me” (microbank
representative). In addition, the length and frequency of courses often make sustained participation
difficult for some women, leading to premature withdrawal: “When a woman misses one or two sessions
and does not return to the program, this is often accompanied by a sense of shame or fear that she has
fallen behind and will not be able to catch up”(commercial bank representative).

Respondents noted particularly high demand for training in digital marketing, sales techniques, and
other practical topics. According to them, mentorship training is also of interest, as it supports women
entrepreneurs in making individual decisions, strengthening self-confidence, and taking concrete steps.

Some of the respondents emphasized that, despite growing interest in existing programs, the systemat-
ic development of support for women entrepreneurs continues to require gender-sensitive approaches,
alternative channels for information dissemination, the simplification of financial education, and greater
attention to psychological barriers.
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Perspectives of State Institutions

Representatives of state institutions consistently noted in interviews that, despite the widespread use
of information channels (social media, television), many women, particularly in regional areas, do not re-
ceive information about opportunities available to them. In addition to informational gaps, respondents
emphasized the presence of a psychological barrier: “Many women do not feel that these programs are
intended for them. They believe that such meetings or trainings are meant for ‘others” (representative
of a state institution).

Respondents also highlighted differences among women and men in the formation of social and cul-
tural networks. It was suggested during the interviews that men tend to share their experiences more
readily within informal peer groups, facilitating faster information circulation. By contrast, women'’s ex-
periences in this regard can be more pessimistic and constrained by internalized limitations: “Women
are less likely to believe that they will ‘succeed,’ which reduces their motivation to seek out and use infor-
mation” (representative of a state institution). Consequently, respondents argued that merely offering
training programs is insufficient. Instead, they emphasized the need for an individualized approach, on-
site communication (“door-to-door” principle}, both at the regional level and within small communities.

12. Service Preferences (Branches and Remote Channels)

Quantitative Component

The quantitative findings indicate a common pattern across banks and microfinance organizations -
women entrepreneurs most frequently access financial services through in-branch visits (47.8%). On
the other hand, the use of internet/mobile banking is reported only by banks (50.0%) (see Table #12.1).

TABLE #12.1

In your opinion, which channel do women . . .
Microfinance Organi-za-

tions (%) N=9

entrepreneurs most often prefer for access- Banks (%) N=14
ing financial services?

In-person visits to the branch 42.9 55.6
Internet / mobile banking 50.0 0.0
Online platforms 28.6 11.1
Other 7.1 333
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Qualitative Component

Perspectives of Local Financial Organizations

Women entrepreneurs’ service preferences in Georgia vary considerably by generation, social experi-
ence, and level of technological engagement. Although no formal barriers to access were identified on
the part of financial institutions, women’s behavioral approaches to, and choices of, service delivery
channels differ markedly.

Younger women entrepreneurs tend to prefer remote service channels, a preference shaped by both
their technological habits and time constraints. They commonly use mobile applications, online chat
functions, social media communication, and website forms, as these offer faster and more flexible ser-
vice. At the same time, young women expect prompt, accurate, and effective feedback, which strongly
shapes their reliance on digital solutions.

In contrast, middle-aged and older women entrepreneurs predominantly prefer in-person branch visits.
For this group, direct interaction with bank representatives, receiving explanations on site, and making
concrete decisions through face-to-face engagement are particularly important: “The older generation,
of course, prefers a visit to the branch in person. They have to touch and believe things for themselves”
(representative of a commercial bank). This behavioral distinction is often less a result of technological
limitations than of value-based preferences, as middle-aged and older women tend to place greater
trust in personal, face-to-face communication.

Financial institutions, particularly those in the universal and microfinance segments, often adopt a
mixed model. Specifically, initial client outreach and information provision frequently occur through
remote channels, whilst key financial arrangements, including credit or guarantee decisions, are still
largely finalized through personal meetings.

Representatives of financial institutions believe that, under equal conditions, gender discrimination is
not evident in the provision of services. However, actual access and choice are often shaped by a range
of conditional factors, including cultural norms. In particular, women'’s self-confidence, degree of auton-
omy, family support, and exposure to social pressure determine their choice.

13. Gender Distribution of Employees in Financial Institutions

Perspectives of Local Financial Institutions

Representatives of the financial sector expressed the view that, in the regions, women are less frequent-
ly promoted to managerial positions, such as branch managers, because perceptions, stereotypes, and
biases toward female leadership are more deeply entrenched in the regional areas than in the capital or
larger cities of Georgia. Public perceptions of women in regional contexts often conflict with prevailing
expectations associated with management roles, which in turn constrains women'’s opportunities for
career advancement: “In the regions, men are perceived as managers, which is taken into account by
banks” (representative of a commercial bank).

According to respondents, a similar gender imbalance is observed in credit officer positions, where men
outnumber women. This disparity was attributed to the specific nature of the role: the need for high lev-
els of mobility, frequent interaction with problematic clients, and heavy workloads. While respondents
emphasized that female credit officers are effective in customer communication and trust-building,
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women are reportedly less inclined to pursue these positions due to the conflict-prone environment and
the demands of physical mobility: “You are out all day, chasing clients, and this is not easy for women to
do. With very rare exceptions, women are less interested in this position” (representative of a commer-
cial bank).

In addition to the distribution of employees across positions, respondents also highlighted the impor-
tance of remuneration systems within organizations. For example, one bank representative noted that
compensation is based on work performance and that no bonus system explicitly advantages men;
however, men tend to have more time to dedicate to work, which in turn provides them with more op-
portunities for higher earnings.

Respondents further noted that women are predominantly represented in middle- and lower-level of-
fice positions within financial organizations, particularly in human resources, operations, marketing,
financial analysis, and administrative roles. In some banks, women are overrepresented among chief
executive officers and members of boards of directors.

14. The Importance and Need for Developing Programmes Tailored to Women
Entrepreneurs

Quantitative Component

The majority of both banks (64.3%) and microfinance organizations (55.6%) expressed a positive attitude
("very important” + “important”) towards services specifically tailored to women entrepreneurs. How-
ever, banks demonstrate a higher level of acceptance of gender-oriented approaches, whilst skeptical
attitudes are more prevalent among microfinance organizations (22.2% consider such services not im-
portant, compared to 7.1% among banks) (see Diagram #14.1).

Diagram #14.1

In your opinion, how important is it to have services specifically tailored
to women entrepreneurs?

Bank (N=14) 42.9 PARA 28.6 71
Microfinance organization (N=9) 55.6 22.2 22.2

B Very important B Important B Equally ®Lessimportant B Not important at all

Across both banks (71.4%) and microfinance organizations (55.6%), the most frequently cited difference
between women and men entrepreneurs is women'’s greater need to combine business activities with
family responsibilities. Significant differences were also observed (particularly by banks) with regard to
women's lower levels of initial capital and more limited ability to provide collateral compared to men.
Other factors, such as irregular income, lower financial literacy, and lack of trust in financial institutions,
were much less frequently perceived as meaningful differences between women and men (see Table #14.1).
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TABLE #14.1

Microfinance

In your opinion, how does the situation of women entrepre- Bank (%) R
neurs differ from that of men? (N=14) Ol Az e
: (%) (N=9)
Women tend to have lower initial capital than men 64.3 44.4
Compared to men, women have fewer opportunities to pro-
; 64.3 33.3
vide collateral (quarantee)
Women are more likely to have irregular income 7.1 11.1
Women are more likely to balance family responsibilities
} . o 71.4 55.6
alongside business activities
Women tend to have lower levels of financial education than men 7.1 -
Women tend to have less trust in and/or less experience
. e C 21.4 -
working with financial institutions than men
Other 14.3 1.1

The most commonly identified benefit of introducing services tailored to women in financial institutions
is enhanced social responsibility (banks - 64.3%; microfinance organizations - 66.7%). The expansion of
the client base and the potential forincreased cooperation with donors/partners (the latter indicates that
gender-focused programs are viewed as a means of attracting external resources) are also perceived as
significant benefits. By contrast, comparatively less emphasis is placed on other commercial benefits,
such as loan diversification and repeat use of financial services by women clients. However, these bene-

fits are more widely recognized by banks than by microfinance organizations (see Table #14.2).

TABLE #14.2
What benefits dog/r(i):gtP;(i)n;osuerrgircgeasnt;gzgenq) to women would B(a,\rl1|=(1 4(;;/0) ,\Oﬂi;raor;{-i;;t?gﬁ
: (%) (N=9)

Increase in the client base 57.1 55.6
Diversification of loans 42.9 22.2
Increased repeat use of financial services among female clients 42.9 11.1
Strengthening social responsibility 64.3 66.7
Expanded opportunities for collaboration with donors/partners 571 44.4
Other 14.3 1.1
Other 14.3 11.1

Both banks and microfinance organizations (particularly banks) identified startup loans and low-inter-
est microloans as the services most needed by women entrepreneurs. Notably, the perceived need for
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business training programs for women entrepreneurs is substantially higher among banks (35.7%) than
among microfinance organizations (11.1%). Respondents also acknowledged the need for offering loans
without collateral requirements. Other types of services (savings/insurance, mobile services, mentor-

ing) are less frequently perceived as critical needs (see Table #14.3).

TABLE #14.3
In your opinion, what types of services would be most needed Bank (%) Mlcrof‘mar_\ce
by women entrepreneurs? (N=14) el
CONUEE)
Low-interest microloans 50.0 55.6
Start-up loans for starting a business 71.4 333
Savings and insurance products 14.3 -
Mobile or remote financial services 7.1 1.1
Business training and financial education 35.7 11.1
Unsecured loans 21.4 333
Mentoring or women'’s networks 14.3 -
Facilitating market access 21.4 333
Other 14.3 1.1

The research findings indicate considerable variation in financial institutions' readiness to develop and
implement services tailored specifically to women entrepreneurs. Banks tend to be more proactive and
positive in this regard: practically one in three banks (35.7%) reports being fully prepared to introduce
such services. In contrast, microfinance organizations are less likely to report readiness: majority (55.6%)
select the response “not ready yet, but interested,” reflecting general motivation rather than concrete
preparedness. More than one-fifth of both banks and microfinance organizations explicitly state that
they are unwilling to pursue such initiatives (see Diagram #14.2).

Diagram #14.2

How ready is your organization to develop or implement services
specifically for women entrepreneurs?

35.7%
21.4%
21.4%
21.4%

I 222 %

Microfinance organization (N=9) 55.6 %
_ 22.2%

m Fully ready mSomewhat ready  m Notreadyyet, butinterested mNotready,and it is not apriority

Bank (N=14)
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Donor funding was identified as the most important form of support needed to develop products tai-
lored to women entrepreneurs by both banks (71.4%) and microfinance organizations (77.8%). Banks
reported a greater need for assistance in market research (71.4%), product design (50.0%), and staff
training (50.0%) compared to microfinance organizations. Partnerships with community-based or wom-
en’s organizations were assigned lower priority (particularly among banks), whilst microfinance organi-
zations were less likely to identify technical or product development support as necessary. These find-
ings suggest that financial institutions prioritize financial and research-related resources over network

orinfrastructural support (see Table #14.4).

TABLE #14.4
If you need support to develop products tailored to women Bank (%) L\)/Iicrof.inar?ce
entrepreneurs, what type of support would be most helpful? (N=14) r(%]/;a)rzﬁitgl)on
Conducting market research 71.4 22.2
Support with product design 50.0 11.1
Training for the team 50.0 33.3
Donor funding 71.4 77.8
Partnerships with community or women's organizations 28.6 22.2
Technical support or systems development 42.9 11.1

Qualitative Component

Perspectives of Local Financial Organizations

The interviews revealed a clear need for both financial and non-financial programs tailored to women
entrepreneurs. In particular, respondents emphasized that female unemployment rates remain espe-
cially highin regional areas. It was argued that existing banking products are largely designed with men
in mind and therefore require adaptation to better address women'’s needs, especially those who face a
difficult start and require additional support: “In the 21st century, everything should be client-tailored.
In this case, so far everything has been tailored to men. It is natural, because men have been dominant
in the banking sector” (representative of a microbank).

Despite the prevailing view that women entrepreneurs should be actively supported, some respondents
expressed concern that such targeted approaches could be perceived as discriminatory. According to
this perspective, the problem should be solved primarily through changes in awareness, whilst so-called
positive discrimination is regarded as a superficial and ultimately ineffective mechanism

Respondents further noted that both the banking and microfinance sectors are commercial systems
and their interests are closely linked to considerations of risk and profitability. Consequently, if financ-
ing women entrepreneurs is equally profitable, financial institutions are likely to be more motivated to
offer products tailored to women'’s needs. In addition, the availability of funding sources were identified
as important. If special funds, grants, or low-interest loans are specifically directed towards women
entrepreneurs, these creates tangible incentives for financial institutions to develop relevant products:
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“When a person approaches us in an already unequal position, offering them the same conditions as
everyone else is wrong” (representative of a microbank).

Perspectives of State Institutions

Analysis of interviews with representatives of state institutions indicates that existing programs aimed
at encouraging women entrepreneurs in Georgia remain insufficient and that no clearly defined, target-
ed policy framework currently exists to fully address their needs. While some respondents emphasized
the necessity of developing programs specifically tailored to women, others expressed caution regard-
ing such targeted approaches. From this perspective, the introduction of women-specific programs may
create artificial barriers and may not yield substantive outcomes. Accordingly, these respondents ar-
gued that the focus should not be on strengthening women as individuals or as a group, but rather on
strengthening business as a whole: “Developing a professional team, skills, and knowledge will be more
useful for a woman entrepreneur than simply providing gender-based privileges” (representative of a
state institution).

Proponents of introducing programs tailored to women entrepreneurs share the views expressed by
parts of the local banking sector that women entrepreneurs in Georgia face structural barriers. These
respondents highlighted the need to introduce pilot projects and mentoring programs: “Targeted pilot
programs for women will allow organizations to assess the effectiveness of initiatives and select the best
models. Such programs will not only benefit women entrepreneurs but will also help program imple-
menters refine appropriate approaches” (representative of a state institution).

Perspectives of International Financial Organizations

Representatives of the Asian Development Bank (ADB) and the European Bank for Reconstruction and
Development (EBRD) emphasized that the aim of their engagement is to change the gender-neutral
approach within the Georgian financial sector. According to respondents, many financial institutions
employ the gender-neutral approach as they operate on the principle that all clients should be assessed
under equal conditions. However, such an approach often fails in practice to account for the specific bar-
riers faced by women, particularly those from economically and socio-culturally marginalized groups,
in meeting standard banking requirements. Consequently, it is essential to encourage financial insti-
tutions to better understand the unique needs of women entrepreneurs and to take an interest in the
development of appropriate support systems.

An EBRD representative further underscored the critical importance of providing dedicated services
tailored to women entrepreneurs. Drawing on EBRD’s experience, policy support aimed at improving
women's access to finance is implemented through international cooperation, within which the WE
Finance Code is one of the key initiatives. Developed by the Women Entrepreneurs Finance Initiative
(We-Fi) - a multinational platform for women’s economic empowerment - the initiative operates in close
collaboration with the World Bank.
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15. Future Cooperation with International Organizations

Perspectives of Local Financial Organizations

Cooperation with international organizations is perceived within the Georgian banking and financial
sector as a key strategic avenue for strengthening the private sector, particularly women entrepre-
neurs. Analysis of the interviews indicates that such cooperation holds considerable potential; however,
its effective utilization requires a more systematic and inclusive approach. As one representative of a
commercial bank noted, the private sector’s capacities, resources, and sphere of influence enable it to
absorb and implement international support effectively. Several commercial banks participating in the
study are partners with UN Women, which is an indication of their institutional experience. Respondents
also noted that the private sector possesses a unique potential to initiate rapid and large-scale change,
although international organizations often prioritize cooperation with state institutions.

Some respondents highlighted UN Women as a notable example of a sustainable and effective model of
cooperation with the private sector. Unlike other organizations, UN Women was described as being will-
ing to provide co-financing, strategic guidance, and to engage in the implementation of joint projects.

Representatives of the financial sector expressed critical views that the private sector has limited access
to the communication platforms of international non-financial organizations. In particular, respondents
noted that key decisions on issues such as climate change, women'’s access to finance, or the inclusive
economy are often made without consulting the private sector: “It is important to consult with organi-
zations that themselves create platforms for other businesses and can have a significant impact” (rep-
resentative of a commercial bank).

Some respondents also raised concerns about the potential implications of the Foreign Agents Registra-
tion Act (FARA), adopted by the Georgian Parliamentin 2025, for banking services, which are implement-
ed with the support of international financial organizations and include a cashback component: “Many
clients may be even reluctant to use, for example, the EBRD cashback program, through which clients
receive 10-15% of their investment back. Now it is also a little unclear how this should be implemented”
(bank representative).

Representatives of microbanks reported that cooperation with international organizations is primarily
used as a means of attracting financial resources, especially in terms of financing women entrepreneurs.
However, they emphasized that existing practices remain fragmented and lack a systematic character.
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RECOMMENDATIONS

The study identified the following a) demand-side barriers to women'’s access to finance: women'’s
limited ownership of assets (particularly real estate) which restricts their ability to provide collateral; low
levels of financial literacy, including insufficient skills to analyze banking products and prepare business
plans; a lack of information on available support programs/mechanisms; the prevalence of informal
business activity, which complicates integration into the financial system; social pressure rooted in tra-
ditional gender norms, which constrains women’s economic autonomy, particularly in the regions. b)
Supply-side barriers include: high collateral requirements imposed by banks and financial institutions;
gender-biased approaches and the underrepresentation of women in decision-making positions with-
in the financial sector; gender-neutral or ineffective financial products that fail to address the specific
needs of women entrepreneurs. To address these barriers effectively, it is essential to create an en-
abling environment, including:

B Raising awareness: Increase public awareness, particularly among young people, of gender equal-
ity and women'’s political, social, and economic inclusion

B Educational and awareness-raising resources: Review and further develop educational and
awareness-raising resources for women entrepreneurs and startup founders, including the main-
streaming of gender equality, women'’s economic empowerment, and anti-discrimination principles
within existing programs. Organize different training initiatives aimed at strengthening women en-
trepreneurs’ business capacity.

B cCare services: Establish and strengthen care services nationwide, including nurseries and kinder-
gartens, flexible and adaptive working arrangements, legislation and policies on parental leave.

B Gender-sensitive financing policies: Develop gender-sensitive financing policies within state in-
stitutions and financial organizations, ensuring that credit and grant conditions and products are
tailored to the needs of women entrepreneurs.

B Increased representation of women: Increase women'’s representation in decision-making roles,
including within the financial and credit sectors and in managerial positions, to improve gender bal-
ance in decision-making processes

M cCoordinated action: Strengthen a holistic approach that enhances coordinated collaboration
among the state, the private sector, and international financial institutions

Based on the above, in order to better integrate a gender perspective and the specific needs of wom-
en entrepreneurs in the process of accessing finance, a set of recommendations has been developed
for state agencies and financial organizations to introduce or improve both non-financial and financial
products, or continue existing good practices. Specifically:

Facilitate the preparation of legislative amendments that provide a clear definition of a woman
entrepreneur.

Integrate gender equality principles into strategies and other relevant policy documents, with
particular emphasis on promoting access to finance.
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Develop new regulations and/or review existing regulatory frameworks to increase women's
representation in executive management positions within financial organizations

Improve systems/practices for the collection and analysis of sex-disaggregated data

RECOMMENDATIONS FOR CENTRAL AND LOCAL GOVERNMENT AGENCIES RESPONSIBLE FOR
ENTREPRENEURSHIP DEVELOPMENT:

Promote the integration of women'’s participation component of future iterations of the Georgian
Small and Medium Enterprise Development Strategy.

Strengthen the incorporation of women'’s participation component within programs designed
for entrepreneurs and introduce dedicated programs and initiatives tailored specifically to wom-
en entrepreneurs.

Establish and reinforce support mechanisms for women entrepreneurs, particularly those living
in regional and rural areas, to ensure their participation in local and international exhibitions and
trade fairs.

Strengthen tools/indicators for assessing the effectiveness of state entrepreneurship programs
with respect to women entrepreneurs.

Improve systems/practices for collecting and analyzing gender-disaggregated data, including
the collection and analysis of data on funding application rejections by gender.

Plan communication campaigns to promote women'’s entrepreneurship.

RECOMMENDATIONS FOR FINANCIAL INSTITUTIONS
To support the development of non-financial products for women entrepreneurs, itis recommended to:

Establish specialized consultation services or train dedicated staff to address the specific needs
of women-managed businesses.

Provide training for credit officers and risk management specialists on gender equality, anti-dis-
crimination practices, and women'’s economic empowerment, enabling them to incorporate gender
considerations into decision-making processes, including credit assessment and scoring.

Develop a database of mentors - experienced entrepreneurs, sector experts, and managers - who
will provide support to women

Develop an online portal or mobile application that integrates document templates, online
courses, market research, and information on updated regulations and financing opportunities.

Implement information campaigns at the regional level aimed at raising awareness among wom-
en entrepreneurs about available financial and non-financial products and services. These should in-
clude raising women'’s awareness of training and educational opportunities, online banking services,
deposits, insurance, business cards, loans, and guarantee mechanisms.

Continue systematic research on the needs of women entrepreneurs and implement initiatives
tailored to identified needs.

Introduce targeted measures (leadership training, recruitment mechanisms, etc.) within financial
institutions to increase women'’s representation in decision-making positions, including execu-
tive management
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To develop financial products for women entrepreneurs, it is recommended to:

Introduce a gender-sensitive lending system. In particular, when providing loans to women entre-
preneurs, develop tailored guarantee schemes, ease collateral and credit guarantee requirements,
or offer preferential interest rates and cashback mechanisms

Take alternative information into account when evaluating the managerial capacity and cred-
itworthiness of women entrepreneurs, including the history of grants received from state and
international organizations, social reputation, records of compliance with other financial obligations, etc.

For business insurance products, offer terms that take into account factors such as parental
leave taken by women founders, temporary interruptions related to family responsibilities, and for
digital businesses - cybersecurity risks.

When granting loans, assess the extent to which businesses promote gender equality (e.g., the
number of women employed and trained, including those in rural areas; support for women survi-
vors of violence or shelters; availability of childcare and lactation spaces; support women'’s reproduc-
tive health, etc.), and offer incentive mechanisms such as free advisory services, deferred payments,
extended repayment terms, etc.

With regard to access to education, it is recommended that central and local government agencies,

financial institutions, international development sector, and other relevant stakeholders:

Develop and enhance educational and awareness-raising resources tailored to women entrepre-

neurs, focusing on the following areas, among others:

Presentation skills and other relevant competencies;

Analysis of banking products and business plan development;

Business support programs and mechanisms;

The importance of formal business registration;

Ownership of real estate/movable property;

Long-term planning and financial analysis skills;

Financial documentation, market analysis, and taxation skills;

Financial literacy;

Business planning and management;

Budgeting: profit and loss statements and basic accounting;

Analysis of loan terms and assessment of effectiveness;

Analysis of insurance terms;

Capital-raising mechanisms;

Cash flow management;

Skills for effective communication with financial institutions and investors;
Use of digital technologies, including artificial intelligence, in business management processes;
Risk management and adaptation to the environment/regulations;

Legal, customs, logistical, and other issues related to export activities.
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APPENDIX

APENDIX #1: BUSINESS/ENTREPRENEURIAL ACTIVITIES WITHIN ECONOMIC SECTORS

Agriculture, Forestry, and Fishing

Mining and Quarrying

Manufacturing

By Gender
All

Entrepreneurs Women Men
(N=26) Entrepreneurs Entrepreneurs

(N=8) (N=18)

All Women
Entrepreneurs Entrepreneurs Entrepreneurs
(N=5) (N=1) (N=4)

All Women
Entrepreneurs Entrepre-neurs Entrepre-neurs
(N=39) (N=12) (N=27)
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All Women En- Men En-
Construction Entrepreneurs trepre-neurs trepre-neurs
((\EXT)] (N=5) (N=29)

All Women En- Men En-
Entrepreneurs trepre-neurs trepre-neurs
(N=34) (N=20) (N=14)

Professional, scientific, and technical
activities

1 - 1
2 - 2
2 1 1
2 1 1
10 8 2
1 - 1
1 - 1
14 10 4
1 - 1
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Education

Information and Communication

Transportation and Storage

Arts, Entertainment, and Recreation

Administrative and Support Service
Activities

All
Entrepreneurs
(N=7)

Women En-
trepre-neurs
(N=43)

Men En-
trepre-neurs
(N=30)

Entrepreneurs
(N=3)

All
Entrepreneurs
(N=13)

Women En-
trepre-neurs
(N=0)

BEERE

Women En-
trepre-neurs
(N=1)

Men En-
trepre-neurs
(N=3)

Men En-
trepre-neurs
(N=12)

All
Entrepreneurs
(N=7)

Women En-
trepre-neurs
(N=3)

Men En-
trepre-neurs
(N=4)

All
Entrepreneurs
(N=5)

Women En-
trepre-neurs
(N=1)

Men En-
trepre-neurs
(N=4)
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Human Health and Social Work
Activities

Financial and Insurance Activities

Real Estate Activities

Electricity, Gas, Steam, and Air Condi-
tioning Supply

Water Supply; Sewerage, Waste Man-
agement, and Remediation Activities

All
Entrepreneurs
(N=18)

Women En-
trepre-neurs
(N=14)

Men En-
trepre-neurs
(N=4)

Entrepreneurs
(N=3)

Women En-
trepre-neurs
(N=2)

Men En-
trepre-neurs
(N=1)

Entrepreneurs
(N=9)

All
Entrepreneurs
(N=1)

All

Entrepreneurs

(N=3)

Women En-
trepre-neurs
(N=3)

I

Women En-
trepre-neurs
(N=0)

B

Women En-

trepre-neurs

(N=0)

Men En-
trepre-neurs
(N=6)

Men En-
trepre-neurs
(N=1)

Men En-
trepre-neurs
(N=3)
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APPENDIX #2: TYPE OF BUSINESS/ENTREPRENEURIAL ACTIVITY

Education

Arts, Entertainment, Recreation

Real Estate Activities

Electricity, Gas, Steam, and Air Conditioning Supply

Electricity, Gas, Steam, and Air Conditioning Supply
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