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EXECUTIVE SUMMARY  
 
A. FINDINGS FROM BASELINE ASSESSMENT 
EBRD contracted A2F Consulting to conduct a gender assessment to inform future EBRD 

agribusiness investments and the Bank’s potential policy engagement and support for 

reforms in the public sector in Uzbekistan and Turkey. In this context, a baseline 
assessment was conducted with the aim to help better understand existing gaps between 
men and women in the agribusiness sector, focusing on legal, regulatory, financial, 
economic, and social barriers for women and existing gaps in assistance in these areas. 
Two value chains were selected for the baseline study in each country, i.e. hazelnut and 
dairy in Turkey and horticulture and dairy in Uzbekistan. Information and data were 
collected through a review of available documents, surveys of agribusinesses and focus 
group discussions (FGDs) with women-led agribusinesses, and stakeholder interviews. 
This report presents the findings from the baseline assessment in Uzbekistan and Turkey, 
as well as recommendations on how EBRD could help reduce these gaps in line with its 
operating business model.  
 
Women play a key role in the agriculture supply chains; however, they often work as 

unpaid family members, or their participation remains at the production level or lower 

segment of the supply chain. For instance, there not many women-led or owned 
businesses involved as producers in the horticulture sector of Uzbekistan. Most of the 
women are engaged in supporting tasks such as weeding, watering, picking, and sorting 
activities. In the dairy sector, women are engaged in small-scale milk production, trading, 
and micro-processing in both Uzbekistan and Turkey. Women often work on the dairy 
farms as family members, unpaid and informally. Similarly, women are engaged in picking 
and sorting hazelnuts in Turkey. On the other hand, men are involved in the production 
(especially activities that require hard physical labour, machines, technology, etc.) as well 
as in trading, processing, and marketing activities. 
 

The majority of suppliers (source) were men-led businesses. About 88.8% of the 
suppliers (source) in the horticulture and 89.66% in the dairy sectors in Uzbekistan as well 
as 63.77% in the hazelnut and 44.08% in the dairy sectors in Turkey were known to be 
men-led agribusinesses. The study also found that women-led businesses had on average 
fewer suppliers than men-led firms. The difference in the number of suppliers used by 
women-led compared to men-led businesses is significant in the horticulture sector in 
Uzbekistan (9 vs. 24 suppliers) as well as in the hazelnut sector in Turkey (1 vs. 17 
suppliers). In the dairy sector, the difference in not very substantial.  
 

In Turkey, post-harvest losses for hazelnut businesses and pre-processing quality for 

dairy businesses was reported to be the major issue when buying from suppliers. About 
64% of the hazelnut businesses reported having quality issues with their suppliers. Post-
harvest loss is a key issue in Turkey as a result of inadequate harvest, drying, storage, 
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shelling, roasting, and packaging conditions. Similarly, lack of modern technology and cold 
storage used for milk affect pre-processed milk. On the other hand, agribusiness in 
Uzbekistan indicated that they have several options to buy from to assure good quality 
from their suppliers; hence, they face only minor issues with product quality. 
 
Women-led businesses face relatively more challenges than men-led businesses when 

supplying to large companies. Low quantity produced was reported to be the major 
challenge for businesses in both countries, while hazelnut businesses also reported 
limited access to finance as a constraint to supplying to large companies. These 
businesses, the majority of whom are micro and small in size and have limited scope for 
scaling-up, are not able to meet the quantity requirements by large companies. In 
addition, a greater share of women-led businesses reported issues of low quantity when 
supplying to large agribusiness companies. Women-led businesses also reported quality 
issues, lack of social networking, transportation, storage, lack of knowledge/training, and 
limited access to finance as constraints to supplying to large companies across the 
targeted value chains.  
 

Other challenges for women-led business include limited access to markets; limited 

knowledge on marketing and exporting; limited use of advanced equipment; limited 

access to land and asset ownership, and social norms, among others. Women have 
limited access to better and/or larger markets and, therefore, often sell their products to 
middlemen at a lower price than the market price. They have less access to information 
about markets and export opportunities, and have more limited knowledge on export 
laws and regulations, which hinder their willingness to export. They also lack advanced 
technology and equipment that they could use to increase their efficiency. Limited access 
to land and other assets constrains their access to financing. In addition, social norms limit 
their access to economic opportunities as women are traditionally more involved with 
household work, childcare, and other family activities. 
 
The majority of the businesses reported that they do not need to receive certification 

to sell their products to other actors. Only about 21.15% of agribusinesses in the 
horticulture and 28% in the dairy sectors in Uzbekistan, and 6% agribusinesses in the 
hazelnut and 10.26% in dairy sectors in Turkey needed to have certification to sell their 
products to other actors. Uzbek businesses reported no major challenges in obtaining 
certifications. However, in Turkey, complex procedures, time and costs, and stringent 
quality requirements were reported to be the main challenges in obtaining certification. 
Among the certification received by the agribusinesses, only the Global Reporting 
Initiative in Uzbekistan and the SEDEX Members Ethical Trade Audit (SMETA) in Turkey 
have gender equality components, while the Global Reporting Initiative certification has 
the requirement of having women suppliers.  
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Table 1: Summary Table on Findings 

Category Turkey Uzbekistan 
Hazelnut Dairy Horticulture dairy 

Role of Women • Women mainly take part in 
the production stage. 

• Most hazelnut farm owners 
are men, while women work 
as unpaid family members. 

• Women’s participation is 
greatly limited at the 
production level; often as 
contributing family member. 

• Women are mostly engaged 
in weeding, watering, picking, 
and sorting as compared to 
men who perform most of 
the work that requires 
machinery or technology, 
such as ploughing land, 
cutting trees, grafting 
seedlings, etc. 

• Women’s engagement as 
producers is limited.  

• Women’s participation 
along the value chain is 
typically limited to 
production, small trading, 
and micro-processing. 

• Although the dairy sector is 
largely driven by women, 
their contribution is often 
invisible as they work as 
contributing family 
member. 

 
 
 
 
 
 
Supply Chain 
Dynamics 

• Women-led hazelnut 
businesses have a significantly 
lower number of suppliers 
(source) as compared to men-
led businesses. 

• The majority of the suppliers 
were reportedly men-led 
businesses. 

• Post-harvest losses are a 
major quality control issue for 
both men-led and women-led 
hazelnut businesses when it 
comes to buying products 
from their suppliers. 

• Low quantity production and 
lack of access to finance are 
the greatest challenges in 
supplying to large businesses 

• Women-led businesses have 
fewer suppliers than men-led 
businesses. 

• The majority of the suppliers 
(source) were men-led 
businesses. 

• Pre-processing quality issue is a 
major issue dairy business face 
when receiving products from 
their suppliers or when buying 
from the market. 

• Low production output seems 
to be the biggest challenge to 
supplying to larger businesses, 
followed by lack of knowledge 
and information, lack of storage 
facilities, and quality standards 
of large businesses. 

• While women-led businesses 
sourced from 9 suppliers, 
men-led businesses sourced 
from 24 suppliers on average. 

• The majority of the suppliers 
(source) were men-led 
businesses. 

• The low production quantity 
seems to be the biggest 
challenge to supplying to 
larger businesses, followed 
by lack of social networking 
and marketing opportunities, 
and quality standards of large 
businesses.  

• Costs of production are 
mainly driven by transport 
costs, followed by 
warehousing costs and costs 

• On average, dairy men-led 
businesses sourced from 
11 other businesses while 
women-led businesses 
worked with 9 suppliers. 

• The suppliers were 
primarily men-led 
businesses. 

• While supplying to larger 
businesses, low quantity 
and transport are 
reportedly the greatest 
challenges and women-led 
businesses face these 
challenges more often than 
their men-led 
counterparts. 

• Transport costs are the 
major driver of costs for 
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for both men-led and women-
led businesses. 

• Other challenges include lack 
of knowledge/training, lack of 
social networking and 
marketing opportunities, and 
limited access to financing.  

• Post-harvest losses and low 
quality of hazelnuts products 
are also the key drivers of 
costs. 

• None of the women-led 
businesses received any 
certification to sell hazelnut 
products to other actors. 

• Exports in the hazelnut sector 
were found to be very limited 
among women-led as well as 
men-led businesses, primarily 
due to the inability to meet 
certification standards 
required by other countries. 

• Warehousing and post-harvest 
losses are the main cost drivers 
for women-led businesses. 

• The majority of the dairy 
businesses do not need to 
receive certification to sell their 
products to other actors. 

• About 25% of the women-led 
dairy businesses export their 
products to other countries. 

• Transport and difficulty 
meeting quality standards were 
other challenges to exporting 
dairy products. 
 

related to labour and quality 
of the product. 

• Only 21.15% of respondents 
needed to receive 
certification. Costs, time, and 
stringent quality 
requirements are the major 
factors affecting certification. 

• None of the women-led dairy 
businesses export their 
products to other countries. 

• Difficulty in meeting 
certification standards, 
regulatory barriers and 
transport are the main 
barriers to exports. 

dairy businesses, followed 
by warehousing costs and 
costs related to cattle feed. 

• Only 28% of all surveyed 
businesses needed to have 
certification to sell to other 
supply chain actors. 

• Exports in the dairy sector 
was found to be very 
limited. Only one producer 
among the surveyed dairy 
businesses, which was 
men-led, reported to be 
involved in export 
activities. 

Business 
Enabling 
Environment 

• High tax rates are the biggest 
obstacles for businesses, 
followed by increasing 
competition, corruption, and 
political instability. 

• A greater share of women-led 
businesses is constrained by 
tax administration/rates and 
corruption as compared to 
their male counterparts. 

• Corruption was the biggest 
obstacle affecting dairy 
businesses followed by 
electricity and fuel shortages, 
taxes, and other obstacles.  

• A greater share of women-led 
businesses is constrained by 
corruption, electricity and fuel 
shortages, and transport as 
compared to their male 
counterparts. 

• Overall, decreasing demand 
and/or increasing 
competition, access to 
finance, and transport were 
the biggest obstacles for the 
businesses. 

• A greater share of women-
led businesses is constrained 
by inadequately educated 
workforce, tax 
administration/rates, and 
electricity and fuel shortages. 

• Access to finance is the 
biggest business obstacles 
for dairy businesses. 

• A greater share of women-
led businesses is 
constrained by tax 
administration/rates and 
transports than their male 
counterparts; but a greater 
share of men-led 
businesses reported access 
to land as a top obstacle. 
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Other Gender-
related Aspects 

• None of the agribusinesses 
have a gender strategy or 
policies to promote equal 
opportunities. 

• The majority of the hazelnut 
businesses (94%) do not 
collect sex-disaggregated data 
on their suppliers although 
most of the businesses think 
that it is important to ensure a 
gender-diverse supplier base. 

• About 40% businesses take 
procurement steps to expand 
relationship with women 
suppliers. 

• The majority of the dairy 
businesses do not see an 
opportunity to source from 
women although they 
perceive that working with 
women suppliers will bring 
several benefits. 

• Hazelnut businesses see a 
benefit for their reputation to 
working with more women 
suppliers and also think that 
there is a market premium for 
women-made hazelnut 
products. 

• The main barrier to sourcing 
from women is difficulty in 
finding women-led companies 
as reported by 62% of the 
businesses. 

• Only 5.13% have a gender 
strategy or policy to promote 
equal opportunities. 

• Training and support 
programmes for women were 
found to be limited. 

• Only 4% of the dairy businesses 
collect sex-disaggregated data 
on their suppliers. 

• The majority do not take 
proactive procurement steps to 
expand relationships with 
women-owned businesses. 

• The majority of the dairy 
businesses do not see an 
opportunity to source from 
women although they perceive 
that working with women 
suppliers can bring benefits. 

• The majority of the businesses 
perceive that there are benefits 
to their reputation for working 
with women suppliers; and 
there is a market premium for 
women-made products. 

• About 82% of the surveyed 
businesses reported that it is 
difficult to find women-led 
companies. 

• The majority of the 
businesses (86.5%) reported 
that they have a gender 
strategy or policy to promote 
equal opportunities. 

• Agribusinesses do not collect 
sex-disaggregated data on 
their suppliers. 

• The majority of the 
agribusinesses do not take 
proactive procurement steps 
to expand their relationships 
with women-owned 
businesses. 

• Most of the businesses do 
not see an opportunity to 
source from women. 

• About 63.46% of the 
surveyed businesses reported 
that it is difficult to find 
women-led companies. 

• Less than half of the 
businesses see benefits to 
their reputation for working 
with more women suppliers; 
and think there is a market 
premium for women-made 
products. 

• More than half of the 
businesses reportedly have 
a gender strategy or policy 
to promote equal 
opportunities; however, 
training and support 
programmes were found to 
be limited. 

• None of the dairy 
businesses collect sex-
disaggregated data on their 
suppliers. 

• The majority do not take 
proactive procurement 
steps to expand 
relationships with women-
owned businesses. 

• Despite several expected 
benefits from working with 
women, the majority of the 
dairy businesses do not see 
an opportunity to source 
from women. 

• The main barrier to 
sourcing from women is 
that women-owned 
businesses are difficult to 
find. 
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Findings from 
Focus Group 
Discussions 

• Limited access to better 
markets were reported to be 
among the major issues for 
women-led businesses in the 
hazelnut sector. 

• Women have limited 
ownership of the household 
or business assets, and social 
norms and patriarchal nature 
do not give enough 
recognition to women-led 
businesses. 

• Women-led businesses have 
limited access to storage 
facilities and advanced 
equipment and technology 
that could make their work 
more efficient. 

• Middlemen and traders are 
highly prevalent in the dairy 
sector.  

• Women tend to sell their 
products to middlemen and 
receive a lower price than the 
market price. 

• Women have limited financial 
capabilities or support to 
expand their business. 

• Women-led businesses seem to 
be getting only marginal profit 
from their dairy businesses due 
to high costs of production. 

• Access to credit is limited for 
women-led businesses, which 
constrain them to spend on 
advanced equipment and 
technology. 

• Women-led businesses lack 
knowledge and awareness on 
available support and 
programs. 

• Social norms prioritise 
women’s reproductive role, 
focusing on the care and 
maintenance of the actual 
and future workforce of the 
family. 

• Women have limited 
knowledge about marketing, 
and they end up selling their 
products to local sellers, 
intermediaries, and traders. 

• Women have limited 
understanding of export laws 
and regulations in the 
horticulture sector. 

• Women lack post-harvest 
storage, such as cold storage 
and refrigerators to store 
their products, dryers to dry 
horticultural products, and 
transport infrastructures. 

• Limited access to finance was 
found to be a major obstacle 
to businesses and exports.  

• Training opportunities are 
limited for women. 

• Limited access to finance is 
a major issue for women-
owned dairy businesses 
when it comes to 
expanding their business. 

• Managing animals’ health 
and buying animal feed are 
reported to be very 
expensive for women-led 
businesses. 

• Lack of equipment and 
storage infrastructure, such 
as refrigerators and 
warehouses, also affect 
dairy businesses. 

• Women have limited 
access to market and 
export opportunities. 

• Women are in need of 
training and capacity 
building to better 
understand how to grow 
their businesses. 

 
 
 
 



B. SUMMARY OF THE BUSINESS CASE FOR AGRIBUSINESS COMPANIES 
Large agribusinesses can receive better prices by working with women suppliers as, due 
to increased public interest, there are potential premiums for women-made products 
in local and international markets. The majority of the hazelnut (60%) and dairy 
businesses (57.69%) in Turkey reported that there is a market premium for women-made 
products. Although women-made products have not received wider attention in 
Uzbekistan, survey results show that about 25% of horticulture businesses and 16% of 
dairy businesses perceive that there is a market premium for women-made products. In 
addition to local markets, several countries see the promotion of gender equality and 
women’s rights as a key element of social sustainability and promote women-made 
products. Working with women suppliers can provide access to premium export markets 
such as Germany, Italy, and France, which place value on the economic, social, and 
environmental sustainability of the supply chain.  
 
Supporting women-led businesses with easier access to finance, aggregation, 
networking opportunities, and training and capacity building can help link them with 
large businesses. The major challenge women-led businesses face in supplying to large 
businesses is their limited capacity to increase production volume. Women-led 
businesses are usually small in size and operate in the informal sector. Limited access to 
financing opportunities, limited social networking opportunities and contracts, lack of 
storage facilities, and lack of transport also pose challenges in supplying to large 
businesses. On average, women’s more limited knowledge on how to access large 
business contracts and marketing opportunities restrains their ability to supply more. 
Although women-led businesses are willing to export, they often do not understand the 
trade laws and export processes, which limit their access to export markets. Supporting 
them with knowledge-sharing and training programs can help them identify better 
markets and business contract opportunities.  
 
Working with women-suppliers will also get large companies procure better quality 
products as women are reportedly better in certain agribusiness activities. One of the 
major criteria for large companies for choosing their suppliers is quality. They have 
specified quality standards for products, and they explore or choose suppliers who 
provide high quality products. The baseline assessment shows that women are better in 
making certain agricultural products and they perform better in certain activities. For 
instance, women are hired particularly for picking and sorting hazelnut. Dairy processing 
is tedious and requires tidy work, which women perform better than men. Women also 
constitute the largest share of customers in grocery markets and have better 
understanding of the structure and quality of products and customers’ preference in 
general. The majority of the surveyed agribusinesses in Turley and Uzbekistan also 
reported that women produce higher quality products. 
 
Supporting women suppliers with certification as well as access to storage facilities, 
warehousing services, and quality management training will help them in dealing with 
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quality issues. Currently, only a small share of agribusinesses including women-led 
businesses obtain certification. Agribusinesses, especially in Turkey, reported that 
obtaining certification involves several challenges including complex procedures, time 
and costs, and stringent quality requirements. Supporting women suppliers through the 
certification process with technical assistance programs will help them obtain more 
certifications and ensure quality standards. In addition, women often have limited 
storage/warehousing facilities and they are not aware about the quality standards 
required by large businesses. Providing them access to storage facilities, training on post-
harvest handling, and other quality management practices will help them produce better 
quality products and supply to large companies. 
 
Increasing access to advanced technology and equipment as well as increasing access 
to financing to enable women-led businesses buy advanced equipment will help 
improve efficiency. Most of the women do not use advanced equipment and perform 
production and processing activities manually, which hinders their productivity. Similarly, 
high costs of production, costs of transport services, costs involved in water and electricity, 
and other regulatory obstacles can also limit women’s efficiency. Especially in the dairy 
production, the costs of animal feed and veterinary care are very high. Women’s limited 
access to financing is reported to be among the major reasons of women’s limited access 
to advanced equipment and their limited ability to access services. By increasing their 
access to financing, such limitations can be alleviated.  
 
Lastly, a better integration of women-led agribusinesses can help large companies 
achieve a diversified supplier base. Agribusinesses use several strategies to cope with 
business risks, including having a diversified supplier base, diversification of sales, and the 
use of formal contracts with buyers and suppliers. For instance, about 59.62% of 
horticulture businesses and 42% of dairy businesses in Uzbekistan, and 48% of hazelnut 
businesses and 46.15% of dairy businesses in Turkey, use a diversified supplier base to 
cope with business risks. Increasing the number of women suppliers will increase the 
supplier base. Working with a larger and more diverse set of suppliers can not only help 
managing risks, but also will establish long term relationships with high quality suppliers. 
 
Proactive procurement steps and outreach initiatives could help large agribusiness 
companies engage with more women-led and owned businesses. Usually, the share of 
women suppliers is lower than that of men-suppliers. Large companies find it difficult to 
identify women-led businesses. About 40% of horticulture traders and processors and 
73.68% of dairy traders and processors in Uzbekistan, and 68.42% of hazelnut traders and 
processors and 94.29% of dairy traders and processors in Turkey, reported difficulty to 
find women-led companies as the main barrier to sourcing from women. Agribusinesses 
usually do not have gender policies in sourcing, do not collect sex-disaggregated data on 
their suppliers, or use any database to identify women suppliers. Procurement steps to 
include women suppliers and outreach activities to communicate procurement 
opportunities will help identify more women suppliers. 
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C. OPPORTUNITIES FOR EBRD’S INTERVENTION 
 
An overview of opportunities for EBRD to promote greater women economic 
empowerment along agribusiness supply chains is presented in Table 2. The analysis 
builds on the EBRD Agribusiness Strategy 2019 and the EBRD’s Strategy on the Promotion 
of Gender Equality 2016-2020. The overview is structured by type of instrument available 
to EBRD, namely: (i) investment, (ii) technical cooperation, (iii) capacity building, (iv) 
external partnership, and (v) policy engagement, among others.   
 
Investment: EBRD could make targeted investments in manufacturing and trading 
companies seeking to secure the premium pricing for women-made products. A range of 
financial instruments including trade finance, and debt and equity finance could be used 
to address various financial needs of these companies and facilitate a greater strategic 
focus on women. EBRD could offer a financing facility for the expansion and/or upgrading 
of warehouse and storage infrastructure to support women-led businesses deal with 
losses and integrate more women into the supply chain. The use of warehouse 
infrastructure will help better manage quality and improvement in cold chains will help 
women suppliers store perishable products, which will facilitate their access to export 
markets. EBRD could support partner financial institutions to provide financing on better 
terms such as credit lines and equipment financing, as well as facilitate equipment leasing 
through partnerships with equipment manufacturers and leasing firms to encourage the 
adoption of more efficient production methods. Furthermore, EBRD could promote 
forward and backward linkages with women-led businesses through targeted 
investments in large agribusiness companies at different levels of the supply-chain to 
promote a gender-diverse supplier base.  
 
Technical Cooperation: EBRD could provide technical support to women-led businesses 
to improve their marketing practices and access to markets, which will enable them 
secure better prices of their products. The technical support would include various 
aspects of marketing such as packaging, labelling, logistics, etc. and information on 
exports laws, regulations, standards, etc. Technical assistance in improving standards and 
certification systems would be helpful to improve product quality standards. EBRD could 
help develop or promote supply chain certification programs in collaboration with local 
stakeholders to promote sourcing from women suppliers; and provide technical 
assistance to women-led agribusinesses to obtain certifications. EBRD could also provide 
technical support to improve production practices of women-led agribusinesses such as 
use of solar cooling storages, solar pumps for irrigation, use of modern seeds, advanced 
breeds, green technology, etc., which would help increase efficiency and productivity. 
EBRD could also provide technical support to large agribusinesses to improve 
procurement practices to promote a gender-diverse supplier base. Moreover, the design 
of an e-market place would allow women suppliers to sell their products online. 
Improving the availability of gender-disaggregated data would also facilitate the use of 
supply chain finance products. 
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Capacity Building: EBRD could facilitate awareness raising programs on market 
opportunities for women-led businesses. The awareness raising program will include 
information on better markets including a list of companies that buy women-made 
products as well as strategies on how to market their women-made products, etc. EBRD 
could facilitate training of women-led businesses on quality standards & quality 
management to enhance their knowledge on quality assurance. The training program 
should also include topics on quality management at the supplier level as well as on 
quality standards required by warehouses, large agribusiness companies, for exports, and 
for different certification programs. Separate training on improved production techniques 
including sustainable and advanced agricultural practices can help women enhance their 
knowledge on these aspects and achieve cost and time efficiencies. Awareness-raising 
programs by large agribusinesses on market opportunities with women suppliers can help 
bring more women suppliers into the companies’ supplier base.  
 
External Partnerships: EBRD could facilitate dialogue between large agribusiness 
companies and women supply-chain partners to support the promotion of women-made 
products and better pricing strategies. This would raise awareness of women-made 
products, their needs, challenges, the and roles and responsibilities of each group. EBRD 
could facilitate partnerships with quality standards authorities such as the Turkish 
Standards Institution (TSE) and the UZSTANDARD-Agency for Standardization, Metrology 
and Certification. These agencies can support women suppliers with product standards 
and certification processes. Partnerships with extension services providers, equipment 
suppliers, and financial institutions can help promote adoption of efficient production 
techniques and would increase women’s access to advanced equipment. With support 
from EBRD, Government stakeholders could organize outreach events through 
campaigns, media and online resources to reach women suppliers and increase their 
participation in procurement processes. Outreach events can also be used to educate the 
public on buying women-made products. 
 
Policy Engagement: EBRD could facilitate policy engagement with the respective 
Governments to secure better prices, explore market opportunities, and increase demand 
for women-made products locally. Making supportive policies to encourage the purchase 
of women-made products and by subsidizing women-made products to increase their 
demand and can enhance market opportunities for those products. Promoting public-
private partnerships on quality management could enhance quality standards. For 
instance, an SME agent network could be developed, in which trained women-SME agents 
would be licensed to perform quality standard checks and provide certifications to 
women suppliers in different regions of the selected countries. Policies to improve 
women’s property rights will enable women to use immovable assets as collateral to 
obtain financing. Financial literacy programs could also enhance their knowledge of 
different types of financing. Finally, the design and implementation of policy incentives 
such as tax incentives for large businesses for having a more gender-diverse supplier base 
could improve the number of women suppliers along the supply chain.  
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Table 2: Overview of Potential Opportunities for EBRD Intervention 

  Business Case       
            Dimension 

 
EBRD      
    Instruments 

Price/Costs Quality  Efficiency  Risks 

Secure Premium Pricing 
for Women-made 

Products 
Improve Quality Standards 

Facilitate adoption of more 
efficient production 

methods 

Promote Gender-diverse 
supplier base 

Investments 

Targeted Investments in 
Trading Companies with 
strategic focus on Gender  

-Financial facility for Expansion / 
Upgrading of Warehouse 
Infrastructure; 
-Improvement of Export 
Infrastructure (e.g., cold chain) 

-Equipment finance facility, -
-Leasing facility 

Targeted Investments in 
agribusinesses with 
strategic focus on Gender 

TC 

Technical support to 
improve marketing 
practices of Women 
suppliers and access to 
markets 

Technical support  
-To improve Standards & 
Certification systems (e.g., 
women SMEs providing quality 
control services to female 
producers);  
-on WRS 

Technical support to 
improve production 
practices of Women-led 
businesses along the supply-
chain 

Technical support  
-to improve procurement 
practices of large 
agribusiness firms,  
-in the design of an e-
market place (including for 
supply-chain finance) 

Capacity-
Building 

Awareness-raising on 
Market Opportunities for 
Women-made products 

Training on Quality standards & 
quality management 

Training in improved 
production techniques, 
including environmental 
standards 

Awareness-raising on 
Market Opportunities with 
women suppliers 

External 
Partnerships 

Facilitate dialogue 
between large 
agribusiness companies 
and women supply-chain 
partners 

Facilitation of partnership with 
Quality Standards & Quality 
Management authorities 

Collaboration with 
extension services 
providers, equipment 
suppliers, and financial 
institutions 

Sponsorship of outreach 
events with local 
stakeholders 

Policy 
Engagement 

Awareness-raising and 
policy on Market 
Opportunities for 
Women-made products 

Promotion of Public-Private 
Partnerships on quality 
management (e.g., SME agent 
networks)  

Policy intervention on 
property rights and financial 
education 

Design and implementation 
of policy incentives for 
gender-diverse supplier 
base  
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1. INTRODUCTION AND METHODOLOGY 
 
1.1 BACKGROUND AND OBJECTIVE OF THE STUDY 
 
Women play a critical role in the agribusiness sector around the world. To varying 

degrees, women participate at all stages of the agricultural value chain and comprise 39% 

of its labour force worldwide.1  Agricultural value chains are defined by the social context 

around them; this means that the distribution of resources and benefits, as well as 

efficiency and competitiveness, are all conditioned by gender norms.  For instance, 

women typically represent the majority of the workforce in agricultural processing in 

EBRD countries of operations (CoOs). Women play a marginal role in transport, logistics, 

and sales, although their role is gradually increasing. Additionally, women are more likely 

to participate in the agribusiness sector as contributing family members or informal 

workers, rather than as paid employees or business owners. 

 
Table 3: Role of Women Along the Value Chain 

Actors Role Typical role of women globally  

Producers and  
Processors 

Production, 
cultivation, resource 
management, packing, 
and packaging 

Women play a significant role in agricultural 
production and processing; their role varies by 
country and commodity, but they are more 
likely to be informal, unpaid, part-time, or 
seasonal workers.  

Support Services 
Access to Finance, Storage, Transport, 

packaging, Trading, ICT, m
arket inform

ation 
etc. 

Input Supply 
and 
Technology 

Supplying farm inputs 
and machinery 

Men tend to dominate large-scale input 
supply. Women participate on a very small 
scale.  

Service 
Providers 

Managing logistics, 
providing extension 
services, training and 
technical know-how, 
financial services, etc.  

The role of women is increasing in some areas, 
but the field remains largely dominated by 
men. 

Retailers Branding, marketing, 
and selling 

Women rarely participate in the marketing of 
goods. In sales, women are largely confined to 
local markets instead of regional or 
international ones. 

 
Women agribusiness owners are more disadvantaged than their male counterparts due 
to their limited access to economic opportunities. Women’s land ownership tends to be 

more limited due to the patriarchal norms that prefer men over women in inheritance. 

Female-owned farms and businesses also tend to be smaller and under-resourced. They 

have limited access to hired labour, technology, equipment, finance, markets, etc. 

Women are also generally responsible for taking care of the home, children, and elderly, 

which places a significant time burden on them and reduces the time they are able to 

 
1 ILOSTAT Employment by sector International Labour Organization Modelled Estimates, 2017 
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devote to income generating activities. Additionally, women participate in value chains 

with lower economic return than men. Women tend to participate in lower value crops 

intended for sale only at local markets, while men are more likely to participate in markets 

where there is a greater economic return, such as in exporting goods.   

 

In Turkey, women play a critical role in the agriculture sector, particularly in 
agribusiness, but lack access to key resources. According to the International Labour 

Organization (ILO), women represented 31% of the country’s labour force. Women 

contribute 46% to the agricultural labour force and 29% of the employed women are 

employed in the agricultural sector. Women entrepreneurs account for about 14% of all 

entrepreneurs engaged in the agricultural sector. Data from the Turkish Ministry of Food, 

Agriculture and Livestock (MFAL) highlights the fact that fewer women are registered as 

farm owners and represent less than 20% of crop producing farmers.2 The crops that 

women are most involved in include nuts, fruit, and tea. In one poll, only 12% of Turkish 

women stated that they had access to the funds needed to start or expand a business, 

compared with 21% of Turkish men, and the OECD average for women is 27%.3 According 

to the United Nations Food and Agriculture Organization (FAO), only 9% of women own 

some form of vacant land. Women employed in the agricultural sector tend to be 

contributing family members rather than remunerated employees, managers, or owners. 

Women’s ownership of agricultural land is limited, in part, due to the country’s traditions 

of inheritance. Patriarchal traditions that favour sons over daughters in land transmission 

are still at play in Turkey, which results in limited land ownership among women. The role 

of patriarchal norms varies by region and is most significant in rural areas, where the 

majority of women have no land use rights or their rights are not permanent.  
 

Women also play a significant role in the agriculture sector in Uzbekistan, but their role 
is largely informal. According to an Asian Development Bank study, women represented 

39.62% of the country’s labour force and 42.7% of the agricultural labour force. Of all the 

economically active women, 23% worked in agriculture. The majority of rural women 

engage in shirkats, or agricultural cooperatives, as family leaseholders, in addition to 

tending household plots. However, women’s employment in shirkats is mainly seasonal 

and consists of low-skill manual work, without adequate social security rights. In private 

farms, women are employed mostly as temporary workers. Women farmers account for 

only 4.8% of all private farmers.4 Due to widespread gender stereotypes and lack of 

formal recognition, land ownership remains male-dominated. A social survey conducted 

in the Tashkent region also shows that Uzbek women are not benefiting equally from the 

recent shift towards private farms and are disadvantaged in access to key productive 

resources such as land, water, and credit.5  They are underrepresented in the bodies 

 
2 Ministry of Food, Agriculture and Livestock (2017) 
3 O’Neil, M.L. and Toktas, S. 2014. Women’s Property Rights in Turkey. Turkish Studies. 15(1): 29–44. 
4 Asian Development Bank, Gender and Land Rights Database: Uzbekistan (2014) 
5 Azizova, N., Tursunova, Z., and  Azizova, L. Social Policy and Empowerment of Women in the Agriculture Sector in 
Uzbekistan. (2016). 
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concerned with the management and distribution of these key resources. For instance, 

women represent the majority of water users for agricultural production but a small 

minority of members in the Water Users Association and in government bodies, such as 

the Ministry of Agriculture and Water Resources.  

 

The objective of this report is to review women and men’s roles in agribusiness supply 
chains in order to inform future EBRD agribusiness investments, as well as the bank’s 
potential policy engagement and support for reforms, in the public sector stakeholders 
in Uzbekistan and Turkey. The study aims to: (I) identify ways to support women agri-

entrepreneurs, (II) highlight economic opportunities to enhance their equitable 

participation at different stages of agricultural supply chains, and, in so doing, (III) support 

the development of the agri-MSME sector. To do so, the study aims to help better 

understand existing gaps between men and women in the agribusiness sector, focusing 

on legal, regulatory, financial, economic, and social barriers women face, and existing 

gaps in assistance in these areas. Based on the assessment, specific recommendations 

will be made regarding potential entry points for EBRD agribusiness investments and 

policy dialogue activities linked to those investments with a view to promoting women’s 

economic opportunities in the agribusiness sector.  

 

1.2 STUDY METHODOLOGY 
 
1.2.1 Conceptual Approach 
This study takes a systemic approach to understand the differentiated roles, needs and 
responsibilities of men and women along the supply chain, as well as economic 
opportunities in the sector. The systemic view integrates three different levels, as 

depicted in Figure 1 below; it focuses on value chain actors, value chain supporters, and 

the overall business climate. To understand how the EBRD can best integrate gender 

considerations into agribusiness investments, the study examines the supply chains at 

each level to determine where women are currently operating, what constraints women 

face at each level, and where the best opportunities exist for women’s economic 

advancement. The goal is to understand (I) who does what, (II) who has access to and 

control over what, (III) what is the socioeconomic context, and (IV) what gender 

considerations are needed in project planning, investment, policy, etc.  
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Figure 1: The Agribusiness Value Chain System 

 
Source: World Bank Group. Guidelines for Integrating Gender into World Bank Group Agribusiness Projects.  

 

The conceptual framework is centred on the idea of inclusive value chains, which 
promotes equal economic opportunities for all players along the value chain. Not all 

players, especially smallholders and women, along the value chain get equal 

opportunities. Given that agriculture is a major source of employment in agrarian 

countries, an inclusive value chain can generate local employment opportunities for 

various social groups including for women. Other benefits could include risks mitigation 

and reduced barriers to entry, allowing for integration of more women, smallholders, and 

other excluded groups along the value chains. The operational model used by EBRD in the 

agribusiness sector involves value chain financing to induce vertical and horizontal spill 
overs, via backwards and forwards linkages, sharing of knowledge and practices, and 

fostering innovation clusters with suppliers. An inclusive agribusiness sector is also 

strong and sustainable, and, as such, encompasses farmers and companies of all sizes 

along the entire value chain. The study thus considers how EBRD can leverage these 

backwards and forwards linkages to bring about impacts on women’s economic 

advancement, in line with the EBRD’s 3A’s of the EBRD Strategy for the Promotion of 

Gender Equality (2016-2020), i.e. access to finance and business support for women-led 

businesses, access to employment opportunities and skills for women, and access to 

services.  

 

A gender gap assessment was undertaken to provide an overview of gender gaps in 
agribusiness supply chains in Uzbekistan and Turkey, as well as how the EBRD could 
help reduce these gaps in line with its operating business model. This assessment 

consists of two key areas of focus: (I) supply chain actors, including women-run 

agribusinesses and women workers throughout the different stages of the agribusiness 

supply chain; and (II) the broader business enabling environments. The objective of this 

strategic market assessment is to: (I) map the current market structure to understand 

where women are located along the value chain in different capacities (business owners, 

managers, paid workers, unpaid workers, etc.), key players, and key characteristics of the 

women-led MSMEs and their competitors along each stage of the agribusiness supply 

BUSINESS CLIMATE
Policies and regulations, Infrastructure, Market Structure, Innovation, 

Technology, etc. 

Input 
supply & 

technology
Production Post-

production Processing
Distribution 

& 
Marketing

SUPPORT SERVICES
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chain; (II) identify key development actors and stakeholders; (III) identify how supply 

chains are organised; (IV) identify the legal, social and economic constraints women face 

in fully participating in the agribusiness sector; and (V) analyse what is working and what 

is not working in terms of recent gender support initiatives.  

 
Figure 2: Components of Market Assessment 

 
 

The supply chain actors component entailed a mapping of the role of women and men 
throughout agribusiness supply chains. This included an examination of all supply chain 

actors (farmers, suppliers, workers, etc.,) and their participation in agribusiness supply 

chains, women-led MSMEs, and their characteristics. The mapping also examines supply 

chain demand, including constraints and opportunities for companies in terms of local 

sourcing from smallholder farmers with a focus on gender. This exercise pays close 

attention to agribusiness supply chains the EBRD invests in (or plans to invest in) to 

identify ways to integrate women into these supply chains. The study focuses on the 

horticulture and dairy supply chains in Uzbekistan and the hazelnut and dairy supply 

chains in Turkey to identify how these supply chains are organised, as well as the 

constraints and opportunities female workers and farmers face in these supply chains.  
 

The enabling environment was assessed through a review of laws, regulations, policies 
and infrastructure that impact women’s participation in agribusiness supply chains. In 

doing so, the study aimed to assess national policies designed to support women in order 

to understand how effective those policies have been. This stage also includes an 

institutional/stakeholder mapping to find out what state institutions, private sector 

companies and development actors, are doing in this area to identify gaps in international 

assistance and opportunities for cooperation in this area, in line with the EBRD’s business 

model. A mapping of local policy stakeholders was also undertaken, assessing their 

capacity to potentially engage in policy dialogue activities. 

 

1.2.2 Selection of Supply Chains and Study Sample 
Two value chains were selected in each country: hazelnut and dairy supply chains were 
selected in Turkey and horticulture and dairy in Uzbekistan. A more comprehensive 

analysis was carried out to select these high-growth potential value chains for women 

entrepreneurs. To do this, a comparison of different productive sectors in the two 

Supply Chain 
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Enabling 
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countries was made based on their contribution to: (I) GDP/ gross-value added; (II) 

exports; (III) potential for creating employment; and most importantly, (IV) women’s 

participation in the supply chain. In Turkey, several sub-sectors were considered, 

including food and beverages, cotton, hazelnuts, dairy, honey, and wheat. Similarly, in 

Uzbekistan, several sub-sectors, such as food retail, cotton, horticulture, and dairy were 

analysed. The analysis shows that the fruit and vegetable sub-sector in Uzbekistan 

accounts for 50% of the value of crop output, and over 35% of export earnings. Women 

comprise a substantial share of full-time and part-time employees within horticulture 

enterprises as they require more hired labour as compared to other crops such as wheat 

and cotton. Moreover, Uzbekistan’s dairy output is among the highest in the Central Asia 

region. It is primarily produced by small dehkan farmers and largely driven by women. 

Similarly, Turkey accounts for 70% of the world’s hazelnut supply and 82% of the world’s 

hazelnut exports. Women play important role in hazelnut picking and sorting. Also, Turkey 

is among the ten largest producers in the world and much of the workforce of the current 

dairy farms in Turkey are women. However, women are still excluded from the value 

chains and often their contribution goes unnoticed. These findings show that the selected 

sub-sectors have potential opportunity for women and EBRD can support these women 

participate more in the value chains while investing in these sub-sectors. 

 

Due to lack of data on the number of agribusinesses in the selected supply chains, the 
agribusinesses in each country were selected using quota sampling. Official data on the 

population size of agribusinesses in the particular supply chains are limited. Taking into 

consideration the objective of the study, 100 agribusinesses, 50 from each of the two 

supply chains, were proposed to be selected in each country. However, ultimately, the 

sample included 52 horticulture agribusinesses and 50 dairy businesses in Uzbekistan and 

50 hazelnut businesses and 78 dairy businesses in Turkey. The sample included 

approximately 60% producers, 20% traders, and 20% processors. The gender breakdown 

of the sample represented roughly about 60% male owned- and managed and 40% female 

owned- and managed agribusinesses. The 60-40 gender breakdown was selected because 

the share of women compared to their male counterparts is less along different stages of 

the supply chain.   

 

The survey regions were selected based on the production and business potential of the 
selected value chains. Hazelnuts are grown in both the eastern and western regions of 

Turkey along the Black Sea, in areas where the soil is unsuitable for other crops and is 

positioned on sharply slopping land. Dairy is produced mainly in the provinces of Ýzmir, 

Balýkesir, Konya, Aydýn, Çanakkale, Denizli, and Burdur. Therefore, the survey of 

agribusinesses in the hazelnut sector covered the Trabzon area in Black Sea regions. The 

survey of agribusinesses in the dairy sector was conducted in the Izmir region. Similarly, 

in Uzbekistan, the survey of horticulture businesses was conducted in the Samarkand and 

Fergana regions and the survey of dairy businesses was conducted in the Samarkand and 

Kashkadarya regions. 
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1.2.3 Data Collection Methodology  
The study employed a mixed-methods approach for collecting data among value chain 
actors. The quantitative component mainly consisted of data collected through a survey 
of male and female suppliers in the selected value chains, as well as secondary data 

obtained from publicly available databases and documents. The qualitative component 

included stakeholder interviews conducted during the fieldwork. In this phase, semi-

structured interviews were conducted with relevant stakeholders, including institutions 

that deal with regulation and policy, private sector companies and international 

development institutions. In addition, the team conducted four focus group discussions 

to gain a more qualitative understanding of women’s situations and needs. Quantitative 

components and secondary data analysis aimed to complement primary data analyses 

and provide a comprehensive picture of the differentiated roles, constraints, and 

opportunities for women and men in the agribusiness sector. 

 
Table 4: Data Collection Strategy by Type of Stakeholder 

Study Component Stakeholders Strategic Aspects Tools and  
Methods 

Supply Chain Actors 
 

-Women in 
agribusiness 
(farmers, suppliers, 
workers) 
-Other supply chain 
actors 
 

-Mapping of firms 
-Where women are 
generally located 
-Needs/preferences 
-Barriers 
-Opportunities  

-Survey 
-In-depth 
structured 
interviews with 
key actors 
-Focus group 
discussions 
(FGDs) at 
different levels 
-Data mining of 
relevant 
databases 
(national 
statistics, data 
from UN, WB, 
EU, etc.)  

Assessment of the Enabling 
Environment 
 

-Government 
agencies 
-Policy makers 
- Other 
professionals 
(associations) 
-Private sector 
stakeholders 

-Policy environment 
-Market infrastructure 
-Industry trends 
-Existing regulations and 
legislation 
-Current trends and future 
strategy 

-Documents 
review 
-Semi-structured 
interviews  
 

 

 

A structured survey was conducted on agribusinesses to gain a complete picture of 
women’s roles, constraints, and opportunities. The objective was to collect data and 

conduct an exploratory analysis to obtain the qualitative cross-cutting perspective of the 
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needs, challenges, and constraints women face in the agribusiness sector in Turkey and 

Uzbekistan. Data collected on supply chain dynamics included information on suppliers, 

key drivers of costs and price, quality standards, certification requirements, risks, and 

challenges, among others. Data collected on gender aspects included level of 

agribusinesses’ women and men’s share in employment and supply chain, strategies and 

policies that promote gender equality, training programmes aimed at women’s capacity 

building, and agribusinesses perception on whether they would like to work with women 

suppliers, among others. 

 
At the institutional level, the team carried out a high-level qualitative assessment of the 
overall enabling environment by conducting semi-structured interviews with key 
market players. Government agencies and policymakers involved in the agribusiness 

sector, women’s economic empowerment and development, and employment, were 

among the stakeholders we interviewed. We also met with relevant development 

organizations working in the sector to understand what types of activities they have 

implemented and where they see opportunities to ensure additionality and 

complementarity of any proposed EBRD interventions. Lastly, the team met with private 

sector stakeholders, including agribusiness enterprises, research institutions, associations, 

and NGOs. Table 5 below presents a list of institutions interviewed.  
 
Table 5: Overview of Institutions Interviewed 

Country Type of Stakeholder Meetings Held 

Turkey 

Government Agencies • Ministry of Agriculture and Forestry 
Development institutions • International Finance Corporation 

• World Bank 
• Delegation of the European Union 
• Food and Agriculture Organization of the United 

Nations  
Private sector stakeholders • Migros Ticaret, A.Ş. 

• Olam Progida 
• KAGIDER (Women Entrepreneurs Association of 

Turkey) 
• Development Workshop Cooperative 
• Turkish Agricultural Credit Cooperative 
• Turkish Union of Agricultural Chambers 

Uzbekistan 

Government agencies • Ministry of Agriculture and Forestry 
• Ministry of Employment and Labour Relations 
• State Committee on Statistics 

Development institutions • World Bank 
• Asian Development Bank 
• Delegation of the European Union 
• Food and Agriculture Organization of the United 

Nations 
Private sector stakeholders • Agromir Juice JV LLC 

• Korzinka.uz 
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• Indorama  
• Women’s Committee of Uzbekistan 
• Chamber of Industry and Commerce 
• Association of Business Women 

 

 

1.2.4 Study Limitations  
The sample size for this study was calculated to draw directional findings and useful 
conclusions. Ideally, the sample size is approximated to achieve a 95% confidence interval 

and a 3-5% margin of error assuming the size of the target population. However, due to 

lack of data on the number of agribusinesses in the selected supply chains, the population 

size of agribusinesses could not be determined to draw a representative sample of 

agribusinesses. In addition, given the time and budget allocated for this study, the sample 

size was rather calculated using quota sampling. The sample was drawn using a stratified 

ransom sampling to obtain the sample as representative as possible. The objective of the 

survey was to collect data and find “directional” conclusions to understand the needs, 

challenges, and constraints facing different groups of women population and how these 

are different from those for men.  
 

The contemplated study followed a more qualitative approach. A rigorous gender-

specific supply chain analysis would require access to large quantitative gender-

disaggregated datasets and resources. There is limited gender-disaggregated data 

available for the selected value chains in the two countries. A more qualitative approach 

is therefore followed. Both women and men entrepreneurs at different levels of the chain 

were surveyed to assess the different roles and responsibilities of women and men along 

the chain for different commodities, needs and challenges, and the perception of 

agribusinesses on the potential benefits of women’s increased participation. The findings 

offered the chance to increase interest and buy-in for female integration in the supply 

chain. In addition, focus groups discussions were conducted to obtain qualitative 

information to supplement the findings from the surveys. 

 
While the study engaged with selected large suppliers, a more comprehensive 
consultation with the large suppliers is recommended for future research. Although 

several large businesses were contacted to participate in the study, due to availability and 

resource constraints, the study engaged with a selected number of large agribusinesses 

in the two countries. While important information was collected through the interview of 

these large agribusinesses, the findings may not be representative. With more budget and 

resources, engagement with exporters and large business should be done before the 

design of any programme.  
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2. BASELINE ASSESSMENT OF GENDER IN THE AGRIBUSINESS SECTOR IN 
UZBEKISTAN 
 

2.1 GENDER ISSUES IN THE AGRIBUSINESS SECTOR   
 
Women play a significant role in the agriculture sector in Uzbekistan, but their role is 
largely informal. According to a study by the Asian Development Bank, women 

represented 39.62% of the country’s Labour force and 42.7% of the agricultural Labour 

force. Of all the economically active women, 23% worked in agriculture. Traditionally, 

women in the agriculture sector are employed as cheap labour in production; however, 

their role is increasingly being seen in harvesting and market preparation. The majority of 

rural women engage in shirkats, or agricultural cooperatives, as family leaseholders, in 

addition to tending household plots. However, women’s employment in shirkats is mainly 

seasonal and consists of low-skill manual work that does not have adequate social security 

rights. In private farms, women are mostly employed as temporary workers. On dehkan 

farms, the family unit works together to grow and produce the harvest. In these farm 

units, women play an integral part in the production process but are unlikely to play a key 

role in any management or decision-making. Women farmers account for only 4.8% of all 

private farmers.6  

 

Gender norms continue to restrict women’s full participation in economic activities. 
Uzbekistan’s civil, labour, and family laws guarantee gender equality, while the legal 

framework for respecting, protecting and fulfilling women’s rights complies with 

international standards. There are, however, restrictions on the jobs that women are 

allowed to take, with a list of prohibited jobs published by the Ministry of Labour and 

Employment. These jobs are considered hazardous and the prohibition is meant to 

protect women’s safety, however it ends up being a barrier to women’s participation in 

high-growth, high-value sectors. Such prohibitions restrict women’s access to well-paid 

jobs, better economic opportunities as well as their well being. Additionally, the roles of 

women and men in the economy and society are dictated by traditional gender norms, 

which assign them different jobs and responsibilities. Women are expected to take care 

of the home, look after the children, do the cooking and cleaning, etc. If a woman decides 

to enter the workforce, she is expected to balance her work with her family 

responsibilities. This traditional distribution of family responsibilities impacts women’s 

competitiveness in the labour market and ability to start and grow businesses. Such 

norms not only restrict women’s access to well-paid jobs, but also restricts parents’ 

motivation to educate their daughters, further limiting their scope for better economic 

opportunities. Additionally, families often provide opportunities for their sons to receive 

higher education but not their daughters, and women are expected to marry and leave 

the home while men will stay and contribute to the family’s income.  

 
6 Asian Development Bank, Gender and Land Rights Database: Uzbekistan (2014) 
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Due to widespread gender stereotypes and lack of formal recognition, land ownership 
remains male-dominated, although there are no available official statistics on land and 
property ownership. Legislation grants women and men equal rights to property 

ownership. In practice, however, traditional patriarchal norms, which favour men over 

women in property ownership and inheritance, continue to prevail. Property owned by 

the family generally goes to an elder son and daughters are left out due to the expectation 

that they will move into their husband’s homes. In a survey commissioned by the Asian 

Development Bank, most female respondents lacked legal ownership of any real estate 

or equipment. 7  In Uzbekistan, all productive land is still officially owned by the 

government. Farms and businesses obtain ownership through long-term leaseholds. The 

government is currently undertaking a reallocation of land away from cotton and wheat 

and towards more diversified products. In this vein, individuals and enterprises are able 

to obtain land from the government to start and operate businesses. Women are not 

benefiting equally from the reallocation of land.8 Uzbek women report receiving worse 

quality land and with longer delays than their male counterparts.  

 

Women are also underrepresented in political bodies that distribute and govern 
agricultural resources. Women are underrepresented in the bodies concerned with the 

management and distribution of key resources, including land and water. For instance, 

women represent the majority of water users for agricultural production but a small 

minority of members in the Water Users Association and in government bodies, such as 

the Ministry of Agriculture and Water Resources. There is considerable institutional 

gender asymmetry in the Ministry of Agriculture, where women constitute only 14.5% of 

the employees, and mostly fill maintenance and technical positions. 

 

Other barriers and challenges pertinent to female-owned and managed businesses in 
the agribusiness sector include:  

v Scarcity of financial, human, and time-bound resources and capacity;  

v Lack of equipment to process goods or cold-storage facilities, which result in the 

need to sell all products immediately; 

v Lack of start-up capital and property to use as a collateral; and 

v High cost of officially registering collateral. 

  

 
7 ADB (2018). Uzbekistan Country Gender Assessment Update.  
8 Azizova, N., Tursunova, Z., and  Azizova, L. Social Policy and Empowerment of Women in the Agriculture Sector in 
Uzbekistan. (2016). 
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2.2 FOCUS ON SELECTED SUPPLY CHAINS   
 
2.2.1 The Horticulture Supply Chain and Role of Women 
Diversification of agricultural production into horticulture has been a key strategic aim 
of the government of Uzbekistan in recent years. The government has recognised the 

need for diversification out of cotton and into higher value-added products, including 

horticulture. Through its Agricultural Modernization Strategy, the government has been 

aggressively pushing reforms to help strengthen this sector and move it towards greater 

export orientation, driven by private sector engagement. Despite its small current 

footprint, the economic impact of the fruit and vegetable sub-sector is large and accounts 

for 50% of the value of crop output and over 35% of export earnings.9  

 

Figure 3: Horticulture Value Chain in Uzbekistan 

 
 

 

 

 
9 World Bank (2015). Uzbekistan: Strengthening the Horticulture Value Chain. 
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The market for horticulture is becoming more formalised. Traditionally, horticulture 

production was mainly done on dehkan farms10 and intended for family consumption or 

sales through informal, local markets. Today, most horticultural goods are destined for 

domestic markets and a large portion are destined for informal channels based on cash 

transactions and personal relationships. In recent years, private farms have become 

significant players in the sub-sector and exporting and processing markets are growing 

rapidly. Private farms are more likely to sell to processors and higher-end destinations, 

including firms that produce juice, pasta sauce, or the dried vegetables that are used for 

soup.  

 

Agribusiness value chains are on the rise, as a result of a nascent formal market for 

supermarkets, hotels, restaurants, and cafes that receive goods from private farms or 

intermediaries. Hotels, restaurants, and cafes generally have higher standards for product 

quality and have needs that can be difficult to meet as they require a small amount of a 

wide variety of products. Because of this, these types of businesses are typically supplied 

by specialised intermediary firms or purchase produce on their own on the wholesale 

market. 

 
Horticultural product processing is also growing rapidly. In Uzbekistan, horticultural 

products are processed by 149 large firms and numerous small enterprises. Processed 

horticultural products include canned and dried fruits and vegetables, tomato paste and 

juices, and grape wines and liquors. Approximately 15% of horticultural crops produced 

are processed (including drying). Between the years 2000 and 2010, the volume of 

processed goods increased 385% in vegetables, 71% in grapes, and 164% in other fruits. 

Recent trends show that the production of processed vegetables increased from 154,233 

tons in 2015 to 435,786 tons (183%) in 2016 and the production of processed fruits 

jumped from 99,349 tons in 2015 to 554,670 (458%) tons in 2016. On the other hand, the 

number of grapes processed in 2016 did not vary much from 2015. This rapidly increased 

production of processed fruits and vegetables was led by increased demand in both 

internal and external markets. Dried and processed fruits and vegetables account for 

about 17.6% of all export contracts. Overall, about 69% of fruit is consumed fresh, 20.0% 

processed, and 11.0% exported. Similarly, 81% of vegetables is consumed fresh, 11.3% 

processed, and 3.4% exported. This indicates that there is potential opportunity from 

increased processing and exports of both fresh and processed products in the horticulture 

sector.11  

 

 
10 Dehkan farms are partially commercial farms based on household plot. Dehkans are limited by law to 
have about 0.35 hectares of irrigated land and can request up to 2 hectares of low-quality unirrigated land. 
Dehkan farms employ family labour, as a result women are an integral part of the production process. 
However, they are unlikely to play a key role in decision-making. (Source: Lerman 2008; ADB 2016)  
11 Asian Development Bank (2016). Agriculture, Natural Resources, and Rural Development. 
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Figure 4: Volume of Processed Horticultural Goods in Uzbekistan (thousands of tons) 

 
Adapted from ADB 

 
Crop loss is a major issue in the horticulture sector. About 40% of crops are estimated to 

be lost post-harvest, with the most losses occurring during transport. One of the biggest 

culprits of this is cold storage, the capacity of which is limited for fresh produce. For 

instance, the overall storage capacity in Andijan and Samarkand provinces was 3.7% and 

2.2% of the consolidated production of fruits, vegetable, potatoes, grapes, and melon in 

2016. Cool transportation is also limited causing major losses. The fresh products that are 

transported from the few cold storage facilities to wholesale markets are transported in 

insulated trucks without refrigerators, which incurs losses. 
 
The horticulture sector provides an important source of employment for women. 

Women comprise a substantial share of full-time and part-time employees within agri-

firms and horticulture enterprises and provide most of dehkan farm labour. Both women 

and men workers find economic opportunities in the horticulture sectors as it requires 

more hired labour compared to other crops such as wheat and cotton. Labour is required 

throughout the year as horticulture production involves all-weather green-house 

production, processing, and marketing activities. In horticulture, women are mostly 

engaged in weeding, watering, picking, and sorting as compared to men who perform 

most of the work that requires machinery or technology, such as ploughing land, cutting 

trees, grafting seedlings, etc.; women’s engagement as producers is limited.  
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2.2.2 Dairy Supply Chain and the Role of Women 
Uzbekistan’s dairy output is among the highest in the Central Asia region despite its 
small pasture area for livestock. Dairy production is concentrated in irrigated areas 

closest to urban centres. The dairy industry in Uzbekistan is dominated by the production 

of milk, which makes up more than three-quarters of all dairy goods produced. After milk, 

cheese makes up 18% and is the second largest; butter makes up only 4% of dairy goods 

produced. It is estimated that approximately 87% of the milk produced is sold as raw milk 

and the remaining 13% as packaged milk products. Milk production in Uzbekistan 

operates below its potential. The average milk yield of cows within dehkan farms rarely 

exceeds 6 kg per day with lactation periods of just seven months. By comparison, the 

average milk yield of cows in the U.S. is more than 31 kg per day and in the UK, it is more 

than 20 kg per day.  

 
Figure 5: Composition of Dairy Production in Uzbekistan (2014) 

 
Data sourced from FAOStats 

 

Dairy production is concentrated on small dehkan farms. It is estimated that 95% of 

cattle are owned by dehkan farms and 85% of milk sales are from these small family 

producers. The remaining 15% comes from larger farms. Much of the dairy production on 

dehkan farms is done for home consumption or for sale in local markets as raw milk. The 

large-scale farms mainly sell to, or are associated with, big dairy processors. From there, 

a small portion of the processed milk goods are exported to foreign buyers (in 2014 this 

number made up less than 1%) while the majority of it is consumed by the domestic 

market, usually purchased by supermarkets, hotels, restaurants, etc.  
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Figure 6: Dairy Value Chain in Uzbekistan  

 
 

Women’s participation along the value chain is typically limited to production, small 
trading, and micro-processing. Women are usually involved in milking, cattle husbandry, 

small market vendors, and micro-processing. Women are infrequently found as large- 

scale owners, traders or processors. Although the dairy sector is largely driven by women, 

their contribution is often invisible as they tend to support their household’s income 

generating activities and the livestock animals are owned by the men of the family. 
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2.3 GENDER GAP ASSESSMENT IN THE SPECIFIC SUPPLY CHAINS   
 

2.3.1 Gender Gap in the Horticulture Supply Chain  
2.3.1.1 Key Characteristics of Surveyed Horticulture Businesses in Uzbekistan  

The following results are based on the survey carried out on 52 agribusinesses in the 
horticulture sector in two regions of Uzbekistan. 50% of the horticulture businesses 

surveyed were in the Samarkand region and the other 50% were in the Fergana region. 

About 55.8% of the surveyed agribusinesses were men-led and 44.2% were women-led. 

About 23.1% of the surveyed firms were micro businesses, 55.8% were small businesses, 

19.2% were medium businesses, and only 1.9% were large businesses. Micro- and small 

businesses made up 87% of the women-led businesses, while the men-led businesses 

comprised of only 72.4%. In addition, 61.54% of the businesses were mainly involved in 

farming activities, 19.23% were involved in trading/retailing, and 19.23% were involved 

in processing activities. The majority of the businesses (40.38%) were 11-15 years old, 

followed by 32.69% firms that were one to five years old.  

 

Figure 7: Distribution of Men-led and Women-led Firms by Size of Business 

 
 

Compared to their male counter parts, women-led businesses have fewer young owners 
or managers. The majority of the respondents, who were owners or managers of the 

businesses, were over 30 years of age. In total, about 46.15% of the surveyed respondents 

were over 50 years of age while 21.15% were in the age range of 41-50 years and 23.08% 

of the respondents were in the age range of 31-40 years. Only 9.61% of the respondents 

were between 18-30 years of age, which implies that young individuals are less involved 

in the horticulture businesses. In men-led businesses, 93.1% respondents were over 30 

years of age whereas in women-led businesses, 78.26% were over 40 years of age. Only 

13.04% of the respondents in women-led firms were in the age range between 18-30 

years.  

 

There was no significant difference in the education level among male and female 
respondents, however, fewer respondents from women-led businesses had a university 
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degree compared to their male counterparts. About 65.52% of the respondents from 

men-led businesses and 69.57% of the respondents from women-led businesses had 

completed secondary school education. However, only 8.7% of the respondents from 

women-led businesses had a university degree in comparison to 27.59% of the 

respondents from men-led businesses. The results show that fewer owners and managers 

of women-led businesses have higher education, as compared to those of men-led 

businesses.  

 

Women-led businesses in the horticulture sector employ significantly fewer individuals 
than men-led businesses. On average, horticulture agribusinesses employ about 38 

employees, including full-time, part-time, temporary, and unpaid members. However, the 

average number of individuals employed by men-led businesses was found to be 51 while 

women-led businesses only employed 21 individuals on average. Moreover, micro 

businesses employ about 6 individuals on average, small businesses employ 21 individuals, 

medium businesses employ 88, and large businesses employ 390 individuals on average.12  

 

2.3.1.2 Supply Chain Dynamics  

Businesses in the horticulture sector sourced from 18 suppliers on average and number 
of suppliers (source) used by women-led businesses is lower than that of men-led 
businesses. While women-led businesses sourced from 9 suppliers, men-led businesses 

sourced from 24 businesses on average. Similarly, micro businesses sourced from 9 

suppliers, small businesses from 5 suppliers, medium businesses from 39 suppliers, and 

large businesses sourced from 220 suppliers. Producers worked with 4 suppliers, traders 

worked with 12 suppliers, and horticulture processors worked with 41 suppliers on 

average. About 13.5% of all businesses do not know the number of suppliers they are 

working with. 
 

The majority of the suppliers (source) were men-led businesses. In general, surveyed 

horticulture businesses sourced a variety of products from their suppliers, including 

fertilisers, herbicide, fruits, vegetables, dried fruits, milk, sugar, water, packaging 

materials, and fuel and transport services. Surveyed horticulture agribusinesses were 

asked to report the name of their top suppliers and whether they knew if the suppliers 

are men- or women-led. Of the reported top suppliers, about 88.8% were known to be 

men-led businesses and 3.2% of the suppliers were known to be women-led businesses. 

The results suggest that women’s involvement in the horticulture supply chain is limited.  

 

Since they pick products of good or better quality from their suppliers, horticulture 
businesses have only minor issues with product quality. Only 17% of the surveyed 

respondents reported quality issues with the sourced products. About 2% of respondents 

reported pre-processing quality issues of sourced products, 4% reported post-harvest 

 
12 There was only one large business in the sample, so this number may not be representative. 
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losses, and 11.5% reported quality issues associated with cold chains. The majority 

however, about 61.5% respondents, reported no quality issues of the sourced products 

from suppliers. A few respondents complained about limited supply and high price of 

fertilisers and other chemicals, which does affect the quality of the products. Results 

indicate that the horticulture agribusinesses have several options to buy from. The traders 

and processors also buy from supermarkets, farmers markets, and retailors. High 

competition might be forcing the suppliers with low quality products out of the market. 

 

The low quantity of products seems to be the biggest challenge to supplying to larger 
businesses. Low quantity produced was the biggest challenge to supplying to large 

businesses for 17.31% of the surveyed businesses, followed by lack of social networking 

and marketing opportunities (9.62%), and quality standards of large businesses (9.62%). 

Horticulture agribusinesses use different strategies, such as diversification of supplier 

base (59.62%), diversification of sales (51.92%), use of contracts with buyers and suppliers 

(48.08%), and a small percentage of businesses (17.31%) use insurance to cope with 

business risks.  
 
Figure 8: Challenges in supplying to Large Businesses (% of women-led and men-led firms) 

 
 
In addition, a greater share of women-led horticulture businesses faces challenges in 
supplying to large agribusinesses compared to their male counterparts. For instance, for 

21.74% of women-led businesses low quantity of products is the greatest challenge to 

supplying to large agribusiness as opposed to 13.79% of men-led businesses. Similarly, 

13.05% of women-led businesses face challenges due to lack of social networking and 

marketing opportunities as opposed to 6.9% of men-led businesses. Results also indicate 

that women-led businesses face more challenges compared to men-led businesses in 

terms of ensuring quality standard and access to financial and non-financial services, 

transport, and storage facilities.  
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Regulatory requirements and taxes are reported to be the main drivers of price in the 
horticulture sector. For 51.72% of respondents, regulatory requirements are the key 

driver of price change in the horticulture sector, whereas 24.14% of the respondents 

reported that taxes are key drivers. A greater share of women is affected by the regulatory 

requirements and taxes compared to men. As indicated by the survey data, about 65.22% 

women-led businesses reported regulatory requirements are the main driver of price as 

compared to 51.72% of men-led businesses. Similarly, about 30.43% women-led 

businesses reported taxes as the main driver of price compared to 24.14% men. Among 

others, costs of inputs, such as expensive fertilisers and chemicals, gas, electricity, labour, 

and other inputs also play a major role on prices. 

 
Figure 9: Drivers of Price (% of businesses) 

 

 
Establishing long-term relationships with women suppliers in managing price volatility 
is less convincing for the surveyed businesses. Only 28.85% of the surveyed respondents 

agreed with the notion that establishing long-term relationships with women suppliers 

could be helpful in managing price volatility while the majority (71.15%) refuted it. Of the 

respondents who agreed, 60% were women-led businesses while 40% were men-led 

businesses. As reported by the respondents, working with women can be helpful in 

managing price volatility because women are more reliable, it is easier to work with 

women compared to men, men are not flexible with prices, women are hard-working and 

committed, women provide better quality products, etc. Others cited that working with 

women will not have an impact on prices cited that price does not depend on the gender 

of suppliers, men managers have better understanding, fewer women working in the 

sector, and that prices are determined by the market. 

 

Costs of production are mainly driven by transport costs, followed by warehousing costs 
and costs related to labour and quality of the product. More than half of the respondents 

(53.85%) reported that transport is the key driver of costs, followed by warehousing to 
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store the products (25%). Horticulture products are perishable and need to be stored in 

proper conditions, which adds to costs.  In addition, costs are driven by input costs, 

including expenditure on labour, fertilisers, and chemicals used at different stages of the 

value chains. There is no significant difference in costs drivers between men-led and 

women-led businesses, however, a greater share of men-led businesses reported 

fertiliser and chemical expenditure as cost drivers compared to women-led businesses, 

and a greater share of women-led businesses reported labour as a key cost driver 

compared to men-led businesses. 

 
Figure 10: Drivers of Cost (% of businesses) 

 
 

About 34.62% of the respondents believe that establishing long-term relationships with 
women suppliers could be helpful in cost management, the majority of which are 
women-led businesses. Among the men-led businesses, only 24.14% of respondents 
believe that working with women suppliers will help in cost management, whereas 

47.83% of women-led businesses agree with the same. As reported by the respondents, 

working with women could be helpful in cost management because: women’s products 

are cheaper, and they agree to sell on credit, women try to build long-term relationships, 

women try to help by offering lower prices, women are devoted to who they are working 

with, among other reasons. Those who do not believe that working with women will have 

any impact on costs reported that costs do not depend on gender and that women 

suppliers are limited in number, among other reasons. 

 
The majority of horticulture businesses do not need to receive certification to sell their 
products to other actors. Only 21.15% of respondents needed to receive certification, 

whereas 65.38% reported that certification is not needed, and for 13.46% respondents, 

certification is not relevant. Agribusinesses received certifications such as Global 

Reporting Initiative, ISO 22000, Organic Certification, and hygiene certification (Gender 
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element of these certifications are provided in Table 6). Other certifications include 

product quality certifications and government certifications, but the respondents were 

unable to provide the official name of these certifications. While no major challenges are 

involved in getting certifications, businesses simply do not apply for certifications as they 

think they do not need it.  

 
Figure 11: Challenges in Receiving Certification (% of Business) 

 
 

Table 6: Gender Element in Certifications (Horticulture, Uzbekistan) 

# Certification Gender Element 
(Yes/No) 

Description 

1 Global Reporting 
Initiative 

yes • GRI 202: addresses the provision of 
minimum wage and equal wage for both 
men and women 

• GRI 204: addresses the topic of 
procurement practices. This covers an 
organization’s support for local 
suppliers, or those owned by women or 
members of vulnerable groups.  

•  GRI 401: Equitable gender choice for 
maternity and paternity leave 

• GRI 403: protect labour rights and 
promote safe and secure working 
environments for all workers, including 
migrant workers, in particular women 
migrants,  

•  GRI 405: Diversity and equal 
opportunity13 

2 ISO 22000 No - 
3 Organic Certification No - 

 
13 GRI Standards (2018). Consolidated Set of GRI Sustainability Reporting Standards. 
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4 Hygiene Certification No - 
Note: Based on Secondary Research 

 
Only a small share of horticulture agribusinesses exports their products to other 
countries, all of which are men-led. Only 11.5% of the surveyed respondents export, the 

majority of whom are processors; 88.5% businesses do not export horticulture products. 
The majority of the businesses do not have enough information about export 

opportunities, or they are not aware of the challenges of exporting. About 23.08% of 

horticulture businesses faced difficulty in meeting certification standards in other 

countries which was the major challenge to exporting, followed by regulatory barriers 

(17.31%) and transport (9.62%). 

 
Figure 12: Challenges in Exporting (% of Business) 

 
 
2.3.1.3 Business Enabling Environment  

Overall, decreasing demand and/or increasing competition, access to finance, and 
transport were the biggest obstacles for the businesses. Decreasing demand or 

increasing competition was the top obstacle for 40.38% of the surveyed businesses, 

followed by access to finance (32.69%) and transport (23.08%). Other major obstacles 

were electricity and fuel shortages (15.38%), taxes (15.38%), inadequately educated 

workforce (11.54%), and access to land (11.54%). In terms of ranking, decreasing demand 

is still the first obstacle for about 26.92% of the firms followed by access to finance, which 

was cited as the first obstacle by 23.08% of the firms.  
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Figure 13: Business Obstacles for Women-led Businesses 

 
 
A greater share of women-led businesses is constrained by inadequately educated 
workforce, tax administration/rates, and electricity end fuel shortages than their male 
counterparts. For instance, electricity and fuel shortages was a top obstacle for 21.74% 

of women-led businesses as compared to 10.34% of men-led businesses. About 17.39% 

of women-led businesses reported tax and 13.04% reported inadequately educated 

workforce as top obstacles as opposed to 13.79% and 10.34% of men-led businesses, 

respectively. In addition, business licensing and permits, corruption, and labour 

regulation were top obstacles for some women-led businesses; however, men-led 

businesses do not seem to be affected by these factors. Access to land was a top obstacle 

for 13.79% of men-led businesses as compared to 8.7% of women-led businesses. These 

results indicate that women-led businesses face more challenges in accessing electricity, 

paying taxes, getting adequate workforce, and with regulatory fronts than men-led 

businesses. 

 

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Courts
Crime, theft and disorder

Political instability
Business licensing and permits

Corruption
Access to land

Labor regulations
Inadequately educated workforce

Tax administration/rates
Electricity & fuel shortages

Transport
Access to finance

Decreasing demand and/or increasing competition

Business Obstacles for Women-led Businesses

First Obstacle Second Obstacle Third Obstacle



 
 

 42 

Figure 14: Business Obstacles for Men-led Businesses 

 
 
2.3.1.4 Other Gender-related Aspects  

Women-led businesses have significantly less employees then men-led businesses. On 

average, 36.85% of all businesses were owned by women. Agribusinesses have 40.41% 

women at the managerial level. However, about 55.77% of the surveyed businesses were 

owned partly or fully by women. Men-led businesses employ 50 employees whereas 

women-led businesses employ 21 employees. This includes full-time, part-time, seasonal, 

and unpaid family members. The majority of the employees consisted of full-time and 

seasonal employees. Women-led businesses employ about 9 full-time and 9 seasonal 

employees as compared to 22 full-time and 26 seasonal employees employed by men-led 

businesses.   

 

Figure 15: Employment 
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The majority of the businesses (86.5%) reported that they have a gender strategy or 
policy to promote equal opportunities. About 93.1% of the men-led businesses and 

78.26% of the women-led businesses had a strategy or policy to promote equal 

opportunities. These businesses take different measures to recruit, retain, promote, and 

help women employees advance their careers. The top strategies used by businesses are 

flexible working conditions (82.69%) and ensuring that recruitment materials are gender 

neutral and interview panels are gender-balanced (82.69%), followed by ensuring equal 

pay for equal work (78. 85%). About 75% of the businesses have gender targets in hiring, 

retaining, promoting, and developing women employees. However, training and 

sensitization programmes for gender equality are found to be limited among businesses. 

Only 25% of the businesses have training and education programmes for female workers 

or gender sensitization training for male workers.  

 
Figure 16: Measures taken by Businesses to Promote Women Employees 

 
 
In general, agribusinesses do not collect sex-disaggregated data on their suppliers and 
the majority of the agribusinesses think that it is not important to ensure a gender-
diverse supplier base. While only 19.23% of the surveyed agribusinesses collect sex-

disaggregated data on their suppliers, the majority (67.31%) do not collect such data. 

About 13.46% of the businesses think that it is not relevant to collect sex-disaggregated 

data. When asked if they could tell the number of women-led suppliers, 67.31% 

agribusinesses reported they have about 1 women supplier while 32.69% of the 

agribusinesses did not know the number of women suppliers. About 59.52% of the 

businesses think that it is not important, or not relevant, to ensure a gender-diverse 

supplier base. Similarly, about 82.69% of the businesses do not use any database to 

identify women suppliers and 9.62% of the businesses did. The results indicate that there 

is minimal effort by agribusinesses to integrate more women suppliers in the horticulture 

value chain. 
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Although 40.38% of the businesses think that it is important to ensure a gender-diverse 
supplier base, the majority do not take proactive procurement steps to expand their 
relationships with women-owned businesses. About 48.08% of businesses do not take 

any procurement steps to include more women in the value chain, while 17.39% of the 

agribusinesses think it is not relevant to them. Only 19.23% of the surveyed businesses 

have outreach initiatives to communicate procurement opportunities to women-

owned/led businesses. A greater share of women-led businesses (21.74%) reported of 

having such initiatives to communicate procurement opportunities for women-led 

businesses as compared to (17.24%) men-led businesses. Moreover, training activities for 

women-owned businesses seem to be limited. About 26.92% of the businesses provide 

training/capacity-building to vendors/suppliers with a focus on training women-led 

businesses.  

 
Figure 17: Do you think it is important to ensure there is a gender-diverse supplier base to 
source from?  

 
 

Most of the businesses do not see an opportunity to source from women. About 30.77% 

of the businesses see an opportunity to source from women while the majority (57.69%) 

do not. Moreover, a greater share of women-led businesses sees an opportunity to source 

from women as compared to men-led businesses.  

 

Nevertheless, businesses reported several major benefits to be expected if they were 
sourcing from women. The major benefits are: “women can offer a diversified source of 

goods (86.54%)”, followed by “women are more reliable (80.77%)”, “women are more 

loyal (73.08%), and “women produce higher quality products (71.15%). In addition, a 

greater share of women-led businesses sees these benefits from working with women 

suppliers as compared to men-led businesses. Among the traders and processors, 50% 

businesses reported that women offer better prices, 55% reported that women offer 

stable pricing, 60% said women produce higher quality products, 60% reported women 

are better able to innovate, 75% reported women are more reliable, and 65% of the 

traders and processors reported that women are more loyal. 
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Figure 18: What benefits do you see from sourcing more from women? 

 
 

However, there are many barriers to sourcing from women. About 63.46% of all the 

surveyed businesses reported that it is difficult to find women-led companies. Among the 

traders and processors, 40% agribusinesses reported that difficulty to find women-led 

companies is the main barrier to sourcing from women. This might be due to the fact that 

the share of women-led businesses is very low in Uzbekistan. Approximately 38.46% of 

the agribusinesses never thought about having a gender policy in sourcing. Businesses 

care about quality and quantity of the goods and are usually gender neutral about where 

they source these goods from. As reported by 19.23% of the businesses, women-led 

companies are less able to scale. This might be due to the smaller size of their businesses 

and other constraints to business operations. 

 
Figure 19: Main barriers to sourcing from women 

  
 
Less than half of the businesses see benefits to their reputation for working with more 
women suppliers, and a majority do not think there is a market premium for women-
made products. About 34.48% of men-led businesses and 60.87% of women-led 

businesses perceive that there is reputation to working with women suppliers. On the 
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other hand, 62.07% of the men-led businesses and 73.91% of the women-led businesses 

do not think there is a market premium for women-made products.  

 

2.3.1.5 Findings from Focus Group Discussions  

One focus group meeting, consisting of producers, traders, and processors in the 
horticulture sector, was organised in the Taylok region of Samarkand. The focus group 

session (FGD) had 9 participants in total, all of whom were women. The FGD allowed for 

the subjective assessment of obstacles for women in terms of business, sales, and 

constraints to enter the horticulture supply chain. The participants provided qualitative 

information indicating their perception levels in relation to, for instance, financial, legal, 

economic, and social constraints to start a business and to grow and sustain a business in 

the horticulture supply chain. 

 

Social norms prioritise women’s reproductive role, focusing on the care and 
maintenance of the actual and future workforce of the family (childbearing 
responsibilities and domestic tasks). Managing work-life balance is reported to be 

difficult by the focus group respondents. Although social attitude towards working 

women has been changing recently, and women are seen more in farming and other 

businesses, there are still social norms that restrict them from fully participating in the 

labour market. The family and labour laws of Uzbekistan are based on gender equality 

principles; however, in practice, gender stereotypes towards women’s social roles and 

behaviour limit women’s access to opportunities. 
 

Women have limited knowledge about marketing, and they end up selling their 
products to local sellers, intermediaries, and traders. Women do not know how to take 

their products to market or, if they do, they do not know how to sell to the buyers directly. 

Most of the growers sell fruits and vegetables to traders or intermediaries and get very 

low prices. A few women farmers have contacts with big companies or processing plants, 

which pick up their products. Sometimes big companies pay 10% of the product value in 

advance as opposed to the required advance of 30%.  

 
Women have limited understanding of export laws and regulations in the horticulture 
sector. Several participants in the FGD indicated their interest in exporting; however, they 

are not aware of the export market and the process of exporting. Women-led businesses 

do not know who to contact or approach to export their products. They have limited 

knowledge about the whole process of exporting. In the export market, every country has 

their own laws, regulations, and standards; even Uzbekistan has laws and regulations 

concerning exports. The women have limited awareness about these laws, and, even if 

they know the laws and regulations, they have limited understanding about how it all 

works together.  
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Women lack post-harvest storage, such as cold storage and refrigerators to store their 
products, dryers to dry horticultural products, and transport infrastructures. 
Horticulture products are perishable if not stored properly. For instance, if the women 

cannot sell grapes within a certain period, the grapes start to rot. Women incur huge 

losses when a large proportion of horticultural products cannot be sold on time. Those 

who export need dryers to dry the products adequately before exporting it to other 

countries. If not properly dried, the product may spoil on the way.  

 

“Q: And what problems are associated with buying a refrigerator? 
A: Credit of course. I want to be provided a favourable loan.” 
 

Limited access to finance was found to be a major obstacle to businesses and exports.  
Women need financing for several aspects, including buying fertiliser and chemicals, 

paying wages, buying storage infrastructure, transporting and marketing, paying taxes, 

etc. Available formal loans are not profitable due to the associated high interest rates. 

Women who took loans had to pay 8-10% interest rates. When purchasing infrastructure 

or other equipment, women have to pay even higher interest rates. Women usually 

borrow from informal sources such as local vendors or family members. 

 

“I took out a loan for 21 million UZS. With interest, it cost 40 million UZS.”; “I got a tractor 

with 24% interest rate and it is very hard for me to pay.”; “I have a loan with a 9% interest 

rate.” 

 

Training opportunities are limited for women. In addition to farming, marketing, 

exporting, laws, and regulations, women also have limited knowledge about their labour 

and other rights. There are instances where women are paid less than men for the equal 

work done. FGD participants mentioned that Agroprom provides training on different 

agribusiness activities; however, these courses require payment that some women find 

difficult to afford. The FGD participants were willing to learn about laws, regulations, 

exports, and modern technology that can be used in the horticulture sector. 

 

“Many experienced and good women farmers left their jobs due to injustices in the 
workplace. I saw many who left crying. Here is proof that we do not know our rights.” 
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2.3.2 Gender Gap in the Dairy Supply Chain 
 

2.3.2.1 Key Characteristics of Surveyed Dairy Businesses in Uzbekistan  

50 agribusinesses involved in producing, trading, and processing activities in the dairy 
sector were surveyed in the Kashkadarya and Samarkand regions. The businesses were 

equally distributed between the two regions. Of the surveyed businesses, 62% were men-

led and 38% were women-led. Producers accounted for about 62% of the sample, 

followed by 20% traders/retailors, and 18% processors. The businesses included 52% 

micro businesses, 38% small businesses, 6% medium businesses, and 4% large businesses. 

The majority of the women-led businesses (63.13%) were micro-sized firms whereas 

45.15% of the men-led businesses were micro-sized. About 34% of the businesses were 

running for 1-5 years and 30% of the firms were running for more than 20 years. The 

majority of the owners and managers in both men-led and women-led businesses were 

over 30 years of age. Only 9.68% of the owners/managers in men-led businesses and 

5.26% of the owners/managers in women-led businesses were between the ages of 25-

30 years. 

 
Figure 20: Distribution of Men-led and Women-led Firms by Size of Business 

 
 

A greater share of women respondents had a university degree as compared to men 
while a greater share of men respondents had a secondary school degree compared to 
women. For instance, only 6.45% of men-led business respondents had completed 

primary school and 21.05% of women-led respondents had. About 38.71% of the 

respondents from men-led businesses and 31.58% of the respondents from women-led 

businesses had completed secondary school. Similarly, 36.84% of the respondents from 

women-led businesses had a university degree in comparison to 32.26% of the 

respondents from men-led businesses.  

 

Average employment in men-led dairy businesses was higher than that of women-led 
businesses. Overall, dairy businesses employed about 23 individuals on average. This 

included full-time, part-time, temporary, and unpaid members. Men-led dairy businesses 
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had about 38 employees and women-led dairy businesses had about 14. The average 

number of employees in micro, small, medium, and large businesses was 7, 16, 63, and 

394, respectively.  

 

2.3.2.2 Supply Chain Dynamics  

On average, dairy men-led businesses sourced from 11 other businesses while women-
led businesses worked with 9 suppliers. Micro, small, and medium businesses (MSMEs) 

sourced from 3 to 9 suppliers, while large businesses sourced from 50 suppliers on 

average. Moreover, farmers sourced from 2.4 suppliers, traders sourced from 30.7 

suppliers, and processors sourced from 13.7 suppliers. Most of the dairy businesses are 

aware of the number of suppliers they work with. 

 

The suppliers were primarily men-led businesses. The dairy businesses were asked to 

report about their top three suppliers. Out of the reported top suppliers, only 7.76% were 

women-led businesses while 89.66% were men-led. Although dairy is a potential business 

for women, the results indicate that women-led businesses have little involvement in the 

supply chain. Producers usually buy grain and feed for the livestock, whereas traders 

primarily buy milk and processors buy milk, processing materials, and packaging materials 

from their sources. 

 

Moreover, while supplying to larger businesses, low quantity and transport are 
reportedly the greatest challenges and women-led businesses face these challenges 
more often than their men-led counterparts. Overall, 14% of the businesses are 

constrained by low quantity of output produced to supply to larger businesses. Similarly, 

12% of the businesses are constrained by limited access to transport while supplying to 

larger businesses. Lack of social networking and marketing opportunities and lack of 

access to financial services were reported by 8% and 6% of the respondents respectively. 

Moreover, 15.79% of the women-led businesses face challenges due to low quantity of 

products as compared to 12.9% of the men-led businesses. Similarly, a greater share of 

women (15.79%) are constrained by lack of access to transport as opposed to men-led 

businesses (9.68%). More than half of the dairy businesses (56%) have no major quality 

issues with their suppliers. About 8% of the businesses had issues with cold chain. Other 

issues reported were packaging quality (weight), delay in delivery, low quality feed for the 

livestock animals, and low-quality milk (spoiled, water-mixed or mixed with other 

substances, etc.).  
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Figure 21: Challenges in supplying to Large Businesses (% of women-led and men-led firms) 

 
 
Dairy agribusinesses use different strategies to cope with business risks and the 
majority of the women-led businesses keep a diversified supplier base. About 41% of 

the businesses keep a diversified supplier base and 40% use contracts with buyers and 

suppliers. Only 20% of the businesses use insurance for unseen risks. Moreover, 47.37% 

of the women-led businesses use their diversified supplier base as compared to 38.71% 

of the men-led businesses. Only 26.32% of the women-led businesses use contracts with 

buyers and suppliers as opposed to 48.39% of the men-led businesses, which indicate that 

men-led businesses have more trusted contacts or buyers than women-led businesses. In 

addition, a small share of women-led businesses (15.79%) use insurance to deal with 

business risks. About 1.24% of all businesses do not have any strategies for risk 

management. 

 
Figure 22: Strategies to Cope with Risks (% of women-led and men-led firms) 
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Similar to the horticulture sector, regulatory requirements and taxes are also the main 
drivers of price in the dairy sector. About 46% of the respondents reported regulatory 

requirements and 34% reported taxes as the main drivers of prices, followed by external 

commodity markets (22%). Moreover, while a greater share of men-led businesses 

(61.29%) reported regulatory requirements as a key driver as opposed to women-led 

businesses (21.05%). Although prices are believed to be determined by market forces, 

other factors such as electricity and gas, quality of milk (fat and density), input costs, costs 

of feed, etc., also leads to changes in prices. Seeds and feeds are primarily imported from 

other countries and are often highly priced, the costs of which is transferred to the 

product prices later. 

 
Figure 23: Drivers of Price (% of businesses) 

 

 
Most of the men-led and women-led businesses do not believe that establishing long-
term relationships with women suppliers in managing price volatility is helpful. Only 

16% of the surveyed respondents believe that working with women suppliers in the long-

term could be helpful in managing price volatility, while the majority (84%) do not believe 

in it. Among men-led and women-led businesses, only 9.68% and 26.32% respectively 

believe that women suppliers could help in price volatility. As reported by the survey 

respondents from both men-led and women-led agribusinesses, working with women in 

the long-term could help reduce price volatility because women are reliable and 

responsible, women offer quality products with cheaper prices, and women are easy to 

make deals with as reported by the businesses. However, the majority of the respondents 

think that prices are not affected by the gender of the suppliers and that the prices are 

determined by the market.  

 

Transport costs are the major driver of costs for dairy businesses, followed by 
warehousing costs and costs related to cattle feed. The costs of 70% of the dairy 

businesses are driven by transport costs, including vehicles, fuels, and other transport 

related expenses. About 61.29% of the men-led and 84.21% of the women-led businesses 

reported transport costs as their major costs. The results suggest that women-led 
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businesses might be facing more challenges in terms of accessibility to, and affordability 

of, transport services. Milk is highly sensitive and perishable in nature, even when 

compared to horticulture products. Use of warehouses or cold storage can significantly 

increase costs. A greater share of men-led businesses (25.81%) reported warehousing 

costs to be the major cost drivers as compared to women-led businesses (15.79%). Cattle 

feed is also seen as a huge cost to the businesses; in order to get better quality milk, and 

in greater quantities, the producers have to use high quality feed for their cattle. Cattle 

feeds are imported from other countries to Uzbekistan, leading to higher costs. Domestic 

production of feed may help reduce the costs for producers. 

 
Figure 24: Major Drivers of Cost (% of businesses) 

 
 

The majority of the respondents do not see working with women suppliers to be helpful 
in cost management. Only about 26% of the respondents believe that establishing long-

term relationships with women suppliers could be helpful in cost management, whereas 

74% of the respondents do not agree with it. Moreover, a greater share of women-led 

businesses (42.11%) believe women-led businesses to be helpful in cost reduction as 

compared to 16.13% of the men-led businesses. As reported by the survey respondents 

from both men-led and women-led agribusinesses, working with women-led suppliers 

can reduce costs because businesses perceive that it is easier to communicate with 

women, that women are loyal and trustworthy, that women offer better quality products, 

and that they know the dairy business and can produce with lower costs. However, the 

majority believe that working with women suppliers will not have any cost benefits 

because the market is gender neutral, costs and prices are determined by the market 

forces, women are less business oriented than men, women’s products are expensive, etc.  

 

Certification is usually not necessary for most of the dairy businesses to sell to other 
actors. About 60% of the dairy businesses do not need to receive certification, while 12% 

of the businesses did not see receiving certification as relevant for their business. Only 

28% of all surveyed businesses needed to have certification to sell to other supply chain 
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actors. Moreover, while 38.71% of the men-led businesses need to receive certification, 

only 10.53% of the women-led businesses reported that they need to receive certification. 

25.81% of the dairy producers and 66.67% of the processors needed to have certifications. 

Agribusinesses obtain Good Agricultural Practice certification, organic certification, 

ISO9001, hygiene certification, government standard certification, etc. Most of the 

businesses reported that they don’t need certification, especially those who sell in the 

local market. About 14% of the businesses reported that obtaining certification is time 

consuming, other major challenges in obtaining certifications were the costs (10%) and 

the stringent quality standards (6%).   

 
Figure 25: Challenges in Receiving Certification (% of Business) 

 
 

Table 7: Gender Element in Certifications (Dairy, Uzbekistan) 

# Certification Gender Element 
(Yes/No) 

Description 

1 Good Agricultural 
Practice 

No  

2 ISO 9001 No  
3 Organic Certification No  
4 Hygiene Certification No  
5 Govt. Standard 

Certification 
No  

Note: Based on Secondary Research 
 

Exports in the dairy sector was found to be very limited. Only one producer among the 

surveyed dairy businesses, which was men-led, reported to be involved in export activities. 

None of the surveyed traders or processors export dairy products to other countries. 

About 14% of the dairy businesses cited difficulty in meeting certification standards in 

other countries as a major challenge to exporting, followed by regulatory barriers (10%) 

and costs related to exports (8%). Lack of information, lack of infrastructure to make 
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standard-meeting products, competition, difficulty getting permission are other 

challenges to exports. Some businesses do not export simply because they have enough 

domestic demand for their products. 

 
Figure 26: Challenges in Exporting (% of Business) 

 

 

2.3.2.3 Business Enabling Environment  

Access to finance is the biggest business obstacles for dairy businesses. Overall, access 

to finance was the top obstacle for 44% of the businesses, followed by decreasing 

demand/increasing competition (40%) and access to land (40%). About 28% of the 

businesses reported electricity and fuel shortages and 26% reported taxes as the top 

obstacles for their businesses. Other major obstacles were inadequate skills of the 

workforce (10%) and transport (8%). In terms of ranking, access to finance, access to land, 

and decreasing demand/increasing competition were the first business obstacle for 30%, 

22%, and 14% of the businesses respectively. 
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Figure 27: Business Obstacles for Women-led Businesses 

 
 
A greater share of women-led businesses is constrained by tax administration/rates and 
transports than their male counterparts; but a greater share of men-led businesses 
reported access to land as a top obstacle. For instance, while taxes are a top obstacle for 

22.58% of men-led businesses, they were a top obstacle for about 31.58% of women-led 

businesses. Similarly, transport was a top obstacle for 15.79% of women-led businesses 

as compared to 3.23% of men-led businesses. Results indicate that women-led businesses 

face more challenges in accessing transport services and feel more tax burdens. On the 

other hand, access to land was a top obstacle for 35.48% of men-led businesses as 

compared to 21.05% of women-led businesses. There were no significant differences 

between men-led and women-led businesses in terms of challenges in access to finance, 

electricity and fuel shortages, and decreasing demand/increasing competition. 

 

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Business licensing and permits
Courts

Crime, theft and disorder
Labor regulations

Political instability
Corruption

Inadequately educated workforce
Transport

Access to land
Electricity & fuel shortages

Decreasing demand and/or increasing competition
Tax administration/rates

Access to finance

Business Obstacles for Women-led Businesses

First Obstacle Second Obstacle Third Obstacle



 
 

 56 

Figure 28: Business Obstacles for Men-led Businesses 

 
 
2.3.2.4 Other Gender-related Aspects  

About 30.5% of all businesses, on average, were owned by women. The greatest 

majority of women owned businesses were also led by women, at 71.05%, while only 

5.65% of men-led businesses were owned by women.  Women managers were also 

favoured by women-led businesses; the average of women at the managerial level was 

31.22%, broken down as 64.79% of women at the managerial level for women-led 

businesses and 10.65% for men-led businesses.  

 

Women-led businesses have significantly less employees than men-led businesses. On 

average, women-led businesses employed about 1/3 of the employees (14 employees) 

men-led businesses did (38 employees). This includes full-time, part-time, seasonal, and 

unpaid family members. The majority of the employees are full-time. Women-led 

businesses employ about six full-time employees as compared to men-led businesses, 

which have about 33 full-time employees. This is also because the average size of women-

led businesses is smaller than the average size of men-led businesses. 
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Figure 29: Employment 

 
 

More than half of the businesses reportedly have a gender strategy or policy to promote 
equal opportunities; however, training and support programmes were found to be 
limited. It is to be noted that most of the businesses usually do not have written policies, 

but they employ women due to the nature of the work. 61.29% of men-led businesses 

and 42.11% of women-led businesses had a strategy or policy to promote equal 

opportunities. These businesses take different measures to recruit, retain, promote, and 

help women employees advance their careers. Overall, 88.89% of businesses offer flexible 

working conditions and 74.04% ensure recruitment materials are gender neutral and 

interview panels are gender-balanced. Policies are put in place by 62.96% of the 

businesses to ensure that violence and harassment are not occurring and about 62.96% 

of the businesses have gender targets in hiring, retaining, promoting, and developing 

women employees. About 59.26% of the businesses ensure equal pay for equal work. 

Training and education programmes, gender sensitization programmes, networking 

programmes, and support programmes for work-family life are found to be very limited.  
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Figure 30: Measures taken by Businesses to Promote Women Employees 

 
 
None of the dairy businesses collect sex-disaggregated data on their suppliers and the 
majority of the agribusinesses think that it is not important to ensure a gender-diverse 
supplier base. About 10% of the agribusinesses do not know whether their suppliers are 

men-led or women-led businesses. The remaining 90% reported they have 1.5 women 

suppliers. About 70% of the businesses think that it is not important, or not relevant, to 

ensure gender-diverse supplier base for sourcing. Only 26.32% of women-led businesses 

and 32.26% of men-led businesses perceive that ensuring a gender-diverse supplier base 

is important for sourcing. Only 4% of the businesses use a database to identify women-

owned businesses. The majority (96%) of the businesses do not use any database to 

identify women suppliers, nor do they think it is relevant to use a database to identify 

women-owned businesses. Agribusinesses are usually gender neutral in terms of who 

they source from. 

 

Although 30% of the businesses think that it is important to ensure a gender-diverse 
supplier base, the majority do not take proactive procurement steps to expand 
relationships with women-owned businesses. About 66% of the businesses do not take 

any procurement steps to expand their relationships with women suppliers while 12% of 

the agribusinesses think it is not relevant to them. A greater share of women-led 

businesses (42.11%) take proactive procurement steps to expand relationships with 

women suppliers compared to the men-led businesses (9.68%). Results indicate that 

women-led businesses put more effort into bringing other women-owned businesses into 

the value chain as compared to men-led businesses. However, outreach activities are 

limited among these businesses to advertise opportunities to women-led businesses. 

Only 8% of the surveyed businesses carry out outreach initiatives to communicate 
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procurement opportunities to women-owned/led businesses. Moreover, only 6% of the 

businesses provide training/capacity-building to vendors/suppliers with a focus on 

training women-led businesses.  

 
Figure 31: Does your company take proactive procurement steps to expand relationships with 
women- owned businesses in the value chain and when contracting vendors? 

 
 

Despite several expected benefits from working with women, the majority of the dairy 
businesses do not see an opportunity to source from women. Dairy businesses reported 

several benefits to be expected if sourcing from women. The major benefits are: “women 

can offer a diversified source of goods (70%)” followed by “women are more loyal (68%), 

“women are more reliable (64%)”, “women offer better prices (64%)”, and “women 

produce higher quality products (62%). A greater share of women considers women-led 

businesses to be more reliable and loyal, whereas a greater share of men considers 

women-led businesses to offer better prices and a diverse source of goods. Among the 

traders and processors, 63.16% businesses reported that women offer better prices, 

47.37% reported that women offer stable pricing, 42.11% said that women produce 

higher quality products, 47.37% reported women are better able to innovate, 52.63% 

reported women are more reliable, and 52.63% of the traders and processors reported 

that women are more loyal. However, only about 16% of all the businesses see an 

opportunity to source from women, while 62% do not see an opportunity to source from 

women and 22% do not think its relevant for them to do so. Moreover, a greater share of 

women-led businesses (21.05%) see an opportunity to source from women as compared 

to men-led businesses (12.90%).  
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Figure 32: What benefits do you see from sourcing more from women? 

 
 

The main barrier to sourcing from women is that women-owned businesses are difficult 
to find. About 78% of all the surveyed businesses reported that it is difficult to find 

women-led companies. About 73.68% of dairy traders and processors reported that 

difficulty to find women-led companies is the main barrier to sourcing from women. A 

smaller percentage (about 22%) of the agribusinesses never thought about having a 

gender policy in place in regard to sourcing as they are more concerned with product 

quality and quantity, among other factors, than with the gender of their suppliers.  

Approximately 20% of the businesses perceive women-led companies to be less able to 

scale. Women-led business are relatively smaller compared to men-led businesses and 

are more constrained in terms of labour, capital, and other resources.  

 

Figure 33: Main barriers to sourcing from women 
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The majority of the dairy businesses do not see a benefit to their reputation from 
working with more women suppliers and do not think that there is a market premium 
for women-made dairy products. Only 36% businesses perceive that there are benefits 

to their reputation for working with women suppliers. More women (52.63%) perceive 

working with women is a matter of reputation as compared to their male counterparts 

(25.81%). Similarly, only 16% of the businesses think that there is a market premium for 

women-made products. This includes 31.58% of the women-led and 6.45% of the men-

led businesses. These results show that, as compared to men-led businesses, women-led 

businesses might be more willing to work with women-owned suppliers  

 
Figure 34: Do you see a benefit for your reputation to working with more women suppliers? 

 
 

Figure 35: Is there a market premium for women-made products? 
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2.3.2.5 Findings from Dairy Focus Group Discussions  

One focus group meeting, consisting of dairy producers, traders, and processors, was 
organised in the Jomboy region of Samarkand. The focus group session had nine 

participants in total and the respondents were mainly the business owner. The focus 

group discussion allowed for the subjective assessment of obstacles for women in terms 

of business, sales, and constraints to enter the dairy supply chain. The participants 

provided qualitative information indicating their perception levels in relation to, for 

instance, financial, legal, economic, and social constraints to start a business, or to grow 

and sustain a business in the dairy supply chain. 

 

Limited access to finance is a major issue for women-owned dairy businesses when it 
comes to expanding their business. Women want to expand their business, such as 

opening up large dairy farms, buying land, constructing buildings, etc.; but they are 

constrained by limited access to finance. Lack of collateral, stringent loan terms, and 

conditions such as interest rates, lengthy loan approval process, and repayment periods 

were reported to be the main reasons for limited access to finance. For instance, if a 

business were to take a loan they would have to start paying after one month of loan 

receipt. Women business owners are also afraid to take out loans. They perceive the dairy 

business as not a permanent source of income and there are risks involved in the business. 

Respondents were concerned about repayment of loans. For those who already have 

another loan (e.g. housing loan), it is difficult to get a loan for their business. Alternatively, 

women seek loans from friends and family. 

 
“The biggest problem is money; it is very difficult to pay a loan with such interest. I cannot 
say the exact percentage as it is different everywhere, but we have to start paying interest 
on the loan in a month. How can we pay for it if there is nothing yet, if we have not started 
work yet?” 
 

Managing animals’ health and buying animal feed are reported to be very expensive. 

The businesses usually buy animal feed from the Taylok region because of the good 

quality of the animal feed. By buying better quality animal feed, farmers are able to 

produce better quality livestock meat, milk, and processed products; this means that 

while quality feed is more expensive, it is a necessity.  Owners also have to keep their 

animals up to date on their vaccines in order to prevent disease; these vaccines are 

expensive, and the owners have to pay for them. There are no publicly available 

subsidised vaccines for animals. All these expenses add to the overall costs. 

 

Lack of equipment and storage infrastructure, such as refrigerators and warehouses, 
also affect dairy businesses. Many businesses currently do not store milk because they 

do not have refrigerators or the means to buy them. Some businesses buy chilled milk 

(e.g. Swiss quality) from retail stores for processing. More milk is produced in the summer 

as compared to the winter, but the lack of refrigerated storage often means that there is 
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a greater risk of milk spoiling during the summer. Women businesses also lack advanced 

equipment, such as milking machines, due to the fact that the machinery is expensive, 

and women cannot afford to buy them.  

 

Women have limited access to market and export opportunities. Usually, women sell in 

the domestic market, including at the bazaar, to other processors and retailors. Some 

women sell to traders or intermediaries, but the intermediaries pay lower prices than the 

women would get by selling at the market. Similarly, export activities are limited due to 

limited quantity, lack of modern technology, and the limited ability to meet the 

requirements of other countries. Small women businesses produce limited quantities of 

milk or processed products, which are not sufficient for exports. Women do not have the 

ability to buy advanced equipment for milk processing and the equipment they do have 

cannot meet the requirements for exporting.  

 

“Of course, it is better to sell ourselves because we can sell to the residents at a higher 
price. For example, we have cheaper suzma than in the market. At the market, it costs 8 
thousand, and we sell for 4 thousand.” 
 

Women are in need of training and capacity building to better understand how to grow 
their businesses. Women have limited access, and ability to understand, new business 

ideas, laws, and regulations.  Even if they have access to internet, TV, and other resources, 

they still are not able to understand the laws and regulation concerning the dairy sector. 

There are some companies who provide training to women; however, these training 

opportunities are limited.   
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2.4 INSTITUTIONAL / STAKEHOLDER MAPPING ON ENGAGEMENT IN GENDER IN 

AGRIBUSINESS 
 

Stakeholder/ 
Institution 

Agriculture 
Focus 

Gender Focus / 
Gender 

Component 
Summary of activities: 

Asian Development 
Bank   

Horticulture value chain credit 
line with 30% gender quota. 

World Bank 

  

Horticulture development and 
livestock development projects 
provide loans and capacity 
building. Targeted gender 
activities, including capacity 
building for women farmers. 

IFAD 

  

Horticulture sector projects 
providing loans and capacity 
building with 30% gender quota. 

Business Women’s 
Association of 
Uzbekistan  

 
 

Support women entrepreneurs 
with capacity building and policy 
advocacy. 

Women’s Committee 
of Uzbekistan  

 

Quasi-governmental body 
focusing on promoting women’s 
involvement in public 
administration. 

Ministry of Agriculture 
of the Republic of 
Uzbekistan  

 
Responsible for policies related 
to agriculture sector 
development. 

Organization for 
Security and 
Cooperation in Europe  

 

Works with local organizations to 
provide training to farmers; 
developed online agriculture 
trading platform. 

Islamic Development 
Bank  

 

Provides small grants to women 
doing innovation 

FAO 

 
 

Works broadly within the 
agriculture sector on institutional 
and policy assistance for the 
Ministry of Agriculture, 
agricultural and food value chain 
development and market access, 
and sustainable management of 
natural resources, climate 
change, and biodiversity. 

 
 
Asian Development Bank: The Asian Development Bank’s Horticulture Value Chain 

Development Project channels funds through PFIs to horticulture farmers and 
businesses, 30% of which should be women. The project provides a loan to the Republic 

of Uzbekistan, which is then expected to be channelled through qualified participating 
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financial institutions (PFIs) who on-lend to horticulture-related farmers and businesses 

for fixed asset investments such as planting materials, greenhouses, intensive orchards, 

processing and storage facilities, and machinery and equipment. The project is meant to 

address the critical constraint of the lack of long-term resources in the Uzbekistan banking 

system. Beneficiaries include rural dehkan farms, agro-processing enterprises, owners 

and operators of refrigeration facilities, trade and logistics services, and packaging 

enterprises engaged in and planning to engage in the horticulture subsector. The project 

target is for 30% of loans to be given to women.  

 

World Bank: The World Bank has two ongoing projects aimed at the development of the 

horticulture and livestock sectors. The Horticulture Development Project aims to enhance 

the productivity and profitability of the horticulture sector in the project area. Primary 

project beneficiaries comprise of farmers, farmer groups, private enterprises, agro-firms, 

and agro-processing enterprises involved in the country’s horticultural sub-sector. The 

Livestock Sector Development Project aims to improve livestock production and supply 

chain management in target oblasts by improving access to finance, nutrition, and 

support services. The primary project beneficiaries are smallholder farmers (farming 

households and dehkan) and private farms and firms engaged in livestock production and 

processing. Under both projects, activities directly for these beneficiaries include: (I) 

Technical assistance (TA) for farmer training to enhance the capacity of farmers to 

improve quality and productivity of their product, as well as to identify and respond to 

both domestic and export market opportunities; and (II) provision through selected PFIs 

of investment and working capital loans to beneficiaries. Within these WB projects, the 

majority of borrowers and trainees are men. To address this gender disparity, the World 
Bank has begun targeted gender activities, including a targeted training for women in 
the Fergana Valley.   
 
IFAD: International Fund for Agricultural Development (IFAD) has a horticulture support 

project, which provides small-scale horticulturalists and horticulture-related market 

services providers with training and finance for which there is a gender quota. The project 

aims to reach 11,800 households of all ethnicities, including small-scale, private-sector, 

actual or potential horticulture producers, small-scale horticultural market service 

providers, horticulture-related agro-firms, and unemployed rural people. This project has 
a target quota of 30% women trained with project support and also to those receiving 
project-sourced loans. The development objective of the project is to increase the 

incomes and assets of smallholder farmers, processors, and service providers in the 

horticultural subsector. To achieve this it will support modern, efficient farming 

techniques, improved access to domestic and international markets, and investments in 

productive assets for horticulture.  

 
Business Women’s Association (BWA): The BWA of Uzbekistan is a nongovernmental 

organization focused on supporting women to be involved in economic life, particularly 

in entrepreneurship. The BWA engages in two main activities (I) capacity building for 
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women entrepreneurs to teach them business management skills, financial literacy, etc., 

and (II) lobbying to protect women’s rights and advance women’s empowerment. In the 

agriculture sector, the BWA sponsors targeted capacity building activities to support the 

growth of women’s businesses. For example, they provided a seminar to women farmers 

on practices to improve the processing and packaging of their goods. The BWA also 

recently hosted a forum aimed at providing information to women farmers on the types 

of support available, key trends in the agriculture sector, and areas of innovation.  

 
Women’s Committee: The Women’s Committee of Uzbekistan is a non-state non-

commercial organization geared towards supporting the protection of rights and lawful 

interests of women in Uzbekistan. It functions as a quasi-governmental body that focuses 

on women’s issues, such as the protection of maternal health, issues related to the 

professional, physical, spiritual, public, and political activities of women, women’s 

employment, respect for national and religious traditions, and the prevention of 

involvement of women in terrorist and extremist activities. Currently, the Women’s 

Committee is present in 168 districts, 26 cities, and 14 provincial departments. The 

Women’s Committee largely focuses on promoting women’s involvement in public 

administration. They also provide short-term training for women and girls who want to 

become entrepreneurs.  

 
Ministry of Agriculture: The Ministry of Agriculture is responsible for the formulation and 

promotion of policies and strategies related to the development of agriculture resources 

across Uzbekistan. The Ministry reported that promoting women’s participation in the 

agriculture sector is a key priority for the government. While there are no specific policies 

or programmes in place currently, they have plans to pursue this objective through (I) 

engaging more women in agriculture training and education, as currently only 12% of 

graduates in agriculture schools are women, and (II) building logistics centres, which will 

hire more women. 
 
Organization for Security and Cooperation in Europe (OSCE): OSCE works with 

organizations such as the Council of Farmers, Dehkan Farms and Landowners of 

Uzbekistan, and the Business Women Association to organise training for farmers and 

owners of small- and medium-sized businesses, including women entrepreneurs. They 

have worked with the Farmers Council to develop Agromart.uz, which is an online 

platform for trading agricultural goods and provides free counselling and training for 

farmers. 

 
Islamic Development Bank: The Islamic Development Bank supports the agriculture 

sector in Uzbekistan through financing of infrastructure. It also gives small grants to 
women entrepreneurs doing innovative activities, many of which are agribusinesses.  
 

FAO: The Food and Agriculture Organization of the United Nations does not have a 

specific gender initiative, but rather works more broadly within the agriculture sector in 
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Uzbekistan. Priorities include the diversification of cropping systems and sustainable 

production intensification, promotion of efficient locust control techniques, Integrated 

Pest Management (IPM), conservation agriculture and other good agriculture practices, 

livestock production, disease combating and beekeeping, aquaculture and development 

of inland fisheries, and sustainable natural resources management.  

  



 
 

 68 

3. BASELINE ASSESSMENT OF GENDER IN THE AGRIBUSINESS SECTOR IN 
TURKEY 
 

3.1 GENDER ISSUES IN THE AGRIBUSINESS SECTOR 
 
Women play a crucial role in the agricultural sector in Turkey; however, they often 
partake as contributing family members and not as employees, managers, or owners. 
According to the International Labour Organization (ILO), women represented 31% of the 

country’s labour force, 46% of the agricultural labour force, and 29% of the employed 

women are employed in the agricultural sector. Of the women employed in the 

agriculture sector, 80% were unpaid family workers, 11% were regular or casual 

employees, and 9% were self-employed or employers. Comparatively, men are most 

commonly self-employed or employers (62%), followed by unpaid family members (22%), 

and employees (15%). 

 

 
 

Women entrepreneurs account for 14% of all entrepreneurs engaged in the agricultural 
sector, and their businesses are typically smaller than those of their male counterparts. 
Data from the Turkish Ministry of Food, Agriculture and Livestock (MFAL) indicates that 

women have a lower involvement as registered farm owners; women represent less than 

20% of farmers of any crop.14 The crops in which women have the highest involvement 

include nuts (16.4%), fruit (13.7%), and cotton (13.5%). In livestock ownership, women 

represent only 10% of cattle, sheep, and goats, and when the holder is female, the 

average number of animals per holding is significantly lower. Female holders own 3.8 

cattle and 57 sheep/goats fewer than their male counterparts. 

 

 
14 Ministry of Food, Agriculture and Livestock (2017) 
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Figure 36: Distribution of Holdings by Crop and Gender 

 
Source: Holdings registered under the Agricultural Production Registration System (TÜKAS) 

 

Women’s land ownership is limited. According to the United Nations Food and 

Agriculture Organization (FAO), only 9% of women own some form of vacant land. 

Turkey’s legal framework for property and inheritance is gender neutral but many families 

engage in patrilineal inheritance activities. Women in Turkey comprises of 50% of the 

population, but own only 20% of the property.15 Although women have legal rights to 

common property obtained through marriage and inheritance, in practice, patriarchal 

traditions that favour sons over daughters in land transmission are still at play that result 

in limited landownership opportunities among women.  The role of patriarchal norms 

varies by region and is most significant in rural areas, where the majority of women have 

no land use rights or their rights are not permanent.  

 

Cultural barriers also limit women’s ability to participate in income generating activities, 
including agribusinesses. Gender norms in society reinforce strictly defined roles for men 

and women. Men are expected to be the main providers of family income, while women 

are expected to act primarily as mother and housewife, and only secondly as workers. 

Domestic work constitutes one of the major obstacles to women’s participation in the 

labour force. Among women not in the labour force, 61% reported that they do not work 

because they are occupied with housework, while there were no men who reported 

housework as an obstacle.16 On average, women spend 28% of their non-sleeping time, 

as compared to the 6% men spend, on household and family care. Among those who are 

employed, women still spend almost five times as much time as men on household and 

family care (22% to 5% respectively).17 This represents a significant barrier to women’s 

 
15 O'Neil, M. L., & Toktas, S. (2014). Women's property rights in Turkey. Turkish Studies, 15(1), 29-44. 
16 The Ministry of Family and Social Policies of Turkey General Directorate on the Status of Women: Analysis 
of Women’s Labour Force Profile and Statistics in Turkey (2014).  
17 TurkStat Time Use Survey 2016 
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full participation in economic life because time spent on unpaid domestic labour keeps 

them from participating in formal employment or entrepreneurship activities.  

 

 

There are 43 active agricultural development women’s cooperatives, but the general 
perspective is that they are not very effective. There are numerous cooperatives in 

Turkey, involved in all sectors, but they play a limited role in the development of the 

Turkish economy or in the promotion of women’s economic empowerment. Women’s 

cooperatives face external and internal challenges. The two key external challenges are 

lack of financial support and lack of general understanding of/knowledge among local 

authorities (such as local government, civil society, NGO, etc.) about women’s co-

operatives and their work. Internal challenges include lack of business skills, operations 

capacity, and knowledge of how cooperatives can function best to serve their members’ 

interests. 

  

Box 1: Labour Force Participation Gap in Turkey 

Turkey has one of the widest gender gaps in terms of labour force participation in the world. 
Male labour force participation is approximately 72%, while female participation is only 32%. 
The gender gap has narrowed only slightly over the last 20 years from 45% in 1999 to 40% by 
2018. This puts Turkey at the highest gap among OECD countries, with a gender gap more 
comparable to its Middle Eastern neighbours. There are many factors driving the low female 
labour force participation, including lower educational attainment, prevalence of informal 
sector employment, and absence of paid work–family reconciliation measures. In recent 
years, labour force participation has actually declined as a result of urbanization and lack of 
jobs in the agricultural sector, which is traditionally a major source of employment for 
women. 
 
Labour Force Participation in Turkey and Gender Gap in LFP in selected OECD countries 

  
Source: World Bank World Development Indicators 
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3.2 FOCUS ON SELECTED SUPPLY CHAINS 
 
3.2.1 Role of Women in the Hazelnut Supply Chain  
 

 
 
Photo Source: UTZ  

 
Turkey is the biggest producer and exporter of hazelnuts worldwide. Turkey contributes 

approximately 70% of the world’s hazelnut supply and 82% of the world’s hazelnut 

exports each year. Hazelnuts represent an important source of income and employment 

within Turkey; an estimated four million people are directly or indirectly involved with 

hazelnuts production and sale. Hazelnut is considered to be a strategic crop for the 

eastern Black Sea because the climatic conditions, sloping land, high rainfall, and high 

humidity make it challenging to grow other crops. Hazelnuts represent the only income 

generating occupation for many people in this reason.   

 
In comparison to other value chains in Turkey, the hazelnut value chain is relatively 
short. The hazelnut value chain in Turkey consist mainly of farmers, traders (manavs), 

crackers, and processing companies. Since hazelnut production involves relatively little 

work, except during the harvest in August, hazelnut farmer families are often involved in 

off-farm activities to generate income. These farmers can sell directly to processing 

companies, manavs, or crackers, and own, on average, two to three hectares of land. 

There are about 2,000 manavs in Turkey who collect or buy hazelnuts and then sell to 

crackers. The number of crackers ranges from 250-300; their jobs is to crack the nuts and 

then classify the kernels based on size. Crackers crack the nuts and then classify the 

kernels based on size.  If hazelnut producers are not selling directly to manavs it is because 

they often have supply contracts with hazelnut buying companies. There are about 200 

hazelnut processing enterprises in Turkey that buy the hazelnuts from producers and sell 

them to domestic and foreign buyers or to companies that store and market hazelnuts. 

These companies then export the hazelnuts, mainly to European countries like France, 

Germany, and Italy, where a large portion is used on the chocolate industry.  
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Figure 37: Hazelnut Value Chain in Turkey 
 

 
 

The Government of Turkey (GoT) also purchases hazelnuts from producers (irrespective 
of gender) and intervenes in the market in order to protect from price volatility. Usually, 

the Turkish Grain Board (TMO) purchases and stocks hazelnuts on behalf of the GoT. 

Hazelnut prices have been volatile over the past years largely due to the weather and 

rising demand. In 2017, TMO bought 25 tons of hazelnuts to support suppliers, which 

raised the price by 10%. TMO continues to play a significant role in the Turkish hazelnut 

market by buying up excess supplies when the price drops and selling stocks when the 

market gets tighter. In addition, the Union of Hazelnut Agriculture Sales Cooperatives 

(FISKOBIRLIK) also purchases and stocks them to keep prices stable. 

 

Women mainly take part in the production stage, where the division of labour is based 
on the difficulty of the work. Women shake small hazelnut trees, pick nuts from the 

ground, and sort them, while men generally shake the larger trees and load and carry 

bags. Most hazelnut farm owners are men, while women work as unpaid family members. 

However, a limited number of women own gardens and manage the harvest. Overall, nuts 

have the highest level of female ownership among crops in Turkey (approximately 16% of 
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the land holdings used to produce nuts are owned by women). Most of the seasonal 

workers that are engaged in hazelnut picking are women. 

 

3.2.2 Role of Women in the Dairy Supply Chain  
The dairy sector in Turkey is growing over time. Turkey is among the ten largest milk 

producers in the world. There are 4,320 enterprises in the Turkish dairy industry, which 

represents 18% of the total food and agricultural sector. Dairy is produced mainly in the 

provinces of Ýzmir, Balýkesir, Konya, Aydýn, Çanakkale, Denizli, and Burdur. Collected cow 

milk is processed into drinking milk, cheese, yogurt, ayran (a drink made of yogurt and 

salt), and other dairy products like butter, kefir, milk cream, and ice cream (Bor et al. 

2014). Milk production in Turkey has increased over the last few years due to increasing 

demand for both milk consumption and export. The most common form of milk 

consumption is yogurt, followed by white cheese (feta type) and ayran, a liquid salted 

milk drink. There has been an increase in the number of milking animal holdings and in 

the annual milk yield per cow. In 2015, total milk production in Turkey was 18.65 million 

tons.  

 

Dairy farms generally have a small-scaled patrimonial structure. Most dairy farms (85%) 

own less than 9 animals, and the average number is 5.7 heads per holding. The share of 

farms with more than 50 animals is less than 5%. Because of this, intensive production of 

dairy in Turkey is rare. In comparison, in the EU, 83% of dairy production is done by large-

size enterprises. Mandiras are traditional milk processing facilities. According to the 

estimates of the State Planning Organization, there are around 3,700 mandiras and they 

are responsible for processing around 57% of the raw milk supplied to the industry. All 

dairies are members of the Union of Dairy, Beef, Food Industrialists and Producers of 

Turkey (SETBIR), which aims to ensure quality in the dairy produced in the country.  
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Figure 38: Dairy Value Chain in Turkey 
 

 
 
Dairy products are marketed in three ways. Organised distribution networks comprise 

31% of dairy marketing, while individual shops and bazaars (non-organised and open 

organised distribution types respectively) make up 44% and 25% of the dairy marketing 

in Turkey. The largest dairy player by value is Unilever with 18% of the total formal dairy 

market. Unilever is predominantly involved in ice cream manufacturing, for which it 

accounts for almost 75% of sales. Unilever is followed by domestic players Sütas, Pinar 

Süt, and AK Gida. 

 

Women have the highest participation in the dairy industry as contributing family 
members on family-owned dairy farms. Family labour, which is made up mostly of 

women, constitutes much of the workforce of the current dairy farms in Turkey. However, 

their participation is greatly limited at the production level. Women in farm households 

are engaged in cattle feeding and milking activities. Often, they work in the dairy farm as 

family members, unpaid and informally. Although they contribute substantially to milk 

production, their contribution is unpaid. A number of women are small-scale dairy 

entrepreneurs who are involved in milk production, processing, and marketing.  



 
 

 75 

 
 
3.3 GENDER GAP ASSESSMENT IN THE SPECIFIC SUPPLY CHAINS   
 

3.3.1 Gender Gap in the Hazelnut Supply Chain  
 

3.3.1.1 Key Characteristics of Surveyed Hazelnut Businesses in Turkey  

A survey of 50 agribusiness in the hazelnut sector was conducted in the Black Sea region 
of Turkey. There were 62% producers, 18% traders, and 20% processors in the sample. 

The sample also included 50% men-led businesses and 50% women-led businesses.18 

Moreover, the businesses were comprised of 26% micro businesses and 74% small 

businesses. Approximately 36% of the men-led and 16% of the women-led businesses 

were micro in size, while 64% of the men-led and 64% of the women-led were small in 

size. The majority of the businesses were over 20 years old, which indicates that Turkish 

businesses have been involved in the sector for a long time. Only a few respondents (8%) 

were between the ages of 25 and 25, and the majority (92%) were over 30 years of age. 

A greater share of respondents (60%) in women-led business had a university degree as 
compared to the respondents (36%) in men-led businesses, which indicates that women 

agri-businesses have more educated owners and managers than men-led agribusinesses.  

 

 
18 Women-led businesses are defined as the businesses that are at least 20% owned by women and has at 
least 30% women at the managerial level (Adapted from IFC definition)  

Box 2: Unilever’s Gender Equality Current and Future Priorities in the Supply Chain 
• Promoting respect for women’s rights and safety in supplier operations and the 

communities where we operate  
• Enabling women farmers, particularly smallholders, to improve their skills and 

capabilities  
• Ensuring blue collar jobs in our operations are as open and attractive to women as to 

men  
• Enhancing women’s land rights to enable greater access to finance and ability to 

invest to improve productivity and incomes  
• Increasing the diversity of our supply base by sourcing from more women-owned and 

women-operated businesses  
 
Source: Unilever (2017). Opportunities for Women: Challenging harmful social	 norms and gender 
stereotypes to unlock women’s potential  
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Figure 39: Distribution of Men-led and Women-led Firms by Size of Business 

 
 
Average employment was similar in both men-led and women-led hazelnut businesses. 
Overall, hazelnut businesses employed about 12 individuals on average. While producers 

employed about 12 individuals, traders employed 6 and processors employed about 17 

individuals. This included full-time, part-time, temporary, and unpaid members. Micro 

businesses employ about four individuals whereas small businesses employ 15 individuals 

on average. These numbers were relative for both men-led and women-led businesses.  

 

Informality was greater among micro businesses; however, no significant difference 
was observed between men-led and women-led businesses. About 72% of the surveyed 

businesses were registered and 26% were not. Among men-led businesses, 68% were 

registered and 28% were not. A greater share of women-led businesses (76%) were 

registered as compared to men-led businesses.  

 
Figure 40: Distribution of Men-led and Women-led Firms by Size of Business 
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3.3.1.2 Supply Chain Dynamics  

Women-led hazelnut businesses have a significantly lower number of suppliers (source) 
as compared to men-led businesses. The scale of suppliers ranges from 0 to 200; on 

average, though, hazelnut businesses work with nine suppliers. Men-led businesses work 
with about 17 suppliers while women-led businesses work with about 1 supplier on 
average. Farmers worked with one supplier, traders with 30.63 supplies, and processors 

with 13.7 suppliers. About 12% of the surveyed businesses were not able to provide data 

on how many suppliers they source from. This indicates that agribusinesses do not keep 

records of their suppliers. 

 

The majority of the suppliers were reportedly men-led businesses. The survey 

respondents were asked to provide the name of their top suppliers and whether the 

suppliers were men-led or women-led businesses. About 63.77% suppliers were 

reportedly men-led businesses and only 1.45% suppliers were women-led businesses. 

Results indicate that women-led businesses are less involved in the supply chain. The 

surveyed businesses buy raw hazelnuts, shelled hazelnuts, roasted hazelnuts, powered 

hazelnuts, fertilizers, and mold/rust remedies from their suppliers. 

 

Post-harvest losses are a major quality control issue for hazelnut businesses when it 
comes to buying products from their suppliers. About 64% of the businesses reported 

that post-harvest losses are a main quality issue, followed by pre-processing quality (18%) 

and packaging (6%). Hazelnut quality loss is a major issue in Turkey due to inadequate 

harvest, drying, and storage methods used. Storage, shelling, roasting, and packaging 

conditions also lead to reduction in shelf life of the hazelnut products. 

 
Figure 41: Major Quality Issues when receiving Products from Suppliers 

 
 
 
Low quantity production and lack of access to finance are the greatest challenges in 
supplying to large businesses for both men-led and women-led businesses. About 42% 
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do not produce enough to supply to large businesses. For 16% businesses, lack of access 

to finance is a major challenge in supplying to large businesses. More women-led 

businesses (56%) produce low quantities of hazelnuts as compared to men-led businesses 

(28%). Among other challenges, lack of social networking and marketing opportunities 

(8%), lack of quality standards met (8%), lack of mobility (8%), and lack of knowledge (6%) 

were reported to be the greatest challenges. Transport does not seem to be a constraint 

for the businesses. A greater share of women-led businesses (8%) are constrained by lack 

of knowledge/training as compared to men-led businesses (4%). 

 
Figure 42: Challenges in supplying to Large Businesses (% of women-led and men-led firms) 

 
 
Men-led and women-led businesses both employ contracts with buyers and a diverse 
supplier base as main strategies to cope with business risks. About 48% of the businesses 

keep a diversified supplier base and 32% use contracts with buyers and suppliers. 

Moreover, 44% of the women-led businesses use their diversified supplier base as 

compared to 52% of men-led businesses. Overall, only 2% of the businesses use insurance 

for unseen risks. None of the women-led businesses use insurance products to deal with 

risks and damages. Hazelnut production is susceptible to weather conditions such as 

rainfall and frosts. Although there are several recent agricultural insurance policies and 

programs being implemented in Turkey, the concept of agricultural insurance is still new 

for most of the growers and businesses. The use of insurance is still not widespread in 

Turkey, including among hazelnut businesses. 
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Figure 43: Strategies to Cope with Risks (% of women-led and men-led firms) 

 
 
High taxes are the main drivers of price in the hazelnut sector; and women-led 
businesses seem to be more affected by taxes than men-led businesses. Overall, 62% of 

the respondents reported that taxes are the key drivers of prices. A greater share of 

women-led businesses (68%) seem to be affected by taxes19 as compared to men-led 

businesses (52%) 20 . Among other reasons, prices are driven by rent-seeking 

behaviour/middle-men, regulatory requirements, and external markets as reported by 

12%, 10%, and 10% of the businesses respectively. It is to be noted that the hazelnut 

sector in Turkey has highly volatile prices, which are often driven by weather conditions 

as weather can significantly affect hazelnut supply. In the case of supply exceeding 

demand, the government intervenes to the market by buying hazelnuts directly from 

farmers in order to stabilize prices.  

 

 
19 D’Attoma, J., Volintiru, C., & Steinmo, S. (2017). Willing to share? Tax compliance and gender in Europe 
and America. Research & Politics, 4(2), 2053168017707151. This study found that women are more tax 
compliant than men. 
20 A recent study by Yenilmez (2018) found that female entrepreneurs tend to pay more in taxes, which are 
not in line with their business.  
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Figure 44: Drivers of Price (% of hazelnut businesses) 

 

 
As prices are determined by market forces, the role of state intervention, and price 
policies, the majority of hazelnut businesses do not believe that establishing longer 
term relationships with women suppliers in managing price volatility is helpful. About 

22% traders and 30% processors believe that working with women suppliers in the long 

term could be helpful in managing price volatility. Moreover, 16% of the men-led 

businesses and 12% of women-led businesses believe there will be an impact on prices if 

work with women suppliers is conducted in the long term because they perceive that 

women are sincere, have better customer persuasion, communicate better, can offer 

cheaper price, and build strong relationships. On the other hand, the majority think that 

hazelnut prices are gender neutral and are affected by other factors. 

 

Post-harvest losses and low quality of hazelnuts products are the key drivers of costs. 
Overall, the costs of 56% of the hazelnut businesses are driven by post-harvest losses, 

followed by low quality of hazelnut products affecting 40% of the businesses. Moreover, 
a greater share of women-led businesses (64%) have cost issues related to post-harvest 
losses as compared to men-led businesses (48%). In addition to weather conditions, 

losses can occur to farmers and other agribusinesses at different stages of harvesting, 

drying, and storing processes. If not adequately done, shelling, roasting, and packaging 

can also lead to quality losses. The agribusinesses spend a lot of money during the entire 

processes and any damages mean increased costs for them. The fact that only 12% of the 

businesses reported warehousing as a cost driver may indicate that warehouse use is low 

among the hazelnut value chain. In the scenario of high post-harvest losses, adequately 

equipped warehouses can be effective storage facilities to deal with quality issues. 
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Figure 45: Major Drivers of Cost (% of hazelnut businesses) 

 
 

Similar to the prices, only a 20% of the surveyed businesses believe that establishing 
long term relationships with women will be helpful in costs management. When asked 

if women are hardworking and trustworthy, 28% of the men-led and 12% of the women-

led businesses said yes and believed that women can offer discounted hazelnut prices if 

they work with them in the long term. However, the majority (80%) of the businesses 
think that costs are determined by other factors, such as weather conditions, trade 
policies, etc., and do not believe that supplier gender determines costs.  
 

The majority of the agribusinesses (86%) do not receive any certification to sell to other 
actors while 8% of the businesses think certification is not relevant for them. While 12% 

of the men-led businesses received certification, none of the women-led businesses 

received any certification to sell hazelnut products to other actors. These men-led 

businesses were primarily traders and processors. None of the producers obtained any 

certification. The hazelnut businesses who received certification were required to receive 

the SEDEX Members Ethical Trade Audit (SMETA), ISO22000, and GAP (Good Agricultural 

Practice) Certification of the Turkish Government. Certifications reportedly involve 

complex procedures as mentioned by 42% of the respondents. About 26% of the 

respondents reported certification to be time consuming and 20% reported it involves 

stringent quality standard requirements. A greater share of men-led businesses reported 

that certification involves complex procedures and stringent quality standard 

requirements while a greater share of women-led businesses reported that it is time 

consuming. 
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Figure 46: Challenges in Receiving Certification (% of Hazelnut Business) 

 
 

Table 8: Gender Element in Certifications (Hazelnut, Turkey) 

# Certification Gender Element 
(Yes/No) 

Description 

1 SEDEX Members 
Ethical Trade Audit 
(SMETA) 

Yes • Equal opportunities; Non-discrimination 

• Audit checks whether there is 
appropriate Health and Safety risk 
assessments/site inspections carried 
out on a regular basis, how this is 
recorded and what actions are taken to 
minimise the risks/hazards found, 
including for women 

• Audit checks the breakdown of workers 
by gender 

2 ISO22000 No  
3 Good Agricultural 

Practice 
No  

Note: Based on Secondary Research 

 

Exports in the hazelnut sector were found to be very limited, primarily due to the 
inability to meet certification standards required by other countries. Only one processor 

(2% of the surveyed hazelnut businesses), which was women-led, reported to be involved 

in export activities. None of the surveyed traders or producers export hazelnut products 

to other countries. Hazelnut businesses face several challenges to export hazelnut 

products, among which the major challenge is the difficulty to meet certification 

standards in other countries. About 54% of the surveyed businesses face difficulty in 

meeting certification standards in other countries as a major constraint in exporting, 

followed by related costs (10%), and transport problems (6%). A greater share of women-
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led businesses faces difficulty meeting standards and related export costs as compared to 

men-led businesses. Transport and other regulatory barriers do not seem to be major 

constraints for exporting. 

 
Figure 47: Challenges in Exporting (% of Hazelnut Business) 

 

 

3.3.1.3 Business Enabling Environment  

High tax rates are the biggest obstacles for businesses, followed by increasing 
competition, corruption, and political instability. Two of the top obstacles for hazelnut 

businesses are tax rates (66%) and increasing competition (62%). Individual income tax 

ranges from 15%-35% in Turkey. As Turkey is one of the largest producers of hazelnuts, 

there are also competition among suppliers in selling hazelnut products. Corruption is 

widespread in Turkey and is more prevalent in the public sector procurements. Recent 

political instability is also affecting agribusinesses in the hazelnut sector. Among others, 

businesses also face obstacles in getting educated workforce (26%) and accessing finance 

(12%).  
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Figure 48: Business Obstacles for Hazelnut Businesses 

 
 
A greater share of women-led businesses is constrained by tax administration/rates and 
corruption as compared to their male counterparts, whereas a greater share of men-led 
businesses reported political instability, inadequately educated workforce, and access 
to finance as top obstacles. For instance, taxes were ranked as a top obstacle for business 

by 52% of men-led businesses and 88% of women-led businesses. Women-led businesses 

also reported a higher rate of corruption related obstacles (68%) compared to their men-

led counterparts (44%). More men-led businesses reported that political instability was a 

top obstacle (44%) compared to their women-led counterparts (32%). Interestingly, none 

of the women-led businesses reported access to finance as a top obstacle to business. 

 
Figure 49: Business Obstacles for Men-led and Women-led Businesses 
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3.3.1.4 Other Gender-related Aspects  

None of the businesses have a gender strategy or policies to promote equal 
opportunities. Overall, 31.24% of the businesses were owned by women. In men-led 

businesses, women owned 12.28% of the businesses and in women-led businesses, they 

owned 50.2% of the businesses. Similarly, businesses have 28.84% women at the 

managerial level. Men-led businesses have 8.88% women at the managerial level whereas 

women-led businesses have 48.8% women at the managerial level. However, the 

surveyed businesses do not have any gender policies or strategies to promote equal 

opportunities.  
 
There is no significant difference in the number of individuals employed by women-led 
and men-led businesses. On average, men-led businesses employ 11.88 employees with 

a minimum of 1 and maximum of 48 employees whereas women-led businesses employ 

11.76 employees with a minimum of one employee and maximum of 20 employees. The 

majority of the employees consists of seasonal or temporary employees because of the 

nature of the hazelnut harvesting and processing time. Although, men-led businesses 

have relatively more full-time employees and women-led businesses have relatively more 

temporary employees. 

 
The majority of the hazelnut businesses (94%) do not collect sex-disaggregated data on 
their suppliers although most of the businesses think that it is important to ensure a 
gender-diverse supplier base. About 58% of the agribusinesses do not know whether 

their suppliers are men-led or women-led businesses. The remaining 42% reported they 

have 0.29 women suppliers. About 54% of the hazelnut businesses think that it is 

important to ensure gender-diverse supplier base for sourcing, the majority of whom are 

women-led businesses. Only 36% of men-led businesses perceive that ensuring gender-

diverse supplier base is important for sourcing as compared to 72% women-led 

businesses. Only 12% of the businesses use database to identify women-owned 

businesses, which include 4% of the men-led business and 20% of the women-led 

businesses. Results suggest that women businesses are keener to work with women 

suppliers for sourcing.  
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Figure 50: Do you think it is important to ensure there is a gender-diverse supplier base to 
source from? 

 
 

A greater share of women-led businesses takes procurement steps and outreach 
initiatives to expand relationship with women-led businesses as compared to men-led 
businesses. Although the majority (54%) of the businesses think that it is important to 

ensure a gender-diverse supplier base, about 40% businesses take procurement steps to 

expand relationship with women suppliers. A greater share of women-led businesses 

(56%) take proactive procurement steps to expand relationship with women suppliers 

compared to men-led businesses (24%). Similarly, 28% of the hazelnut businesses have 

outreach initiatives to communicate procurement opportunities to women-owned/led 

businesses. A greater share of women-led businesses (32%) have outreach initiates for 

women as compared to men-led businesses (24%). However, there seems to be limited 

training opportunity for the women suppliers as only 14% of the businesses provide 

training/capacity-building to vendors/suppliers with a focus on training women-led 

businesses.  
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Figure 51: Does your company take proactive procurement steps to expand relationships with 
women- owned businesses in the value chain and when contracting vendors? 

 
 

The majority of the dairy businesses do not see an opportunity to source from women 
although they perceive that working with women suppliers will bring several benefits. 
Only about 4% businesses, all of which are women-led businesses, see an opportunity to 

source from women while 94% do not see an opportunity to source from women and 4% 

do not think its relevant for them. Hazelnut businesses reported several benefits to be 

expected if sourcing from women. About 90% of the businesses think that women are 

reliable and loyal in business. In addition, the other major benefits reported by hazelnut 

businesses are: “women produce higher quality products (82%)”, “women can offer a 

diversified source of goods (46%)”, “women offer better prices (46%)”, “women are 

better able to innovate (42%)”, and “women offer more stable pricing (38%)”. Among the 

traders and processors, 52.63% businesses reported that women offer better prices, 

42.11% reported that women offer stable pricing, 78.95% said women produce higher 

quality products, 47.37% reported women are better able to innovate, 84.21% reported 

women are more reliable, and 94.74% of the traders and processors reported that women 

are more loyal. Moreover, except for the stable pricing, a greater share of women-led 

businesses expects these benefits from working with women suppliers as compared to 

men-led businesses.  
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Figure 52: What benefits do you see from sourcing more from women? 

 
 

The main barrier to sourcing from women is difficulty in finding women-led companies. 
Over 60% (62% of respondents) of the surveyed businesses reported that it is difficult to 

find women-led companies. Of the traders and processors, about 68.42% reported that 

difficulty to find women-led companies is the main barrier to sourcing from women. This 

could be due to the fact that the share of women-owned enterprises represents a small 

share (about 14%) of the agribusiness enterprises in Turkey. Moreover, 32% of the 

agribusinesses never thought about having gender policy in sourcing. Only 6% of the 

businesses perceive women-led companies charge higher prices whereas 2% businesses 

think that they are less able to scale.  

 
Figure 53: Main barriers to sourcing from women 
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Hazelnut businesses see a benefit for their reputation to working with more women 
suppliers and also think that there is a market premium for women-made hazelnut 
products. About 46% businesses perceive that there is reputation to working with women 

suppliers, the majority of which are women-led businesses. More women-led (52%) than 

men-led businesses (42%) perceive working with women can enhance their reputation. 

The majority (60%) of the businesses think that there is a market premium for women-

made hazelnut products, the greater share of which are women-led businesses (64% vs. 

56%). Results indicate that the Turkish market understands the importance of women-

made products and the agribusinesses in the hazelnut sector are more willing to work 

with women suppliers. 

 
Figure 54: Do you see a benefit for your reputation to working with more women suppliers? 

 
 

Figure 55: Is there a market premium for women-made products? 
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3.3.1.5 Findings from Hazelnut Focus Group Discussions  

A focus group meeting with dairy producers, traders/retailors, and processors was 
organized in the Trabzon region of the Black Sea region. The focus group session had 10 

participants in total, all of whom were women, and the respondents were mainly partners 

in the businesses. The focus group discussion aimed to collect information on business, 

sales, and constraints to enter the hazelnut supply chain. The participants provided 

qualitative information indicating their perception levels in relation to, for instance, 

financial, legal, economic, and social constraints to start a business, grow, and sustain in 

the hazelnut supply chain. 

 

Limited access to better markets were reported to be among the major issues for 
women-led businesses in the hazelnut sector. Agribusinesses who are in Ankara, Istanbul, 

or Bursa can sell hazelnut products at a higher price. Some agribusinesses have contacts 

with larger businesses in better markets. However, many of the producers and other 

agribusiness who are in the Trabzon region do not have access to such markets. They sell 

to middle-men or traders at lower than market prices. The middle-men or traders sell the 

nuts in larger markets at higher prices and enjoy major profits. Taking products to markets 

that have better opportunities requires transport and lot of hard work, which discourages 

the agribusinesses in the Trabzon region to go to those markets. Women-led businesses 

are curious about export opportunities, but they are not aware about the whole exporting 

processes. Women lack the confidence to explore export opportunities and need training 

and capacity building programs to increase their knowledge on marketing. Still, these 

women-led businesses want to find better markets, buyers, and other opportunities such 

as collective selling and exporting to increase their sales.  

 

Women have limited ownership of the household or business assets, and social norms 
and patriarchal nature do not give enough recognition to women-led businesses. Most 

of the assets are owned by the men of the households. While men and women have equal 

rights to own property, men are often favoured for inheritance. Moreover, women often 

do not demand for a fair share of land inheritance or property. Despite women taking 

active roles in hazelnut businesses, the patriarchal society still perceives men as the main 

contributors to the industry. Women are involved in all stages of hazelnut production, 

harvesting, processing, marketing, etc., and are the main completers of housework and 

other chores. It’s difficult to maintain balance between household work and business. 

 

Women-led businesses have limited access to storage facilities and advanced 
equipment and technology that could make their work more efficient. Hazelnut fields 

have to be ploughed, but most of the producers of hazelnuts do have the necessary 

machinery or the funds to purchase it. They use sickles and other manual tools, which can 

take longer and cannot cover as much ground as machinery. Some women will rent 

machines, but this is costly and there is often a wait time for the machinery. There is also 

a shortage of storage facilities to store hazelnut products in the Trabzon region. If not 
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dried and stored properly, hazelnuts can rot from moisture or be infested with pests. 

There are machines to dray the hazelnuts, but the machines are very expensive, and many 

women cannot afford to buy them. 

 

3.3.2 Gender Gap in the Dairy Supply Chain 
 

3.3.2.1 Key Characteristics of Surveyed Dairy Businesses in Turkey  

A total of 78 businesses in the dairy sector were surveyed in the Izmir region of Turkey. 

These consisted of 69.23%% men-led businesses and 30.77% women-led businesses. The 

surveyed businesses include producers (42.31%), traders (24.36%), processors (20.51%) 

as well as a small number of packaging business, retailors, and transport businesses. In 

addition, micro businesses comprise about 58.97% and small businesses comprise 41.03% 

of the surveyed businesses. The majority of the dairy businesses (39.74%) were 6-10 years 

old while about 37.18% were more than 20 years in business. About 64% of the surveyed 

businesses were registered businesses. Informality is more prevalent among micro 

businesses. There were only 3.85% respondents between the age range of 18 to 24 years. 

 
Figure 56: Distribution of Men-led and Women-led Firms by Size of Business 

 
 

More respondents from women-led businesses had a technical or university degree 
compared to men-led businesses. Among the respondents in men-led businesses, who 

are the owner or manager of the businesses, 20.37% had a primary education and 27.78% 

had a secondary education. On the other hand, only 4.17% of female respondents had a 

primary education and 16.67% had a secondary education. 9.26% of the respondents 

from men-led businesses had a technical degree as compared to 29.17% respondents 

from women-led businesses. Similarly, 50% respondents from women-led businesses had 

a university degree as compared to 42.59% respondents from men-led businesses. These 
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results show that owners and managers in women-led businesses in the dairy sector, most 

of whom are women, are more educated than men. 

 

Women-led businesses in the dairy sector employ slightly lesser number of individuals 
compared to men-led businesses. On average, dairy agribusinesses employ about 8.19 

employees including full-time, part-time, temporary, and unpaid members. Men-led 

businesses employs about 9.57 individuals while women-led businesses employ 5.08 

individuals on average. Moreover, micro businesses employ about 4.26 individuals and 

small businesses employ 13.84 individuals on average. Producers, traders, and processors 

employ 7.72, 9.42, 5.63 individuals on average. 

 

3.3.2.2 Supply Chain Dynamics  

Women-led businesses have fewer suppliers than men-led businesses Overall, dairy 

businesses have 7.65 suppliers from who they source dairy products and other materials. 

However, whereas men-led businesses sourced from 9.17 suppliers, women-led 

businesses sourced from 4.29 suppliers on average. Producers have 2.69 suppliers, 

traders have 5.79 suppliers, and processors have 4.75 suppliers. Micro businesses work 

with 3.42 suppliers as compared to 13.59 suppliers used by small businesses.  

 

The majority of the suppliers (source) were men-led businesses. Surveyed dairy 

agribusinesses reported the name of their top suppliers and whether they know the 

suppliers are men-led or women-led. Of the reported top suppliers, about 44.08% were 

known to be men-led businesses and 5.71% of the suppliers were known to be women-

led businesses. Surveyed businesses do not know about 50% of the suppliers whether 

they are men-led or women-led. Dairy businesses sourced variety of products from their 

suppliers, including animal feed, milk, other dairy products, and equipment.  

 

Pre-processing quality issue is a major issue dairy businesses face when receiving 
products from their suppliers or buy from the market. About 56.41% of the businesses 

reported that pre-processing quality are a main quality issue followed by post-harvest 

losses (9.23%) and packaging (7.69%). Quality milk received from suppliers is important 

to obtain quality processed dairy products. Quality issue with milk can affect the quality 

of the processed products. Cold chain was not a major issue for the businesses. 
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Figure 57: Major Quality Issues when receiving Products from Suppliers 

 
 

Low quantity of products seems to be the biggest challenge to supplying to larger 
businesses as reported by 39.74% of the surveyed businesses. Other challenges to 

supplying to larger businesses were reported to be lack of knowledge and information 

(21.79%), lack of storage facilities (11.54%), and quality standards of large businesses 

(7.69%). Moreover, a greater share of women-led dairy businesses faces more challenges 

in terms of low quantity, lack of social network, and lack of storage facilities in supplying 

to large agribusinesses compared to their male counterparts. For instance, for 41.67% 

women-led businesses, low quantity of products is the greatest challenge to supplying to 

large agribusiness as opposed to 38.89% of men-led businesses. Similarly, 16.67% 

women-led businesses face challenges due to lack of social networking and marketing 

opportunities as opposed to none men-led businesses. More women-led businesses 

(16.67%) face challenges with respect to access to storage facilities compared to men-led 

businesses (9.26%). 

 
Figure 58: Challenges in supplying to Large Businesses (% of women-led and men-led firms) 
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Dairy agribusinesses use different strategies to cope with business risks. Top strategies 

are participation in cooperatives (56.41%), diversification of supplier base (46.14%), use 

of contracts with buyers and suppliers (41.03%), diversification of sales (37.18%); a small 

percentage of businesses (5.13%) use insurance. A greater share of women participated 

in cooperatives (75% vs. 48.15%) and uses contracts with buyers and suppliers (50 vs. 

37.04%). On the other hand, more men-led businesses use diversification of supplier base 

(48.15% vs 41.67%) and diversification of sales (42.59% vs. 25%). None of the women-led 

dairy businesses use insurance to deal with business risks. 

 
Figure 59: Strategies to Cope with Risks (% of women-led and men-led firms) 

 
 
Taxes are the key drivers of price of dairy products. The majority of the respondents 

reported taxes as the main price drivers, of which 91.67% were from women-led 

businesses and 85.15% were from men-led businesses. Fewer respondents reported 

regulatory requirements (7.69%) and rent-seeking behaviour or presence of middle-men 

(6.41%) are key drivers of prices. Price does not seem to be affected by fluctuations in the 

external market. Among others, input costs can also affect dairy prices. 
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Figure 60: Drivers of Price (% of Dairy businesses) 

 

 
About a half of the dairy businesses believe that establishing long-term relationships 
with women suppliers could be helpful in managing price volatility. Approximately 
44.44% men-led and 62.5% women-led businesses believe that working with women 

suppliers long-term can help manage prices in the dairy sector. These businesses believe 

that women do better quality work, use resources efficiently, women are better in 

processing milk compared to men, more productive, and their work is clean and tidy, 

which is important in the production and processing of milk products. Others, who do not 

believe that working with women would help managing price volatility, emphasize quality 

of products rather than the gender of the suppliers and they think that gender does not 

matter in price determination. 

 

While several factors drive costs of dairy products women-led businesses are more 
affected by warehousing and post-harvest losses. The major drivers are warehousing 

costs as reported by 52.56% of the dairy businesses followed by post-harvest losses 

(46.15%), quality (41.03%), and transport costs (25.64%). A relatively greater share of 

women reported warehousing (75%) and post-harvest losses (66.67%) as key cost drivers 

as compared to 42.59% and 37.04% men-led businesses. On the other hand, a greater 

share of men-led businesses reported transport and low quality as a key cost driver 

compared to women-led businesses. 
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Figure 61: Drivers of Cost (% of businesses) 

 
  

Similar to the price volatility, a greater share of women-led businesses believes that 
establishing longer tern relationship with women suppliers could be helpful in cost 
management. Overall, 46.15% of the respondents believe that working with women 

suppliers could be helpful in cost management. 42.59% of the men-led businesses believe 

that working with women suppliers will help in cost management whereas 54.17% of 

women-led businesses agree with the same. Several reasons were reported as to why 

working with women suppliers will be helpful in cost management, including: women are 

more productive and efficient, their quality work in processing, women are hardworking 

and pay attention to detail work, and women communicate better in dealings. The others 

think that there is no gender impact on costs of production and processing. The reasons 

why working with women could be helpful in cost management include: women’s 

products are cheaper, and they agree to sell on credit; women try to build long term 

relationship; women try to help by offering lower prices; women are devoted to who they 

are working with; etc. among other reasons. Those who do not believe that working with 

women will have any impact on costs, reported that costs do not depend on gender and 

that women suppliers are limited in numbers, among other reasons. 

 
The majority of the dairy businesses do not need to receive certification to sell their 
products to other actors. Only 10.26% of the respondents needed to receive certification 

whereas 30.77% reported that certification is not needed, and 58.97% reported that 

certification is not relevant. The businesses who received certification had obtained 

ISO22000 and a certification from the government, but the respondents were unable to 

provide the official name of these certifications. Complex procedures involved in 

certification process were reported to be the biggest challenge to receive certification, 

followed by time and costs involved in the certification. 
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Figure 62: Challenges in Receiving Certification (% of Business) 

 
 

A third of the dairy businesses exports their products to other countries, most of which 
are men-led businesses. These include 37.04% of the men-led businesses and 25% of 

women-led businesses. The majority of the traders (73.68%), 31.25% of the processors, 

and 15.15% of the producers are engaged in export activities. The majority of the 

businesses (38.46%) reported that exporting is too costly. Transport (14.10%) and 

difficulty meeting quality standards (7.69%) were other challenges to exporting dairy 

products. 

 

 

Figure 63: Challenges in Exporting (% of Business) 
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3.3.2.3 Business Enabling Environment  

Corruption was the biggest obstacle affecting dairy businesses followed by electricity 
and fuel shortages, taxes, and other obstacles. About 87.18% of the dairy businesses 

reported that corruption was the biggest obstacle while electricity and fuel shortages was 

reported as a top obstacle by 39.74% and taxes were reported as top obstacle by 38.46% 

of the dairy businesses. Other major obstacles included increasing competition (28.21%), 

transport (26.92%), and inadequately educated workforce (20.51%), among others. About 

19.23% of the dairy businesses reported access to finance as a top obstacle for their 

businesses. 

 
Figure 64: Business Obstacles for Dairy Businesses 

 
A greater share of women-led businesses is constrained by corruption, electricity and 
fuel shortages, and transport as compared to their male counterparts. For instance, 

corruption was reported as a top obstacle by 91.67% of the women-led businesses as 

compared to 44% of the men-led businesses. Similarly, electricity and fuel shortage was 

a top obstacle for 45.83% of women-led businesses as compared to 4% men-led 

businesses. 20.83% of men-led businesses reported transport as top obstacles as opposed 

to 8%. On the other hand, a greater share of men-led businesses (36%) reported access 

to finance is a top obstacle as compared to 20.83% of women-led businesses. Similarly, 

men seem to be more affected by increasing competition, inadequately educated 

workforce, political instability, and taxation. 
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Figure 65: Business Obstacles for Women-led Businesses 

 
 
3.3.2.4 Other Gender-related Aspects  

Women-led businesses employ fewer individuals than men-led businesses in the dairy 
sector, however, the share of women owners and managers are significantly higher in 
women-led businesses as compared to men-led businesses. On average, 30.5% of all 

dairy businesses were owned by women. Women owned 13.17% of all the men-led 

businesses and 69.58% of all women-led businesses. The dairy businesses have 30.61% 

women at the managerial level. Moreover, percentage of women at the managerial level 

was 11.07% in the men-led businesses and 74.58% in the women-led businesses. On 

average, women-led businesses employed 5.08 individuals as compared to 9.57 

employees in the men-led businesses. The majority of the employees are full time 

employees. Dairy businesses are less likely to employ part-time, seasonal or temporary 

workers. 
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Figure 66: Employment 

 
 

Only 5.13% have a gender strategy or policy to promote equal opportunities; however, 
training and support programmes were found to be limited. Only 3.7% of men-led 

businesses and 8.33% of women-led businesses had a strategy or policy to promote equal 

opportunities while the majority do not have any equal opportunities policies. Businesses 

in Turkey usually follow gender neutrality policies or non-discrimination policies based on 

gender. These businesses take different measures such as flexible working conditions, 

networking, gender targets in hiring, retaining, promoting, and developing women 

employees, equal pay for equal work, policies to ensure that violence and harassment are 

not occurring, etc. among others, to ensure there is no gender discrimination. 

 
Only 4% of the dairy businesses collect sex-disaggregated data on their suppliers and 
the majority of the agribusinesses think that it is not important to ensure a gender-
diverse supplier base. None of the women-led businesses collect sex-disaggregated data 

on their suppliers. About 10% of the agribusinesses do not know the number of their 

women suppliers are men-led or women-led businesses. The remaining 90% reported 

they have 1.2 women suppliers. Only 23.08% of the businesses, the majority of which are 

women-led, think that it is not important, or not relevant, to ensure gender-diverse 

supplier base for sourcing. Only 6.41% of the businesses use a database to identify 

women-owned businesses. Dairy businesses care about the quality of the milk products 

rather than gender of the suppliers. 

 

The majority do not take proactive procurement steps to expand relationships with 
women-owned businesses. About 24.36% of the businesses take procurement steps to 

expand their relationships with women suppliers. In addition, 54.17% of the women-led 

businesses take proactive procurement steps to work with women as compared to only 

11.11% men-led businesses. Women are more interested in working with more women 

as compared to men-led businesses. Similarly, only 15.38% of the surveyed businesses 
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carry out outreach initiatives to communicate procurement opportunities to women-

owned/led businesses. Women-led businesses (37.50%) are more likely to have such 

initiatives as compared to men-led businesses (5.56%). Overall, 37.18% of businesses 

provide training/capacity-building to vendors/suppliers with a focus on training women-

led businesses.  

 
Figure 67: Does your company take proactive procurement steps to expand relationships with 
women- owned businesses in the value chain and when contracting vendors? 

 
 

The majority of the dairy businesses do not see an opportunity to source from women 
although they perceive that working with women suppliers can bring lot of benefits. 
Only 16.67% of the businesses perceive that there is an opportunity to source more from 

women. Moreover, a greater share of women-led businesses (37.50%) see an opportunity 

to source from women as compared to men-led businesses (7.41%). These businesses 

perceive women as reliable, loyal, can offer diversified and better-quality products at 

better prices. Among the traders and processors, 88.57% businesses reported that 

women offer better prices, 88.57% reported that women offer stable pricing, 88.57% said 

women produce higher quality products, 88.57% reported women are better able to 

innovate, 91.43% reported women are more reliable, and 91.43% of the traders and 

processors reported that women are more loyal. 

 

However, difficulty to find women-led businesses is the main barrier to sourcing from 
women. For instance, 82% of the surveyed businesses reported that it is difficult to find 

women-led companies. Of the dairy traders and processors, about 94.29% reported that 

difficulty to find women-led companies is the main barrier to sourcing from women. 24% 

of the agribusinesses never thought about having a gender policy in place with respect to 

sourcing.  Similarly, 12% of the businesses perceive women-led companies to be less able 

to scale.   
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Figure 68: What benefits do you see from sourcing more from women? 

 
 

Figure 69: Main barriers to sourcing from women 

  
 

Women-led businesses are more likely to see a benefit to their reputation from working 
with more women suppliers and think that there is a market premium for women-made 
dairy products. Overall, 60.26% businesses perceive that there are benefits to their 

reputation for working with women suppliers. About 91.67% of the women-led 

businesses believe that working with women suppliers is a matter of reputation as 

compared to 46.30% men-led businesses. Similarly, 57.69% of the businesses think that 

there is a market premium for women-made products. This includes 79.17% of the 

women-led businesses and 48.15% of the men-led businesses. These results show that, 

as compared to men-led businesses, women-businesses are more likely to work with 

women suppliers. 
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Figure 70: Do you see a benefit for your reputation to working with more women suppliers? 

 
 

Figure 71: Is there a market premium for women-made products? 

 
 
3.3.2.5 Findings from Dairy Focus Group Discussions  

A focus group meeting with milk producers, traders/retailors, and processors in the 
dairy sector was organized in the Izmir region of Turkey. The focus group session had 12 

participants in total, all of whom were women. The focus group discussion allowed for 

the subjective assessment of obstacles for women in terms of business, sales, and 

constraints to enter the dairy supply chain. The participants provided qualitative 

information indicating their perception levels in relation to, for instance, financial, legal, 

economic and social constraints to start a business, grow, and sustain in the dairy supply 

chain. 
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Middlemen and traders are highly prevalent in the dairy sector. The women-led 

businesses, especially those who only produce milk, collect their milk in the morning and 

give it to the middlemen, who then sell it in other markets. Some women-led businesses 

sell their milk and milk products to other processors and retailors. The middlemen pay a 

lower price to the women-led businesses and then sell the milk at higher prices in other 

markets. Women have limited knowledge of better market opportunities and export 

opportunities. These findings indicate that there are potential opportunities for women 

to explore better markets and sell their products directly to obtain better margins from 

sales. 

 

Women have limited financial capabilities or support to expand their business. Women 

earn money but give it to their husband or to the family. Men are the legal owners of all 

assets, including the animals, machines, and others. While laws support equal rights when 

it comes to inheritance, men are often favoured. There is limited social security for 

women and women usually do not have insurance. In addition, opportunities for women-

led businesses seem to be limited in a male-dominated society. 

 

Women-led businesses seem to be getting only marginal profit from their dairy 
businesses. Dairy businesses incur high costs of production, including in production, 

distribution, and sales. Maintaining animal health requires a lot of expenses, including 

animal feed and veterinary care, which is sometimes not cost-efficient. The animal feeds 

are very expensive and is a major part of the overall costs. Sometimes, the women do not 

get quality feed, which also affects the quality of the milk collected and the price. After 

all the expenses, women-led businesses reported to be getting small profits.  

 
Water-scarcity in the Izmir region is a big challenge to dairy businesses. Because of 

limited supply of water, the available grass, hay and other animal feed are not sufficiently 

available for the cattle. Animal also need a lot of water to drink. Studies have shown that 

the corresponding water cost can range from TL 0.001/litre milk to TL 0.008/litre milk, 

which could be up to 0.7 percent of water costs relative to the raw milk base price. 

 
Access to credit is limited for women-led businesses, which constrain them to spend on 
advanced equipment and technology. Not all women-led dairy businesses have 

advanced equipment such as milking machines. Milking manually is very time consuming 

but machines are costly and limited access to credit makes it nearly impossible for women 

to buy machines and other equipment.  
 

Women-led businesses lack knowledge and awareness on available support and 
programs. Recently, the government loans and incentives available to support women-

led businesses; however, most of the women are not aware of it. They are also not aware 

of available support programs to encourage women-led businesses. 
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3.4 INSTITUTIONAL / STAKEHOLDER MAPPING ON ENGAGEMENT IN GENDER IN 

AGRIBUSINESS 
 

Stakeholder/ 
Institution 

Agriculture 
Focus 

Gender Focus / 
Gender 

Component 
Summary of activities: 

World Bank 
 

 

Credit line with 30% quota for 
women-inclusive companies. 

Delegation of the EU to 
Turkey 

 
 

Rural development programme 
to provide farmers with capacity 
building, infrastructure, etc. 

KAGIDER (The Turkish 
Female Entrepreneurs 
Association)  

 

Supports women entrepreneurs 
through capacity building, credit 
programmes and policy dialogue 
engagement. Planning a program 
for women in agriculture, but has 
not started. 

Turkey Union of 
Chambers of 
Agriculture 

  

Specific trainings for women in 
the agricultural sector, focusing 
on gender equality, climate, 
cooperatives, social security, and 
entrepreneurship/ leadership. 

Ministry of Agriculture 
and Livestock 

  

Support women to become 
entrepreneurs through the 
provision of training, grants, and 
zero-interest loans. 

 

World Bank: The World Bank’s Inclusive Access to Finance Project aims to improve access 

to long-term finance for (I) women-inclusive enterprises and (II) enterprises in less 

developed sub-regions affected by the influx of Syrians Under Temporary Protection 

(SuTP). The project has earmarked 30% of loans for women-inclusive companies, 
defined as: (I) owned by women (at least one female shareholder), (II) managed by 

women (with at least one female C-level manager or at least 25% representation in mid-

level management), or (III) employ a ratio of women that is higher than the average ratio 

observed in the respective sector. 
 

Delegation of the EU to Turkey: The Instrument for Pre-Accession in Rural Development 

(IPARD) focuses on investing to enable farmers to learn new techniques, upgrade 

facilities, and carry out essential restructuring. In addition, IPARD offers more support to 

innovation and skills development by introducing support for renewable energy 

infrastructure, community development initiatives (LEADER), and agri-environment 

measures. The EU Delegation’s agricultural programmes in Turkey do not have a specific 

gender component.  

 

KAGIDER: The Turkish Female Entrepreneurs Association is a non-governmental 

organization aimed at strengthening women entrepreneurs. KAGİDER promotes women’s 
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entrepreneurship through capacity building, credit programmes, and policy dialogue 
engagement. Under the technical assistance of the World Bank, KAGİDER developed the 

Gender Equality Model for Turkey (FEM), a certification scheme concentrating on equal 

opportunities in the workplace. The main criteria for certification are: 

1. The CEO Declaration and Commitment to Equal Opportunities 

2. Equal Opportunities in Job Recruitment and Selection 

3. Equality in Access to Trainings and Self-Improvement Activities  

4. Equality in Promotions and Career Development Opportunities  

5. Career Support Procedures for Employees with Children 

6. Procedures for Harassment and Claim Management in the Workplace 

7. Communications Language and Corporate Advertisements 

 

KAGİDER reported that it plans to carry out a project to support female entrepreneurs in 

the agricultural sector in 2019 but has not yet begun activities.  

 

Turkey Union of Chambers of Agriculture: The Turkey Union of Chambers of Agriculture 

is a professional union focusing on the registration of farmers. The union offers specific 

trainings for women in the agricultural sector, focusing on gender equality, climate, 

cooperatives, social security, and entrepreneurship/leadership. Trainings are operating in 

all 81 provinces through the local Chamber of Agriculture and, as of the end of 2017, 

174,000 women had participated.  The Union also works on policy advocacy for the 
promotion of women’s issues. For instance, women working on family farms were 

previously not eligible to receive social security because they were not registered as 

business owners or employees. The Union lobbied the Board of Social Security and new 

legislation was passed in 2013 allowing women farmers to register for social security.  

 

Ministry of Agriculture and Livestock: In the area of agricultural entrepreneurship, the 

Ministry of Food, Agriculture and Livestock (MFAL) initiated a programme in 2014 to 

support women to become entrepreneurs through the provision of training, grants (up to 

TRY 30,000), and zero-interest loans (up to TRY 70,000). The Department of Training and 

Extension of the MFAL is working with FAO on the “capacity development support to rural 

women on the socio-economic and gender aspects of sustainable rural development”, 

which aims to develop the national capacity regarding gender sensitive agricultural 

extension and rural advisory services. The emphasis is on developing tools and methods 

to design demand-focused programmes that respond to the specific needs of women 

farmers.  
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4. SYNTHESIS: THE BUSINESS CASE FOR GENDER 
 
4.1 GENDER AND PRICE/COST MANAGEMENT 
 

By working with women suppliers, large agribusinesses can access premium markets 
and receive better prices as there is a premium for women-made products in local and 
international markets.  The promotion of gender equality and women’s rights is viewed 

as a key element of social sustainability in many countries. In addition, gender equality is 

also important for overall economic growth and sustainability. Working with women can 

provide access to premium export markets such as Germany, Italy, and France, which 

place value on the economic, social, and environmental sustainability of the supply chain.  

 

There are examples of products that are made with ethical credentials and secure 
higher price in the market. For instance, branded Chiquita bananas sell for higher prices 

than those of their competitors in most retail markets due to its built ethical credentials 

through participation in the Better Banana Initiative and work with the Rainforest 

Alliance.21 Fairtrade International helps to make cocoa farming in places like Côte d’Ivoire 

and Ghana more sustainable through payment of the Fairtrade Premium, and the 

additional sum of money is used to improve farmers’ social, economic, and environmental 

conditions. Survey results also suggest that about 25% of horticulture businesses and 16% 

of dairy businesses in Uzbekistan, as well as 60% of hazelnut businesses and 57.69% of 

dairy businesses in Turkey, perceive that there is a market premium for women-made 

products. 

 
Figure 72: Is there a market premium for women-made products? (% of businesses replied YES) 

 
 

 
21 Docherty, C. (2012). Branding Agricultural Commodities: The development case for adding value through 
branding. Topic Brief for New Business Models for Sustainable Trading Relationships project. 
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Figure 73: What benefits do you see from sourcing more from women? (% of 
traders/processors) 

 
Supporting women-led businesses with easier access to finance, aggregation (e.g., 
formation of women business associations), and networking opportunities can enable 
them to work with large businesses. Survey results show that women relatively face 

more challenges than men in supplying to larger agribusinesses. Women-led business are 

usually smaller in size compared to men-led businesses, which amounts to lower 

production volumes, and a greater share of women-led businesses are found in the 

informal sector. The survey results confirm that there are a number of challenges posed 

by the low volume of production faced by women-led businesses that prevent them from 

supplying to large businesses; these challenges include limited access to financing 

opportunities, limited social networking opportunities and contracts, lack of storage 

facilities, and lack of transport. 

 

Knowledge sharing and training programs can help women identify better markets and 
business contract opportunities. Typically, women have limited knowledge on how to 

access large business contracts and marketing opportunities, including exports. Taking 

the products to a better market also involves incremental transport costs. Meeting 

certification standards, regulatory barriers, transport, and other costs affect women 

suppliers’ ability to export. Women expressed their interest in exporting their products; 

however, they often do not understand the trade laws and the process of exporting. Most 

of the time, women end up selling the products to middle-men and traders at lower than 

market prices. For instance, none of the surveyed women-businesses in the horticulture 

sector or dairy sector in Uzbekistan export to other countries. Similarly, in Turkey, only 

4% of the surveyed women-businesses in horticulture sector and 25% in the dairy sector 

export to other countries.  

 
 
 
 

0%

20%

40%

60%

80%

100%

Horticulture Dairy Hazelnut Dairy

Uzbekistan Turkey

Women offer better prices Women offer more stable pricing



 
 

 109 

4.2 GENDER AND QUALITY MANAGEMENT 
 
Agribusinesses, and especially large businesses, have several quality standards 
requirements, which can be a major constraint for women suppliers to supplying to 
large businesses. In Uzbekistan, a majority of the agribusinesses reported that they do 

not have any quality issues when receiving products from suppliers because they already 

choose the best quality products or buy from suppliers who offer quality products. 

Alternatively, they also buy from the market in order to get the best quality products. In 

Turkey, on the other hand, agribusinesses in the hazelnut and dairy sectors reported 

several quality issues, including pre-processing quality, packaging, and post-harvest losses 

when getting products from their suppliers. Women suppliers will not be able to supply 

to larger businesses if their product quality does not meet the standards. 

 

Survey results and stakeholder interviews show that women are better in certain 
agribusiness activities and can, therefore, offer better quality products. For instance, 

women are largely hired for picking and sorting hazelnuts because they are better at 

performing these activities compared to men. Stakeholders in both Turkey and 

Uzbekistan reported that dairy processing is tedious and requires tidy work, which 

women perform better than men. Women are also the ones who usually do the shopping 

for the households and better understand the customer experience when it comes to 

colour, size, shape, taste, etc. Findings from the stakeholder interviews reveal that meat 

processing firms employ women employees to cut and pack meat products because they 

understand customers’ preferences better. Survey results show that 60% of horticulture 

traders and processors and 42.11% of dairy traders and processors in Uzbekistan, and 

52.63% of hazelnut traders and processors and 88.57% of dairy traders and processors in 

Turkey, believe that women produce higher quality products.  

 
Figure 74: Major quality issues faced by traders and processors in Turkey when receiving 
products from suppliers (% of traders/processors) 
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Figure 75: What benefits do you see from sourcing more from women? (% of 
traders/processors) 

 
 
Lack of certification can also harm the women suppliers’ ability to supply to larger 
businesses. Currently, only a small number of agribusinesses obtain certification, which 

might be affecting their ability to supply to large businesses.  Only 21.15% of business in 

the horticulture sector and 28% in the dairy sector of Uzbekistan received certification. 

Similarly, in Turkey, 6% of business in hazelnut sector and 10.26% in the dairy sector 

received certification. Several issues, including stringent quality standards, complex 

certification procedures, costs, and lengthy time of processing discourage agribusinesses 

from obtaining certifications. Certifications are a key requirement from large businesses 

because they ensure that the products meet health and safety requirements.  

 

Access to adequate storage facilities, warehousing services, and quality management 
training will also help women suppliers in dealing with post-harvest quality issues. 
Hazelnuts are very susceptible to weather conditions such as rain and frost. If not dried 

well, it can lead to post-harvest losses. Similarly, horticulture and dairy products are 

perishable products and need to be stored adequately. There are limited warehouse 

facilities for drying, sorting, and storing in both Turkey and Uzbekistan. In addition, 

women lack access to financing to buy cold storage (such as refrigerators) to store dairy 

products. Lack of storage facilities also force them to sell their products to middle-men at 

lower than market prices. In addition, interviews with stakeholders reveal that women 

are often not aware of quality standards (e.g. product quality, packaging, etc.) and lack 

knowledge in quality management practices. Supporting women with training and 

capacity building programs can enhance their knowledge of quality management 

practices, which can, therefore, enhance their ability to sell to larger businesses and for 

better prices.  
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4.3 GENDER AND EFFICIENCY 
 
The surveyed agribusinesses in Uzbekistan and Turkey reported that women are 
hardworking, patient, more productive, and want to maintain long-term relationships 
with their contractors. In addition, women are reported to be more reliable and loyal to 

the businesses they supply materials to. Survey results show that 75% of horticulture 

traders and processors and 52.63% of dairy traders and processors in Uzbekistan, and 

84.21% of hazelnut traders and processors and 91.43% of dairy traders and processors in 

Turkey, believe that women are more reliable. Moreover, 65% of horticulture traders and 

processors and 52.63% of dairy traders and processors in Uzbekistan, and 94.74% of 

hazelnut traders and processors and 91.43% of dairy traders and processors in Turkey, 

believe that women are more loyal to their suppliers.  

 
Women suppliers need access to advanced technology and equipment to manage high 
costs of production and increase their efficiency. Most of the women in the dairy sector 

do not use advanced equipment, such as milking or milk processing machines. In the 

hazelnut sector, women do not have advanced ploughing machines and have to dig 

manually as a result; digging manually takes longer and limits the amount of ground that 

can be used for crops.  Limited access to credit is the one of the reasons why women-led 

businesses are unable to afford equipment to work efficiently. Another actor that leads 

to women’s limited access to technology and equipment is production costs. High costs 

of production, limited access to, and the cost of, transport services, and other regulatory 

obstacles can also limit women’s efficiency. Dairy production can involve high costs, 

including the costs of animal feed and veterinary care as reported by agribusinesses in 

Uzbekistan. Costs involving transport and shortage of electricity and fuel can also increase 

the costs of production, leading to lower efficiency.  

 
Figure 76: What benefits do you see from sourcing more from women? (% of traders & 
processors) 
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Figure 77: Business Obstacles for Women-led Businesses 

 
 

 
Increasing women’s access to finance will enable them to access modern equipment 
and technology, which will help them increase efficiency. Limited access to finance was 

reported to be a major business obstacle for women businesses. Women need financing 

for several aspects, including for buying raw materials, paying wages, buying storage 

infrastructure, transport and marketing, paying taxes, etc. Lack of collateral, high interest 

rates, and lengthy loan approval processes and repayment periods are the main reasons 

for women’s limited access to finance from formal financial institutions. Women often 

borrow from family and friends to meet their financing needs for business expansion. 

Moreover, limited access to finance was reported to be one of the major reasons for 

women to not be able to supply to large businesses, as reported by 16% women-led 

businesses in the hazelnut supply chain in Turkey.  
 
Policy interventions to improve women’s ownership rights to land, property, and assets 
can increase their financial capability and ability to borrow. Women are also less likely 

to own property and other assets that they could use for getting financing or for business 

expansion. The legal framework in both countries prohibits discrimination on the basis of 

sex and guarantees explicit recognition of women’s rights and equal access to property 

and other assets. However, women often do not inherit property from their parents based 

on patriarchal norms that favour sons.  Even if they demand property rights, as in Turkey, 

they are often only given a small portion of the property that is legally theirs. There is a 

similar situation in terms of women’s rights to marital property. Women have rights to 

marital assets, but their property and assets are often put in their husband’s names.   
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4.4 GENDER AND RISK MANAGEMENT 
 

Women businesses are more exposed and vulnerable to the intrinsic risks of 
agribusiness due to their small business size and use of less sophisticated production 
methods. Risks include weather related conditions (e.g. rain and frost in the hazelnut 

sector; water scarcity in the dairy sector in Turkey), political instability, changes in the 

external market (e.g. export demand, external prices), logistical and infrastructure risks 

(e.g. electricity and fuel shortages), etc. For instance, in Turkey, the market price of 

hazelnuts is highly volatile due to weather and other conditions. The government often 

intervenes in the market to stabilize hazelnut price, which can surge the costs of large 

businesses. Risk factors in the dairy sector include milk price variability and product 

hygiene. In Uzbekistan, for example, poor animal health poses risks to the dairy sector’s 

development. Animal health is constrained by weaknesses in public and private veterinary 

services and exacerbated by poor animal feeding. There is insufficient government 

willingness to engage in public awareness with communities on prevention and control of 

animal diseases. 

 
Maintaining a large pool of suppliers is one of the approaches used by agribusinesses 
to cope with business risks. Among the surveyed agribusinesses, 59.62% of horticulture 

businesses and 42% of dairy businesses in Uzbekistan, and 48% of hazelnut businesses 

and 46.15% of dairy businesses in Turkey, have diversification of supplier base as one of 

the major strategies to cope with business risks. Similarly, 40.38% of horticulture 

businesses and 30% of dairy businesses in Uzbekistan, and 54% of hazelnut businesses 

and 23.08% of dairy businesses in Turkey, think that it is important to have a gender-

diverse supplier base. Working with a larger and diverse set of suppliers can help 

managing risks. Increasing the number of women suppliers will increase the supplier base 

and women are capable of bringing diversified goods. 

 
Figure 78: Do you think it is important to ensure there is a gender-diverse supplier base to 
source from? (% of businesses replied YES) 
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Figure 79: Main barriers to sourcing from women (% of traders/processors) 
 

 
 
Large businesses could take proactive procurement steps and have outreach initiatives 
to communicate procurement opportunities to women-led and owned businesses. The 

biggest challenge to work with women suppliers, as reported by the surveyed 

agribusinesses, is the ability to identify women suppliers. In general, the share of women-

led agribusinesses is low compared to men-led businesses. Sometimes, even if the woman 

is a co-owner of the business, it is the man who takes care of the business operation and 

is the contact point for large businesses. Agribusinesses find it difficult to find women-led 

companies. About 40% of horticulture traders and processors and 73.68% of dairy traders 

and processors in Uzbekistan, and 68.42% of hazelnut traders and processors and 94.29% 

of dairy traders and processors in Turkey, reported that difficulty to find women-led 

companies is the main barrier to sourcing from women. Agribusinesses usually do not 

have gender policies in sourcing. The majority of the agribusinesses do not collect sex-

disaggregated data on their suppliers, nor do they use any database to identify women 

suppliers in the purchasing processes.  
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5. OPPORTUNITIES FOR EBRD INTERVENTION 
 

5.1 EBRD AGRIBUSINESS AND GENDER STRATEGIES 
 
The EBRD Agribusiness Strategy 2019 emphasizes long-term development of the 
agribusiness sector, focusing on innovation, sustainability and responsibility. The 

specific objectives include enhanced productivity and value addition, strengthened 

market links, innovative and affordable financing, inclusive value chains, improved 

business conduct/standards, and sustainable agribusiness. EBRD focuses on the private 

sector, providing financing to meet the changing needs of agribusiness companies across 

the region. EBRD also supports advisory services for agribusiness companies with the aim 

of scaling up private sector participation and making food production more efficient and 

more sustainable. EBRD interventions include providing finance, technical cooperation 

and policy dialogue in support of a more responsible, sustainable, and innovative 

agribusiness sector. 

 
Figure 80: Focus Areas of the EBRD’s Agribusiness Strategy 2019 

 
 

EBRD’s Strategy on the Promotion of Gender Equality 2016-2020 aims to increase 
women’s economic empowerment and equality of opportunities in the countries where 
EBRD invests. The promotion of equal opportunities between men and women is aligned 

with EBRD’s key principles of transition impact (through economic inclusion), additionality 

(non-financial) and commitment to sustainable development (sustainability). The strategy 

is based on the application of traditional EBRD tools and approaches (investments, 

technical cooperation and policy dialogue). It focuses on three pillars, (i) increasing access 

to finance and business support for women-led businesses, (ii) increasing access to 

employment opportunities and skills for women, and (iii) improving access to services.  
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Figure 81: Pillars of EBRD’s Gender Strategy 

 
 

 
The following sections discuss opportunities for EBRD to promote greater women 
economic empowerment along agribusiness supply chains based on the above strategic 
framework. The analysis is structured by type of instrument available to EBRD, namely: 

(i) investment, (ii) technical cooperation, (iii) capacity building, (iv) external partnership, 

and (v) policy engagement, among others.  

 

 

5.2 OPPORTUNITIES BY EBRD INSTRUMENT 
 
5.2.1 Investment 
 

EBRD could make targeted investments in manufacturing and trading companies 
seeking to secure the premium pricing and /or other benefits linked with women-made 
products. EBRD could use its range of financial instruments (e.g., debt, equity, trade 

finance products, etc.) to address various financial needs of these companies and 

facilitate a greater strategic focus on women. Trade finance products would be 

particularly well-suited instruments in this context. Depending on the size of the 

respective company, investments could also be made in women-led businesses directly 

to support growth and expansion. Private-equity funds targeting women led-

agribusinesses could also be potential partners.  

 

EBRD could offer a financing facility for the expansion and/or upgrading the warehouse 
infrastructure and cold chain for agribusiness products to better integrate women in 
the supply-chain. There are currently limited warehousing facilities in Turkey and 

Uzbekistan. In addition, the existing warehouses are often not adequately equipped 

especially in terms of quality management. An EBRD facility could provide loans to 

warehouse operators with a clear gender strategy to make the required investments to 

expand and/or upgrade their infrastructure for cleaning, drying, sorting, packaging of 
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fresh agricultural products and help better manage quality. Improvements in the cold 

chain will help women suppliers store milk, dairy products, and other perishable 

agricultural products facilitate access to lucrative export markets. Such investments to 

improve the infrastructure would also facilitate a greater use of warehouse receipts by 

women-led agribusinesses to access finance.  

 

EBRS could encourage the adoption of more efficient production methods with 
instruments such as credit lines with longer maturities for equipment financing or direct 
investments in leasing companies active in the agribusiness sector. Women reportedly 

face several constraints to secure adequate funding for the acquisition of advanced 

equipment and technology that could increase their operational efficiency. With EBRD 

support, partner financial institutions could provide financing for more modern and 

(energy-) efficient agribusiness equipment on better terms (e.g., longer maturities, 

flexible collateral requirements, etc.). Better opportunities for equipment leasing could 

also be facilitated by EBRD through partnerships with equipment manufacturers and 

leasing firms in the region. 

 
EBRD could promote forward and backward linkages with women-led businesses 
through targeted investments in large agribusiness companies at different levels of the 
supply-chain to promote a gender-diverse supplier base. The investees would be 

required to put tools and procedures in place to increase women-led businesses in their 

supply-chain. EBRD could also invest in intermediary companies (processing and trading 

companies). Backward linkages would include the case when a large manufacturer or 

intermediary procures more input from women-led businesses. Forward linkages would 

be for instance seed suppliers or logistic companies to be incentivized to do more business 

with women-led agribusinesses, which would help the latter to enhance their product 

quality and overall competitiveness.  

 
5.2.2 Technical Cooperation 
 

EBRD, through technical cooperation, could provide technical support to improve 
marketing practices of women suppliers and their access to markets to enable women 
suppliers secure better prices of their products. Women-led businesses often lack the 

technical skills to engage in more value-added activities, which is among the key 

constraints limiting their ability to move up the value chain. The survey results show that 

even with higher levels of education than men, women are less involved in value addition 

activities such as processing and trading. Under the proposed technical cooperation 

component, EBRD could provide technical assistance to women-led agribusinesses on 

various aspects of marketing (packaging, labelling, logistics), exports (laws, regulations, 

standards, etc.) to improve marketing practices and access to better markets. This can be 

done in collaboration with private sector stakeholders. Increasing access to market 

information along with improved marketing practices will expose women to better 

markets and better prices.  
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EBRD could help develop or promote supply chain certification programs in 
collaboration with local stakeholders to promote sourcing from women suppliers; and 
provide technical assistance to women-led agribusinesses to obtain different 
certifications to ensure quality standards. Among the certification received by the 

surveyed agribusinesses, only the Global Reporting Initiative certification in Uzbekistan 

seems to have requirements of having women suppliers. Another example includes the 

Fair Trade Certification that ensures that the product adheres to better living and working 

standards for women everywhere. Better quality standards would help with branding and 

securing price premiums. 

 

EBRD could also provide technical assistance to women-led agribusinesses on 
certification procedures and quality requirements to obtain certifications. Certifications 

will make them more visible and acceptable to large agribusiness companies. To scale up 

this activity, EBRD could enable a number of women suppliers to provide quality control 

services to women suppliers, who will then provide technical assistance to other women 

suppliers in obtaining certifications. Furthermore, EBRD could provide technical 

assistance to warehouse operators on warehouse receipt systems (WRS) operations, 

regulations, standards and quality management, etc. to promote the use of warehouses 

by women-led agribusinesses. 
 
EBRD could provide technical support to improve production practices of women-led 
agribusinesses along the supply chain. Women often use conventional methods of 

production with limited use of advanced technology. Improving their knowledge in and 

promoting modern agricultural practices such as sustainable agriculture (e.g. green 

technology), the use of advanced breed/seeds, the use of modern irrigation technologies, 

alternative farming practices (e.g. organic farming), etc. can help women reduce costs, 

increase efficiency, and generate a more economically viable and profitable business in 

the long run. For instance, the use of solar pumps for irrigation can have a significant 

impact on irrigation costs and efficiency. Solar cooling storages can be used to store milk 

and other dairy products. The use of modern seeds can increase agricultural production 

and productivity. 

 

Moreover, EBRD could also provide technical support to large agribusinesses to improve 
procurement practices and encourage the collection of gender-disaggregated data in 
order to promote a more gender-diverse supplier base. The survey results and interviews 

with large companies revealed that the majority of agribusinesses do not take proactive 

steps to expand relationships with women-led businesses. The procurement practices are 

usually gender neutral and companies put more emphasis on quality than on other factors, 

such as gender of the suppliers. However, improving the procurement practices of large 

agribusiness companies can help targeting women suppliers in the process. This can be 

achieved through outreach events or targeted advertising. EBRD could also provide 

technical support to design an e-market place, which would allow women suppliers to sell 
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their products online. The e-market place can in turn produce valuable data on suppliers 

and facilitate the use of supply-chain finance products.  

 

5.2.3 Capacity Building 
 

EBRD could facilitate awareness raising programs on market opportunities for women 
suppliers. Women often lack knowledge on better market opportunities. Since the 

market for women-made products is still developing, awareness raising programs on 

market opportunities for women-made products would enhance women suppliers’ 

knowledge for potential markets and possibly attract large agribusiness companies in the 

country and internationally. The awareness raising program can include modules on how 

and where to find such markets, and how to market women-made products, etc. For 

instance, the “Big Chefs” restaurant chain in Turkey buys women-made products for its 

restaurants. The awareness raising program could include a list of similar companies to 

be found locally and internationally, giving women opportunities to reach out to a wider 

market. 

 
Training of women suppliers on quality standards & quality management is also 
required to enhance women suppliers’ knowledge on these aspects. The training 

program should include topics such as post-harvest management, storage management 

including pest control, product quality and standards including pre-processing quality 

standards as well as quality standards required by warehouses, large agribusiness 

companies, for exports, and for different certification programs. Separate training 

modules on each of these aspects can be developed. An efficient and more effective 

training approach can include training-of-trainers, where EBRD would facilitate training 

of trainers, who can then train the women producers, traders, processors, and other 

women-led agribusinesses.  
 
To achieve efficiency, training in improved production techniques, including social and 
environmental standards, could be provided to women producers. Capacity-building can 

be provided to women producers on various aspects of sustainable and advanced 

agricultural practices such as green technology, advanced breed/seeds, modern irrigation 

technology, harvesting technology, alternative farming practices (e.g. organic farming), 

etc. to enhance their knowledge on these aspects and achieve costs and time efficiencies.  
 
Awareness-raising by large agribusinesses on market opportunities with women 
suppliers can help bring in more women as suppliers. The business case developed under 

this study can be used as an awareness-raising tool to educate large agribusinesses on the 

benefits, advantages as well as the corporate social responsibility working with women 

suppliers. This is expected to bring in more women-led agribusinesses into the supply 

chain. 
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5.2.4 External Partnerships 
 

EBRD could facilitate dialogue between large agribusiness companies and women 
supply-chain partners to support the promotion of women-made products and to 
develop better pricing strategies. Women producers, traders, processors, and other 

women-led agribusinesses, women associations, trade associations, and large 

agribusinesses can be brought together to exchange information on women-made 

products, needs, challenges, and the roles and responsibilities of each group. They can 

meet periodically to share updates and discuss emerging issues that can affect the market 

for women-made products.  
 
EBRD could facilitate partnerships with quality standards & quality management 
authorities to enhance quality of agribusiness products. The Turkish Standards 

Institution (TSE) develops standards for all sorts of products, processes and services. It 

performs assessments of product, system, service and certification, surveillance-

inspection, testing and calibration, etc. in a diverse set of fields including agricultural, 

horticultural, and dairy products. Similarly, in Uzbekistan, the UZSTANDARD-Agency for 

Standardization, Metrology and Certification is responsible for certification and 

standardization policies. These agencies can support women suppliers to gain a better 

understanding of the product standards and certification processes.  
 
Collaboration with extension services providers, equipment suppliers, and financial 
institutions can help promote efficient production techniques and the use of equipment 
financing. Extension service providers (public and private) are aware of the local farming 

conditions including soil, climate, and environmental conditions and of the best practices 

in production methods in the region to improve production efficiency. They can train the 

women producers on efficient production practices in different agricultural sub-sectors. 

They can also provide regular trainings for sustainable results. In addition, partnerships 

with equipment suppliers (for leasing) and financial institutions (for equipment financing) 

would increase women’s access to advanced equipment at affordable prices. 

 
EBRD could sponsor outreach events with local stakeholders to promote women-led 
businesses and the benefits of a gender-diverse supplier base. Government 

stakeholders, with support from EBRD, could organize on-site and off-site outreach 

events through campaigns, media (newspaper and TV) and by using online resources to 

reach women suppliers and educate them in procurement processes, improve the 

public’s brand recognition for women-made products, and encourage large agribusiness 

companies to source from women suppliers. 

 
5.2.5 Policy Engagement 
 

EBRD could facilitate policy engagement with the Government in each country in order 
to secure better prices, explore market opportunities, and increase demand for women-
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made products locally. The Government could subsidize prices of women-made products 

to increase their demand and support women-led businesses to catch up with male 

market players. Governments can also enhance market opportunities for women-made 

products by creating supportive policies as part of their procurement process, such as 

actively promoting women participation and increase purchasing from women suppliers. 

 

Promoting public-private partnerships on quality management could also enhance 
quality standards. For instance, the government entities responsible for quality 

management could train and build capacity of women-SME agents. Once licensed, these 

women-led businesses could perform quality checks and provide easier access to 

certifications services for women suppliers in secondary cities and rural areas across the 

selected country. 

 

Policy interventions to improve women’s property rights and financial education can 
increase their financial capability and ability to borrow from financial institutions. Policy 

engagement with the governments can support women acquire ownership of land, 

property, and other assets, which they can use as collateral to obtain fixed and working 

capital financing for their business operations. In addition, agricultural finance can be 

complex for women with limited financial literacy. Although women can be equally 

responsible for making major financial decisions, men are traditionally more involved with 

banking and larger financial transactions. As a result, women might have less knowledge 

of finance concepts and available financing opportunities. Financial literacy programs 

could enhance their knowledge of different types of financing (agricultural loans, 

equipment financing, leasing, and other products), which could improve their access to 

finance.  

 
Finally, the design and implementation of policy incentives for gender-diverse supplier 
bases can improve the number of women suppliers along the supply chain. Policy 

incentives such as tax incentives can be designed to encourage large agribusinesses 

source from women suppliers. For instance, the US Government provides tax incentives 

to businesses who source from WBENC22-Certified Women’s Business Enterprise. Other 

incentives may include investment incentives, R&D incentives, trade incentives, 

infrastructure incentives, etc.  

 
  

 
22 WBENC - Women’s Business Enterprise National Council 
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