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Research Background and Objectives

This study was designed with the same scope as the IMPACT HBB 2019
assessment. This round was designed as part of ACTED’s livelthood
programming to assess the short and longer-term impact and implications of
COVID-19 and the economic downturn on agricultural microenterprises,
Income Generating Activities (IGAs), and income diversification activities
practised by both Jordanian and Syrian refugees in Jordan. This quantitative
data collection took place in March 2022 followed by a qualitative component
conducted in May 2022.

Two research objectives:

1. To analyse the COVID-19-related challenges on micro-enterprises and
livelthoods in 4 target sectors in all 12 governorates of Jordan

Farmers

Food processors
Artisans

Landless labourers

2. To strengthen humanitarian and development stakeholders' capacity to
respond to the changing COVID-19 context and current needs amon the”orﬂg
business sectors
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1) What are the key characteristics, socioeconomic situation, education level,
and work sector of Syrian refugees and Jordanians who operate micro-
businesses or work as landless labourers in the micro-businesses
established in Jordan?

2) What is the short and longer-term impact of the COVID-19 pandemic on
micro-businesses in terms of their sustainability and durability, and to what
extent have the micro-businesses managed to overcome the COVID-19
resulting economic downturn impact and the on their business activities?
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3) What forms of mitigation can humanitarian and development stakeholders
take to support the sustainability and durability of micro-businesses in the
future?
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31 semi-structured interviews

were conducted with were conducted with
Bl e 1 livelthood stakeholders and

owners/operators from all 4 ™ subject matter experts from,
b{Js'ﬁ]ess sectors - = NGOs, INGOs and CBOs. The |

Qualitative component also -
included 8 in-depth case

1554 structured interviews

L -

REACH PANDA AGORA



Structured Purposive Survey Sampling Framework, by Population Group and
Business Sector

Jordanians Syrian Refugees Total

Food Processor

Landless Labourers
Total 712 842 1554

Semi-structured Purposive Klls Sampling Framework, by Region and
Business Sector

North Middle South
Farmers

Agricultural | 3ndless Labourers
Sector

Both

Artisans
Other Sectors

Food Processors
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Sample distribution by Governorate, Region and Business
Sector

Artisan
Farmer
Region
B North
B viddle
B south
Number of surveys
© 28-50 Food
® s1-100 Processor
@ 101-200
‘ 160 - 458
Labourers
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% of Respondents by respective HH Size and Business Sector

mto4 1%
59%
m5to9 39%
26%
22%

4% 13%

B 10 or more 2% o .
Artisan Farmer Food Processor Labourers

% of Respondents by respective HOHH Gender and Business Sector

Artisan Farmer Food Processor Labourer
[ }
fﬂ\ 12% 13% 60% 8%
[ }
'H\ 88% 87% 41% 92%
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% of Respondents by Age and Business Sector

69%
58%
33%

W 18 to 29 years

i 30 to 49 years

Artisan Farmer Food Processor Labourers

M 50 years or older

% of Respondents by Gender and Business Sector

Artisan Farmer Food Processor Labourer
( }
f*\ 51% 42% 91% 14%
()
T 49% 58% 9% 86%
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% of Respondents by their highest Level of Education by Population Group

and Business Sector
60%

52%
8%
42%
38%
24% e0%
(o)
14% 149% 17% 16%

4

26%
2%
—

Artisan Farmer Food Processor Labourers

® No formal education M Primary B Secondary B University/College degree

Syrian 8% 49% 38% 5%

1 Jordanian . 18% 52% 27%

® No formal education ® Primary m Secondary m University/College degree
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% of Respondents by respective HH Wealth Score and Population Group

Syrian refugees | //

Jordanian 41% 57%

M Poorest M Poor B Medium

% of Respondents by respective HH Wealth Score and Business Sector

m Poorest
m Poor
B Medium
Artisans Farmers Food
Processors

Note: Wealth scores and quantiles were calculated using the EquityTool, which is a country-specific
composite measure of HH living standards based on ownership of assets, housing type and materials,
sanitation facilities, and ownership of a bank account. Respondents are assigned a wealth quantile
based on 20% of the population, (1 representing the poorest, 5 the wealthiest) on the national
quantiles.

Landless
Labourers
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% of Respondents by the reported Motivation for starting their Business
Activity, by Business Sector

95%
86%
80%
61%
40% 38%
32%
(o)
18% 23% 19%
l 11%
6% 5% 5% 5%
9 % 3% 2% 1% 3% 2%
- 0% - 1% - N s A) I
Artisan Farmer Food Processor Labourer
W | had work experience about it M There were no other job opportunities available to me
| noticed demand for this products/service | received training about this product/service
M It was cheap to start this activity M Other
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% of Respondents by respective Average Monthly Income from the
Business Activity before COVID-19 and by Business Sector

62%
45%
41%
34%
30%
L . O o 1
Artisan Farmer Food Processor
m1to99JOD 100 to 299 JOD ™ 300 to 499 JOD W 500 to 1000 JOD ® 1000 or more
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Share of Income from the Business Activity over the Total respective HH

Income before COVID-19
. 33%
Artisan
12%
B The whole HH income
| 0%
M Around 3 quarters
el B 14% Around a half
ood Processor
32%
Rl © EEriEr
(o]
 Less than a quarter
(o)
28% M Zero or negative
Farmer 140
(o]
2%
52%
12%
Labourer
3%
T%
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% of Respondents by the reported Impact of Movement Restrictions and
Economic Downturn on HH Income

89% 90%
(0]
1% 1% 4% 4% 1% 5% 1% 1% 7% 2% 1% 8%
Artisan Farmer Food Processor Labourer
B No impact M Very positive impact Some negative impact M Very negative impact

% of Respondents by the reported Impact of Movement Restrictions and
Economic Downturn on Cashflow and Access to Cash

96% 97% 98%
1% 4% 1% 1% 2% 2% 0%

Artisan Farmer Food Processor Labourer

2%

B No impact " Negative impact Positive impact
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% of Respondents by the reported Duration of the COVID-19 negative
Impact Effect on the their respective HHs’ Financial Situation

Food Processor [ 51% 16% 27% 1%
Farmer [R§Z 17% 13% 60% 4%
Artisan  BF/ 14% 22% 60% 1%
® 2-3 months ¥ 4-6 months 7-12 months ¥ More than 1 year ® No negative financial impact

Seventy-five per cent (75%) of the respondents who have experienced
negative financial impact due to COVID-19 reported taking loans or borrowing
money to cope with such a negative financial impact.
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Current Perceptions of COVID-19: Impact on Respondents' HHs Financial
Situation (by Population Group and Business Sector)

98%

Jordanian
1% 1% 0% 6% &8% 0% 2%
Artisan Farmer Food Processor Labourer
W Deterioriated ®Improved Nothing changed
98%
82%
Syrian

12%

1% 0% 1% 2% 5% 0% 2%
N

Artisan Farmer Food Processor Labourer
W Deterioriated W Improved Nothing changed

These charts illustrate the respondents’ perceptions of the longer-term impact
of COVID-19 on the HHs' financial situation and to what extent it was affected
until the moment of the interview.

Informing
more effective
humanitarian action

Shaping practices
Influencing policies
Impacting lives

. o s
REACH PANDA AGORA iz %) ACTED UNOSAT




COVID-19 Short and Long-Term Financial Impact

o Generally, a very negative short-term impact of COVID-19 was reported by
the majority of the respondents from both population groups (Jordanian
and Syrian refugees) among all four assessed business sectors.

o As illustrated in slide 17, the generated profit from the micro-business and
labouring activities makes half or more of the total HH income. As a
consequence, the negative impact on these business activities had a direct
impact on the overall HHs' income.

o The vast majority of the respondents from all 4 business sectors reported
negative long-term impacts of COVID-19 on their HHs' financial situation.

o The majority of the respondents reported resorting to taking loans or
borrowing money to cope with the negative financial impact resulting
from COVID-19.
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% of Respondents by Workplace where they operate their Business
Activity and by Business Sector

Artisan Food Processor

M From home

M Outside the home

% of Respondents with a Valid Permission/Registration to practice
their Business Activities by Business Sector

Artisan Farmer Food Processor Labourers
Yes 5% 6% 3% 26%
No 95% 94% 97% 74%

Informing
more effective
humanitarian action

&) ACTED UNOSAT



Reported Business Customers’ Characteristics Before COVID-19

Other governorate

MW Qutside of Jordan
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Artisan

Food Processor
M Individual consumers 0%
= Retailrs/Shops Farmer [
23%
ieleseler
Artisan
3%
Food Processor 17/_
W Within my B2 2
neighborhood °
W Within my
governorate Farmer

33%

| 1%

32%
.4% R E A c H :Tr}r?n;angi{fa%r?aixeaction
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Reported Impact of COVID-19 on the Customers’ Base

77%

24%
Food I .

Processor

%
%

| 1%

83%
54%
Farmer I3%
1%
12%

80%

>
=
(7]
Q
=
(03]
o o
_H L
N 2
N N

M There are less customers than
before

Customers are harder to access

M There are more customers than

before

Customers are easier to access

B No change
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% of Respondents by the most reported Marketing and Sales Techniques
Before COVID-19 and Now by Business Sector

Farmer Food Processor

Artisan

Now

Before

Now

Before

Now

Before

® online platforms

m Social media

m word-of-mouth

W personal
connections/friend circle
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Number of Days Respondents engaged in Business Activities: Mean
Difference between before COVID-19 and Month prior to Data Collection

s

S
@ Before COVID-19 40% 59%
_§ -12.5 Days
L Last month 64% 35% 1%
S
(o)
(2]
v
9
2 Before COVID-19 | [ 67% 22%
T -10.5 Days
e Last month 67% 23% 10%
Ll
™
\ )
* " € Before COVID-19 |/ 28% 66%
- i © =
— _h__ 'Lrﬂ'?ﬁ:!—" L 10 Days
i - iz Last month 26% 43% 31%
5.4 S g
5
-2 Before COVID-19 | 2/ 32% 66%
S
< -7 Days
Last month 43% 51% 6%
i 1to 9 Days m 10 to 19 Days M 20 to 30 Days
REACH i
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Respondents' perceived Period of Time necessary to resume the same
Level of Productivity as before COVID-19

Labourer 8% 9% 7% 69%
Food
4% PAR 3% 26% 6% 35%
Processor
3% 16% 5% 66%

Farmer

Artisan B$A 40% 19% 6%
W Within 1 month B Within 2-3 months Within 4-6 months B Within 7-12 months

W After 1 year | do not know M Never
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% of Respondents reporting any Positive Impact that COVID-19 brought to
their Business Activities by Business Sector

Artisan Farmer Food Processor Labourer

The below listed are examples of the reported forms of Positive Impact
brought by COVID-19

* Found new customers

 Introduced to new marketing and sales techniques

 Started producing more diverse products or offering new services

« Received non-financial support from family, friends and neighbours

« Had free time to learn new skills and make new plans for the business
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% of Respondents reported that at least one COVID-19 related Challenge
has been overcome since the Outbreak by the Business Sector

Artisan Farmer Food Processor Labourer

B No

% of Respondents by Challenges brought by the COVID-19 outbreak that
have been reportedly overcome

Suppliers are hard to find / refused to work with me 62% 54% 2%

A lack of demand for the products/services 17% 46% 10%

Cost of transportation 16% 37% 3%

Lack of money / unexpected costs 14% 12% 7%
Difficult to reach more customers 10% 10% 6%
Unreliable water access/electricity access 1% 18% 0%

Lack of equipment/Asset 5% 10% 2%
Competition with other business owners 6% 4% 2%

A lack of jobs / limited working hours 62%

Cost of transportation 11%

Lack of money / unexpected costs 8%

Competition with others 2% —
Environmental challenges (e.g. drought) 1% REACH ii...
Seasonal production 3% &) ACTED UNOSAT
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% of Respondents reporting that at least one COVID-19 related Challenge
has worsened since the Outbreak, by Business Sector
Artisan Farmer Food Processor

Labourer

% of Respondents by Challenges brought by the COVID-19 outbreak that
have reportedly worsened

Lack of money / unexpected costs 72% 75% 88%

Lack of equipment/Asset 54% 35% 49%

A lack of demand for the products/services 30% 20% 41%

Difficult to reach more customers 45% 18% 14%

Environmental challenges (e.g. drought) 0% 46% 2%

Competition with other business owners 17% 24% 12%

A lack of jobs / limited working hours 30%

| do not face any challenge 27%

Lack of money / unexpected costs 26%

None have been made worse 18%

Seasonal production 13%

Competition with others 12% REACH s

Cost of transportation 8% ® b
) ACTED UNOSAT



Extent to which COVID-19 Impact is disrupting Business Activities now
compared to the Perlod of March-September 2020

ail
5 Now 11% 25% 57%
2 +78%
§ 1%
g
D Now 46% 44% 2%
'8 +42%
1%
@
(g +32%
3%
S
< +22%
= Extremely Very much m Little ® Not at all 2% 19,
RE ACH Irmgngﬁgqtive .
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COVID-19 Short and Long-Term Operational Impact

o Generally, COVID-19 has had a wide range of negative short- and long-
term operational impacts on the majority of the respondents from both
population groups (Jordanian and Syrian refugees) and across all four
assessed business sectors.

o Respondents reported several changes in the customer base as well as the
used marketing and sales techniques due to COVID-19 both in the short and
longer terms.

o In terms of the longer-term impact on the micro-businesses and labouring
activities’ productivity, there was a notable decrease in the number of days
respondents were engaged in business activities during the month prior
to data collection compared to before the outbreak of COVID-19.

o COVID-19 is extremely disrupting business and labouring activities to a
much lower extent now, compared to the first 6 months of the COVID-19
outbreak (March-Sep 2020).

o Apart from food processors, the majority of the respondents from the other 3
business sectors were reportedly able to overcome one or more of the
COVID-19-related challenges, while only 32% of food processors reported
SO.
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% of Respondents by the reported Needs for the Business Activities
before COVID-19 and Current Needs

Food Processor Artisan

98% 99%

939, 96%
g re
Current N’e
l.‘ 17%
5% 5% % 6%

Pk owox  THox m* mill =

Funding Nothing was Information Skills Funding  Nothing was Information Skills
needed needed

M Before COVID-19 ™ Now m Before COVID-19 ® Now
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% of Respondents by the reported Needs for the Business Activities
before COVID-19 and Current Needs

87%

%‘

Funding

Landless Labourer

87%

9%

Nothing was Information
needed

m Before COVID-19 = Now

94%

75%

1% 1%

Skills Funding

Farmer
24%
9 29, 4% 4% 5%
] e B mm I
Nothing was  Information Skills
needed

m Before COVID-19 = Now
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% of Respondents by the reported Area of Information needed for the
Business Activities

Y T Ty

Potential new customers (employers if labourers)

0, 0, O, 0,
(how to find/reach/make deals with them) L BT Ll Ll
Potential new marketing ways to sell 34% 56% 100% 0%
A i
e Funding sources, from NGOs, government or 49% 50% 100% 50%

| |loans

% of Respondents by the reported Areas of Expanses where they need

“Needed = BLLELCERTTLL
Informati | i remer ] Foodprocesr | usbower
4 P 7o buy equipment/tools 85% 89% 96% 8%

e |
= . 1,,/.' To buy new supplies / raw materials 76% 92% 97% 0%

TR ,_H_f 4 To cover household needs / debts 16% 26% 46% 98%
For marketing 13% 10% 11% 0%
For transportation 4% 8% 18% 3%
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Business Needs Before the Outbreak of COVID-19 Compared
to Current Needs

o Findings indicate that there were pending needs before the outbreak of
COVID-19. However, respondents across all 4 business sectors reported
financial support as the most pressing need at the moment for their basic
needs as well as for their business activities.

o The vast majority of the landless labourers (87%) were reportedly in need of
financial support at the time of the interview compared to 11% before
the COVID-19 outbreak.

o The most commonly reported area of information needed at the time of the
interview related to finding and interacting with potential new
customers (employers if labourers), which indicates a need for providing
mentoring support.
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% of Respondents by the reported Future Plans for the Business Activities
by Business Sector

90%

84%

W Artisan = Farmer ™ Food Processor

63%

35%

31%

9 23% 23%
18% 0| 179 19%22% o 2750

9% 9
o ° 6% 5% 4% 305 P 4% .o, P 39 .o
1% - 1% 1%
B e - —

Expand the Reach to more Reach new Seek more  Produce new  Increase Take a No plans /| do
micro-business customers locations with  funds from products number of  loan/debt for  not know
marketing NGOs employees  the business

% of Respondents by the reported Motivations to make future plans for
the business activities by Business Sector

Artisan 76% 22% 29
Farmer 85% 13% 3%
Food Processor 49% 46% 5%

B The business was succeeding and | wanted to expand

M The business was stagnant and | wanted it to improve

Informing
more effective
humanitarian action
Impat

hay ses - . . . . .
IMPACT The business was struggling and | wanted it to survive v
REACH PANDA AGORA * : %) ACTED UNOSAT




IMPACT

REACH PANDA AGORA

Reported Future Plans set by the Respondents for the next 6 months By
Business Sector

64%
51%
34% 31% . 32%
15% = al%
(o}
10%
6% 4o 6% o 9%
1% 2% 2% 4% 2% 4%
> 0 > - s [ | - -
Stop business Continue but Continue activities Invest more money Invest more time in | do not have any
activities diversify into new  but diversity within in current activities  current activites plans
sectors the same sector

W Artisan M Farmer M Food Processor

Reported Future Plans set by the Respondents for the next 6 months by
Population Group

52% 50%

21%
17% 19%
II ° 13% 16% 13%
B B
2% 2% 0 .
— [

stop current continue but continue activities invest more money invest more time in | do not have any
activities diversify into new but diversity within in current activities  current activites plans
sectors the same sector
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