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THE RESEARCH OBJECTIVES
The purpose of this study is to identify key barriers to female
entrepreneurship in Tunisia and designing interventions to reduce
them. We aim at understanding what holds Tunisian women back
from starting up a business and help them overcome those
challenges. Our research and interpretations are rooted in behavioral
science, while our interventions were identified by applying
behavioral insights concluded from the research findings and
literature review.
The economic model of human behavior studies the decisionmaking process of humans in relation to psychology. It offers a
variety of solutions that can help the public and private sector make
adjustments that align with how women approach
entrepreneurship.
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THE CHALLENGE
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Between 2006 and 2020, gender equality levels in Tunisia fell in
rankings by 34 spots. On the other hand, inequality between men
and women manifests itself in all fields, especially in the
professional world. Statistics show that the rate of unemployed
women is high. While they represent 67% of high-degree graduates,
only 24,6% of them are working. On this account, unemployment
hits women (22,5%) harder than men (12,4%).
From lack of financing to living in an unsupportive environment
with limited resources. Women- in particular, those who live in rural
areas- need to be financially independent in order to fight for their
rights and make their vision come true. Inevitably, all numbers and
figures highlight the necessity to support and call for Women's
entrepreneurship as it represents a prospective solution to this
inequality.
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THE RESEARCH APPROACH
QUALITATIVE RESEARCH
The main purpose of the research study is to identify barriers and drivers of
women entrepreneurship and provide behavioral insights and interventions for
organizations and women-dedicated business incubators and entrepreneurship
initiatives
We opted for inductive reasoning based on qualitative research methods since a
complex and detailed understanding of the inquiry is needed, the
encouragement of individuals to share their stories is essential, and limited
similar pieces of research are available in the Tunisian context.

RESEARCH METHODS AND TECHNIQUES
Data
collection

Individual interviews, focus groups,
observations.

Sampling

Simple random sampling
criterion sampling

Sampling
Size

Data saturation was considered to be attained
when no new themes appear and no new
information or ideas related to the study
objectives and questions.

Data
Analysis

Thematic analysis method
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RESEARCH FINDINGS

Now is not a
good time.

It’s
complicated

participants expressed their interest to start a business.
However, they think now is not the perfect timing, owing
to other priorities: graduating college, working and saving
money, or working and helping their family members, etc.
They explained the arduousness of life, which wards off
starting something new that requires time and resources.

participants from different age groups and educational
backgrounds conveyed that starting a business process in
Tunisia is complicated, as there is no clear guidance
provided on the internet nor by the public administrations.
Similar is the process of applying and getting accepted to
join an incubator. Some of them are not aware of the
existence of incubators and programs helping women
starting a business. Others believe that those programs are
hard to join and are dedicated to original, creative, and
sustainable business ideas, which is not the case with their
projects.

When talking about starting a new business, women, in
general, consider only their small communities and limit
themselves to several markets, including crafting, cooking,
commerce, sewing, etc. This is due to many reasons. First,
This is what I
because that is what they know best, there is no need for
know to do best
training or learning new skills. Second, because they witness
success stories of women around them, who created small
businesses in their communities and succeeded. In general,
participants are not considering all potential business fields.
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RESEARCH FINDINGS

It’s not about
money.

I’m not good
enough.

Some of the participants between 40 and 65 years old
expressed that they want, need, and dream about starting
a new business as a means to feel successful and
validated rather than becoming financially independent
or making more money They seek to have a considerable
status in society and to impact the economic and social
situation of their countries and communities.

participants expressed that they don’t have the skills and
the right knowledge to become entrepreneurs. They
believe entrepreneurship needs education or at least
rigorous training in marketing, accounting, and business
which represents an additional cost.

Participants reckon that failure is difficult to overcome and
they refuse to experience the feeling of shame and loss. They
revealed that they prefer living a quiet housewife and mom
I’m so afraid of lives rather than losing money and time or getting pressure
failing
from husband and family members. They believe that
getting back to normal life after failure is wearying.

But … I have
kids

According to our participants, one of the biggest barriers to
women's entrepreneurship is having kids. Furthermore, new
moms find the first two years of maternity the least
convenient time to start a new business. Some participants
revealed that they consider themselves the main caregiver,
as
husbands
canTO
only
MORE
RESULTS
BEhelp.
PRESENTED THROUGHOUT THE REPORT
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BEHAVIORAL INSIGHTS AND INTERVENTIONS
What behavioral insights could help us create
cost-effective interventions?

1. Social Norms
In Tunisia, social norms put limitations
on women’s perceptions of their
professional endeavors. For years, they
thought they were unable to succeed
in certain fields, especially those
considered as manly and powerful.
Women followed such norms and
enforced the traditionally thought of
as female-dominated fields. They were
baking, crafting, creating, selling
clothes and traditional items, and
working in restaurants and beauty
salons.

SOCIAL NORMS
Social norms are the
shared attitudes, beliefs,
and behaviors in a
particular social group or
culture. It can be folkways,
mores, taboos, and laws,
and they can help us
predict a society.

Going a step further and getting inclusive in a male-dominated domain
is perceived to be risky, where failure is hard to overcome. Women are
often doubted when embarking on a new manly career and starting
nontraditional businesses because of societal disapproval.
When women started to believe these claims that doomed them to
failure and urged them to give up taking risks, they restricted the
business fields where they operated, limiting their power to grow
financially, to create novelty, and to excel tremendously.
Following the same path, women crowded the markets and made the
competition very high. For example, many middle-aged women started
crafting or baking businesses, making homemade products more
available.
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However, not all women chose to follow the descriptive norm of how
people typically act and participate in the least profitable sectors, but
some of them took the risk and challenged the overloaded beliefs by
breaking out of conventions and working in new fields. The
differentiation allowed the competition rate to fall and helped in selfbranding, establishing distinguishment, and standing out.

2. The default and Status quo
The default cases are pre-set courses of
action. They take place when decisionmakers take no specific measure to alter
something or replace it. Starting a new
business is a complex process that needs
a lot of decision-making and expertise. In
problematic situations with unlimited
options to opt for, we tend to take the
default option or stay neutral and not do
anything. Initially, Women were kept
away from critical positions and were not
trained to be in situations that demand
immediate reaction and treatment of the
cause.

STATUS QUO
The status quo describes the existing
state of things regarding social, political,
and economic issues. It applies to
maintaining existing structures and
values. When certain groups resist
change and prefer things to stay the
same, they display status quo bias.

THE DEFAULT
The default effect describes a
person's inclination to take the
default option, which refers to
our tendency to take actions
without active thinking and
prior consideration. It is based
on minimal effort to
automatically opt for a course
of action unless an alternative
is specified.

A mental model describes the
thought process of someone and
clarifies the patterns existing
between its environment, intuition,
acts, and consequences. In general
women build a mental model for
starting a business. They will link
business to the traditional domains
explored above and they will
envision this field as very complex,
risky, and hard.
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Society restricted the power of decision-making, inventing, and
creating to men. In order to delve into entrepreneurship, women
require not only a change of mindset but also the elimination of all
sorts of barriers. For this reason, training programs should take into
consideration the repercussions of discrimination, myths, and
suppression women went through.

3. Salience and Simplification
Incubators and training providers offer support and endorse women's
skills. However, the application process to some training programs can
be complex and requires a set of skills that a woman from a rural area
with no background in business cannot have.
By reducing friction and hassle factors and simplifying the process of
adhering to programs (like signing up, the application process, figuring
out the training length, and other technical skills) can have an outsized
impact, and different female groups would feel appreciated,
encouraged, and supported. Thus, women will not hesitate to respond to
their urge to change careers and try something new and suitable for
them.

4. Present Bias
Interviewed women prefer shortterm benefits over long-term
benefits. They want to start a
business as soon as possible and start
making a profit, even a small one,
over waiting to have proper training
and exploring new opportunities.
Training and other factors that
require time represent a big barrier
to entrepreneurship. Along with
financial cost and time, training is a
psychological cost.

THE PRESENT BIAS
The present bias reflects the
desire of humans to gain
rewards as sooner as possible
when considering trade-offs
between two future
moments. It describes
impatience or immediate
gratification in decisionmaking.
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Training plans are necessary for developing business leaders. It helps the
person expand their knowledge and skills, minimize risks, and be open to
more opportunities.
Without it, anyone could feel lost in the market, could fail to succeed
especially with poor leadership skills and no critical thinking, and could
not survive in a competitive world. Thus, women need to see some role
models and hear testimonials that prove the effective impact of a
traineeship, along with its added value.
Such programs could include messages and feedback from previous
women participants or presentations from these women as part of the
orientation sessions
about training needed for different fields, including the time needed for
the training and where or how training can be obtained.
Women should be matched to experiences in fields where they lack
exposure, potentially by automatically providing training for fields in
which they don’t have previous experience or setting up sessions where
they observe an existing male-dominated business for a certain period.

5. Stereotype threat
Stereotype threat refers to the risk of confirming and generalizing claims
about an individual's traits whether it was its race, ethnicity, gender, or
cultural group. It can result in anxiety and depression within the
stereotyped groups, therefore hindering them from performing greatly on
related tasks.
Women from rural areas, for example, can end up with low confidence,
and self-esteem levels which can hamper their ability to self-promotion.
Society grouped them into multiple stereotypes as they are seen as weak
females as a result of their poverty and rural backgrounds. These
stereotypes represent a threat to a woman's endeavors and can be a huge
barrier to starting a business, being connected with incubators, or getting
trained. Added to that, the link between poverty and social status could
negatively affect financial decision-making
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In order to overcome such problems, traineeships should be inclusive
and relatable. The shown role model should stem from the same
backgrounds as the participants. A woman should see successful models
that they can identify themselves with, that was judged similarly and
claimed her spot in the entrepreneurship world. Moreover, Trainers
should be diverse and inclusive. In this way, we can establish equality of
chances, and women won't hesitate to break the stereotypes and
challenge themselves and society.

6. Ambiguity Uncertainty Aversion
Women are not only uncertain about
the outcome of their potential
business, but they are also uncertain
of what would happen next if they
join a program or training. In short,
they are clueless about the outcome.
They are stepping into a new
environment and have no idea about
what exactly will happen, what kind
of people they will meet, how
committed they should be, and
what minimum skills are required.

AMBIGUITY AVERSION
Ambiguity aversion, also referred to
as uncertainty aversion, is people’s
tendency to gravitate towards the
known in opposition to the
unknown whether it comes to
opportunities, chances, or risks.
Ambiguity aversion is displayed in
real-life situations as people tend to
avoid taking decisions when
uncertainty is high and the risk of
losing is big.

They will be questioning themselves and doubting their abilities and
wondering if they are in the right place, if the people they meet are different
from them, and if the program is not fit for them.
For these reasons, traineeships and incubators should work on reducing
uncertainties by answering all possible questions and facilitating decisionmaking. It is important to make women feel welcomed and comfortable and
assist them during their struggles. For instance, providing a detailed plan of
the training or the program, explaining the agenda and following steps, and
inquiring about women's expectations and needs, will definitely reduce the
tension and ease the learning process. Besides, providing images, videos, and
content about previous sessions will convince women to take part in a
program’s activities when enough effort to keep them inclusive and relatable
is put.
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